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Does an accused employee have the right to
review a written complaint against them?

Question: One co-worker verbally abused another co-worker. Subsequently the abuser
received a written reprimand for their behavior. The abuser now wishes to physically review the
complaint filed by their co-worker. Are they entitled to view the complaint?

Answer: No, in at-will employment there is no requirement that the accused employee be
allowed to see a written complaint from a colleague. Having said that, the accused employee
should have been provided the details of the concern when being questioned, so that he/she
would be able to respond fully, accordingly. We would recommend that if there are specific
emails, for example, that an employee was accused of writing, that these be shown to an accused
employee as part of the investigation. If this was not done, the employer still need not allow the
employee to review the written documentation but the employer should be sure it has fully
addressed all of the issues and that the written warning is appropriate. Of note, the complaining
employee should not be privy to the discipline visited upon the accused employee; this is
between the employer and the accused employee. The employer’s duty when investigating and
addressing a concern is to stop the alleged behavior and prevent it from happening again. Again,
this response assumes that there is no collective bargaining agreement or local ordinance that
applies here.

© 2014 Advisors Law Group, All Rights Reserved

To learn more about the Federated Employment Practices NetworkSM, contact your local Federated Marketing
Representative, or visit www.federatedinsurance.com.

http://www.federatedinsurance.com


STOP SPINNING THE WHEEL OF CUSTOMER SERVICE – START WOWING WOMEN!

Women customers can be very important to you and your business. Below is a synopsis of an ar cle wri en
on this subject by Jody Devere. Jody has AskPa y.com Cer ed Female Friendly loca ons.

How great is your customer service? How is your customer sa sfac on? These are fairly common ques ons
when it comes to marke ng folks, and I am going to be honest. I really don’t like them. “Customer Service”
reduces the customer to a task list, and the “Customer Sa sfac on” doesn’t go far enough. I don’t want cus-
tomers to be merely “sa s ed,” and in the auto industry, you shouldn’t either!

No woman in history has ever gone out of her way to tell her friends and family about a “sa sfactory” experi-
ence they had at an automo ve retailer.

In my world at AskPa y.com, our na on of automo ve professionals go beyond customer sa sfac on when it
comes to their women customers; we WOW women. We se le for nothing less. We make sure they’re show-
ered with kindness, praise and helpfulness that they get simply blown away by the experience. If you want to
stop short-changing your women customers, consider the following two important ac ons.

The rst impression. This is your one, singular chance to win a loyal woman customer! The rst experience
any woman has when walking into your shop is the one image that will s ck with her and forever color her
opinion.  This means that not only should your customer care be stellar when it comes to gree ng and con-
sul ng new customers, but also that your facility should be clean, warm, welcoming and invi ng.

Always stop to listen. When it comes to wowing women, the rst thing you should do is stop talking alto-
gether, a er gree ng her, and listen. Women o en come into an auto shop with a story to tell. Listen pa-

ently, and iden fy the problem she has that needs correc ng. Learn her name as early as you can, tell her
yours, and use hers in the conversa on. Once she has nished her story, recount the problem back to her.
“Okay, so you had a blowout, and now you need a new re but you’re not sure of the size? Alright, I can help
you with that right now.”

Stop saying “No” and start saying “No, but…” It’s inevitable that your customers will have requests that
you can’t ll, or ques ons you can’t answer. Never answer a ques on with a simple “No.” Instead always
o er solu ons. If you must say no, follow it with :but…” and a possible solu on. To con nue the re shop ex-
ample, if the woman asks if you have an exact match of a re brand you don’t carry. You would say, “No, but I
can show you some very good comparable brands and review the speci ca ons with you, or if you’re sold on
the brand you have, I will check on ordering one for you.” Any me you have to tell your women customers
“no,” follow it immediately with some addi onal op ons, so she knows you’re doing all you can to help her.
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Billy Eordekian
1-800EveryRim – OEM Wheels

1-800 383 7974 / Billy@1-800EveryRim.com

Two great things happened on my way to the SEMA show. On Monday before the show
began I attended the Tire Industry Honors Awards where we saw Bud Luppino of Bud's Tire
Pros in Riverside recognized as the 2014 Tire Business Tire Dealer Humanitarian. When I
first met Bud I thought that he was a nice guy, but I had no idea! Bud has been involved with
various organizations including Boy Scouts, Kiwanis Club, The Arc of Riverside, The
Unforgettables Foundation and the Janet Goeske Foundation & Senior Center. This CTDA
model member has helped generate close to 1 million in charitable donations over the past
two decades and is truly a star. I can prove that he is a star, too. Just Google

“Bud Luppino Dancing with the Stars” and you won’t be able to take the smile off of your face as you watch
Bud and his beautiful wife Claudia dance for charity. AND…they won, too! A great man, a great woman, and
stars, they are both!

President of The Tire Industry Association Freda Pratt-Boyer has accepted CTDA’s
invitation to next year’s January 15th New Year Luncheon and that is a great thing for
CTDA. Starting in 1972 with Purcell Tire & Rubber Co., Freda has worked in
everything from retail, retreading, and wholesale to operations manager, and now
serves as senior auditor for Purcell. She will certainly be an interesting speaker and of
course all CTDA members will be invited to this event hosted by 1-800EveryRim.

Your humble used rim peddler, Billy Eordekian.

mailto:Billy@1-800EveryRim.com


Bridgestone and Climate Change

Chris ne Karbowiak, Bridgestone Americas execu ve vice president, chief adminis-
tra ve o cer and chief risk o cer spoke at the Interna onal Elastomer Conference
in Nashville, Tenn. Below are the highlights of her presenta on.

The normal response of people is to respond only when a crisis is clear and indis-
putable. “It’s human nature,” Ms. Karbowwiak said. “You only respond when
you’re in a crisis. Not before.” The problem in wai ng though, is that when change
does come, the reac on will be far-reaching and the impact on the industry di cult
to predict.

“Some may that that climate change is not real, or that it’s not man-induced, or that it’s just a myth altogeth-
er,” she said. “Most scien sts agree that the climate is changing and that human ac vi es are a major cause.”

Rather than trying to convince those who don’t believe, she said the ques on should be posed in a di erent
way: “How much are we willing to risk that climate change is not real and not man induced? If we wait too
long, how will our lives and the lives of our grandchildren change? What kind of extreme measures are coun-
tries in the world likely to adopt to prevent the situa on from worsening. And, what is this going to mean to
our industry?”  The me to act is now because “we can’t a ord to guess wrong on this issue. I urge each of you
to look at this issue as you would any other business risk.”

Bridgestone long has been at the forefront of working environmental issues. Bridgestone has established a
clear-cut environmental ini a ve it calls, “One team, one planet.” It has commi ed to a 35% reduc on by sales
of carbon dioxide emissions; has started an environmental ini a ve fund, and spent $20 million; has eliminated
438,000 tons of carbon dioxide emissions; is working with the Rubber manufacturers Associa on on labeling for
rolling resistance standards; and, has taken numerous steps to become a waste-free re company.

The bo om line is that those in the re industry face a shared risk. “No one can say with certainty that the risk
is so low or so remote that it is inconsequen al and should be ignored.” She said. “To survive and thrive for the
next 100 years, our company and our industry must act decisively and deliberately. We must seize every op-
portunity to drive posi ve change through business decisions, through product innova ons, proac ve environ-
mental policies, and through smart regula ons. Together…we can make a di erence.”

The rst step is to put environmental decisions on par with the decisions made when designing and producing
res and other products. Those in the industry should work together where legally able to combat climate

change. One way is in the area of government regula ons. “I understand many people oppose regula ons in
our industry. I’m not much of a fan either. But I do believe we need smart regula ons,” she said.

“The re industry needs to not only par cipate in this process, but lead it,” she said.

  ((The above ar cle 0nly re ects the posi on of Bridgestone)
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The Original USED RIM crew!

OEM Alloy & Steel Wheels/Center Caps
Used, Reconditioned, Replicas

We Buy Take-Offs

1 800 383 7974

Next Day Noon Delivery
to Most of California

sales@1800EveryRim.com

San Gabriel Valley Paul Arellano, Lakin Tire
(800) 96 LAKIN paularellano@lakin re.com

“The only way to have a good idea is to have too many ideas.” Umknown

At the me I composed this ar cle, SEMA was days away. The excitement was building
throughout the industry, and I was o en asked, “are you going?”, or told, “let’s do lunch”, etc. I have the
pleasure of being the go-to guy for everything SEMA, for Lakin Tire. Prepara ons for me, began months
in advance, and even as it came down to the wire, I was s ll going over my list of do-not-forget items and
checking things two and three mes over.

As a self described car nut, I do enjoy seeing all of the new crea ons that the designers and product pur-
veyors put together, and I end up with a fair amount of pictures, by the me I leave.

S ll, amidst all of the lights and ac on, I try to keep our primary focus in mind. SEMA provides us with a
‘di erent’ environment in which to meet with our customers, some of which travel from other states and
countries. We take the me to thank them for their friendship and support, and we sit down one-on–one

 to discuss any concerns, ideas or
special needs. Of course, the show
also gives us exposure to poten al
customers from around the world as
well.

Shocking Revela on #9: Find ways
to stay connected with your custom-
ers and poten al customers – it
ma ers! You don’t have to rent a
space at an event such as SEMA to
do so. It could be through: crea ve
mailers (this s ll works these days!);
small but relevant hand outs (there
are more items out there than just
co ee mugs); even se ng up a ta-
ble at a community event. For those
of you who have foot tra c into
your businesses, try stepping around
the counter every now & then to
shake a hand or o er a cup of cold
water to someone wai ng in the
lounge.

I couldn’t help but see some printed
instruc ons inside the drive-through
window at a fast food place I visited
recently: “be courteous to our cus-
tomers, do not rush them, say your
name.” This restaurant chain “gets
it”….DO YOU?
Page 14
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San Fernando Valley Bill Fuqua, Turbo Wholesale Tire

(323) 257 7036 bill@turbo re.com

Sema and other things………..

Another Sema, come and gone and once again the reassessment; was it worth it. Overall I
would say yes. We had wonderful mee ngs with individuals from all over the world as

well as domes c customers.
When you’re building and promo ng a proprietary brand, rela onships are paramount to that par cular brand’s
success in whatever par cular market you are trying to grow. We have a certain vision regarding the future of
our brands and although the prospects are bright there are indeed tremendous obstacles along the way.

The eminent “Countervailing” duty (decision due one week from today) and then of course the outcome of the
Union’s “An -Dumping”  pe on that will occur in early January could poten ally hurt our domes c business
but at this me it’s strictly a guessing game. We have done our due diligence with produc on in other parts of
the world but when an entrepreneur invests hundreds of thousands of dollars in Chinese factories (molds, side
plates etc), it’s not an easy prospect to just get up and move.

We’re not alone. There are many more just like us who have their speci c niche which they are trying to expand
and grow amid all of the exis ng challenges like compe on, factories capacity and ability to supply; freight;
port issues; union issues; exclusivity; quality control; marke ng; promo on; distribu on; Insurance; personnel
issues; warranty and etc. This and many variables are challenging enough but then you put two new tari s/
du es in the mix, it poten ally can turn your already psy turvy world into turmoil.

On the other hand, you deal with it as you have with every other adversity you’ve confronted and like the rest of
this crazy re business family, we eventually gure it out and come out the other side more o en than not in a
be er posi on than we were before. The strong, resilient, perseverant, relentless, intelligent and doggedly hard
working re professional ul mately gures this out regardless of what is thrown at him and regardless if It’s fair
or not. It isn’t fair. So what? Life o en mes isn’t fair and we’re struck blows which o en embolden the old
saying “No Good Deed Goes Unpunished.” We’ve all experienced it. Either in our personal life or professional
life and although not pleasant, “that’s life.”

Hopefully our “new friends in Washington” will take a “pro-business” approach and the end result won’t be as
dire as currently depicted.

On a posi ve note, the o road market is thriving!!! “Mud Terrain” and to a slightly lesser degree “All Terrain”
sales are o the hook and the demand for O Road Wheels has complimented this trend. Gas prices are down
and o road enthusiasts are devouring the New O erings from the Far East. To be con nued…………………..

S.F. East Bay John Solon, Myers Tire Supply

(519) 632 3404 jsolon@myers resupply.com

During the week of November 3rd, I a ended the SEMA automo ve show at the Las
Vegas Conven on Center. In the past I’ve a ended large trade shows focusing on infor-
ma on technology and building products. In size and intensity of products these show
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 of product; these shows pale in comparison to the SEMA show. The show had three full halls of booth dis-
plays spanning hundreds of thousands of square feet. Along with the car manufacturers, the show had every
conceivable product related to automobiles and the automo ve a ermarket. One half of one oor was devot-
ed en rely too innova ve and prototype products. The under vehicle market (south hall) had dozens of re
and wheel manufacturers showing their products and their latest innova ons. Shop equipment, tool, and
shop supply manufacturers had their latest products on display. They had the latest in automo ve li s, align-
ment systems / alignment check systems, Tire Changers, Wheel Balancers, AC machines, TPMS tools/
consumable products, in ators, valve stems, and patches. The number of vehicle accessories, and add on
products were too many to count. The show was very well a ended, and in our booth I spoke to people from
throughout the United States, Canada, Australia, Central America, the Middle East, Far East, and many from
California. There was a lot of interest in the products on display.

In a ending this show it’s obvious that the automo ve industry has recovered well from the tough days of
2008 and 2009. The formula for success for the re dealer is to nd suppliers, build rela onships, and pick
products and services that t their market.

Shows like SEMA in Las Vegas, and the Good Guys car show in Pleasanton and Southern California help build
these rela onships. See you next year at the show.

L.A South Bay Chris Barry Independent Tire Dealer Group
(310) 251 9527 - chis@itdgusa.com

G0ODBY - FAREWELL - AUF WIEDERSEHEN TO OUR GOOD FRIEND Sco High l

Sco , the owner of Great Western Tire in San Diego will re re of the end of this year.

He was born in Kansas in 1953, son of 2 school teachers. As a boy he always planned to become a college pro-
fessor.  A er college, however,  he went to California—and by chance - he was o ered a job in the re busi-
ness. Since that me he never looked back. Worked for several companies and in 1989 he started his own
li le wholesale business , merged with another wholesaler. In 2000 he became the sole owner of :Great
Western Tire.

He met his lovely wife, Cindy, in the re business and together they had 3 awesome boys. To the great sorrow
of the whole family, however, Cindy contracted lung cancer and passed away in 2009.Cindy was a wonderful
wife and mother and also le a las ng impact on many people through her Chris an ministry.

In 2010, Sco adopted two twin girls who were about to become homeless or enter the Foster Care system.
A er gradua ng from High School they are now a ending Sonoma State and doing very well.

Sco ’s great passions are bicycle riding - the St, Louis Cardinals, his children and the Lakota Sioux people,
who live in the reserva ons in South Dakota.

He has always been heavily involved both in the re industry and in local ac vi es: He used to be the Presi-
dent of the San Diego Chapter  of California Tire Dealers Associa on - Was a board member of ITDG
(Independent Tire Dealer Group) - volunteer youth baseball coach - cub master for Boy Scouts.

AND NOW SCOTT WILL SOON BE ON HIS WAY TO VSIT FRIENDS ALL OVER THE COUNTRy.
Page 16
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S.F. South Bay Hub Gurnari, South Valley Wholesale

(408) 971 3900 hubgurnari@sbcglobal.net

I just bought a new Dodge Truck. I bought it from a dealer who gives me a ton of
business. It’s been a while since I purchased a new vehicle. I usually look for a bar-
gain in a 3 yr old vehicle having just come o a lease.  This me, however, I got a
great  Vendor Deal from a dealership I have a great rela onship with. It was real
easy to make the decision to buy new rather than used.

Boy! Even though I got a great deal, commi ng that amount of money on a vehicle was a nervous experi-
ence. I haven’t sweat that much since knocking on the door of my date for the prom and having her dad an-
swer the door with a scowl on his face. I’m not sure my signature was even legible on the sales document’my
hand was shaking so much.

I mean, I’m kinda old and I remember when you could buy a new cool 55 Chevy Bel Air for about $7000.  Your
payment with about $350 down with tax & license , and about $100 a month or so for 5 yrs. Forget how
rela ve the me and in a on makes what I did normal. When you’re my age, paying as much for a vehicle as
you did for your rst house…..well, it just doesn’t compute, ya know?

Then I started thinking about the old days. (It’s something us old guys do a lot) I started remembering the
prices of some of the things we buy today
and what they cost, in say circa 1956.

Gas as low as 18 cents a gallon during a
gas war and only about 25 cents on a nor-
mal day.

Converse Tennis shoes (Known as
“Chucks” then, deno ng the Chuck Taylor
signature on the shoe). Our parents used
to complain and ask why we HAD TO
HAVE a pair of shoes that cost $8.00 when
KEDS were $2.99 at JC Penny’s.

Levis.  That’s right, LEVIS! No Wranglers in
my neighborhood. Levis cost $7.99 in the
Army Surplus store in Vallejo, Ca. where I
grew up.  No name jeans were about $3.
The same tune your kids have to listen to
about the “Air Jordan's” and such from
you today is an echo from the past.

Now you may understand how nervous I
was buying the new truck’.
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THREE CALIFORNIA LOCATIONS TO SERVE YOU!
NATIONAL TIRE WAREHOUSE

4280 IOWA ST.
BENICIA, CA. 94510

800-888-7654

NATIONAL TIRE WAREHOUSE

2478 S. GOLDEN STATE FRONTAGE RD.

FRESNO, CA. 93725
800-559-4897

NATIONAL TIRE WAREHOUSE

11455 CANTU GALLEANO RANCH RD.
MIRA LOMA, CA. 91752

800-201-2882

WWW.NATIONALTIREONLINE.COM
BRANDS MAY VARY BY LOCATION.

http://www.NATIONALTIREONLINE.COM


 780 Sea Spray Lane # 309, Foster City, CA 94404

Your supplier since 1980
for all tools, supplies and equipment
from the largest to the smallest items

2 CENTRAL LOCATIONS TO SERVE YOU:

Hayward Phone: 510 - 783 - 7085 (800) 245 8324
   Fax: 510 783 8741

   Fresno: Phone: 559 - 445 - 2673 ( 800) 872 2846
Fax: 559 445 2676
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