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Boulevard
acquires
GCR assets

Future of LT tires: Clear as mud
Style becoming nearly as
important as function for
mud-terrain tires

By Bruce Davis
bdavis@crain.com

NASHVILLE, Tenn.

Bridgestone Americas Inc. photo

Bridgestone Americas Inc. has sold
10 GCR Tires & Service stores and one
GCR retread plant in Florida and Georgia to Boulevard Tire Center of Deland,
Fla., a longtime Bandag retread licensee.
The deal — Bridgestone’s fourth dis-

Mud-terrain tires continue to gain market share.
By Kathy McCarron
kmccarron@crain.com

M

assive potholes notwithstanding, highway vehicles have little need for
mud-terrain tires, but that hasn’t
stopped some in the growing population of light truck owners from
pimping their rides with these aggressive-looking tires.
Mud-terrain (M/T) tires are a
small but steadily growing segment
of the burgeoning light truck tire
segment for most tire makers, in
some cases accounting for 5% to

Trends in

LightTruck
Tires&Wheels

“Usually fuel pricing is reason10% of their light-truck tire sales.
And as pickup trucks coming off able, the economy is good, people
assembly lines get bigger, the rim have expendable money. ... As long
diameters of the M/T tires also are as the economy is in a good state,
increasing as vehicle owners add the segment will continue to grow.
They (mud-terrain tires)
lift kits.
are expensive.”
The upbeat economy has
Although a smaller subhelped this trend.
set of the light truck and
“If the economy is good,
SUV tire segment, demand
people are buying these bigfor M/T tires continues to
ger vehicles, these Jeeps, these
grow, Will Robbins, prodbig, full-sized trucks,” Terry
uct manager for BridgeSmouter, director of sales
stone Americas Tire Opermanagement for Hankook
ations, said.
Tire America Corp., said.
Smouter

“In fact, demand for larger M/T
tire sizes, 33-inch diameter and
above, has nearly doubled in size
over the last 10 years,” he said.
“With this growth, we have seen
two categories of consumers in the
M/T segment emerge: those who demand a durable, dependable tire solution that offers maximum traction in
off-road conditions, and an increasing
group of light truck and SUV owners
who are looking to personalize their
vehicles by upgrading their tires with
more aggressive tread patterns and a
SEE LT, PAGE 21
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Goodyear refutes criticism of Mexico plant conditions
By Miles Moore

mmoore@crain.com

Goodyear photo

WASHINGTON

Four U.S. congressmen say Goodyear would not let them tour its plant in Mexico.
©Entire contents copyright 2019 by Crain Communications Inc. All rights reserved.

Four members of the U.S. House
of Representatives are criticizing
Goodyear for its refusal to allow
them to tour its Mexican tire plant
during a recent fact-finding trip on
labor conditions in Mexico.
Goodyear said it disagrees strongly with the accusations made by the
congressmen in a letter they drafted.
The representatives, led by House
Trade Subcommittee Chairman Earl
Blumenauer, D-Ore., also requested
a formal response from Goodyear regarding complaints of former workers
about poor working conditions, low
wages, illegal termination and discrimination at the plant in San Luis
Potosi, Mexico, which opened in 2017.
“We are disappointed that Goodyear was unwilling to accommodate

our request for a plant tour, and that
the security team also rejected our
in-person request during our visit
to San Luis Potosi on Saturday, July
20,” Mr. Blumenauer and the other
representatives wrote in the July 29
letter to Goodyear Chairman, CEO
and President Richard Kramer.
“We are also disappointed that
an iconic American company like
Goodyear, which is shedding jobs at
home while building new facilities in
Mexico, is failing to provide its workers in Mexico with basic labor rights
that are recognized internationally
and under Mexican law,” they wrote.
Besides Mr. Blumenauer, the
signatories of the letter are Democratic Reps. Rosa DeLauro of Connecticut, Terri Sewell of Alabama
and Jimmy Gomez of California.
House Speaker Nancy Pelosi,
SEE GOODYEAR, PAGE 26

posal of GCR assets this year — will
expand Boulevard Tire’s footprint to
26 commercial tire outlets in Florida
and two in Georgia, together with five
retread plants in Florida and eight retail-focused outlets. Financial terms of
the deal were not disclosed.
The locations sold are in: Bartow,
Fort Myers, Jacksonville, Ocala, Orlando, Sarasota, Tallahassee and Tampa,
Fla., and Savannah and Waycross, Ga.
The retread plant is in Clearwater. Four
of these locations — Fort Myers, Jacksonville, Orlando and Tampa — overlap
with existing Boulevard Tire outlets.
Boulevard Tire is considered the
10th largest commercial tire dealership in the U.S. with fiscal 2018 revenue of nearly $180 million and 15th
largest truck tire retreader with production of over 1,000 units daily.
Bridgestone said selling these locations is part of its “ongoing effort to
strengthen its commercial tire distribution network in the U.S.”
Boulevard Tire did not respond to
Tire Business queries to comment on
the deal.
This is the fourth tranche of GCR assets that Bridgestone has sold this year,
encompassing 73 commercial service
outlets and a dozen retread plants. With
this divestiture, GCR’s network drops
to fewer than 90 locations in the U.S.,
down from 200-plus at the business
unit’s height a few years ago.
The other recent deals were:
• 13 GCR Tires & Service stores and
three retread plants in North Carolina,
South Carolina and Virginia to McCarthy
Tire Service of Wilkes-Barre, Pa.;
• 46 GCR stores and six retread
plants in the southern U.S. to Southern Tire Mart of Columbia, Miss.; and
• Four GCR service locations and
two retread plants to Parkhouse Tire
Inc. of Bell Gardens, Calif.
Bridgestone said it remains “very
committed” to the GCR business,
which it has owned and operated since
1988. The GCR name is derived from
the names of the business’ founders —
Balie Griffith, Harold Crawford and
Perry Rose — who opened their first
location in 1945 in Odessa, Texas.
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IndustryNews
Toyo to invest $450M to build tire plant in Serbia
BELGRADE, Serbia

Toyo Tire Corp.’s board of directors has approved a $450 million investment plan to build
a passenger and light truck tire plant in Europe to
support the company’s growth plans for the region, which represents about 15% of Toyo’s global
tire sales.
Toyo has selected a 150-acre site about 35
miles northwest of Belgrade for the factory,
which will be rated at 5 million units a year
at full capacity. Toyo plans to break ground in
May 2020 at the site in Indija, Serbia, with production slated to start by January 2022.
The plant is expected to hit full capacity by
summer 2023 with 500 employees, Toyo said.
The plant will be Toyo’s eighth tire factory

worldwide and make Toyo the
15th global tire company with
production capacity in Europe.
Toyo said the new factory will
incorporate its Manufacturing
Execution System and elements
of the Internet of Things to make
this a “sophisticated smart factory” capable of achieving high
quality at low cost and of supplying differentiated and high value-added products for luxury passenger vehicles and light
trucks within and outside the European market.
Inđija is a municipality of about 47,000 inhabitants located in the autonomous province of
Vojvodina, Serbia. The site is roughly 40 miles

southwest of Zrenjanin, Serbia,
where China’s Shandong Linglong
Tire Co. Ltd.is building a factory,
its first in Europe.
These plants will be the fifth and
sixth tire factories in Serbia. The
others are: Cooper Tire Europe
in Krusevac; Mitas/CGS (Trelleborg) in Ruma; Rekord Asiv D.o.o.
in Belgrade; and Tigar Tyres/Group
Michelin in Pirot.
Toyo said it supplies tires for the European and
Russian markets from factories in Japan and Malaysia. The new manufacturing base in Serbia will
reinforce Toyo’s global tire manufacturing and
supply system, the company said, and reflects the

firm’s global growth strategy outlined last year
when Japan’s Mitsubishi Corp. raised its ownership stake in Toyo to 20% from 3%.
At that time, Toyo and Mitsubishi — a Toyo
distribution partner since 1974 — outlined a
wide-ranging strategic partnership that will
enhance Toyo’s global distribution assets, help
it compete more effectively in the evolving mobility sector and fund capacity expansions.
Tokyo-based Mitsubishi’s increased share
ownership represented a $425 million infusion of
new capital.
Toyo only recently disclosed plans to expand
its 13-year-old tire plant in White, Ga., by nearly 10% to 13.9 million passenger and light truck
tires annually by January 2021.

A first for Chevy Corvette Groups to partner
Michelin designs all-season UHP
run-flats for 2020 mid-engine vehicle
By Bruce Davis

bdavis@tirebusiness.com

TUSTIN, Calif.

The 2020 Corvette is the first mid-engine version of Chevrolet’s iconic two-seat sports car in its 60-plus-year history
— and the first Corvette to come OE with all-season tires.
The eighth-generation Corvette, with its 6.2-liter,
495-horse power V8 bolted behind the driver, will be
shod with Michelin Pilot Sport ALS, which Michelin
said was designed in concert with Chevrolet engineers in
response to customer feedback.
The fitments are 245/35ZR19 front and 305/30ZR20
rear. The higher-powered Z51 version gets Pilot Sport 4S
tires. Both are run-flats.
Chevrolet claims the new ’Vette, set to go on sale before year-end, will sprint to 60 mph from 0 in less than 3
seconds, thanks in part to an eight-speed, dual-clutch automatic transmission that doles out the power judiciously to the tires, which Michelin said also deliver a 23%
reduction in rolling resistance versus the Pilot Sport All
Season 4 used on the generation 7 Corvette.
Michelin claims the new ’Vette can generate more than
1g of lateral acceleration with the all-season rubber.

LWG, Monteverde Group to provide
‘infrastructure infusion’ for 8 outlets
gressive growth strategies in our
Big O Tires franchisees Mon- current stores and current marketteverde Group and Leeds West places.
“We have worked very hard
Groups have agreed to share ownership of eight former NTB Tires & setting up the LWG senior manService Center outlets in Texas that agement team to be able to opMonteverde Group converted to Big erate at a very high level with
clear-cut structural reO stores earlier this year.
sponsibilities in all areSix of the stores are
nas,” Mr. Shader said,
located in the San Anto“giving LWG now the
nio area and two in the
ability to go after any
Corpus Christi market.
and every multi-unit
Financial details were not
large-scale deal we see
released.
fit in the aftermarket
Greenwood Villageautomotive repair sector
based Leeds West (LWG),
nationwide.”
which operates nine Big
Monteverde
Without providing
O outlets in Colorado and
specifics, Mr. Shader
90-plus Midas Auto Care
locations throughout the U.S., said said that will begin with “what we
it will provide equity and a “strate- see as an exciting and aggressive
gic infrastructure infusion” to Mon- Q3 and Q4 for LWG growth in
teverde Group, but it will have no our current stores and new markets with a big addition and bang
daily operational control.
Monteverde founder and CEO with eight Big O Tires locations in
Chris Monteverde will continue Texas and our investment into our
to manage operations, accord- 16th state.”
Mr. Monteverde said the “maring to LWG, which will provide
“aggressive” funding aimed at riage of LWG now gives me and
my team the ability to go after any
growth.
Mr. Monteverde, a Big O Tires growth opportunity nationally that
franchisee since 2004 with 19 I see fit for my Big O Tires team
Big O locations in California, ac- and allows us to capitalize on their
quired the eight former NTB Tire automotive specific office infrastructure, while allowstores in Texas from TBC
ing my team to deliver a
Corp. in January and
high level of operational
converted them to Big O
excellence.”
signage. They are the first
Mr. Monteverde was
Big O locations in Texas,
honored twice in 2018
where TBC operates 100
by Big O Tires franchiNTB stores, primarily in
sor TBC and the Interthe Dallas and Houston
national Franchise Asmetro markets.
sociation (IFA) as a Big
Judd Kyle Shader, CEO
Shader
O Tires franchisee of the
and member of the board
year.
of directors of LWG, said
John Kairys, vice president and
the investment strategy focuses
on “world-class investors, and we general manager of Big O Tires,
firmly believe Chris and his team called Mr. Monteverde an “exceptional operator” and said TBC is
are that.”
Mr. Shader said LWG can en- “fortunate” to have him and his
hance revenue by leveraging team representing the Big O brand.
Founded in 2009, Leeds West
growth opportunities by investing
in automotive-specific purchas- is involved in more than 94 autoing and software infrastructure, motive retail locations, operating
“all alongside LWG current ag- in 16 states.

GREENWOOD VILLAGE, Colo.

From an appearance standpoint, the car’s main difference comes from the windshield sitting more than
16 inches farther forward than the last Corvette, which
sticks the passengers right around the center of gravity.
Behind them is a bulbous shape more than 2 inches
wider than before, dominated by massive side scoops on
each flank used to feed the engine compartment air and
help keep the hot bits a little cooler.
In addition, Chevy is touting the use of TPMS-derived
tire temperature information to tune the car’s performance via the electronic limited-slip differential, according to information in a video featuring Jason Kolk,
performance engineer.

Love’s Travel opens retread plant in Texas
By Bruce Davis

bdavis@tirebusiness.com

LAREDO, Texas

Love’s Travel Stops Inc. has opened
a retread plant and tire distribution facility in Laredo, its fifth retread plant
nationwide, providing greater coverage to an important market area.
Steve Phillips, director of tire sales
and plant operations, cited “strong
demand for our retread product, new
tires and related services” for the
need to open additional production
and distribution facilities.
The opening of this fifth retread
plant comes just a few weeks after
Tennessee government officials disclosed Oklahoma City-based Love’s
Travel Stops had selected Milan,
Tenn., as the site for an additional
retread plant and distribution facility.
Love’s did not disclose size or capacity details for the Laredo facility, its second retread plant in Texas,

in Big O locations

Love’s Travel Stops has opened its
fifth retread plant in the U.S.

but did describe the Oliver Rubber
process it uses as encompassing the
“most comprehensive casing-inspection regimen in the industry in
conjunction with the latest technology and a rigorous manufacturing
process to ensure a reliable and consistent product.”
Love’s retreading business —
Love’s Truck Solutions L.L.C. — “is
complemented by an innovative and

VISIT TIREBUSINESS.COM: Check out the latest industry news.

MARKETING GROUPS: Miss our report on marketing groups? See it online.
LIVESTREAM: Did you miss our livestream event on automotive service,

featuring our own Dan Marinucci and Kathy McCarron? You can catch the
replay any time on tirebusiness.com under the events tab.

transparent casing repair program,
premium casings consistent with the
fleet’s specifications and a customized reconditioning/mounted wheel
program” designed to meet the
needs of fleet customers, the company said.
Love’s offers a warranty on its retreads that it describes as the “most
extensive warranty available in the
industry.” It’s redeemable at any
Love’s Truck Tire Care or Speedco
location across the country.
Love’s — which operates more
than 490 truck stops in 41 states —
opened four Oliver Rubber-system
retread plants in 2016 to support its
drive to expand tire sales and service to its customers nationwide.
The company’s other retread
plants are in Kingman, Ariz.; Plainfield, Ill.; Forest Park, Ga.; and Grand
Prairie, Texas. Each is rated at 400
tires a day, the company said in 2017.
Other online content:
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‘Challenging’ market impacts
tire makers’ Q2 sales, earnings

Achievers names TBC
Most Engaged Workplace

S

everal tire makers reported mixed results
in sales and earnings during the threeand six-month periods ended June 30,
impacted by a “challenging” economic environment.
Goodyear and Cooper Tire & Rubber Co.
reported lower earnings and sales during the
fiscal periods, due to sluggish demand and
unfavorable currency exchange rates.
Group Michelin complained of a “more
difficult than expected environment” despite
its sales and earnings increasing for the quarter. Trelleborg Wheel Systems also ended the
quarter with slightly higher sales but pointed
to declining demand in the agricultural tire
market.

Cooper

In the wake of reporting lower operating
income and sales for the quarter and half
year, Cooper Tire management sees the company facing a challenging economic environment throughout the rest of year.

Among the headwinds Cooper management sees for the second half are the increased
U.S. tariff costs (which impact Cooper’s medium truck tires), the delayed timing of anticipated commercial truck tire price increases,
and weakness in the China new-vehicle and
Europe replacement tire markets.
However, Cooper said it expects to report
an improved operating profit margin through-

out the year, matching or exceeding the 5.9%
reported last year.
As a result of the changing market conditions, Cooper is adjusting its financial expectations for the full year in a number of areas,
including:
yyGiven first-half volume performance
and the lack of clarity regarding the China
new vehicle market, Cooper no longer expects
full-year unit volume growth versus 2018;
yyCapital expenditures to range between
$180 million and $200 million;
yyCharges related to the restructuring of
the Melksham, England, factory to be in a
range of $8 million to $11 million.
For the second quarter, Cooper’s operating
income fell 3.3% to $31.7 million on 2% lower
sales of $679.1 million. Net income plunged
41.2% to $8.82 million.
Cooper attributed the earnings drop to
costs related to elevated tariffs on products
imported into the U.S. from China ($13 million), lower production volumes ($6 million),
higher operating and liability costs, as well
as $2 million of restructuring costs related
to ceasing light vehicle tire production at its
Melksham plant.
Offsetting these costs were $17 million of
favorable price and mix and $15 million of
favorable raw-material costs.
Cooper attributed the sales drop to the impact of lower unit volume ($34 million) and
unfavorable foreign currency exchange rates
($6 million), partially offset by $21 million of
favorable price and mix.
In the Americas business segment, operating profit improved 15.6% to $46.8 million on

Monro ends quarter with
record sales, acquisitions
ROCHESTER, N.Y.

Monro Inc. reported a 10% jump in operating income for the quarter ended June 29
on 7.2% higher sales, based almost entirely
on revenue from newly acquired stores.
Net income rose 9.5% to $22.6 million
on record sales of $317.1 million for the
company’s first quarter of fiscal 2020.
Monro disclosed it has agreed to buy
eight as-yet-unidentified stores in Louisiana in a deal that is expected to close
in its fiscal second quarter. The acquisition is expected to add about $12 million
in annualized sales, representing a sales
mix of 50% service and 50% tires.
The first-quarter sales increase was driven by a comparable store sales increase of
0.8% and sales from new stores of $19.6
million, including sales from recent acquisitions of $16.6 million, the company said.
Comparable store sales increased about
6% for brakes, 2% for alignments and 1% for
tires, and decreased about 1% for front end/
shocks and 2% for maintenance services.
The company said it benefited from
initiatives to optimize its product and
service offerings and store staffing model
and from leveraging higher comparable
store sales, partially offset by the impact
of sales mix from its Free Service Tire
acquisition in 2018.
Operating income for the first quarter
jumped 10% to $36.4 million, compared
with the year-ago quarter.

During the first quarter Monro added 55
company-operated stores and closed one,
ending the quarter with 1,251 company-operated stores and 98 franchised locations.
“Looking ahead, we believe we are well-positioned to continue to expand our store footprint in attractive markets and capitalize on
our robust pipeline of opportunities,” Monro
President and CEO Brett Ponton said.
“While we remain fully confident in
our expectations for the remainder of the
fiscal year, we are updating our full year
comparable store sales guidance range
to reflect the unfavorable weather conditions in certain regions that tempered our
top-line performance in the first quarter,
while we are reiterating our diluted earnings per share guidance.”
During the quarter, Monro completed
the previously reported acquisitions of Certified Tire & Service Centers Inc. of Riverside, Calif., and Allied Discount Tire &
Brake Inc. of Lafayette, La.
On a combined basis, acquisitions in
fiscal 2020 represent an expected $75 million in annualized sales.
Monro said it now anticipates fiscal 2020
sales to be in the range of $1.29 billion to
$1.32 billion, an increase of 7.1% to 9.6%,
compared with fiscal 2019 sales.
Comparable store sales has been revised
to an anticipated increase of 1% to 3%,
compared with the previous guidance of an
increase of 2% to 4%.
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0.4% lower sales of $582.3 million. Cooper
attributed the earnings improvement to $22
million in favorable price/mix and $12 million of favorable raw material costs, which
more than $13 million in costs related to the
China tariffs.
Sales revenue fell in part due to a 3.8%
drop in unit sales volume, including a 4% decline in passenger/light truck tire shipments
in the U.S.
For the half year, operating income fell
1.9% to $58.1 million on 0.1% lower sales of
$1.3 billion. Net income dropped 32.2% to
$15.8 million.

Goodyear

Goodyear said higher raw material costs
were among the factors that contributed to a
32.4% drop in operating income for both the
quarter and for the first half.
The tire maker said lower volume, weaker
results from other tire-related businesses and
adverse currency, partially offset by favorable
price/mix, also contributed to the drop in operating income in the quarter, from $324 mil-

lion a year ago to $219 million in 2018.
Operating income in the first half decreased to $409 million from $605 million
in 2018.
Goodyear also reported a net loss of $7
million for the first six months of 2019,
SEE EARNINGS, PAGE 26

Conti revises
2019 outlook
European Rubber Journal

HANOVER, Germany

Continental A.G. has adjusted its outlook for
fiscal 2019 in the wake of a “continued decline”
in the global production of passenger cars and
light vehicles.
The sales forecast for the year has now been
lowered to $49 billion to $50 billion from the $49
billion to $52 billion announced in the first quarter.
Accordingly, the adjusted pre-tax operating
(EBIT) margin for the full year is expected to be
around 7% to 7.5%, down from 8% to 9% in the
earlier forecast.
In the Rubber Group, sales are expected to
amount to around $20 billion to $20.5 billion,
down from the previous forecast of $20 billion to
$21 billion. The division’s adjusted EBIT margin
is projected to be around 12% to 12.5%, just under
the 12% to 13% announced in the first quarter.
Conti said it previously expected automotive
production for 2019 to be at the same level as in
2018. However, it said, in view of the latest developments in global production, the company now
expects a decline of around 5% for the full year.
Conti said there were indications of “unexpected changes in customer demand” as well as
potential warranty claims within its automotive
group in the second half of the year.
The company release did not clarify what the
potential warranty costs related to.
“We are now less optimistic about the second
half of the year than we were before,” Continental CFO Wolfgang Schaefer said, citing the continuing downward trend in vehicle production.
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(Canadian Distribution) Sales Agreement #40012850, GST #136760444. Canadian
return address: 4960-2 Walker Road, Windsor, ON N9A6J3. Printed in U.S.A.

PALM BEACH GARDENS, Fla.

Tire retailing giant TBC Corp. was
named one of the 50 Most Engaged Workplaces in North America for 2019 recently
by Achievers Solutions Inc.
The annual award is given by Achievers
Employee Success Platform and honors employers that display leadership and innovation in engaging their workplaces, TBC said.
Ten judges selected the winners based on
Achievers’ eight elements of employee engagement: leadership, communication, culture, rewards and recognition, professional
and personal growth, accountability and
performance, vision and values, and corporate social responsibility.
TBC has more than 10,500 employees
nationwide in retail, franchise, distribution
and e-commerce.
General Motors Co. and Cox Automotive
were the other automotive-related winners
among the list of 50, which also included
corporations such as AT&T, Air Canada,
Discover, Kellogg Co. and Marriott International.

Pirelli shareholders keep
structure until 2023
MILAN, Italy

Major Pirelli & C. S.p.A. shareholders
have agreed to maintain the tire company’s
ownership structure until 2023.
Shareholders were expected to sign an
agreement Aug. 1 to keep the shareholder
structure that has been in place since August
2017, according to Camfin/Marco Tronchetti
Provera (MTP), which holds 10.05% of Pirelli’s shares.
Other major shareholders are ChemChina-controlled Marco Polo (45.52%) and
Long-Term Investments Luxembourg S.A.
(6.24%). The remaining 38.19% of the shares
are free-floating.
The shareholders agreed to extend Marco Tronchetti Provera’s tenure as executive
vice chairman and CEO until 2023.
For the new Pirelli board, the partners
have agreed that nine board members, including four independent individuals, will
be designated by China National Rubber Co.
MTP will name three to the board, including one independent member. Another
three independent board members will be
reserved for minority shareholders.

Specialty tire maker
GRI joins IRSG panel
SINGAPORE

Global Rubber Industries Pvt. Ltd.
(GRI), the Colombo, Sri Lanka-based maker of agricultural, construction and other
specialty tires, has joined the Panel of Associates of the International Rubber Study
Group (IRSG).
In January 2018, GRI opened a specialty
tire plant in Colombo, with capacity for agricultural tires as well as fork lift and construction tires. Within the first year of production, GRI had introduced and released
100 unique tire sizes.
In addition to being the largest tire plant
in Sri Lanka, GRI’s Colombo plant is an
example of forward-thinking sustainability
practices, including the installation of rooftop solar panels, the IRSG noted.
When the Colombo plant opened in 2018,
Managing Director Prabhash Subasinghe
said the company was committed to growth
and sustainability, laying out GRI’s vision
for the facility.
GRI is the first Sri Lanka tire maker to
produce radial agricultural tires, the IRSG
said. It is the 14th tire maker to join the
IRSG panel of associates
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OUR VIEW

Talk the talk in order
to walk the walk

In the age of automation, self-driving vehicles and
artificial intelligence, it’s comforting to know that one
thing still matters: That personal touch.
Late last month, our automotive service expert, Dan
Marinucci, spent an hour discussing that point in our latest livestream event, entitled “Service Sales Skills Computers Cannot Perform.” (For those of you who may have
missed it, it is archived at www.tirebusiness.com.)
Mr. Marinucci emphasized that good, old-fashioned
human interaction — greeting people warmly, assessing
the vehicle’s condition, identifying the customer’s need
and prioritizing repairs and maintenance in a credible
and emphatic way — builds a foundation for success for
the independent tire and auto service shop operator.
That same human interaction is tantamount to the success of selling mud-terrain tires, too.
Those in the tire manufacturing sector — who are on
the front lines of reacting to and developing products to
satisfy consumer needs — advise dealers they must talk
with a customer who enters their shop looking to buy
mud-terrain tires, a relatively small but growing segment of the burgeoning light truck tire segment.
Dealers, they say, must ask consumers exactly what they
are seeking before recommending a mud-terrain product.
Terry Smouter, director of sales management for Hankook Tire America Corp., offered some questions: “Is this
to look good and look aggressive out on the road, on the
pavement? Or are you really looking for something that’s
really going to perform in the rocks and in the dirt, in the
snow, in the mud, whatever it might be?”
The price (and margin) of mud-terrain tires is high, and
that last thing dealers should do is sell the consumer the
wrong product.
“We suggest to really drill down and find out what
this user is actually going to use this tire for, and this
helps them get into the right tire,” Mr. Smouter said.
Some customers are drawn to the most rugged, aggressive-looking tire, even though they have little intention of
taking that vehicle off-road. That’s why, experts say, it is
imperative to explain the difference between an M/T tire
and an all-terrain tire, including the compromises of an
M/T tire regarding noise, comfort and tread life.
Dealers should know that M/T customers want to
engage in a conversation about their tires.
Brandon Sturgis, product manager for Michelin North
America’s BFGoodrich off-road tires, said consumers
“typically want to know more about the tires than your
general tire consumer. And so the more a tire dealer can
explain to this consumer, the more you’re going to win
that person as a customer.”
Drew Howlett, Falken Tire Corp.’s product manager
for light trucks/SUV products, suggests dealers go one
step farther: Test the M/T tires they are selling.
“Because there is such a wide range of performances between all the mud-terrain tires on the market, things like
noise and ride comfort, durability, ... I would encourage
the dealers to have a first-hand experience with the tire that
they sell or with the tire that they recommend,” he said.
It’s also incumbent upon a dealer to explain the importance of maintaining their investment. Encourage
the customer to return for tire rotations — recommended for the first time at 4,000 miles — and alignments.
Travis Roffler, director of marketing for Continental
Tire the Americas, reminds dealers: “If (the tires) develop
an irregular wear pattern, it is sometimes irreversible.”
Don’t overlook the importance of interacting with
customers. It’s a conversation worth having — both
with staff and customers.

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
verification purposes. Letters also may be published on
TB’s website: www.tirebusiness.com.

Brennan Lafferty
V.P./group publisher
blafferty@crain.com • 313-446-6768
EDITORIAL STAFF
P:330-836-9180 F:330-836-2831
Donald J. Detore
Editor
ddetore@crain.com • 330-865-6126
Bruce Davis
Special projects reporter
bdavis@crain.com • 330-865-6145
Miles D. Moore
Senior Washington reporter
mmoore@crain.com • 703-256-9275
Kathy McCarron
Reporter
kmccarron@crain.com • 330-865-6127
Michael McCrady
Art director/page designer
mmccrady@crain.com • 330-865-6148

Forum

Shifting expectations
drive off-road innovation
By Will Robbins
Like UHP tires, the off-road tire design
t’s no secret that consumer preferenc- process grows even more complex due to
es are evolving, and their expectations consumers’ desire for year-round perforfor companies, brands and products are mance and longer wear life. As a result,
more all-terrain tires today feature
higher than ever.
the industry’s Three-Peak MounThis is increasingly true in the
tain Snowflake designation, inditire industry, as more consumers
cating a tire is rated to perform in
seek tires that meet multiple perforsevere snow conditions.
mance needs without tradeoffs.
And to address consumers’ deGone are the days when consire for longer-lasting performance,
sumers prioritized off-road performanufacturers are differentiating
mance over wear life — they want
their newest all-terrain offerings
both, and they want that same tire
with warranties that cover tire peroffering to perform in challenging
Robbins
formance for a set number of miles.
weather conditions, too.
The story for M/T tires is similar. While
As the off-road consumer tire segment
continues to grow, function is only one part drivers with M/T tires may spend more time
traveling in dirt, mud, sand and gravel, they
of the equation. Aesthetics also matter.
Consumers today are looking for opportu- don’t want to switch their tires when they
nities to customize their vehicles, and this is take on snow conditions. And perhaps most
importantly, they expect their tire investbolstering the aftermarket industry.
Lift kits, custom wheels and yes, even ment to last multiple seasons.
tires, are avenues consumers use to personalize their vehicles. To the off-road enthusi- Delivering on expectations
ast/consumer, tires are more than black and
So, what does all this mean for tire dealers
round, and an aggressive tread and sidewall and their sales associates?
on an off-road tire ensures a vehicle stands
The future of the growing off-road tire segout from the crowd.
ment lives at the intersection of form and function, and dealers who tap into this insight have
History repeats itself
the potential to grow their off-road tire sales.
A one-size-fits-all selling approach won’t
Tire designers today must balance an offroad tire’s aesthetics with a variety of perfor- work, not even when a consumer comes in
specifically asking for an off-road tire. To
mance attributes.
This challenge is not new. In fact, the evolu- create a positive product experience, selltion we’re seeing in the off-road tire category ing associates must ask the right questions
closely mirrors what we saw previously in the to uncover the needs of their customers and
recommend the right tire.
ultra-high-performance (UHP) tire category.
Here are the top questions to ask:
The UHP segment has roots in racing, with
• For what purpose(s) does the driver use
sports car drivers looking for race-proven performance in their street vehicle. Over time, con- his or her vehicle? Before recommending a
sumers wanted to have their cake and eat it, too. certain tire, dealers should be sure to underExpectations evolved, and delivering ul- stand how customers use their vehicle. The
tra-high grip wasn’t enough — it had to be A/T and M/T tire segments include tires
balanced with longer wear life and all-sea- designed for diverse customer preferences,
son performance. Tire manufacturers de- ranging from those looking for a dedicated
livered on this ask, and a proliferation of off-road tire to consumers who want an agultra-high-performance tire offerings with gressive aesthetic for their trip around town.
• How often are they traveling off-road? A
all-season capability soon followed. They
continue to represent a big portion of the common misconception is that max-traction
tires are best for consumers who go off-road
UHP segment today.
Along these same lines, we are seeing in- frequently, while all-terrain tires are best for
creased sophistication and segmentation in consumers who go off-road only occasionally.
It’s not that simple. All-terrain tires would
the off-road tire category, and it goes beyond
traditional all-terrain (A/T) and mud-terrain be an appropriate fit for a consumer who
— or maximum traction — (M/T) offerings. goes off-road frequently but tends to stay on
Take all-terrain tires. In this segment easier trails most of the time.
Alternatively, a max-traction tire would be
alone, choices abound.
Some A/T tires are designed to spend the ideal fit for consumers who go off-road
most of their time on the highway while still only occasionally, but when they do, they
delivering off-road capability, while other drive on very difficult terrain.
• What are their expectations on wear life?
A/T tires provide a more balanced split of
on-highway use and off-road performance.
SEE OFF-ROAD, PAGE 22
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Auto Care Caucus membership reaches 30
BETHESDA, Md.

The Auto Care Caucus, a bipartisan group of U.S. representatives
who support the independent auto
care industry, has reached 30 members, according to the Auto Care Association (ACA).
Together with co-chairs Reps. Scott
Perry, R-Pa., and Brendan Boyle,
D-Pa., the ACA launched the Auto
Care Caucus in 2017 to build support
for auto care industry issues on Capitol Hill, the association said.
“The mission of the Auto Care
Caucus is to maintain a competitive
free market for the motoring public,

protect consumers’ vehicle data and
the right to be the ultimate owners and
stewards of that data, and to help ensure consumers have access to quality,
convenient and affordable auto repairs,
maintenance and parts,” the ACA said,
quoting the caucus’ mission statement.
The ACA’s government affairs team recruits
new caucus members,
and also provides issue
briefings and networking
events, the association said.
“The more lawmakers in Washington who understand the importance of
our industry to the U.S. economy, the

more likely to receive widespread support on our key policy issues,” ACA
President and CEO Bill Hanvey said.
“The Auto Care Caucus is one of
our primary vehicles for bringing that
awareness to Capitol Hill while also
establishing meaningful relationships
with members of Congress,” Mr. Hanvey said.
The caucus comprises 12 Republicans and
18 Democrats, from 17
states. Besides Reps. Perry and Boyle,
the members of the caucus (listed alphabetically) are:
Reps. Troy Balderson, R-Ohio; Gus

Bilirakis, R-Fla.; Mo Brooks, R-Ala.;
Julia Brownley, D-Calif.; Joe Cunningham, D-S.C.; Warren Davidson,
R-Ohio; Debbie Dingell, D-Mich.;
Mike Doyle, D-Pa.; John Gotheimer,
D-N.J.; Brett Guthrie, R-Ky.; Richard
Hudson, R-N.C.; Hank Johnson, D-Ga.;
John Joyce, R-Pa.; Ann Kuster, D-N.H.;
Bob Latta, R-Ohio; Brenda Lawrence,
D-Mich.; Dave Loesback, D-Iowa;
Dave McKinley, R-W.Va.; Carol Miller, R-W.Va.; Tom O’Halleran, D-Ariz.;
Chris Pappas, D-N.H.; Kurt Schrader,
D-Ore.; Darren Soto, D-Fla.; Haley
Stevens, D-Mich.; Glenn T. Thompson,
R-Pa.; and Paul Tonko, D-N.Y.

FTC workshop
highlights value
of independents
WASHINGTON

The Federal Trade Commission
(FTC) must provide leadership in the
effort to ensure that independent auto
repairers have access to all the repair
and diagnostic information they need,
a top official of the Auto Care Association(ACA) testified recently at a public workshop in Washington.
“The value of the independent
auto care industry is demonstrated
by the fact that 70% of car owners
bring their vehicle to independent
service providers after their warranty based on price, trust and convenience,” Aaron Lowe, ACA senior
vice president, regulatory and government affairs, said at “Nixing the
Fix: A Workshop on Repair Restric-

tions,” an event sponsored by FTC
July 16.
The workshop featured panelists
from government, industry and professional associations, addressing
how manufacturers may limit repairs by consumers and repair shops
and whether those limitations affect
consumer rights under the Magnuson-Moss Warranty Act.
The national Right to Repair
agreement between auto makers and
independent repairers confers many
benefits on consumers and repairers,
Mr. Lowe said
at the workshop.
Howeve r,
the agreement
does not solve
all the problems facing independent
repairers, he said. These include:
• Attempts by auto makers to circumvent Magnuson-Moss’ prohibition on typing parts and service
with warranty coverage through
misinformation in marketing literature, sales manuals and technical
service bulletins.
• Wireless technology and onboard diagnostics making auto makers the gatekeepers of repair and diagnostic information.
• The use of embedded software to
force independent shops to purchase
only original equipment-brand components.
• The emergence of advanced
driver-assist systems that increase
repair costs for consumers and insurance companies, even as they
confer safety benefits.
• Auto makers’ efforts to limit the
availability of aftermarket collision
parts.
“While consumers have been at
the forefront of Right to Repair, the
heavy-duty industry — whether it is
trucks or agricultural equipment —
has been impacted by many of the
same issues,” Mr. Lowe said.
Other speakers at the event, held
at the FTC headquarters in Washington, included: Nathan Proctor,
director, Campaign for the Right
to Repair, U.S. Public Interest Research Group; Gay Gordon-Byrne,
executive director, The Repair Association; and Lois Greisman, associate director, division of marketing
practices at the FTC.
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Incorrect ATF may cause harshness, shuddering
By Dan Marinucci

I

tirebusiness@crain.com

nstall the proper fluid in an automatic transmission because
using the wrong type may cause
strange symptoms and costly comebacks. Keep these points in mind.
In my last two columns, I discussed the importance of periodically replacing automatic transmission
fluid (ATF). Years of field experience suggest that ATF service may
be out of sight and out of mind —
until automatic transmission symptoms appear.
In all fairness, it may be too late
to save an automatic transmission
once those symptoms appear.
However, replacing the ATF may
solve shifting problems, saving the
transmission.
As I explained in my last column,
“exchanging” new ATF for the old
with a transmission service machine
is the most effective way to replace
the fluid.
Obviously, tire dealers and service shop operators prefer to buy the
fewest number of lubricants and fluids — not to mention purchase them
in bulk. Readers have asked me if
they can substitute an ATF they already have for an OEM fluid.
The answer is “definitely maybe.”
The profit margin on a bulk purchase
of “generic” ATF may be enticing,
but that attractive margin isn’t so
attractive if the replacement fluid
causes performance problems or
shortens the life of a transmission.
The only thing I can recommend
is to test this multi-purpose ATF in
a variety of known-good vehicles. If
the transmissions in these vehicles
perform to your expectations, then
and only then answer a question:
“Are you ready to back the product
after you install it?”
Mind you, I cannot deliver a comprehensive treatise here on the pros
and cons of substituting alternative
fluids, but with a small helping of tech
talk, I can describe a prime example of
problems caused by the incorrect ATF.
All automatic transmissions contain clutch plates. Each clutch is a
steel plate lined with friction material. At the appropriate time, transmission fluid pressure “engages”
a clutch plate by pushing it against
another component.
On the one hand, the fluid pressure must clamp that clutch plate
firmly enough against that component to transfer power.
On the other hand, this clutch engagement is finely calibrated to prevent objectionable jerking or jarring
sensations.
Typically, transmission fluid formulations are an integral part of the
designer’s calibration of shift quality. In other words, the relative firmness of the transmission’s shifts is a
designed-in trait.
Years of experience have confirmed that installing an “alternative” ATF may make an automatic
transmission shift noticeably firmer
than it originally did.
This additional firmness may appeal to one customer but annoy another one.
Worse yet, the wrong ATF may
cause such an abrupt clutch engage-

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

ment that the driver feels an annoying jerking, banging or shuddering
after you replace the fluid.
The only sure fix may be performing a thorough fluid exchange
with OEM-specified ATF.
I see three overall options here.

Years of experience have confirmed
that installing an ‘alternative’ ATF may
make an automatic transmission shift
noticeably firmer than it originally did.
One choice is to install an OEM-specific ATF; adjust your price accordingly where necessary.
Another option is to search for
a replacement fluid that not only
meets OEM specifications as well
as performs like it.

A third option is ratifying ATF
with an aftermarket additive. Some
companies make additives that are
supposed to make an ATF mimic
the characteristics of an OEM fluid.
Investigate these options. Where
appropriate, experiment on known-

good vehicles, then choose the option that suits you. Just remember
that fluid ain’t just fluid.
Full disclosure: I have met the
best-informed sources on transmission topics at Automatic Transmission Rebuilders Association (ATRA)
conferences.
This October will mark my 26th
consecutive appearance presenting
electrical seminars at ATRA’s annual Powertrain Expo.
Dan can be reached via e-mail at tirebusiness@crain.com. His previous columns are
available at www.tirebusiness.com.
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Automotive is “incredibly beneficial
to our students and the industry, particularly the automotive aftermarket.
Mr. Dodson said Icahn Automotive has hired more UTI graduates
than any other aftermarket employer
in the last couple of years.
“As the need for skilled technicians continues to grow, so does the
need for quality technical education,” he added. “Four out of five of
our graduates will get jobs in the
industry after roughly a year of UTI
training, and they’re ready to hit the
ground running as soon as they enter the workforce.”
In New Jersey, Icahn Enterprises

and Lincoln Tech representatives
celebrated the opening of five remodeled classrooms at the school’s
Mahwah and Union campuses that
are designed to support promising
future automotive technicians.
At the same time, Icahn presented
four Lincoln Tech automotive technology students — Jeremy Pedersen
and Sebastien Tassy at the Union
campus, and Frank Van Althuis and
Joseph Chin at the Mahwah campus
— with $2,500 scholarships.
Icahn’s partnership with Lincoln
Tech goes back many years, Mr.
Kaner said, and has led to Icahn’s
hiring of hundreds of skilled gradu-

ates to work in its shops throughout
the New York metropolitan area.
“We look forward to continuing to
partner with them to encourage students to become auto techs and provide them with a promising career
path,” he added.
According to the U.S. Bureau of
Labor Statistics, the automotive industry will need nearly 46,000 more
technicians by 2026 to meet anticipated demand. In any given year, there
are as many as 75,000 job openings,
due in large part to the retirement of
the last generation of technicians who
benefited from broadly available vocational education programs.

VERSATILITY
IS ONLY HALF
THE STORY
When it comes to light truck,
SUV and CUV tires, the versatility
and durability of the Hercules®
Terra Trac® series simply can’t
be beat. This hardworking
lineup is built tough to help your
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on and off the road. And, thanks
to our unmatched Hercules®
Performance Promise, they can
take confidence along for the ride.

Icahn Automotive CEO Brian Kaner
presents Dominic Lightner with a
$2,500 scholarship.
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Premium Traction

Icahn Automotive Group L.L.C. is
adding three more locations — Universal Technical Institute’s Orlando,
Fla., campus and Lincoln Technical
Institute Inc.’s Mahwah and Union,
N.J., campuses — to its “Race to 2026”
initiative to make the automotive maintenance/repair field more viable as a
career option.
Launched earlier this year, Race to
2026 encourages men and women to
pursue viable careers in the skilled
trades by partnering with technical
training schools and offering scholarships and tuition reimbursement;
creating apprenticeship and internship programs; and providing job
placement and continuing education
opportunities.
These latest designations are Icahn
Automotive’s third partnership with
UTI, and its second and third with
Lincoln Tech, a West Orange-based
institute with 23 campuses throughout the U.S., offering hands-on career training programs for a variety
of fields including automotive, health
sciences, business/information technology, skilled trades, etc.
“As a nationwide service network,
we need skilled technicians in cities
and towns across the country, so our
partnership with UTI enables us to
connect with students and provide
additional support as they prepare
for a career in the skilled trades,”
Icahn Automotive Service CEO Brian
Kaner said in remarks made during
the Orlando announcement.
“While it’s critical that we continue to hire trained technicians for
our shops, we also want the students
to know that no matter where they
land, they made a great decision to
become an automotive technician
and they’re entering an industry full
of promise and opportunity.”
In Orlando, Icahn Enterprises
— owner and operator of Pep Boys
– Manny, Moe & Jack and franchisor
of the AAMCO and Precision Tune
Auto Care businesses — teamed up
with RPM Automotive Inc., a Jacksonville-based auto repair chain with 10
outlets throughout northeastern Florida,
which Icahn acquired last December.
Icahn Automotive, Pep Boys, and
RPM representatives came together in
Orlando with UTI administrators, instructors and students to unveil classroom designs that incorporated images of the well-known service brands,
technicians at work and career maps
that illustrate the many paths an automotive technician can take.
The renovated areas included new
furniture and equipment, plus inspiring messages on the classroom walls
including “Find the tools you need,”
“Find your own path” and “Find out
how far you can go.”
The partners also presented Dominic Lightner, an automotive technology student at UTI Orlando, with a
$2,500 scholarship from Icahn Automotive to commemorate the campus’
inclusion in the initiative.
The event also featured the Pep
Boys Mobile crew service rig and mobile diagnostic vehicles that provide
on-location services as well as career
opportunities for automotive service
program graduates, the company said.
John Dodson, vice president, business alliances and NASCAR at UTI,
said UTI’s partnership with Icahn

Icahn Automotive photo

Icahn extends tech-training initiative to schools in Fla., N.J.
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Light truck tire opportunities abound for dealers
By Jennifer Karpus Romain
tirebusiness@crain.com

The light truck tire market continues to be a significant part of tire
dealers’ overall business. Whether
consumers actually go off-roading or
not, having that capability seems to be
top of mind, dealers said.
After consulting with his team, William Munroe, director of operations

– West of Evansville, Ind.-based
Raben Tire Co.,
told Tire Business
that light truck
tires “have always
been a large part
of our mix, and we
see light truck tire
sales rising in the

Munroe

mix year after year.”
He noted that about half of his
tire sales are in the light truck tire
segment, with most being all-terrain
tires.
“My light truck sales have been
about the same this year as they
were last year,” Paul Coronado,
owner/manager, A.S.A.P. Firebird
Tire Service in Phoenix, said. “No

increase or decrease.”
He added that 24% of his tire
sales are light truck. He sells about
95% LT versus 5% passenger tire,
but Firebird is a commercial tire
company.
Other dealers are seeing the light
truck tire segment being at least
30% of their overall business.
Gary Voss, co-owner of Ala-

meda, Calif.-based Big Discount
Tire Pros, said light truck tire sales
make up about 30% of his business.
Fellow Californian Bud Luppino, owner of Riverside, Calif-based
Bud’s Tire Pros, said he sees light
truck tire sales contributing about
40%.
On the other side of the country,
Brent Bingham, president of Bingham Tire, which has three locations
around Kentucky, said his sales are
a 50/50 split between passenger tires
and light truck tires.

Brand loyalty

Some dealers find consumers are
loyal to specific brands, while others see different factors coming up
in the buying process.
“Brand is more critical in this
market than passenger,” Mr. Luppino said.
The top seller for Bud’s Tire
Pros for all-terrain
and mud-terrain
is General Tire, he
added, but it’s not
the only brand consumers are looking
toward.
“BFGoodrich
Luppino
has big brand loyalty and Hankook to a smaller degree,” Mr. Luppino said. “One big
player that’s taken off in the past five
years is Falken.”
He said that Toyo and Nitto also
are great products with long-life expectancy.
“Most people don’t come in asking for a product,” Mr. Voss said.
“They come in asking for advice.”
He added that it’s about the buying experience for consumers and
reliability from the dealers.
Mr. Voss did note that Michelin is
one brand that people do ask for, and
he’s starting to see Toyo becoming a
“go-to for OTR.”
Mr. Coronado said most people
are brand loyal: They want a quality
tire and will spend the money for it.
“For everyday use, we sell tons of
Firestones for reliability,” he added.
“Very low failure rate. For on-off
road applications, we see people are
purchasing Toyo due to the variety
they offer.”
Mr. Bingham said 90% of his
light truck tire business is in the
Goodyear family, split between the
main brand, Dunlop and Kelly.
Other dealers are finding price
and other factors still are relevant.
People are shopping price, Mr.
Voss said, so dealers need to be
bigger and better and offer more
services than other retailers competing for the tire sale.
“The truck audience is somewhat
younger now, so they tend to ask for
what they are seeing in the magazines and at the truck shows,” Mr.
Munroe said.
“They tend to look for the better
brands, but are not loyal to any one
SEE DEALERS, PAGE 13
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brand. Still very price conscience
when comparing products,” he added.
“We are a multi-brand dealer, and
all brands are on the rise. Which
brand a customer chooses involves
many factors to consider — if have
brand loyalty, price consideration,
current promotions and the tread
design/look they favor.”
While consumers consider other
features, looks are a driving force
behind light truck tire purchase decisions.
“There are a lot of people who
want the look of it, but don’t need
the OTR (capabilities),” Mr. Luppino said.
In California, (looks) are real important.”
Other dealers agree.
“Looks is what is driving the
trends that we are seeing right now,”
Mr. Munroe said.
“Customers are mainly looking
for all-terrain tires. Outline white
letter is popular and (so are) the
sidewall designs.”
He said he also fields questions
about ride comfort, noise, traction
and mileage.
While price may be a factor, looks
and quality outweigh the cost for
some consumers in the LT segment.
“Nowadays, people seem to be
willing to spend
more money purchasing a better
tire,” Mr. Coronado said.
“Most customers are particular
about the appearance of a LT tire.”
Mr. Bingham
Coronado
agreed.
“Looks are very important. People ask us our opinion,” he said.

Size on the rise

Beyond cosmetic details, there
continues to be a proliferation of
sizes in the LT market.
“Diesels are hot right now too and
with that, customers are looking for
larger diameter and wider wheels
and tires,” Mr. Munroe said.
He said that a common question
Raben Tire receives is: “How much
bigger can I go with a stock suspension?”
Mr. Bingham shared a similar
sentiment.
“We’ve seen more trends of people buying new and old trucks and
wanting them raised up,” he said.
“They want to give them that offroad look, even though they don’t go
off-roading.”
The bigger the look, the bigger
the tire.
“We are seeing a lot of the 18 inches,” Mr. Luppino said, adding that,
the sizes keep getting bigger, with
17-inch fitments only in the market
for a short time before the 18s and
into the 20-inch fitments came along
as well.
Mr. Voss also said he is seeing
size increases in the light truck tire
market, but noted it’s happening in
different segments in the industry as
well.

Sidewall protection

Durability is one attribute crucial
to a quality light truck tire.
Mr. Voss noted sidewall pro-

tection is a huge feature of a good “an aggressive sidewall look with an
light truck tire because they need to all-terrain tread that will hold up to
gravel and paved
have durability,
roads and the
such as Goodtorque of today’s
year’s Wrangler
diesel trucks.”
tires with KevMr. Coronado
lar, or anything
added that low
with steel in the
failure rates and
sidewalls.
low runout are the
“It’s hard for
best attributes of a
a consumer to
light truck tire.
buy a bad tire
Mr. Bingham
these days,” he
said the off-road
added.
Light truck William Munroe, director of operations – West of look is important, but so is the
tires need to
Evansville, Ind.-based Raben Tire Co.
sidewall design.
not just have reYet, he finds consumers still
silience, but long-life expectations
care about the basics.
while still being comfortable, too.
“Customers still need a good, qui“Longevity and comfort are important,” Mr. Munroe said, as well as et tire,” he added.

‘Customers are mainly
looking for all-terrain
tires. Outline white
letter is popular and
(so are) the sidewall
designs.’

Ultimately, consumers do care
about what tires look like, but they
also need the features that make a
light truck tire durable and resilient

for both on and off roading.
Dealers agree that this segment is
a significant part of their business
and will continue rolling forward.

Sidewall design is increasingly important to an LT tire’s popularity.
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New USPS delivery trucks may
bring change for LT market
By Miles Moore

mmoore@crain.com

WASHINGTON

The next-gen USPS delivery vehicles will be larger than the current “Long Life Vehicles” (LLV).

Pending multi-billion-dollar acquisitions of delivery vehicles by
the U.S. Postal Service (USPS),
with changes in vehicle design
motivated by e-commerce and
other considerations, could
mean big changes in the postal
service’s light truck tire purchases.

Precisely what those changes will
be, however, is still anybody’s guess.
“The Postal Service is in a multiyear process of conducting research
and testing as a part of our efforts to
operate a future class of delivery vehicles that will incorporate new technology to accommodate a diverse
mail mix, enhance safety, improve
service, reduce emissions and produce operational savings,” a USPS
spokeswoman said.
The agency completed testing
in March on New Generation Delivery Vehicle (NGDV) prototypes
from five potential suppliers, and
it expects to award the contract for
vehicle production later this year,
according to the spokeswoman.
However, the USPS cannot comment on the suppliers or on any
potential subcontractors, including
tire makers, she said. Among those
known to have submitted prototypes
for testing are AM General L.L.C.,
Oshkosh Corp. and Mahindra Automotive North America.
Most of the prototypes competing
for the NGDV contract are larger
than the ubiquitous “Long Life Vehicles” (LLV) the USPS has been using
for nearly 30 years and are outfitted
with tires larger than the 14- and 15inch diameter tires used now.
Among the design/performance
criteria the USPS has outlined for
the new-generation delivery vehicles
are a service life of 18 to 20 years,
right-hand steering with two-wheel
drive, a van-style body with integral cargo and cab compartment,
sliding side doors and a minimum
1,500-pound payload capacity with
330 to 400 cubic feet of cargo space.
A July 2018 report from the U.S.
Government Accountability Office
stated that the Postal Service projects
expenditures of roughly $821 million annually from fiscal year 2018
through 2028 on vehicles, primarily
new delivery vehicles starting in fiscal year 2019.
The USPS operates a fleet of more
than 200,000 vehicles throughout
the U.S. and its territories, approximately 163,000 of which are LLVs
purchased between 1987 and 2001.
In addition to LLVs, the USPS uses
vans, 2-ton vehicles, alternative fuel
vehicles and tractor trailers.
The USPS is looking to replace
up to 180,000 aging mail trucks, according to various sources.
“(The) USPS plans to take a number of steps to ensure that the vehicles best meet the organization’s
needs,” the GAO report said. It designed the multi-year acquisition
partly to avoid large cash outlays
in any given year and partly to take
advantage of technological changes
such as advanced fuel technologies,
it said.
USPS officials told the GAO that
they were considering vehicles that
enhance operational efficiency, such
as taller vehicles that would better
allow carriers to handle packages
and trays of mail. They also said
SEE USPS, PAGE 15
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they may consider different vehicle
designs for different market needs.
The agency estimated its total
capital outlay for new delivery vehicles at about $5.7 billion, the GAO
said.

LT sales flat

E-commerce outlets such as Amazon.com depend increasingly on
the USPS to deliver goods ordered
online. But if USPS delivery vehicles have had any noticeable impact
to date on replacement light truck
tire sales, it isn’t apparent from the
most recent available figures from
the U.S. Tire Manufacturers Association (USTMA).
Projected replacement LT tire
shipments in the U.S. in 2019 are
31.8 million, 1% above the 31.5 million shipped in 2018, the USTMA
said in March. The bulk of the tires
used by the USPS for its LLV delivery vans are in the 14- and 15-inch
size range and thus wouldn’t show
up in the LT tire category, however.
Retreading systems supplier Oliver Rubber Co., a Michelin North
America Inc. subsidiary that has
the exclusive contract to supply the
USPS with retreaded tires, said it
has seen no change in the tires it
supplies to that market.
Michelin, however, said it anticipates a number of changes emanating from the e-commerce delivery
market.
“Consumer retailers and transportation companies must be able to
quickly deliver packages in urban,
suburban and rural environments,
leading to the need of new transit
options for distributors,” Coy Jones,
senior operational marketing manager, business-to-business regional
and small fleet for Michelin North
America, said.
The Amazon Prime program,
which promises delivery of all goods
within two business days, is a good
example of the delivery model set by
e-commerce, Mr. Jones said.
“This model will be dependent on
the adaptation of the current trucking industry models and drive a new
reliance on smaller fleets to help
quickly shuttle products through
inner cities all the way to a rural address,” he said.
“The new distribution vehicle will
include box trucks, sprinter vans and
transit vans to allow agility in moving the products to the end user,” Mr.
Jones said. “This will require new
product developments by the manufacturers to handle the weight and
various environments in which these
vehicles will traverse.
“This will also require additional changes to the product lineup as
it related to tire and wheel sizes for
these vehicles,” he said.

Growth area

To address this demanding application, Michelin recently launched
the Agilis CrossClimate tire, Mr.
Jones said, which the company
claims provides 19% more mileage
than three leading competitive commerce tires.
The Agilis CrossClimate is available in 21 sizes covering 15- to 20inch rim diameter sizes, he added.
“This has not had a drastic impact

‘Consumer retailers and transportation
companies must be able to quickly
deliver packages in urban, suburban and
rural environments, leading to the need
of new transit options for distributors.’
Coy Jones, senior operational marketing manager, Michelin North America

on sales to date, but the expectation
is that this will be the future growth
area to watch,” he said.
Advancements in technology are
further changing the very concept of
e-commerce, according to Mr. Jones.
“For the tire manufacturer and
supplier, this would include a level

of tire monitoring leveraging future
technologies to include the internet
of things and artificial intelligence,”
he said.
“This will leverage data efficiency and provide a completely new
level of convenience for businesses
within the transportation industry.”

USPS photo

USPS

The USPS is replacing its 1980s-era LLV vehicles.
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Tire makers roll out new products in LT market

T

he growing popularity of
SUVs, CUVs and light trucks
means more light truck tires,
and tire makers continue to roll out
new products to meet the increasing
demand.
Here are some of the latest tires to
hit the LT market:

Nitto NT420V
CYPRESS, Calif.

Nitto NT420V

Nitto Tire U.S.A. Inc. is launching an all-season luxury light truck
and SUV tire, the NT420V, in 32
sizes for full-size SUVs, crossover
vehicles and light trucks up to 1-ton
capacity.

Nitto, a Toyo Tire Co. brand, said
the new tire — the successor to the
NT420S — is designed to meet the
needs of the growing luxury truck
and SUV markets, and, as such, will
be offered in a number of LT metric
sizes with an “F” load-range rating.
Angelo Naval, Nitto Tire U.S.A.’s
senior director of product and business development, said Nitto is confident that the NT420V’s “unique
blend of bold aesthetics and ‘excellent' highway handling performance
will make it a winner in this vital
market segment.”
The NT420V features an asymmetrical tread pattern with a revised

tread block pattern that is designed
to reduce road noise and provide
two distinct performance zones
across the tread. Rigid tread blocks
on the outside tread offer improved
cornering and dry handling, while a
higher void ratio and wide circumferential grooves on inner tread provide wet-weather performance.
The computer-designed tread pattern also offers a striking aesthetic
profile with one-of-a-kind touches
such as bold tread surface serrations
and diamond pattern on the sidewall
that is designed to draw attention to
factory or aftermarket wheels.
The Nitto NT420V launches in

32 diameter sizes ranging from
265/50R20 111V XL to 305/35R24
112H XL, designed for a wide range
of 1/2-ton, 3/4-ton and one-ton
trucks; full-size SUVs; and crossover vehicles.
There are four F-rated LT SKUs
among the sizes offered. Nitto did
not release pricing information at
this time.

Conti TerrainContact H/T,
CrossContact LX25
FORT MILL, S.C.

Continental Tire the Americas
has added a pair of all-season light
truck tires to its product portfolio,
the TerrainContact H/T and the

TerrainContact H/T, CrossContact LX25

LEGENDARY PERFORMANCE
ALL-NEW
Introducing the all-new ADVAN Apex™
, a Y-rated UHP tire engineered for enthusiasts and worthy of respect.
The culmination of decades of innovation, the ADVAN Apex is built for customers who understand the
value of true performance upgrades.

MAXIMUM GRIP

PRECISION HANDLING

EXTENDED TREAD LIFE

QUIET RIDE

Chamfer edge of inner
circumferential groove evacuates
water and maximizes contact
patch for optimal wet and dry grip.

Solid center rib provides
enhanced high-speed stability.

Advanced micro-silica compound
and a rounded ribs design deliver
longer tread life.

Optimized groove angles
minimize road noise for a
comfortable, quiet ride.

CrossContact LX25, extending the
company’s coverage of the highway/
terrain segment to 84% of possible
fitments.
The TerrainContact H/T is a new
product for pickup trucks and fullsize SUVs that complements the
TerrainContact A/T launched in
2016, while the CrossContact LX25
is the successor to the CrossContact
LX 20, according to Travis Roffler,
director of marketing.
Conti is pitching the TerrainContact H/T as the “ideal tire” for
those who value a quiet/comfortable
ride with highly rated wet traction.
The tire features Conti’s patented
TractionPlus technology for extended tread life and robust durability
while providing what Continental
calls “best-in-class” wet braking.
The tire launches in 24 metric and
10 LT-metric sizes covering rim diameters from 16 to 22 inches.
The CrossContact LX25 replaces the tire maker’s CrossContact
LX20, which has been on the market since 2011. The new version is
engineered to be quiet, responsive
and styled to complement the current crop of SUVs/CUVs.
Conti claims the new tire has
“best-in-class” tread life and offers
improved wet braking versus the
LX20 due to EcoPlus Technology.
Conti is offering the tire in 40 sizes covering 16- to 22-inch rim diameters in T through V speed ratings.
Both tires carry a UTQG rating of
740 AA.
Both new tires are backed by Continental’s Total Confidence Plan, which
offers limited warranty, flat-tire roadside assistance, customer satisfaction
trial, mileage warranty (if applicable)
and road-hazard coverage.

Hankook Dynapro AT2
NASHVILLE, Tenn.

Hankook Tire America Corp. has
unveiled the Dynapro AT2 (RF11),
a redesigned all-terrain tire that the
SEE PRODUCTS, PAGE 17
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company claims is an improvement
over its predecessor, the AT-m, in
every category with availability in
more sizes.
Hankook said it will manufacture
the Dynapro AT2 at its Clarksville,
Tenn., plant and at other facilities.
The Dynapro AT2 features a
multi-directional tread design for
improved traction in wet, winter and
off-road conditions, while decreasing road noise and increasing ride
comfort. The tire boasts a longer
tread life due to a wider, footprint

designed principally for the North
American replacement market.
As with the previous generation,
the new version comes with a 65,000mile limited treadwear warranty.
The T- and H-rated tire launches in
32 sizes ranging from 225/65R17 to
285/45R22, with eight more sizes in
the pipeline by September.
The new version is priced slightly
higher than the predecessor version,
Pirelli said.
The tire is produced in either Brazil or Mexico, Pirelli said, depending on size.

Toyo Open Country H/T
CYPRESS, Calif.

Toyo Tire U.S.A. Corp. has launched
a second-generation Open Country H/T all-season highway tire for

Hankook Dynapro AT2

resulting in more evenly distributed
stress and uniform wear.
The Dynapro AT2, which carries
a UTQG rating of 660/A/B, will be
available in more than 80 passenger and light truck sizes, 15 more
than its predecessor, ranging from
215/70R16 to 305/50R20 in passenger sizes and from LT215/85R16 to
LT325/50R22.
The tire also features new aero
and tie-bar technology in the shoulder structure for improved block
integrity and road noise reduction,
while the two-to-one shoulder lug
design optimizes traction and performance off-road.
The tire offers a 60,000-mile limited warranty, which includes road-hazard coverage, and a 30-day free trial
for guaranteed customer satisfaction

Pirelli Scorpion Verde
ROME, Ga.

Pirelli Tire North America Inc.
is updating its range of all-season
SUV/CUV tires with the Scorpion
Verde All Season Plus II, the successor to the Verde All Season Plus
introduced in 2014.
The updated version offers im-

Scorpion Verde All Season Plus II,

proved wet and dry handling and
wet braking over its predecessor
model, Pirelli said, while maintaining the mileage, comfort, noise and
winter performance of the previous
generation.
Pirelli linked the improved performance characteristics to a new
tread compound and an optimized
footprint, but it did not elaborate.
Pirelli is targeting the Scorpion
Verde All Season Plus II for drivers of crossovers, SUVs and pick-up
trucks. The company did not quantify
the scale of improvement versus the
predecessor model, which was based
on the Verde All-Season OE tire but

pickup trucks and SUVs, a tire that
offers improvements in braking,
handling, tread life and traction over
the first generation, launched in the
early 2000s.
Toyo attributes the Open Country
H/T II’s performance improvements
to a number of design changes, including a new wear-resistant tread

Open Country H/T II

compound, patented tread design
features — including adaptive circumferential grooves and expanding
shoulder grooves — and the use of
multi-wave sipes and four circumferential grooves.
Toyo is backing the H/T II with a
70,000-mile treadwear warranty for P/
Euro-metric sizes (50,000 for LT sizes) and a 500-mile/45-day trial offer.
The new product launches in 57
sizes, ranging from 235/75R15 to
285/45R22, and including 21 LT sizes. The average minimum advertised
price (MAP) is approximately $185.
Toyo also has upgraded the tire’s
aesthetics with a dual sidewall design that allows owners to customize their vehicle with a “classic” or
“sporty” look. The classic design is
reminiscent of the Open Country

H/T, while the sporty side features
high-contrast lettering and a stylized shoulder and sidewall. Outlined white letters also are available.
Toyo indicated the H/T II outperforms the H/T in most performance
categories but didn’t provide specifics as to how much. Toyo will continue to offer the Open Country H/T
for a period of time after it is discontinued in case dealers still have
product and consumers are looking
for information, Toyo said.
The tire is being built at Toyo’s Miyagi, Japan, and White, Ga., plants.
The H/T is one of six Open Country models available. Others are the
all-terrain A/T II; rugged-terrain
R/T; CUV/SUV touring model Q/T;
and commercial-grade C/T; and offroad maximum-traction M/T.
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Yokohama targets pickup, SUV, CUV
markets with Geolandar X-AT, X-CV
By Bruce Davis
bdavis@crain.com

HENDERSON, Nev.

The X-AT is one of seven geolandar models.

Yokohama Tire Corp. (YTC) is
making a serious pitch for the pickup truck/Jeep/SUV and
CUV crowds with a pair
of new tires in its Geolandar product line
— the X-AT extreme
all-terrain and X-CV
crossover/ luxu r y
SUV tire.
Geolandar X-AT
Designed for pick-

up trucks, Jeeps and SUVs, the X-AT
went on sale July 1 with 27 sizes
covering rim diameters of 15 to 22
inches, including some Load Range
F SKUs for heavier carrying capacities, YTC said.
The Geolandar X-AT offers “ultimate” off-road performance without
sacrificing on-road comfort, according to Bob Abram, senior manager
of product, making it a solid performance upgrade for a variety of pickup trucks and SUVs regardless of
where or how they’re driven.

ONE
GIANT
LEAP

YTC is backing the X-AT with a
45,000-mile limited treadwear warranty and has designed the tire with
a dual sidewall design that allows
the consumer to choose the appearance they like better.
“With the Geolandar X-AT, Yokohama now has one of the most
complete light truck tire lineups in
the market, he said.”
Other features include:
• Off-road traction enhanced by
large “dynamic” shoulder blocks
that are varied in length to create a
biting edge and promote mud- and
stone-ejection, along with angular center blocks for extra strength and grip.
• Off-road durability and improved puncture resistance thanks
to Yokohama’s Geo-Shield technology, which features multiple sidewall plies, a high turn-up carcass
and a full nylon cap.
• Long tread life thanks to Yokohama’s HD2 compound comprising
a triple-polymer blend engineered
for cut- and chip-resistance and extended life.
• A quiet, comfortable ride thanks
to zig-zag tread grooves that interrupt
airflow to limit pattern and road noise.
For the CUV/luxury SUV segment, YTC is offering the Geolandar X-CV in 23 W-speed-rated sizes, covering nearly all 18- to 22-inch

Geolandar X-CV

Klever A/T KR28
The aggressive sidewall and unique tread design
enables traction for all applications and conditions,
giving an aggressive off-road look without sacrificing
on-road comfort and performance.

Klever M/T KR29
The durable rubber compound and unique self-cleaning
lugs provide maximum traction to maximize performance
in the harshest conditions of professional off-road racing
as well as the most demanding work environments.

DOUBLE DOLLARS IN AUGUST
on the Klever A/T KR28 & Klever M/T KR29

*Double points applies to all sizes of the KR28 and KR29 tread pattern. Promotion is for dealers enrolled in the Kenda Traction program.
The Kenda Traction program is free to enroll at KendaTraction.com. Through Kenda purchases earn cash back and Traction Black Card rewards.
Contact your local distributor for more details.

KendaTraction.com

Traction

1

rim diameter luxury SUV/crossover
fitments, running from 255/55R18 to
275/40R22.
The X-CV is built for long-lasting, powerful all-season traction and
braking, Mr. Abram said, combing
luxury and performance attributes
into one product.
Features include:
• An asymmetric tread pattern
coupled with 2D and 3D sipes for
reliable, short-stopping distance in
wet and wintry conditions;
• Long-lasting tread life derived
from a wide, flat construction profile that provides a rectangular contact patch which distributes stresses
evenly for long, even wear;
• Reinforced shoulder and two
centers rib for “enhanced” stability
and dry handling; and
• A staggered tread pattern in a
five-block sequence for reduced pattern and road noise.
It’s backed by a 50,000-mile limited treadwear warranty and is offered with YTC’s 30-day “Satisfaction Guaranteed” trial period.
The X-CV and X-AT are the
sixth and seventh iterations of the
Geolandar line. Others are: G055
all-season; A/T all-terrain; H/T
highway terrain; M/T mud-terrain;
and X-MT for serious off-roading/
rock crawling.
YTC did not provide pricing information for either tire. Both tires are
built in Yokohama plants in Japan.
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U.S. pickup-truck sales approaching new highs
By Michael Wayland
Automotive News

DETROIT

Has the U.S. reached peak pickup?
It’s a question on the minds of industry executives and dealers as sales
plateau and auto makers — specifically the domestic Big 3 — expand or
update their pickup offerings to keep
hauling in big profits. One Wall Street
analyst raised the issue during recent
earnings calls with General Motors
Co. and Ford Motor Co., which get
a significant portion of their income
from pickups.
“GM and other OEMs are feasting on strong demand for trucks and
SUVs,” Morgan Stanley’s Adam Jonas
said in a note to investors last week
projecting that GM’s profits would decline in the next three years by roughly
a third. “We don’t think this will last.”
Profits from pickup trucks are essential for the Detroit 3 to fuel the
sizable investments they’re making
in new technologies such as autonomous and electrified vehicles. Fewer pickups sold in the coming years
would hinder their ability to prepare
for radical changes disrupting the industry in the future.
Stephanie Brinley, IHS Markit’s
principal automotive analyst, argues
the question isn’t whether the industry
has reached “peak truck” but rather
“sustainable truck, and is that level
sustainable? And for how long?”
“I think that the cyclical nature of
the industry hasn’t really changed,
and automakers need to grab onto

what’s making money,” Ms. Brinley
said. “Profitability always matters,
but right now, you’ve got a capital-intensive industry that’s trying to fund
two different paths.”

Record sales ahead?

The simple answer about whether
demand for costly pickups is nearing
an end: No.
Despite sharp declines for cars,
light-duty pickup sales have increased
36% since 2013 and could reach record levels this year. That compares
with an 11% increase for the overall
industry during that time.
All-time highs for pickup sales

were set at the turn of the millennium,
when more than 3 million pickups —
representing almost 20% of U.S. light
vehicle volume — were sold annually from 1998-2001, according to the
Automotive News Data Center. That
compares with an average of 2.75
million in the last four years, including 2.9 million last year, when they
were 17% of the market. Through
the first four months of 2019, sales of
light-duty pickups, including midsize
and full-size, were up 1% over a year
ago to 891,402 trucks.
Expected to drive the growth are
roughly a dozen new or redesigned
models from last year through 2021,

more luxury pickups and, to a lesser
extent, fewer car nameplates that consumers might have bought instead.

New products

Based on the level of capital investment they’re making and the number
of new or updated pickups they’re
bringing to market, auto makers appear bullish on the segment for the
foreseeable future. Recent and looming changes to the segment include
redesigns for each of the Detroit auto
makers’ full-size pickups and the revival of the Ford Ranger and Jeep
Gladiator in the midsize segment.
Toyota Motor Corp. also is expect-

ed to redesign its Tundra full-size
and segment-leading Toyota Tacoma
midsize pickups as early as next year,
Automotive News reported in April.
GM and Fiat Chrysler Automobiles
launched redesigns of their full-size
pickups in 2018 and are bringing their
heavy-duty counterparts to market this
year. FCA also is expected to introduce
a mid-size pickup for its Ram brand as
early as next year, supplier sources told
Automotive News in September.
A new inline-six diesel engine offering for GM’s full-size pickups is
coming this year, and freshenings
for the midsize Chevrolet Colorado
SEE PICKUP, PAGE 20

Top selling
light trucks 2018
2018 Units % chng

SUVs/CUVs
Toyota RAV4
Nissan Rogue
Honda CR-V
Chevrolet Equinox
Ford Escape
Ford Explorer
Toyota Highlander
Jeep Wrangler
Jeep Cherokee
Jeep Grand Cherokee
Subaru Outback
Subaru Forester

427,170
412,110
379,013
332,618
272,228
261,571
244,511
240,032
239,437
224,908
178,854
171,613

4.8%
2.1%
0.3%
14.5%
-11.7%
-3.5%
13.3%
26.0%
40.9%
-6.6%
-5.3%
-3.4%

Light Trucks
Ford F series
Chevrolet Silverado
Ram
Toyota Tacoma
GMC Sierra
Chevrolet Colorado
Toyota Tundra
Nissan Frontier
Nissan Titan
GMC Canyon

909,330
585,581
536,980
245,659
219,554
134,842
118,258
76,646
50,459
33,492

1.4%
0.0%
7.2%
24.0%
0.7%
19.3%
1.7%
7.1%
-4.7%
4.3%

Cargo/Delivery Vans
Ford Transit
Chevrolet Express
Ford E-Series
Ram ProMaster
Mercedes Sprinter
GMC Savana
Nissan NV 200
Nissan NV
Ram ProMaster City
Source: Automotive News

137,794
82,239
47,936
46,600
29,787
19,684
18,628
16,902
13,788

8.2%
17.5%
-10.1%
15.1%
8.7%
-33.7%
0.1%
-5.4%
-11.5%
*Based on OE replacement for Combined Passenger Car and Light Truck/SUV sizes.
Product images shown are for illustrative purposes only. Technical features, tread pattern design,
and tire construction subject to change without notice and can vary by size and application.

Exclusive U.S. Distributor of PCR and LT tires.
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Light trucks’ share of U.S. market growing steadily
FORT WAYNE, Ind.

plates (Honda, Nissan, Subaru, Toyota) to 18% last year
from 11% in 2008.
All told, there were more than 279 million light vehicles
in operation across the U.S. at mid-year 2018, Lang Marketing said, comprising four major groups: domestic nameplate cars, foreign nameplate cars, domestic nameplate light
trucks and foreign nameplate light trucks.
While there was a major change in the car and light
truck mix from 2008 to 2018, the shift between foreign
and domestic nameplates was even more dramatic, the
Fort Wayne-based market research firm said.
Collectively, domestic nameplate cars and light trucks
accounted for 53% of light vehicles in the U.S. last year,
down from 66% in mid-2008.
Lang Marketing’s data are similar to statistics compiled by IHS Markit, which show U.S. registrations of light
trucks (GVW categories 1 to 3) in 2018 of 152.5 million, split
roughly two-thirds/one-third domestic/import. IHS Markit’s
data show registrations of light trucks rose 3.1% last year,
with imports up 7% and domestic nameplates up 1.2%.

The share of the U.S. light vehicle market controlled
by light trucks — including vans, pickups, SUVs and
CUVs — surged to 55% last year, up from 49% in 2008,
according to data compiled by Lang Marketing.
That shift in the marketplace reflects the continuing
decline in demand for conventional passenger cars, Lang
Marketing said, and has “significant consequences” for
the aftermarket and will continue to shape aftermarket
do-it-for-me (DIFM) and do-it-yourself (DIY) product
volume for years to come.
Auto repair and maintenance businesses need to be
aware of these trends, Lang Marketing said, in order to
ensure their staffs are up to date on the changing nature
of the vehicles in the marketplace and to ensure they’re
allied with parts suppliers that are able to deliver parts
for the vehicles in the marketplace.
At the same time, the number of foreign-nameplate light
truck vehicles soared 85% in the past decade, pushing the
share of the light truck market held by these foreign name-

Light truck tire shipments
US
Replacement
Imports2
OE

Canada
Replacement

Light truck tire imports
Country

2018 units

2017 units

% change

Avg. $ value*

Thailand

6,643,934

5,004,855

32.8%

$67.31

Canada

4,181,113

6,555,946

-36.2%

$73.79

South Korea

2,569,492

2,762,732

-7.0%

$73.51

Vietnam

2,181,134

2,613,268

-16.5%

$44.16

Indonesia

1,902,546

2,105,355

-9.6%

$70.98

Japan

1,811,919

1,751,135

3.5%

$95.62

Mexico

1,353,791

1,008,366

34.2%

$70.56

China

1,265,876

1,473,298

-14.1%

$64.22

Brazil

863,180

1,385,252

-37.6%

$82.88

Costa Rica

570,740

480,386

18.8%

$56.38

1,875,982

1,473,730

27.3%

$84.31

25,219,707

26,684,153

-5.5%

$72.35

Others:

(millions of units)

2012

2013

2014

2015

2016

2017

20181

28.1
21.0
4.2

28.4
24.7
4.4

28.7
25.9
4.6

29.1
24.3
4.4

31.9
27.9
4.9

31.3
26.7
5.4

31.6
25.1
5.6

2012

2013

2014

2015

2016

2017

2018

2.8

2.8

3.3

3.2

3.1

3.6

3.7

1 - Based on preliminary year-end data; subject to revision. 2- Imports are included in the replacement shipment numbers.
Sources: U.S. Tire Manufacturers Association; Tire and Rubber Association of Canada; U.S. Dept. of Commerce

TOTAL:

Source: U.S. Department of Commerce * - Declared U.S. Customs value

Original equipment and
replacement tires
Light truck tire
sizes — replacement*

Light truck tire
sizes — OE*

Rank

Percent

Rank

Size

Size

Percent

1

LT265/70R17

10.1%

1

LT245/75R17

13.1%

2

LT245/75R16

10.0%

2

235/65R16C

11.8%

3

LT225/75R16

7.1%

3

LT275/70R18

10.3%

4

LT265/75R16

6.4%

4

LT275/65R18

8.6%

5

LT275/70R18

5.8%

5

LT225/75R16

8.3%

6

LT245/75R17

5.8%

6

LT265/70R18

7.2%

7

LT285/70R17

3.9%

7

LT265/60R20

5.7%

8

LT235/80R17

3.6%

8

LT245/75R16

5.4%

9

LT235/85R16

3.5%

9

LT275/65R20

5.2%

3.0%

10

10

LT275/65R18
Top 10 Sizes

59.2%

LT285/70R17
Top 10 Sizes

4.4%
80.0%

SOURCE: U.S. Tire Manufacturers Association 2019 Preliminary Factbook * 2018 estimates

Pickup
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and GMC Canyon also are expected
soon, ahead of expected redesigns in
the early 2020s. Ford is launching
freshened Super Duty versions of its
segment-leading F-series franchise of
full-size pickups this year, followed
by a redesign of its F-150 in 2020.
Ford CEO Jim Hackett said in April
he doesn’t believe the industry has
reached peak truck, based on Ford’s
performance. “In the face of some really good competition,” Mr. Hackett
said, “we’re doing fairly well.”

Chasing higher share

Despite having the oldest models
on the market, Ford holds a significant lead in U.S. full-size pickup
sales this year through April, more
than 115,000 unit sales ahead of Ram
and 130,000 in front of Chevrolet,
according to estimates from the Automotive News Data Center.
“In the quarter and in the face of
new competitive entries, F-series customer sales and average transaction
prices held strong from a year earlier,
while share of segment increased,”
Ford CFO Bob Shanks said during
a first-quarter conference call in
April. “And from here, our plan is to

strengthen our position further.”
Executives at each of the Detroit
auto makers conveyed plans to gain
market share among full-size pickups, but that will be easier said than
done.
According to FCA CEO Mike
Manley, Ram has an “eye on” keeping its No. 2 position in the U.S. after
leapfrogging Chevrolet to begin 2019.
Ram was able to do so by simultaneously producing the redesigned
Ram 1500 and the previous-generation Classic version.
Mr. Manley said that strategy is
working and he sees “no reason in
the foreseeable future” to end production of the older model.
GM has been the most conservative
in its share-growth proclamations.
CFO Dhivya Suryadevara said earlier
this year that the auto maker would
not introduce new models if the company didn’t think it could maintain
or increase share, but she and other
GM executives, including CEO Mary
Barra, have said GM will not sacrifice
profits for higher market share.
“Profitability does need to be the
primary concern,” IHS Markit’s Ms.
Brinley, said. “That has to override
share. We’ve seen time and time
again, if you start chasing share, ultimately, you lose ground. It’s just not
a model that really works.”
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rugged tire aesthetic.”
“We anticipate this trend will
continue as vehicle manufacturers
shift their offerings to include more
CUVs and SUVs,” he added.
Drew Howlett, Falken Tire Corp.’s
product manager for light trucks/SUV
products, noted that historically the
M/T segment exhibited single-digit
annual growth “but in 2018 we saw
that segment grow about 10%. It was
a pretty large amount of growth last
year and then, based on the first six
months of this year, we’ll probably
see another single digit (growth rate)
again.”

Mud-terrain vs.
all-terrain
While mud-terrain tires are designed — as its name indicates —
for traversing off-road muddy trails,
as well as rock-crawling, there is a
growing segment of customers who
want their vehicles to look like they
go off-roading more often than they
probably do.
“We have got part of the market that
are hard-core guys who are actually
going off-road,” David Shelton, Giti
North America’s
director of industry relations, said.
“Then there’s a
whole other group
that wants to have
the image. We’ve
got guys that the
only off-road they
see is a pothole.”
Shelton
Mud-ter rain
tires tend to feature more space between tread blocks and wider voids
than all-terrain tires. M/T tires are
built specifically for off-road performance and feature aggressive tread
patterns with interlocking lugs and
large voids to grab and release mud,
rocks and debris. They usually also
have three-ply construction with
reinforced sidewalls for durability
when navigating sharp and rocky
edges.
The tires are designed for the extreme user who is really going to get
into some off-road rocks and mud,
Mr. Smouter noted.
The tires also target customers who
need to get to work at construction
sites, mines or farms, or to get to recreation areas for camping or hunting.
“For us, a mud-terrain tire is really a tire where a consumer is really
looking for the most extreme off-road
traction,” Brandon Sturgis, product
manager for Michelin North America’s BFGoodrich off-road tires, said.
“So this is the type of consumer
who’s spending a significant amount
of time off road either in mud or on
rocks. Even though the tire is called
mud-terrain, it spends a lot of time
on rocks and used for rock-crawling. So really, that’s the big difference between a mud-terrain and an
all-terrain — a customer looking for
the most extreme traction wants a
mud-terrain offer, while the all-terrain segment is someone who is
looking for a bit more balanced performance,” said Mr. Sturgis, adding
that all-terrain tire customers still are
looking for off-road capability, but
they realize their tires are going to be
spending more time on the road.
“I’m not so worried about the
creature comforts on the road (with

a mud-terrain tire). That was the intent. You visually see the difference
in the tread design: bigger blocks;
not as many, if any, sipes; and I’m
not worried about noise or ride comfort. The biggest difference is the
voids and the off-sets so it can bite
into the mud,” Mr. Shelton said.
“With that you sacrifice on-road
comfort and performance,” Mr.
Smouter said. “But I think the buyer of this segment is typically OK
with that. … There’s that balance
of trying to figure out, from a manufacturing standpoint, what is the
customer willing to live with from
a noise/comfort (standpoint) to get
that look, that capability, that functionality,” he said.
“Today the lines are being blurred
between all the categories and espe-

cially between a traditional all-terrain and mud-terrain categories,”
Mr. Howlett said.
“So there is a huge focus on rugged-looking aesthetics of the tires,
and manufacturers have started putting a lot more effort into the shoulder and sidewall designs and not
necessarily focusing as much on the
off-road capability of the tire.
“There’s no distinct mud-terrain
tire anymore. We’re seeing M/T tires
and a new R/T (rugged terrain) category of tires, which is sort of a hybrid
between A/T and M/T,” he said.
The blurring of the lines between
all-terrain and mud-terrain creates
a challenge for manufacturers that
want to appease the off-road enthusiast who demands functionality and
the recreational off-roader who de-

sires style and comfort.
Mr. Smouter said Hankook, like
other manufacturers, is looking at
the hybrid concept.
“As a buyer, I don’t necessarily go
as aggressive as a mud-terrain, but I
want something a little bit more than
an all-terrain. Some of the companies
call it different things but there is that
hybrid middle section,” he said.
“We are paying attention to it. I
think it’s really more for someone
who’s not so much in it for the capability or functionality but more so
for the cosmetic. So they need it to
be fairly quiet and have decent road
manners. But it has to have that look,
maybe a little bit more void, a little
more aggressive sidewall shoulder,
that kind of thing but a little bit better than an all-terrain.”

Market drivers
Consumer preferences for SUVs
and trucks are driving growth of the
M/T tire segment, according to Mr.
Robbins.
“As consumers look for ways to
personalize their vehicles, tires are
a natural choice to deliver a certain
aesthetic without compromising vehicle performance on- or off-road.
We also are seeing more consumers
try out off-road driving or overlanding, which means they want tires
that they can drive on the highway
but also use to explore roads and terrains less traveled,” he said.
“A lot of the growth is fueled by
the larger, overall diameter of aftermarket tires in general,” Mr. HowlSEE LT, PAGE 23

CUTS LIKE A HOT KNIFE

TRAIL BLADE BOSS THROUGH MUD

GET BETTER TRACTION FOR ALL YOUR OFF-ROAD ACTION.
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.

For more information visit
ATTURO.COM/BOSS or email DEALER@ATTURO.COM
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Firestone light truck lineup gets revamp
FORT WORTH, Texas

Bridgestone Americas Inc. continues to refresh the Firestone brand with a pair of new
light truck products designed to improve the
depth and reach of the portfolio.
The new tires, the Firestone Destination A/
T2 and Destination X/T, are engineered to deliver on-highway dependability and off-road
durability for distinct end-user categories —
pickup trucks, SUVs and all-terrain vehicles
for the A/T2 and heavier-duty commercial
light-truck applications for the X/T — Bridgestone said during a ride-and-drive event in
mid-May at Texas Motor Speedway, site of the
DXC Technology 600 IndyCar Series Race
held in early June.
The light truck tires were among four new
products previewed for dealers and media at
the Texas event.
The other products unveiled include another Firestone offering, the WeatherGrip, the
brand’s first such offering in the burgeoning
all-weather category, and the Bridgestone Turanza QuietTrack, the newest addition to the
premium Turanza touring tire portfolio.
“We’ve been on a wave of product upgrades,
and the Firestone brand has benefited greatly
from this because a lot of the tires that we have
been selling successfully there for a long time
have been on a rather long life cycles,” said
Robert Saul, director of consumer tire product strategy, U.S. and Canada, for Bridgestone
Americas Tire Operations (BATO).
“So over the last several years, there’s been a
lot of fresh new product coming into the Firestone brand, and we’ve literally turned over almost the whole brand in the last three years,
which a big undertaking. It just shows our commitment to how important Firestone is to us.”
The Destination A/T2 and X/T are sister
products, fine-tuned for their respective categories. Each has a Three-Peak Mountain Snowflake certification for all-weather capability.
Together, they are replacing the Destination
A/T in the Firestone lineup.
The A/T2, a P-metric line, has a more aggressive look for Firestone, Mr. Saul said, with
more of an emphasis on off-road handling,
while still offering a high degree of comfort

MAX
STOP

‘We’ve been on a wave of
product upgrades, and the
Firestone brand has benefited
greatly from this because a lot
of the tires that we have been
selling successfully there for a
long time have been on a
rather long life cycles.’
Robert Saul, director of consumer tire product strategy, U.S.
and Canada, for Bridgestone Americas Tire Operations (BATO).

in daily driving on pavement.
“It has a reasonably quiet ride, has great wet
traction, and is a nice well-rounded tire,” he said.
The Destination A/T2 has a new tread compound and a tread design with stone rejecter
technology, providing traction in gravel and
dirt. The tire’s full depth tread grooves cut
through wet and snowy conditions. It offers a
55,000-mile limited mileage warranty and is
available in 29 sizes covering 15-inch to 20inch rim diameters.
Meanwhile the X/T is an LT metric range,
with commercial-grade durability allowing it
to handle heavier loads, according to Mr. Saul.
It has chip/tear resistance built into it a “very
capable tire off-road,” he said, but also works
well in day-to-day driving situations.
The heavier Destination X/T tire features
many of the same technologies as the A/T2,
but with heavy-duty toughness. The X/T has
a tread rubber compound designed for durable
on- and off-road performance.
It has a 50,000-mile limited treadwear warranty and launches in 25 sizes, in 15-inch to 20inch rim diameters, with more sizes to follow
in 2020.
“It’s ideal for commercial use,” Mr. Saul
said, “for professionals who drive a work
truck that they use as part of their business,
hauling stuff around. They want to have great
traction, and this performs well.”
Both products are manufactured in North
America and come with Firestone’s 90-Day
Buy & Try Guarantee: If a customer is not satisfied with the performance of their Firestone
tires, they may return their purchase within 90
days for a full refund or exchange.

Tire Business photos by Don Detore

By Don Detore

ddetore@crain@crain.com

Robert Saul, director of consumer tire product strategy, U.S. and Canada, for Bridgestone
Americas Tire Operations, poses next to the new Firestone Destination tire.

A look at the new Firestone Destination X/T, which became available to dealers on Aug. 1.

According to Erik Seidel, president, consumer replacement tire sales, U.S and Canada,
BATO, said “drivers of pickup and light trucks,
SUVs and all-terrain vehicles have high expectations for their tires — they want a versatile
product with uncompromising quality.
“These tires are tough enough to tackle the
most challenging terrain while still providing

a comfortable, quiet ride for frequent highway trips.”
Mr. Saul described the Firestone brand as
dependable, durable, hard-working.
“That’s what Firestone stands for with us,”
Mr. Saul said. “It’s that tire that you know every day, you’ve got things to do with family or
business, the tire is going to get the job done.”

Off-road

innovation. Enhancements in tire
design technologies are enabling
manufacturers to bring more advanced products to market with
improved speed, efficiency and accuracy.
For example, Bridgestone is leveraging 3D modeling to develop new
off-road pattern technology. Virtual models make it easier to test and
refine tire technologies and experience how various technologies will
interact with one another in practical applications.
Bottom line, demand for max-traction and all-terrain tires will continue
to grow as a segment, especially as
consumer preferences for the aesthetic
and functional appeal of trucks, SUVs
and CUVs increase.
Tire manufacturers must continue
to work to deliver innovation that
anticipates consumer needs and exceeds expectations, particularly as
consumers become less willing to
compromise.

CONTINUED FROM PAGE 6

When it comes to braking, every foot is worth a
mile. In a recent 60–0 mph wet braking test, the
Maxtour LX stopped shorter than the competition.
Introducing the GT Radial
Maxtour LX.
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MAXTOUR LX

All-Season Performance
Premium Ride Comfort
LEADING
COMPETITOR C

42 Sizes on Popular
opular Fitments

140.7

70,000 Mile Tread Warranty
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LEADING
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144.3
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24/7 Roadside Assistance
All trademarks, service marks and product
names are the property of their respective
owners. Test conducted in Q1 of 2019. Tires
tested were size 215/55R17. Individual results
may vary depending on vehicle type, tire
maintenance, driving style, and road conditions.

Visit MaxtourLX.com and experience the performance.

Understanding this is key to unlocking customer satisfaction and creating loyalty.
Mileage warranties are powerful
selling tools and many of today’s
newest all-terrain tires are backed
by compelling warranties.
Mismanaged expectations about
treadwear life are a top driver of
customer disappointment and it
can be avoided by asking this one,
simple question: “Do they drive their
vehicles in snowy conditions?” Most
often, consumers who drive in snow
frequently will be most satisfied with
an off-road offering that has been tested and certified for severe snow performance.
Steer these consumers toward an
all-terrain tire that has the ThreePeak Mountain Snowflake designation. More aggressive off-road enthusiasts in need of a max-traction
tire should consider winter tires or
a max-traction tire with design features that enhance snow traction.

Future of off-road
innovation, design

Evolving consumer needs drive

Mr. Robbins is product manager, consumer replacement, U.S. and Canada for
Bridgestone Americas Tire Operations.
He oversees the Bridgestone and Firestone consumer replacement tire portfolios for CUVs, SUVs and light trucks in the
U.S. and Canada.
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ett added.
“A lot of consumers are upgrading
their trucks and SUVs with leveling
kits and lift kits and suspensions.
They’re going with larger tires. We’re
seeing a lot of that growth in tire sizes, like 35x12.50R20 being the number one M/T size, which is lot bigger
than they were 10 or 20 years ago.”
Todd Bergeson, product manager, light truck tires, for Toyo Tire
U.S.A. Corp., suggested the popularity of mud-terrain tires is related
to a number of industry trends such
as: improved off-road capability of
trucks and SUVs; quieter and more
comfortable M/T tires in the market; and reduced noise, vibration
and harshness (NVH) factors of the
new vehicles that keep the cabin
quiet, even with a more aggressive
tire,
“Ultimately, it’s a combination of
factors. The tires themselves have
improved, light truck production and
popularity is healthy, and consumers’
willingness to upgrade their vehicles
all drive the market,” Fardad Niknam, Yokohama Tire Corp.’s senior
director of consumer product planning and product marketing, said.

Target customers

The target demographic for mud-terrain tires also is blurred as the audience
can span a wide range of ages, experiences and geographic locations.
“Our target consumer for the Firestone Destination M/T2 is drivers of
SUVs and trucks who demand off-road
performance while still wanting balanced on-road driving. These individuals are incredibly diverse and expect
their tires to deliver tough, dependable
performance,” Mr. Robbins said.
“There’s not one specific demographic — with the key exception
that the majority can be identified
by owning a light truck,” Giti’s Mr.
Shelton said.
Falken Tire’s Mr. Howlett claims
there are four different demographics for mud-terrain customers, two
traditional customers and two evolving target customers:
The two traditional target markets
are the customer who needs M/T
tires to get to a destination for work
or play and the avid off-road enthusiast who’s involved in rock-crawling, off-roading and motorsports.
The two evolving target markets
are owners of half-ton or three-quarter-ton pickups outfitted with lift kits
who are looking for tire sizes like
35x12.50R20 to drive off-road occasionally; and the so-called “overlanders,” who own Toyota Tacomas, Jeep
Cherokees, Ford Rangers, etc. with
more traditional M/T sizes, such as
285/70R17 or 285/75R16, and who
may go off-road on the weekends.
This growing mid-sized tire market is why manufacturers are looking at adding additional M/T categories, Mr. Howlett said.
“The lifted truck guys want the
tires to look like an M/T, but they still
want it to perform well on road and
get the high treadwear and on-road
expectations. The overland market guy
wants it all. They want the tire to look
aggressive and complement their vehicle but they also have high expectations
for both on- and off-road,” he said.
So does the typical M/T tire customer value form or function?
The short answer is both, accord-

Michelin North America photo
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Mud-terrain tires are designed to drive through a variety of terrains.

ing to Yokohama’s Mr. Niknam.
“Of course, some consumers prefer style over function and vice versa, so the tire must be developed to
hit multiple targets. At Yokohama,
we’ve prioritized function and have
proven products now in the Geolandar M/T, Geolandar X-M/T and Geolandar X-AT categories.
“These are products that truly perform, but also provide a very appealing and unique style for the segment.
Furthermore, the complimentary nature of these products covering adjacent categories really provides a nice
fit for multiple types of usage.”
While hard-core enthusiasts look
for function over style, almost all consumers are attracted to a tire that is
pleasing to the eye, Mr. Shelton noted.
“Appearance and style are a big
factor, whether it’s based in reality
or urban myths,” he said.
Function and style are becoming
equally important to the off-road
consumer, Bridgestone’s Mr. Robbins
contended. As the segment continues
to grow, consumers not only are looking for trusted off-road performance,
but also for the ability to personalize
their vehicle with a rugged style that
allows them to stand out.

“Our customers demand both,”
Toyo’s Mr. Bergeson said. “Our Open
Country M/T has an extremely functional design. It was designed to be durable and to provide impressive traction
in nasty, sloppy terrain. We are thrilled
that our customers love the aggressive
looks of our tire. The popularity of our
M/T is also boosted by the incredibly
low noise and excellent on-road driving manners that you wouldn’t normally expect in a mud-terrain tire.”
City dwellers want the M/T look but
also want the tire to be quiet and ride
comfortably, Giti’s Mr. Shelton said.
“We used to not worry about having a three-pitch sequence on a mud
tire because, heck, they were supposed to howl as you’re going down
a rock. “Now we’ve got to worry
about, ‘Oh, I got to be able to hear
my radio or my phone.’ So you work
on factors that are trying to deliver
for this group that wants to look it
and this group that wants to do it.
Where’s the right balance? This
makes it a little bit more challenging
for the retailer, doesn’t it? They got
to know their customer.”
“We focus our design efforts on both
function and style,” BFGoodrich’s Mr.
Sturgis said. “The true off-road enthu-

siast is really looking for a tire that
performs to the best of its ability
off-road, and that’s how we’re designing our tire. But style does come
in to it. … Style comes along with
what we have to offer but it’s really
form and function. ...
“A customer looking for the best
performing tire off-road is typically willing to give up some noise
performance when compared with
all-terrain tires.”

Design trends

So as tire manufacturers seek to expand their M/T audiences, they face
greater challenges to design tires that
attempt to meet everyone’s needs.
Sizes continue to proliferate, with
the line mixes moving toward larger
rim diameters, Mr. Niknam said.
“We also see an increase in narrow
section widths on the horizon as well
as an overall desire to continue to
push customization. Customization
was in part what the segment was
founded upon and the desire to differentiate remains a popular trend.”
Enthusiasts like small rim diameter, such as 16- or 17-inch, tires,
while those looking for style want
the larger 20- to 22-inch sizes, according to Travis Roffler, director of
marketing for Continental Tire the
Americas.
Giti’s Mr. Shelton sees M/T designs
evolving toward “huge lugs, huge
voids, huge shoulder box, fancy
sidewall designs
and outrageous
sizes. The trend
I’m seeing is these
tires are having to
be designed for a
smoother, softer,
better ride, which
Roffler
is a counter indi-

cator for the gnarly look.”
“From an aesthetic standpoint, we
are seeing off-road tire designs that are
increasingly more aggressive and intricate in tread and sidewall construction,”
Bridgestone’s Mr. Robbins said. “From
a performance standpoint, off-road enthusiasts want a tire that can provide
great off-road traction while minimizing on-road trade-offs like ride comfort, snow and noise performance.”
“We’re seeing that evolution of
more highway-friendly mud-terrain
tires for that lifted truck market and
that all ties in with the R/T segment,” added Falken’s Mr. Howlett.

Design challenges

So what are the challenges in designing a mud-terrain tire?
“Everything,” Mr. Shelton said.
“The wants, needs and desires, and
diversity of these customers for their
vehicles; for the different rim diameters; for the truly safety-conscious; to
everything you think about to make
the vehicle run like it was designed to
do; to give the ride comfort, control
and capabilities with the acceleration
and braking and fuel economy; and
have the tires wear; have them not too
loud; have them perform in wet, dry,
mud, cold, heat, all that kind of stuff
— everything.
“That’s why a lot of engineering,
a lot of design, goes into them. And
before that’s ever done, a lot of marketing research.
“The manufacturer must decide
to engineer the product either for
the hardcore enthusiast, the worker
or the city cruiser. The internal construction, the tread design features
and the compounding are all affected by the consumer or end-user’s intent and expectations,” he said.
Off-road enthusiasts today want
SEE LT, PAGE 24
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a tire with fewer trade-offs — they
want a tire that fits every aspect of
their on- and off-road life, Bridgestone’s Mr. Robbins said.
“Advanced technology in the M/T
space has allowed new designs to provide improvements in these areas without compromising the off-road performance that customers still expect.”
As more consumers seek tires that
meet multiple performance needs
without trade-offs, the off-road tire
design process has grown even more
complex, he said.
“They expect off-road tires to meet
their on- and off-road needs, delivering
year-round performance and longer
wear life. As a result, manufacturers
must continue to work on innovative
designs that meet and exceed consumer expectations for tire performance
across a range of conditions, while still
delivering a rugged aesthetic.”
One of the challenges is off-setting
the effects of the M/T tire’s typical
high voids and large lugs in the tread.
“Over the years the manufacturers have gotten a lot better about
overcoming that compromise with
computerized tread design and
multi-pitch tread patterns. That’s not
as big as compromises have been in
the past,” Mr. Howlett said.

Mud-terrain tire buyers seek style
and function.

Comfort and weight of the tire
versus durability is still a huge compromise, though.
“I think there is room for improvement in the market. The big heavy
tires are extremely durable, but they
are also heavy. OEMs continue to
focus on fuel economy. The biggest
challenges going forward is trying to
find the optimal place between durability and tire weight,” he said.
Consumers’ desires for form and
function in the M/T tire is a challenge for manufacturers, according
to Mr. Smouter.
“What kind of performance value
do you want to put in this tire if it’s
really being used for cosmetics? But
then there is going to be those users
where you have to have that balance.
To be in the game and to sell this
tire, you’ve got to have both. But
you’ve got to figure out as a manufacturer what that balance is.
“Style definitely plays a big role
and a growing role. ... It’s a balance
but to be in the game and to be able
to sell as a manufacturer against our
competitors, you’ve got to have that
style, that cosmetic look that’s going
to hopefully get the attention of potential customers. The functionality also
has to be there,” Mr. Smouter said.
Road noise also is a feature that
impacts M/T tire design.
“The mud-terrain tire is always
going to be noisier than your all-terrain pattern, and the all-terrain
pattern is noisier than your highway tire no matter what we do to it.
You’re going to give up traction and
all the performance to get a quiet
ride. That’s why it’s not a highway
tire,” Conti’s Mr. Roffler said.
“If you’re going to buy an M/T
tire, you kind of know that (noise)
comes with it. But that’s not to say
the manufacturers have to not pay

attention to that,” Mr. Smouter said.
“They still do, and I think more so
now than ever before they have to pay
attention to that because it’s becoming so competitive in that market.”
Hankook said it gets feedback
about consumer desires for M/T
tires from surveys, talking with enthusiast communities and talking to
dealers and distributors.
“At the end of the day, (dealers) are
the ones seeing these end-consumers day in and day out. So we try to
do distributor and dealer-type forms
and questionnaires and surveys and
have meetings with them. … In the
M/T segment, everyone’s looking for
something a little bit different, depending on their application and how
they’re using it,” Mr. Smouter said.
Continental said it talks with wheel
manufacturers, tuners and other suppliers in the market to gauge developing M/T trends in the aftermarket.
“For us, the design challenge has
been to continuously push the envelope of traction for both rock and mud
and still keep what we would consider
and what our consumers would consider acceptable on-road manners,”
Michelin’s Mr. Sturgis said.
“That’s really, really the challenge.
… There are tires in the category that
could do one of those things well, but
it’s really, really a challenge to combine all that together. Off-road performance and on-road performance,
that’s really the challenge.”
“It’s really challenging to design
and develop. There’s definitely a look
to it. You want a look, but then you
can’t just sacrifice all of your performance criteria because these vehicles
still have to perform on roads, in dry
conditions, in wet conditions, in snow
conditions. They still have to meet
the base criteria for performance because these vehicles do weigh a lot,”

Tire dealers test drive M/T tires at Falken Tire Corp.’s Falken Academy.

Mr. Roffler added.
Yokohama’s Mr. Niknam, he said
believes the industry is closing the
gap between on- and off-road performance since this is becoming
more important to consumers.

Advice to dealers

Tire dealers also face a challenge of
meeting the perceived needs of customers looking to buy mud-terrain tires.
Mr. Smouter urged dealers to ask
the customer what they are looking
for in a tire.
“Is this to look good and look aggressive out on the road, on the pavement? Or are you really looking for
something that’s really going to perform in the rocks and in the dirt, in the
snow, in the mud, whatever it might be?
Ask that question first, and then that
helps them to decide, based on whatever tire they are offering ...,” he said.
“There’s different tires for every
type of buyer and price point comes
into play, too. … M/T tires are very
expensive compared with the typical passenger tire. We suggest to
really drill down and find out what
this user is actually going to use this
tire for, and this helps them get into
the right tire,” Mr. Smouter said.
“Because there is such a wide
range of performances between all
the mud-terrain tires on the market,
things like noise and ride comfort, du-

Falken Tire Corp. photo
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rability and things like that, I would
encourage the dealers to have a firsthand experience with the tire that they
sell or with the tire that they recommend,” Falken’s Mr. Howlett said.
“There is a huge difference within
that mud-terrain category. We’re still
calling it M/T, but there is not a clear
segment anymore. So I think it is important for the dealers to have a firsthand experience and try out the tires
that they are recommending to their
customers so they know exactly what
the consumer is going to be getting into
and whether they have a lifted truck or
a farm truck or rock crawlers. …
“That’s one of the reasons why we
do our Falken Academy, which is our
dealer training. We give them the opportunity to ride on both our A/T3W
and our M/T so they get a feel for it,
and they know what it’s going to perform like. So they know when they
recommend to their customers, they
kind of know already how that tire
will feel and handle and sound because that’s important for an MT tire.”
“Customers come into a store and
tend to gravitate to the most rugged, aggressive-looking tire,” Mr.
Smouter said.
“So I think it’s important for the
dealer to be able to have the conversation with the customer about what are
the trade-offs between an all-terrain
and a mud-terrain,” he said, adding
that dealers should discuss the compromises of an M/T tire, including
noise, comfort and tread life. Sometimes the customer is not aware of all
the compromises of an M/T tire.
“Typically the people who buy
mud-terrain tires are enthusiasts,
and so they want to know a lot about
the features and benefits of the
tires,” Michelin’s Mr. Sturgis said.
“They want to know what the tire
can do for them. They want to know
about plus-fitment information. They
typically want to know more about
the tires than your general tire consumer. And so the more a tire dealer can explain to this consumer, the
more you’re going to win that person
as a customer. … They are not normal tire consumers. They want to
know, and they want to know a lot.”
Once a dealer sells mud-terrain
tires to a customer, he or she should
encourage the customer to return for
tire rotations and alignments.
“Rotate the first time at 4,000
miles, maximum 4,500. …When we
put a tire on that is larger or wider than
the original, that’s going to accentuate
that irregular wear. If it’s got more
than 16/32nds (tread depth), you’ve
got a lot more block there to squirm or
scrub.” said Mr. Shelton, noting that
the heaviness of the M/T tires affects
the steering response, the ride comfort
and the acceleration and braking.
“Checking that alignment, making sure it’s running true down the
road is very important, especially
with mud-terrains just because of the
large void. And if they develop an irregular wear pattern, it is sometimes
irreversible,” said Mr. Roffler.
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Dale Earnhardt Collection
FOR SALE

Budweiser Collection
FOR SALE

• Over 120 items
• Has been on TV 3 times
• Earnhardt career ended in2001
• His first car to his last car

Great for Bar or Lounge!

Cars / Medals / Pictures

Over 190 items from
over 40 years of collecting.
• Mugs by State
• Mugs by Country
• Mugs by Military
• Mugs by Sports
and a large truck collection
dating back to 1903

EQUIPMENT FOR SALE

EQUIPMENT FOR SALE

A hallmark for quality and reliability
It’s all too easy to stick with a brand of equipment just
because you always have
But would you agree that many of those ‘famous’ brands barely
resemble the build quality and longevity of those machines you
bought all those years ago? And are you probably paying for
an ‘aftersales support’ that fails to live up to its promise, or has
long since been superseded by more efficient, speedy and costeffective methods of support that the 21st Century has to offer?
Our Tire Equipment, created by industry experts who have

USED MEDIUM TRUCK RACKING
FOR SALE!

designed some of the best-selling machines for many of those
‘famous’ brands, is the ideal solution for the tire professional who
is looking for value without compromising on quality or support.

ATLAS PLATINUM. A Premium quality
product, without paying a premium.

92” - 40” - 61”
APPROX: 400 UNITS
CALL OR EMAIL US TODAY!
403-723-0777
steven.sellars@rangertire.com

MAKE YOUR

Isn’t it time you moved to Atlas Platinum..?

Clydesdale Pool table light
For Information call
Frank 318-780-0011

For friendly, expert advice, call

866.457.1523

For Information call
Frank 318-780-0011

HELP WANTED
Alliance Tire Americas, Inc. is the North American sales and distribution arm of the Alliance Tire Group (ATG), an
innovative global group engaged in the design, manufacture, and distribution of off-the-road tires (OTR). ATG is a
wholly owned subsidiary of The Yokohama Rubber Company, a tire industry leader. Our products include
agricultural, forestry, industrial, construction, and OTR tires. It also distributes a line of medium radial truck tires
and is developing a solid tire line.
We are looking for a BUSINESS DEVELOPMENT MANAGER for the states of Nebraska,
South Dakota and North Dakota.
Responsibilities:
• Manage and grow assigned territory to drive new revenue with channel partners and dealers.
• Expand existing relationships driving growth in each account.
• Grow the channel network in your region refining it for performance and revenue success in key segments.
• Meet or exceed revenue targets.
• Partner with channel and dealers to promote brands, educate sales reps and customers, communicate
promotions and optimize opportunities to drive revenue results.
• Deliver compelling product presentations to expand product knowledge, understanding of product, and customer
support
• Maintain a current and accurate database of customer information using the system’s provided
• Report regularly to management on forecast, sales pipeline, and sales results
• Travel in the territory to call channel partners and dealers (approximately 70-80%)
• Attend customer sales calls with partners to assist in closing business in your region
• Attend regular sales meetings with team and manager
• Collaborate with marketing to roll out regular promotions and product marketing materials that will enhance
partner success and customer awareness
Requirements/Qualifications:
• Bachelor’s Degree or equivalent in related field
• 5+ years of experience selling tires into OTR or AGR space with preference given to those whose experience
most closely aligns the specific position
• Previous experience successfully growing new and existing business in a field territory
• Demonstrated experience selling through a channel or dealer network
• Excellent ability to work independently using proactive selling skills to create new relationships and foster
existing ones
• Industry knowledge
• Excellent communication skills
• Track record for effectively using a CRM system to identify opportunities, report on funnel progression, and
quantify forecasts and results
We offer a competitive benefits package that includes Medical, Dental, Vision, Life, Short and Long Term Disability,
401(K), Auto Allowance, Commission Plan and much more!
Please send your resume to rvettese@atgtire.com or fax to 339-900-8066

atlasautoequipment.com

ADVERTISEMENT
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HELP WANTED

TRES WANTED

Multiple Territory Sales Positions - USA

“SELL US YOUR TIRES!”

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.
Qualifications:
Successful Candidate will be provided with:
• Superior communication skills
• Product Specific training
• Computer Skills (Microsoft Office)
• Salary (Based on Qualifications)
• Self-motivated, Punctual and committed. • Company Vehicle
• 5+ years Prior Industry Sales Experience. • Company Cell Phone & Computer
• Potential future incentives.
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 confidence. Please
also include an e-mail address where you can be reached and a Daytime phone number.

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

At
• Submit a classified ad
• Read breaking news
• Submit story ideas
• Comment on news stories

.com, you can:
• Search tire wholesalers
• Take the TB Poll
• Check your TB subscription status
• Request advertising information

Move Surplus Inventory Sell it in
USED TIRES FOR SALE

LOOKING FOR FULL TIME EMPLOYEES
EXCELLENT PAY AND FULL BENEFITS:

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

FLORIDA – GEORGIA – TEXAS – CALIFORNIA
(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.

Email: minoo.mit@icloud.com • Tel: (949) 536 6892

Sell it in TIREBUSINESS

Quality used tires
Customizable Mixes
Domestic & International Shipping
14”-24” Passenger Car, SUV, UHP & LT sizes
Lakin Tire West
(800) 488-2752

www.lakintire.com

Lakin Tire East
(800) 368-8473
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compared with a net income of $232 million in
2018. That was due to several factors, including $107 million in rationalization charges
related to the previously announced plan to
modernize two plants in Germany.
A adjusted net income for the first half was
$103 million, versus $272 million in 2018. Net
income for the quarter was $54 million, compared with $157 million in the corresponding
quarter of 2018.
According to Goodyear, unfavorable currency translation, lower volume and reduced
sales from other tire-related businesses were
factors in a 5% drop in net sales during the
quarter, from $3.8 billion in 2018 to $3.6 billion during the most recent quarter.
Tire unit volumes decreased 4% to 37.4
million; replacement tire shipments were flat,
while OE unit volume dropped 11%, reflecting
lower global vehicle production and strategic
fitment choices.
In the half, sales fell 6% to $7.2 billion due
to unfavorable foreign currency translation,
lower volume and reduced sales from other
tire-related businesses, Goodyear said, noting
these factors were partially offset by improvements in price/mix.

Visit us on the web at www.tirebusiness.com
Replacement tire shipments rose 1% in the
Americas segment. U.S. consumer replacement
volume increased 4% over the prior year, Goodyear said, buoyed by growth in the 17-inch-andgreater wheel rim category. OE unit volume
dropped 9% as a direct result, Goodyear said, of
a 12% decrease in consumer OE due to lower
vehicle production and strategic fitment choices.
Sales in the Americas segment dropped
slightly in both the quarter ($1.97 billion from
$2.02 billion in 2018) and the half ($3.85 billion
from $ 3.95 billion in 2018).
Operating income dropped from $154 million
in 2018 to $134 million in the second quarter,
and from $281 million in 2018 to $223 million
the first half.

Michelin

Michelin's sales increased 11% to $13.1 billion in the first six months of the year, and operating income rose 8% to $1.6 billion, thanks
to competitive gains and contribution from

recently acquired businesses.
Volumes declined 0.9%, stemming primarily from a sharp decline in demand for OE
passenger car and light truck tires, as well as
the slowdown in replacement tire markets, in
both the passenger car, light truck and truck
segments, the tire maker said.
In addition, the strong growth in the mining
business was offset by a downturn in agricultural tire markets.
The first-half operating income reflected
a $112 million-increase from changes in the
scope of consolidation, helped by the integration of Fenner and Camso and the removal of
North American wholesale business Tire Centers L.L.C. (TCi) .
Michelin gained $196 million from the
price-mix effect, which cushioned the $108
million adverse impact from raw materials
costs — including customs duties.
The volumes decrease and fixed cost shortfall led to $54 million and $16.7 million negative impacts, respectively.

Trelleborg

Trelleborg initiated “targeted activities relating to personnel,” during the second quarter in order to “adapt to the lower level of demand,” the company said.
The business area’s net sales marginally im-

proved to about $275 million in the second quarter, up from $296 million in the year-ago period.
Organic sales, however, declined 5 percent
year-on-year, impacted by “the increased uncertainty caused by … escalation of trade conflicts on a global basis,” the company said.

Deliveries of ag tires declined in both Europe and Asia, but increased in North America.
Organic sales of tires for material handling
vehicles and construction vehicles also declined year on year, mainly due to a decrease
in deliveries to North America and Asia.
While sales of tires to OE manufacturers in
both segments generally performed well, sales
to the aftermarket “declined significantly,” Trelleborg reported.
“Generally, we continued to grow our market shares, particularly in the OE segment, but
this did not offset the decline in the aftermarket
and also created a negative sales mix for Trelleborg Wheel Systems,” Peter Nilsson, Trelleborg
CEO and president, said.

Goodyear
CONTINUED FROM PAGE 1

D-Calif., appointed all four to serve
on the House Democratic Working
Group to secure changes in the United States-Mexico-Canada Agreement (USMCA) that would, according to the letter, ensure bipartisan
support for the trade deal that is supposed to replace the North American
Free Trade Agreement.
The working group already had
grave concerns about working conditions at San Luis Potosi before its
Mexican trip, according to the letter.
“Before opening or hiring a single
line worker, Goodyear had already
signed a contract with a non-democratic ‘protection’ union,” the letter said.
“Less than six months after starting its operations, conditions were so
poor that workers at the plant went on
a wildcat strike demanding a democratic union, higher wages and improved conditions,” it said.
The letter accuses Goodyear of paying less than $2 per hour to junior
workers at San Luis Potosi and just
over $6 to the highest-paid workers.
While in Mexico, the representatives met with several workers who
were fired from San Luis Potosi after striking, according to the letter.
“The workers provided compelling testimony about the poor working
conditions, lack of protective gear and
safety and overall training provided to
workers, non-reporting of hazards, deductions that are taken from already low
wages, and discrimination and harass-
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Goodyear broke ground on the San
Luis Potosi plant in 2015.

ment (directed at women workers especially) at the Goodyear facility,” it said.
Besides the formal response, the
representatives asked for information
on what percentage of tire production
at San Luis Potosi is exported to the
U.S. and what effect those exports will
have on Goodyear’s U.S. operations.
The representatives requested Goodyear’s response within two weeks of
the date of the letter.
Goodyear officials could not be
reached for comment, but in a statement, Goodyear acknowledged receiving the letter.
“We strongly disagree with the statements made about our working conditions and labor practices, and expect
to provide a comprehensive response
to the letter within the allotted timeframe,” the company said.
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USED TIRES & CASINGS
ALL SIZES
Passenger, Lt. Truck, Lg. Truck
Since 1957

Emanuel Tire, LLC
800-445-1887

Email: demanuel@emanueltire.com
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