
Alabama Tire Dealers Association 
 

6096 County Road 434 
Trinity, AL  35673 
(256) 616-3587 

(256) 974-1480 Fax 
AlaTireDealers@cs.com 
www.alatiredealers.com 

 

Spare Tire    September 2013 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In This Edition… 

Alabama Tire Dealers Association 

6096 County Road 434 

Trinity, AL 35673 

ATDA Scholarship 
Foundation fundraiser 
golf tournament  
Page 3 

 

Senate Passes 
Internet Sales Tax 
Legislation 
Page 4 - 5 

 

Lawmakers Urge IRS 
to Avoid Inventory 

Rule Change 
Page 13 

 

TIA Releases 
Tire Safety 
Starts with 

TPMS Video 
Page 18 

 

Judge Rejects Cap on 
Debit Card Swipe Fees 
Page 17 

 

ATDA Member Rewards 

Pages 14 & 15 

mailto:AlaTireDealers@cs.com
http://www.alatiredealers.com/


 
 
Letter from the President 
 
Hello!  I hope this letter finds 
each of you healthy and happy.  
After a busy summer, we are 
gearing up for football and 
cooler weather in Prattville.    
As summer draws to a close so 
does our busiest season of the 
year.  The slower months of fall 
and winter often give us the 
opportunity to spend less time working “IN” our 
businesses and more time working “ON” them.  When 
working “ON” your business during the coming months, I 
encourage you to take advantage of the many tools 
offered by the Alabama Tire Dealers Association.  This 
newsletter offers industry news and tips throughout the 
year.  On the association website, 
www.alatiredealers.com, you’ll find a tremendous 
amount of useful information.  Under the “Membership 
Benefits” tab is a list of vendors providing industry 
related services.  Many of these will offer you special 
deals simply because of your affiliation with ATDA.  Also 
on the website, the “Dealer Forum” is a great way to ask 
for assistance or advice from others in the tire business.  
The website also offers directories of fellow members, 
board of director members, and supplier members.  If 
you haven’t visited the ATDA website lately, take a look.  I 
think you’ll be impressed at all it has to offer.   
 
I appreciate your membership in the Alabama Tire 
Dealers Association.  The directors, board members, and I 
want to help you and we’re always glad to hear from you.  
Please call on us anytime.  Have a GREAT fall season! 
 
Bob Gipson 
ATDA President 
Gipson’s Tire Pros 
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Golf Tournament 
Alabama Tire Dealers Association 

Thursday, October 10, 2013 

Lunch Included! 

 

 

 

 
 

 

 

Registration 
 

TEAM NAME:____________________________________________________________________________________ 

 

PLAYERS NAME _________________________________________Handicap/Avg. Score _____________________ 

 

PLAYERS NAME _________________________________________Handicap/Avg. Score _____________________ 

 

PLAYERS NAME _________________________________________Handicap/Avg. Score _____________________ 

 

PLAYERS NAME _________________________________________Handicap/Avg. Score _____________________ 

 

Mailing Address: __________________________________________________________________________________ 

 

City _____________________________ State ____________ Zip ____________ E-Mail ________________________ 

 

Phone ________________________________________ Fax _______________________________________________ 
 

 

Entries must be received by October 4, 2013 

Limited to first 20 paid Teams 
 

 

For Information Contact: 

Mike Griffin 877-777-7411 or ATDA Office 256-616-3587 

Where: TERRI PINES COUNTRY CLUB 
 

When: Thursday, October 10
th

   

 Lunch Included (lunch at noon) 

1:00 PM Shotgun Start 
 

Fee:  $125.00 per entry ($450.00 per team) 
 Includes 2 mulligans and 1 power drive 

Mail entries to: 

A.T.D.A. 

6096 County Road 434 

Trinity, AL 35673 
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Senate Passes Internet Sales Tax Legislation 

WASHINGTON, D.C. (MAY 6, 2013) 

BY MICHAEL COHN 

The Senate has approved legislation requiring online retailers to collect sales taxes from Internet sales, 
even if they don’t have a physical presence in the state where the customer resides. 

The Marketplace Fairness Act has attracted wide support from brick-and-mortar retailers who have seen 
shoppers coming to their stores to check out merchandise, only to order it online, sometimes while still in the 
store from their smartphones. Many revenue-starved state governments have also supported the bill. The 
legislation even garnered the support of e-commerce giant Amazon.com, which has traditionally fought against online sales taxation, 
but has been expanding its warehouse presence across the country. 

Smaller Web retailers have opposed the legislation, however, arguing that it would be too difficult to calculate and collect sales taxes 
from every state and locality that requires them. They have been supported by eBay, which argued that the exemption level of $1 
million in sales for small e-tailers is too low. The bill is also expected to face opposition from many lawmakers in the House, where the 
prospects for its passage are uncertain. The Senate had approved the bill in nonbinding votes in recent months and was widely 
expected to eventually pass the legislation. 

The legislation, sponsored by Senators Mike Enzi, R-Wyo., Richard Durbin, D-Ill., Lamar Alexander, R-Tenn., and Heidi Heitkamp, D-
N.D., passed the Senate by more than a two to one margin, with a vote of 69-27. 

The bill authorizes each member state under the Streamlined Sales and Use Tax Agreement, the multistate agreement for the 
administration and collection of sales and use taxes adopted on Nov. 12, 2002, to require all sellers not qualifying for a small-seller 
exception (which is applicable to sellers with annual gross receipts in total U.S. remote sales not exceeding $1 million) to collect and 
remit sales and use taxes with respect to remote sales under provisions of the agreement, but only if the agreement includes minimum 
simplification requirements relating to the administration of the tax, audits, and streamlined filing. 

The National Retail Federation hailed passage of the legislation. “We applaud Senators Enzi, Durbin, Alexander and Heitkamp and the 
entire U.S. Senate for standing with local retailers and America’s small business owners in a strong, bi-partisan vote for final passage of 
the Marketplace Fairness Act, despite a highly-funded misinformation campaign by the legislation’s opposition,” said NRF president and 
CEO Matthew Shay. “Today’s action in the Senate is a significant step for sales tax fairness and we look forward to a robust debate in 
the U.S. House of Representatives.” 

“The retail industry—the largest private sector employer—is rapidly changing and evolving,” said NRF chairman Stephen I. Sadove. 
“Retailers compete for customers on many different levels, distribution channels and fronts, including service and selection, but they 
cannot compete on sales tax. Congress needs to address this sales tax disparity and allow retailers to compete freely and fairly. 
Retailers of all shapes, sizes and channels deserve a level playing field.” 

Similar legislation has been introduced in the House of Representatives by Representatives Steve Womack, R-Ark., and Jackie Speier, 
D-Calif., and currently has over 60 House co-sponsors. 

“This bill and its companion in the House will level the playing field for all retailers—both online and off—while safeguarding states’ 
rights,” said Shay. “And the bill does it all without raising taxes, new government mandates or adding to the deficit. NRF and our broad 
cross-section of members will work closely with our bipartisan sponsors in the House, Reps. Womack and Speier, and Chairman 
Goodlatte to ensure that efairness is debated honestly and on its merits. When brought to a vote, we believe the House will pass the bill 
and it will be signed into law.” 

The Retail Industry Leaders Association also praised the bipartisan vote in the Senate to pass the Marketplace Fairness Act. “The 
Senate’s overwhelmingly bipartisan passage of this legislation foreshadows the end of the special treatment of big online bus inesses at 
the expense of retailers on Main Street,” said RILA senior vice president for government affairs Bill Hughes in a statement. “After such a 
resounding vote in the Senate, we look forward to a constructive debate in the House to level the playing field for all retailers this year. 
For too long the Main Street retailers that are an integral part of their communities have faced tax rules that put them at a disadvantage 
to their out of state, online-only competitors. The Senate has voted to ensure that the market, not government, determines winners and 
losers. We are confident the House will reach the same conclusion." 

Former Small Business Administration administrator Hector Barreto also praised Senate passage of the Marketplace Fairness Act. 
“Senate passage of the Marketplace Fairness Act puts us one giant step closer to a level playing field for America’s Main Street 
retailers,” Barreto said in a statement. “This legislation ends the discriminatory practice of treating retailers differently just because one 
sells on Main Street and the other sells over the Internet. Small businesses across America are not asking for preferential treatment 
from the federal government, just an honest chance to compete fairly without their competition having an artificial advantage. I applaud 
the U.S. Senate for standing up for small businesses that create most new jobs in this country.” 

The bill now heads to the House. The effort received a boost last week when former Vice Presidential candidate and House Budget 
Chairman Paul Ryan, R-Wis., spoke in favor of the concept of ending special tax treatment for online-only retailers. 

“I am so relieved that the Senate has demonstrated a commitment to closing this tax loophole, particularly our own Senators Portman 
and Brown,” said Jayson Waits, owner of Bloomtastic Florists in Upper Arlington, Ohio. “Our state is known for its small towns and 
vibrant Main Streets, and the Marketplace Fairness Act will finally end special treatment for large online sellers to ensure that all of us 
compete fairly.” 
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Members of the Alliance for Main Street Fairness, a coalition of over 7,000 small business owners, played a critical role in the passage 
of this legislation. Over the past two weeks, many of these business owners have communicated with their home state senators to 
refute assertions by eBay that the legislation would hurt small business. 

“Unequal tax treatment has been killing jobs in South Carolina for years,” said Mark Johnson, owner of Elite Framing in Columb ia, S.C. 
“This is not only a victory for small businesses, but for the communities they support here in South Carolina and across the country.” 

“I truly appreciate Senators Warner and Kaine supporting Main Street on this issue,” said Donnie Caffery, owner of Good Foods 
Grocery in Richmond, Va.. “Governor McDonnell has also shown he knows what a positive impact passage of the Marketplace Fairness 
Act would have in countless communities across the Commonwealth. Now it is time for our representatives in the House to follow their 
lead and close the sales tax loophole once and for all.” 

However, a number of senators spoke out against the bill during floor debate Monday, Sen. Ted Cruz, R-Texas, released a Web video 
and wrote an op ed stating his opposition to the bill. Sen. Jeanne Shaheen, D-N.H., also voice her disappointment after the Senate 
vote. 

"I was disappointed the Senate passed such a misguided piece of legislation this afternoon and did so without giving the bill the 
comprehensive review that it deserved,” she said in a statement. “This Internet sales tax bill would impose countless new burdens on 
small businesses and could stunt their ability to expand and create jobs. We shouldn’t be imposing new and unnecessary burdens on 
New Hampshire small businesses, especially when there is no benefit for our state. This bill creates a bureaucratic nightmare by forcing 
New Hampshire small businesses to comply with 46 different state laws. This could result in serious economic consequences including 
audits, lawsuits, and a countless number of hours lost in productivity. I will continue to fight this policy because small businesses 
deserve our support, not more bureaucracy and red tape that impedes their ability to grow.” 

Shaheen argued that the bill would require online retailers to establish a costly and burdensome sales tax collection infrastructure and 
filed amendments to the legislation to exempt New Hampshire from the new regulations. However, her office said that Senate 
leadership refused to consider Shaheen’s amendments to the legislation and instead fast-tracked the bill. They were able to secure 
passage this evening after bypassing Senate Finance Committee consideration of the bill. Senate Finance Committee chairman Max 
Baucus, D-Mont., has expressed his opposition to the bill. 
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Wage and Hour Compliance

 
In 2012, Wage and Hour compliance was the number one financial liability for 

employers. Even though the Fair Labor Standards Act was passed in 1938, employers 

continue to be fined for non-compliance and further, the Department of Labor has 

hired several hundred new investigators to enforce the regulations and collect back wages due to non-compliance. 

 The Fair Labor Standards Act requires the following of all employees: 

 • Maintain accurate record of time, 

 • Pay overtime for hours worked in excess of 40 hours per week (or as required by state laws), and 

 • Be paid at least minimum wage (Federal $7.25 or as required by states). 

Unless otherwise exempt. 

There are a number of complete/white-collar exemptions as issued by the Fair Labor Standards Act. If the position 

meets the test as prescribed, then the employee does not have to maintain a time record nor does the organization 

have to pay the employee overtime for hours worked as required. These white-collar exemptions include: 

 • Executive, • Administrative, • Outside Sales, • Professional, • Computer, • Highly-Compensated 

     Because these white-collar exemption tests are complicated, it is suggested that all positions being paid on a 

salaried/exempt basis be reviewed to ensure that the position does, in fact, meet one of the tests as prescribed. 

     For all other employees, we must meet the requirements as noted above. Additionally, all employers must be 

aware of the following: 

1. The Workweek — The workweek is the general standard for calculating minimum wage and overtime payments 

due to an employee. The workweek is a fixed regularly recurring period of consecutive 24-hour periods. The 

workweek must be defined and communicated to all employees in writing. An employee handbook is an exceptional 

vehicle for this practice. The workweek does not need to coincide with the payroll period and the workweek can be 

different for various positions. 

2. Hours Worked - Hours worked refers to all the time for which an employee is entitled to be compensated under 

the Fair Labor Standards Act. It includes but is not limited to: 

• All time required to be on duty or on the premises or at a particular workplace/location. 

• All time the employee is "suffered or permitted" to work; the work does not have to be requested, re: work before or 

after the shift or homework must be paid. 

• Certain kinds of idleness or incidental activities where the employee is required or restricted to be onsite or 

engaged in waiting. 

3. The Regular Rate — The regular rate is the hourly rate the employee is actually paid for working; it can be 

changed weekly depending on the pay arrangement with the employee 

     It is calculated by dividing the employee's total compensation for the workweek by the total number of hours 

actually worked by the employee that workweek. 

     The regular rate is critical in compensating overtime on all earnings for all hours worked. 

     The regular rate is not necessarily the standard hourly rate that is communicated to the employee. The regular 

rate would include additional compensation such as incentives, bonuses, commissions or all other monies paid to an 

employee. 

     With these requirements and definitions in mind, the common problems/issues that SESCO regularly sees based 

on our Wage and Hour audit practice includes: 

1. Believing employees can waive their rights — Employees cannot waive their rights under the Fair Labor 

Standards Act. If during an investigation, employees tell the investigator that they do not want to be paid for 

working overtime or receive back wage liability, the money will be sent to the Treasury and the employer found in 

non-compliance. 

2. Co-employment — Employees may work for two (2) different organizations as owned or managed/operated by 

the employer or co-employers. All time must be calculated for the purposes of overtime — we cannot collapse time 

and pay for time worked separately under each employer. 
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3. Assuming someone is exempt from the regulations - Job title, job description or our own perception of 

how critical the job is does not determine whether a position is exempt or not. Only the white-collar exemptions as 

articulated by the Act determine whether or not a position is exempt. 

4. Assuming certain kinds of employees are exempt professionals — The Professional exemption is widely 

applied — incorrectly. Because an employee has a four-year degree, even a Master's or other education does not 

mean the position is exempt. Duties alone determine the exemption status. 

5. Thinking anyone who is paid a salary is exempt — Because we pay someone on a salaried basis, does not 

mean that the position is exempt. Again, only the white-collar exemptions determine if a position is exempt. You can 

pay a position on a salaried basis and still be found in non-compliance and thus pay overtime for hours worked in 

excess of 40 hours per week. 

6. Not understanding what is meant by salaried basis payment - Under the white-collar exemption test, we 

must pay a guaranteed salary as required. An employer must be careful about any deductions being made from 

that salary — although there are times we can legally deduct from a guaranteed salary basis. 

7. Non-compliant fee or per diem pay plans — We can pay employees on a per job or per day basis. However, 

all working time must be included in the calculation of time worked for overtime purposes. 

8. Not understanding how bonuses affect overtime pay — Bonuses and incentives (non-discretionary 

bonuses) are considered wages earned and thus need to be included in the employee's regular rate, as defined, and 

subsequently overtime paid on these monies earned, re: production or attendance bonuses. 

9. Assuming a certain number of hours have been worked — A time record is required and also is beneficial 

to the employer as it establishes a record of time. It avoids any "he said she said" debates and also allows the 

employer to edit and monitor compensable/working time on a weekly basis. 

10. Thinking unauthorized overtime does not count as hours worked — An employee who is allowed or 

suffered or permitted to work before or after normal schedules or overtime must be paid. 

11. Thinking employees can voluntarily work off the clock — As with the above, employees cannot legally 

perform work on a voluntary basis and not be compensated accordingly. 

12. Not counting travel time as hours worked — Travel to work and from work to home is not compensable. 

However, travel during the day, between locations, to training or other required events is considered compensable 

time. (Note: Overnight travel is treated differently — contact your SESCO consultant to discuss overnight travel 

compensation requirements.) 

13. Assuming that sleep time is not hours worked — Sleeping time can be excluded if the employee can 

usually have at least eight (8) hours of sleep, uninterrupted. If an employee cannot receive at least five (5) hours 

sleep, the entire time is working time. Any interrupted time during sleep time must be paid. 

14. Not treating training/meeting time as hours worked - Training and meeting time is normally paid time, 

unless all of the following conditions are met: 

 • Attendance occurs outside the employee's regular working hours. 

 • Attendance is completely voluntary. 

 • The employee does no productive work while attending. 

 • The program is not directly related to the employee's job. 

15. Improper treatment of on-call pay/time — An employee who is restricted to a specific location to receive 

phone calls or waiting to be engaged to work must be paid for this time. However, if the employee is provided a cell 

phone or beeper and can live their "normal" life and only report within 20 to 30 minutes, the on-call time is not 

considered compensable time. 

16. Granting time off in lieu of overtime pay — Unless for specific "public employers" — there is no such law as 

"comp time" for the private employer. We cannot grant time off in lieu of overtime pay. 

17. Failure to consider state law — Most states have their own Wage and Hour regulations to include higher 

minimum wages, more strict regulations as relates to overtime payments on weekends, etc. Employers not only must 

consider federal but also state laws and comply. 

     The financial liabilities are significant as relates to non-compliance. At a minimum, the liabilities are calculated 

for each employee back two (2) years of employment for non-willful violations — back three (3) years for willful 

violations. 

     However, employees can engage a private attorney and file a lawsuit through the state. The liability associated 

with these lawsuits is four (4) years back wage liability plus attorney fees. 
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Manage Your Online Reputation 

By Brian Sacks   Tire Review   May 14, 2013 

Find out what customers are saying about you - and how to address negative reviews. 

 Do you know what your customers are saying about you online? Should you care? And, more importantly, how do 

you find out – and what do you do about it once you do find out? 

 These are all questions that you must know the answers to if you want to be successful in today’s world. Like 

mobile marketing, social media and all other new methods of marketing, reputation management is more important than 

ever. 

 Let me give you a recent example that will help bring this idea home. A friend of mine has been visiting the same 

repair shop for more than 30 years. He has three cars and each of them need regular maintenance and service.  

 My friend needed new tires – and not knowing anything about tires, he went online to do some research. Now in 

his mind, he was just going to go to his usual repair shop that also sells tires. So he went online and typed in “tires.” 

 Because Google knows where its users are located (whether on a smartphone, tablet or computer), it 

automatically provides the closest businesses that provide the product or service one is searching for. In this case, it 

showed him the particular auto repair facility that he had intended to go to anyway.  

 But he was shocked by what he saw. There on the Google search results page were numerous reviews of this 

shop, and all rated it poor to fair. As my friend continued reading, he saw horror stories of past customers recounting 

how they were ripped off, how the shop was not to be trusted.  

 Naturally, he was scared by all of this, even though he had never had a bad experience himself. Then again, he 

realized, he didn’t know much about auto repair or tires or anything else related to his car. Because they had seemed to 

know what they were doing, he simply had trusted them. 

Guess What He Did? 

 In the end, the man in this example went to a tire dealer that also was close to his home and purchased four all-

season tires for a total of $932.43.  

 What your customers are saying about you online does matter. 

 The bad news for this repair shop was not that it lost a $900 sale – it had lost my friend as a customer, one that 

had three vehicles to be serviced and maintained.  

 But it’s even worse: because he told me this story, I now will never go there. And you can be sure he has told all 

of his friends and neighbors and probably his co-workers, too.  

 One bad review doesn’t mean one lost customer. You must consider how many others are seeing those reviews, 

how they are reacting, who they are telling, and 

how many are staying away. This is the type of 

scenario that can destroy a business – quickly! 

Reputation Management 

 Take a look at the information presented in 

the accompanying chart:  

 • 62% of people read online reviews before 

making a decision to buy 

 • 72% trust these reviews as much as a 

personal recommendation from a friend 

There are some other important stats on the 

graphic, but stop and think about these two 

points for a minute. It’s almost like you are naked 

online and anyone can say anything they want 

about you – and others will trust those 

recommendations.  

Online Reputation continued on page 11 
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TPMS Diagnostic Strategies 
By Larry Carley   Tire Review   May 14, 2013 

Dig a little deeper to find the true causes of the most puzzling TPMS problems. 
Always use a TPMS tool to activate and check the response signal from each tire pressure sensor 
in each wheel before you do anything else. 
 The first step in any diagnostic strategy is to figure out if your customer’s 

vehicle actually has a TPMS problem. Any number of things can cause the TPMS 
warning light to come on or flash.  

 The light should illuminate when a tire is low, and should eventually go 

out after the low tire has been inflated to its recommended pressure. If the light remains on after checking/inflating the 
tires, or if it flashes and remains illuminated, it may signal a TPMS problem that will require further diagnosis. 

TPMS problems can include any of the following: 

 A TPMS sensor that has stopped functioning because the battery has died. 

 A TPMS sensor that is working intermittently due to a weak or failing battery. 

 The TPMS module is not receiving a signal from one or more sensors because of an antenna or wiring fault. 

 The TPMS module itself is not functioning properly or has failed because of a voltage supply, wiring or internal 

electronics fault. 
 The tires were serviced or rotated recently and the relearn procedure was not done correctly. 

 The vehicle owner does not understand how their TPMS system actually works. 

Step-by-Step 

 One of the diagnostic mantras preached by service experts today is “Test Before Touch.” Basically, you should always 

use a TPMS tool to activate and check the response signal from each tire pressure sensor in each wheel before you do 

anything else. This will tell you: 1) whether or not each sensor is capable of generating a signal; and 2) if the sensor is 

generating a signal whether or not the pressure reading is accurate. 

 The pressure reading from a sensor can be easily verified by checking the actual pressure in the tire with a gauge. If 

the pressure value displayed on your TPMS tool from a sensor reads 32 psi, you should find 32 psi when you check the 

pressure with a gauge. 

 A key point here is that your tire pressure gauge must be accurately calibrated. Those cheap spring-loaded stick-style 

tire pressure gauges often vary up to 5 psi or more. The most accurate gauges are the electronic digital ones because 

many have a self-calibrating feature that compensates for changes in ambient air temperature. 

Bad Stems & Aging Sensors 

 Also watch out for corroded or damaged TPMS valve stems. The valve stem on each wheel should be visually 

inspected for corrosion or other damage that might affect the integrity of the valve stem. 

 Consider the age and mileage of the vehicle when doing your diagnosis. The average life of the battery inside a brand-

new factory TPMS sensor is around seven to 10 years, depending on use. The more the vehicle is driven, the more often 

the TPMS sensors generate their signals and the faster they use up their remaining battery life.   

How to Proceed 

 If you find a TPMS sensor that is not functioning or reading accurately, the natural assumption is that the sensor is the 

problem and that replacing it will fix the issue. Usually it will. But until you check the rest of the TPMS system, there’s no 

guarantee a bad sensor is the only problem that may be affecting the operation of the system. 

 If all of the sensors appear to be working normally and all of the tires are inflated to the recommended pressure, but 

the TPMS warning light is remaining on or flashing, you’ll have to dig deeper to uncover the fault. 

 For the next step, you’ll need a TPMS tool or scan tool that can communicate with the TPMS system via the OBD II 

diagnostic connector under the instrument panel. After plugging in your tool, read out any fault codes that are found and 

write down the code(s) so the information isn’t lost when you clear the module’s memory. 

 You might find a code indicating one or more bad TPMS sensors because there is no signal coming from the sensor. 

But if you already checked each sensor with your TPMS tool and didn’t find any problems, you know the problem isn’t the 

sensor. Consequently, the only explanation is that the sensor signal is not getting through to the module. The problem 

could be a damaged or shorted antenna near the wheel, or a wiring fault between the antenna and the module.  

 If you suspect the TPMS module is not receiving a good signal from one or more sensors, check the antenna wiring for 

continuity and problems such as shorts, opens or high resistance. A voltage drop test across any wiring connections 

should read 0.10 volts or less. If you find a higher voltage drop reading, it indicates excessive resistance that is affecting 

the quality of the signal.      TPMS Diagnostic Strategies continued on page 11 

10 



TPMS Diagnostic Strategies continued from page 10 

 
 If the antenna wiring checks out but the TPMS module is still generating a “no sensor signal” code, the fault is 
likely within the module itself. But before you condemn the module and tell your customer the TPMS module needs to be 

replaced, make sure you check the TPMS module voltage supply and ground connections, because low voltage can make 

any electronic module misbehave and act quirky. 
 On some vehicles, the signals to the TPMS module are shared or go through the keyless entry system, so a wiring 

problem that affects the keyless entry system could cause a problem with the TPMS system. The TPMS module may be 
working fine but is not getting the right information from the keyless entry system. 

That’s why you should always look up the OEM service information for the vehicle you are working on to see how the 
TPMS system operates – especially if you are having difficulty figuring out a problem. You also should check for any TSBs. 

 Something else that can cause a TPMS system to malfunction or set false codes is electromagnetic interference 

(EMI). EMI from another source might be messing with the TPMS signals and confusing the system. Electrical crosstalk 
between adjacent wiring circuits can occur when the magnetic field around a wire that runs parallel to another wire 

induces a current in the second wire.  

 

 

 

Online Reputation continued from page 8 

 
 It makes little sense that people will buy into a stranger’s recommendations, but that is the brave new world of 

retailing. 
 I recently met with the owner of an oil and lube franchise with six locations. During our meeting, I shared with 

him a detailed report we ran regarding his online reputation. There were a few bad reviews and he seemed very upset. 

Then he blurted out that “this was pure, unadulterated #@$@#&$” (please use your imagination).  
 This is a very frustrating situation, so I understood where he was coming from. But it doesn’t matter whether the 

reviews are true or not – it only matters that other potential customers are seeing this information and they do accept it 
as being true. 

 Oftentimes, after hours of investigation, we are able to get to the bottom of the bad review. Perhaps it was a 

simple misunderstanding or some miscommunication. Maybe it was more sinister, like an angry ex-employee or a 
competitor who wants to hurt your business. Maybe it was a legitimate issue that was not handled properly. 

 But whatever the case, you need to spend the time and do the detective work to resolve the issue. I know a 
dealer in North Carolina that makes this a key mission with every complaint, and once the matter is resolved the shop 

asks the customer to go back and either rescind their bad review or offer an addendum about how the problem was 
corrected. 

 He truly gets it. 

 No business is perfect and no business is ever able to have 100% of their customers be totally happy. But that 
doesn’t mean you won’t get a bad review. 

So where can you start?  

 1. Find out what people are saying about you. (As a subscriber of Tire Review, we are offering a free evaluation 

report at mywebreputationreport.com.) 
 2. Start monitoring what is being said about you online. 

 3. Create or modify business systems in order to generate five-star reviews. 

 4. Market those five-star reviews at all of the influential websites – Google, Yelp, etc. 
 In order to be rated, your business must have at least 10 online reviews. Obviously you want the majority of 

these reviews to be four- and five-star ratings.  
 The ratings are important, as you’ve seen. But it is more important to have a customer service culture within your 

business. This is the best way to encourage your customers to leave their positive comments and feedback.   

Brian Sacks is a mobile marketing expert with more than 26 years of direct response marketing experience. He is co-

founder of Trackable Response Inc., a mobile marketing provider to the tire and auto service industries, based in 

Catonsville, Md. Brian can be reached at brian@trackableresponse.com or 410-747-1100. 
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Lawmakers Urge IRS to Avoid Inventory Rule Change 
WASHINGTON, D.C. (JUNE 20, 2013) Accounting Today BY MICHAEL COHN 

A group of lawmakers from the tax-writing House Ways and Means Committee have written a letter to Treasury 

Secretary Jack Lew urging the Internal Revenue Service to back off of a proposed rule change modifying the 

retail inventory method of accounting, which retailers fear could cost them millions of dollars a year. 

The National Retail Federation, a trade group representing retailers, welcomed the letter, which was signed by 

Congressmen Tim Griffin, R-Ark., Vern Buchanan, R-Fla., Pete Roskam, R-Ill., Ron Kind, D-Wis., Pat Tiberi, R-

Ohio, Charles Boustany, R-La., and Kenny Marchant, R-Texas. They asked the IRS to reconsider its plans to 

modify regulations governing the retail inventory method of accounting. Used by many merchants, the method 

allows retailers to average out the cost of merchandise in inventory rather than tracking specific items. The 

committee members said the proposed changes would require creation of “costly new inventory tracking 

systems” and would cost retailers millions of dollars. 

“Both effects would divert scarce resources from investments that could otherwise be made in additional jobs 

and economic growth for constituents in our districts,” the letter said. “We urge you to reconsider the 

disproportionate tax burden on smaller retailers that will result if the regulations are enacted as proposed.” 

The letter noted that a small business regulatory analysis has not been performed as required by the 

Regulatory Flexibility Act. 

NRF vice president and tax counsel Rachelle Bernstein pointed out that retailers already have one of the 

highest effective tax rates of any U.S. industry. “This move by the IRS would make that tax burden even higher 

and amount to a hidden tax increase,” she said in a statement. “With the economy still recovering and retailers 

trying to create jobs, this is not the time to change a policy that has been in place for half a century.” 

TIA Legislative Update – NHTSA Update 
 

  Roy Littlefield, EVP  July 8, 2013 
 

 Chan Lieu, Director of Government Affairs, Policy and Strategic Planning, National Highway Safety 
Administration (NHTSA) has written an in-depth letter to TIA concerning the status of the tire fuel efficiency 
consumer education program mandated by the Energy Independence and Security and Security Act of 2007. 

 Following extensive efforts with the industry, NHTSA published a final rule specifying the test methods 
to be used to measure three aspects of performance: rolling resistance, wet tractions, and treadwear life.  

 The final rule did not include any of the requirements for consumer information and education. Instead 
NHTSA decided to work with TIA, tire dealers (recruited by TIA), other Federal agencies, and OMB to conduct 
additional research before issuing a rule on the consumer education requirements.  

 While NHTSA did not reveal the final proposal, they did provide a summary of their plan: “NHTSA plans 
to implement consumer information program in two phases. The first will address the tire maintenance portion 
of the requirements and update the existing information on NHTSA’s consumer-facing website, SaferCar.gov. 
The second part of the consumer information program will support educating consumers about the new tire 
ratings through various materials including fact sheets, and will have these available to consumers and 
retailers of SafeCar.gov. NHTSA plans on working with the Tire Industry Association prior to finalizing these 
materials to ensure that the content is accurate and comprehensible. The ratings program will be implemented 
within six months of the final rule.” 
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ATDA Member Rewards 
Annual Convention  -  The annual convention provides the opportunity for 

independent tire dealers and suppliers to exchange ideas and hear guest speakers 

from every facet of the tire industry. The convention is also a time for the business 

meeting of ATDA where policies are adopted and the directors are elected. Since 

the convention is a family affair, lifelong friendships are begun and renewed.   
 

Newsletter – The Spare Tire   -  The Spare Tire contains 

articles of interest to the membership including activities of the 

Association, general business tips, news that is important to the 

industry, and up-to-date information on environmental issues. 

The Spare Tire is always interested in personal articles on how, 

when, who and what is happening concerning the members of 

our Association. A catalog of current and back issues of the 

Spare Tire is available on-line.     
 

Strength in Numbers   -  The Alabama Tire Dealers 

Association has more than 170 members. Strength is needed 

every day as we face new challenges in the ever changing tire 

industry. Working together makes each of us better at what we 

do as professionals in our industry.  

Legislative Watch   -  The most important challenge facing our Association today 

is changes in our scrap tire management laws. The Alabama Tire Dealers Association 

has 2 seats on the state Scrap Tire Commission, which allows us to constantly monitor 

modifications. The ATDA keeps its members informed on the changes to the scrap tire 

law.  
 

Scholarships   -  Each year, scholarships are awarded to 

members, their employees and their family members. To date, 

ATDA has awarded over $150,000 in scholarships. Scholarship 

applications and eligibility requirements are available on-line 

after January 1st each year.   Winners are honored each year at our Annual 

Convention. 
 

ATDA Hall of Fame   -  The ATDA Hall of Fame honors those individuals who have 

played a significant role in the growth and development of the Tire Industry and the 

Alabama Tire Dealers Association. Membership in the Hall of Fame is to recognize and 

honor those individuals who have achieved success within the industry, as well as in 

public service for the community at large where they work and live.  
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Web Site   -  ATDA can now be accessed on the web! Visit ATDA’s web site at 

www.alatiredealers.com for the latest information on convention news, scrap tire 

legislation, area meetings, golf tournaments, and much more. You can even print 

your necessary scrap tire forms, scholarship application, Hall of Fame nomination form 

and membership application.   The new ATDA website also offers a member locator 

that allows consumers to find the nearest ATDA member dealer. 
 

E-Mail Alerts   -  E-mail Alerts are issued to ATDA members when breaking news 

occurs that directly affects your business interests. E-mail Alerts were most recently 

used to end a credit card fraud scheme across the state of Alabama that directly 

affected tire dealers.  
 

Facebook   -  ATDA is now on Facebook.  Follow industry news and 

events up to the minute.  Comment on Association happenings.  Stay in 

touch with other members of our industry.  Like ATDA at 

Facebook.com/AlabamaTireDealersAssociation  
 

Member Discount Programs   -  ATDA has negotiated discounted rates for our 

members through multiple recommended supplier affiliates.  Discounts include: 

 Website Design & Marketing – 50 Below 

 Business Insurance Packages – Federated Insurance 

o Property & Liability, Workers Compensation, Group Health, Financial 

Protection Service 

 Check Guarantee Services – TeleCheck 

 Uniforms – Cintas 

 Credit Card Processing – Alpha & Omega Processing 

 Scrap Tire Manifests 

 TPMS Relearn Charts 

 Tire Industry Association Certified Training Programs 
 

Alabama Tire Dealers 
Association 

 

6096 County Road 434 
Trinity, AL  35673 
(256) 616-3587 

(256) 974-1480 Fax 
AlaTireDealers@cs.com 
www.alatiredealers.com 
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Cell Phone Frustrations  
by Nancy Friedman, The Telephone Doctor 

Cell phone frustrations remain high even with the enormous use of them around the world. In a recent 

Telephone Doctor survey, we received the following cell phone 'frustrations' from all over the country. 

Is yours on this list? There were more; however, these were at the top of the list. 

 Talking on a cell phone while conducting business.  

 Answering a cell phone while talking to someone else 

in person. 

 Talking loudly in a store/restaurant. 

 Not using the vibrate feature when at work or in a public 

place. 

 Talking on your cell phone when you're in the car with 

others. 

 Using your speakerphone in public. 

 Initiating a cell phone call when others are present. 

 Talking on your cell phone and landline at the same 

time. 

 Using call waiting. What? I'm not important enough to 

finish our conversation? 

 People with 'awful' voice mail messages. 

 Not answering when called when we know you're there. 

 When the first thing a person asks is, "Where are you?" 

 Having to listen to the chirps and weird rings and tones some cell phones make. 

So then what are the 5 voice mail frustrations which are probably on your cell phone voice mail right 
now? 

1. Hi, I'm not here/ or not available right now. (DUH. That's a hot lot of news. We know that. 

That's why your voice mail answered) 

2. Your call is very important to me. (Right, then why aren't you there?) 

3. I'm sorry I missed your call. (Well sometimes we're not. Besides that's a pretty useless 

statement.) 

4. I'll call you back as soon as possible. (Now what's wrong with that? Well... Your ASAP may be 

different from my ASAP and we'll never exceed anyone's expectation with ASAP. Simply state 

"And I will return the call." 

5. Not giving caller an 'out' or another way to reach the party; i.e. Another phone number, a 

person, or an email to locate them. 

When was the last time you checked your own message? Probably time to do that. 

Nancy Friedman, president of Telephone Doctor, is a featured speaker at association, Franchise, and 
corporate meetings. For a Demo & packet on Nancy, please email Donna.Bryan@telephonedoctor.com 
or call 314.291.1012. 
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Judge Rejects Cap on Debit Card Swipe Fees 
August 02, 2013  Tire Review 

A U.S. District Court judge has sided with retailers seeking a 

lower cap on fees charged by banks for debit card 

transactions. 
 

According to Reuters, Judge Richard Leon of the U.S. District 

Court for the District of Columbia ruled this week that the 

Federal Reserve had ignored the intent of Congress when it capped the fees banks can charge 

retailers when their customers use debit cards. The 2010 Dodd-Frank law called for limits on those 

fees. Retailers have since argued that the Fed's cap of 21 cents per transaction was higher than 

Congress intended. 
 

The ruling, which will lead to lower interchange rates for billions of debit card transactions annually, 

caused the shares of Visa and MasterCard to plunge 11% and 6%, respectively. The two companies 

had set the fee level that banks charge retailers for using their networks. 
 

The 21-cent cap likely will remain in place until the Fed rewrites its rules or appeals the decision, 

Reuters reported. 
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TIA Releases  
Tire Safety Starts with 

TPMS Video 
  

Bowie, MD - The Tire Industry 
Association (TIA) has released the second in a 

series of four consumer education videos 
planned for 2013. Tire Safety Starts with TPMS is a 5-minute overview of tire pressure 

monitoring systems (TPMS) that emphasizes the safety benefits associated with a 
system that warns the driver when one or more of their tires are underinflated. TIA's 

first consumer education video, Tire Safety Starts with Proper Tire Repair, was released 
in March and has had over 3,200 views on the Association's YouTube channel, Tire 

Safety Starts Here. The new TPMS consumer education video is available on 
the YouTube channel as well as on Google+under the same name. 
"When the TIA board voted to change the Association's tag line to Tire Safety Starts Here, we 
intentionally made a statement regarding the direction of the organization," said Randy Groh, 

TIA President. "Our technician training programs continue to be the backbone of the Association, 
so the addition of consumer education videos compliments our areas of expertise and supports 

the concept of improving tire safety."  
  
"Over the past couple of years, consumer 

education efforts regarding TPMS have 
increased, but we felt the safety benefits 

needed to be front and center," remarked 
Kevin Rohlwing, TIA Senior Vice President of 
Training. "The goal was to educate motorists 

on the meaning of the dashboard light while 
stressing the importance of taking action when 

the TPMS telltale is illuminated. TIA believes 
that TPMS is a valuable safety system on the 
vehicle, so the video is geared toward 

supporting that message." 
  

All of the Tire Safety Starts with ___ videos are available for free download, reproduction, 
rebroadcast, and distribution. Companies are also encouraged to provide direct links to the 
videos on the YouTube or Google+ channels. For more information on utilizing or distributing 

TIA's consumer education videos, contact Donna Sage at dsage@tireindustry.org. 
  
 
About TIA: 

The Tire Industry Association, with a 90 year history representing all segments of the national and international tire 
industry, is the leading advocate, as well as, instructor in technical training of tire service technicians. For more 
information, visit www.tireindustry.org or call 800-876-8372. 
 

Video Links:    
 

Tire Repair  http://www.youtube.com/watch?v=mdTAalpkSLM 
 

TPMS   http://www.youtube.com/watch?v=TRoQLBs_0EE 
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GTE Shows Growth in Exhibitors  
 
The number of registered exhibitors for the 2013 Global Tire Expo - 
Powered by TIA (GTE) has already exceeded the 2012 total. GTE is 
showing an increase of 40 companies or 20% in the number of exhibitors 
as compared to the same time period last year. There are currently 255 
tire companies already signed up to exhibit from all around the globe. Of 
those, 52 are first-time exhibitors.  
 

TIA SPECIAL EVENTS - REGISTRATION IS OPEN 

TIA's pre-show special events will take place on on Monday, November 4 
at The Cosmopolitan of Las Vegas including: 

 Cocktail Hour - 5:00pm - 6:00pm 
 Tire Industry Honors Awards Ceremony - 6:00pm - 7:00pm 
 TIA Welcome Reception - 7:30pm - 9:30pm   
 

TIA EDUCATIONAL SESSIONS  
Don't miss our educational sessions led by the industry's top experts. This year's tentative schedule 
is as follows: 
 
Tuesday, November 5, 2013 

 TPMS at 10: Understanding and Managing the Risks of Servicing TPMS 

 Truck Tires at 10: Shoulder Repairs in the Field 

 Tires at 2: Successful Tire Dealers Share Their Secrets 

Wednesday, November 6, 2013 

 TPMS at 10: TPMS Troubleshooting 

 Truck Tires at 10: Monitoring Tire Pressure on Trucks 

 Tires at 2: Understanding Tire Buyers in the Information Age 

Thursday, November 7, 2013 

 2pm - Understanding the Patient Protection and Affordable Care Act (PPACA) 

TIA HOST HOTEL INFORMATION  
The Cosmopolitan of Las Vegas will serve as TIA's host hotel. The standard room rate is $189.  To 
reserve a room by phone, please call 800-221-3531 (mention TIA to get conference rate) or 
RESERVE ONLINE.     
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Three Reasons Why Some Websites Outperform Others 

By Nate Lehmann   July 31, 2013  Tire Review 
What makes one website more effective than another? There are three 
critical factors that greatly contribute to website success - are you employing 
them for your shop? 

 What makes one website drive more leads than others? There are three 

critical factors that greatly contribute to website success: 
 

1) Content    
 You’ve likely heard the term “content is king,” but have you followed this rule? Truth is, it can be difficult to 

continually create and update content on your website. The reality is you really don’t have a choice if you want to 

compete in today’s online environment.  
 Each content page (inventory, product, service, etc.) of your website should be approximately 500 words and 

include keywords relevant to your business’ products, brands and location. All images need to have ALT tags or coded 
descriptions to allow search engines to find them; otherwise they do not contribute to your website ranking whatsoever. 

At a minimum, this information must be updated every quarter. 
 To increase your online (if your dealership offers an e-commerce option) and in-store sales, your website content 

should include: 

  • Current inventory with key features, options, specifications, fitment and real-time pricing. 
  • Availability of additional products and services based on the buyer’s product selection. 

  • Prominently displayed contact information, including your dealership’s address, phone number, email, and social 
media icons. 

  • Easy-to-use forms, including requests for information, financing applications and appointment scheduling. 

  • Product or service promotions prominently displayed on your homepage and a specials page. 
  • Promote events – events both at your dealership and in your community. 

 Using this content and contact strategy, you deliver to your customers – and prospective customers – the 
information they are looking for in an easy-to-read fashion. Further, all website content is “spidered,” or indexed, by the 

search engines that rank your website relevancy against your competitors. 
 

2) Website Usability 

 Even if your website includes up-to-date information and user-friendly features, the navigation can still make or 
break the user experience. An interesting test of usability is to ask someone completely unfamiliar with your website to 

navigate around to find a specific product. Stand behind the person as they go about their search and just watch.  
 Take a note of what happens: do they scoot right to the information they seek or do they click around in frustration 

and get lost among your website pages? If you find your website usability needs a tune-up, start with reviewing your 

main navigation tabs to ensure they represent the primary aspects of your business. 
 

3) Mobile Responsiveness 
 Multiple device usage – whether laptop, desktop, smartphone or tablet – is now the norm. Smartphone usage is 

rising at lightning speed, so you need to make sure your website is fully functional on all mobile devices. Not sure? Start 

by viewing your website on the various mobile platforms, including Apple iOS (iPad), Android (Samsung, LG, HTC, 
Motorola), Microsoft (Nokia, Samsung, HTC) and RIM (Blackberry). How does your website look?  

 Your website must allow customers to easily transition from a smartphone to a tablet or a tablet to a desktop and 
have the same experience. If you’re not sure if your website is mobile-optimized, contact your website provider to confirm 

if mobile compatibility is included with your website. 
 Make a plan to focus on these three core strategies to improve your website performance and it won’t be long 

before you’ll enjoy increased sales – both online and in-store.  

 
 
Nate Lehmann is sales manager for tire and automotive at 50 Below, an ARI company. ARI creates software solutions that help more 

than 2,100 independent tire and wheel dealers spanning over 3,400 locations “Sell More Stuff!” – online and in-store. Nate can be 

reached at Nathan.Lehmann@arinet.comor 218-740-1407. 
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Tips for Employers Who  
Outsource Payroll Duties 

IRS Newswire 

Many employers outsource their payroll and related tax duties to third-party 
payers such as payroll service providers and reporting agents. Reputable third-
party payers can help employers streamline their business operations by 
collecting and timely depositing payroll taxes on the employer’s behalf and filing 
required payroll tax returns with state and federal authorities. 

Though most of these businesses provide very good service, there are, unfortunately, some who do not have their clients’ 
best interests at heart. Over the past few months, a number of these individuals and companies around the country have 
been prosecuted for stealing funds intended for the payment of payroll taxes. Examples of these successful prosecutions 
can be found on IRS.gov. 

Like employers who handle their own payroll duties, employers who outsource this function are still legally responsible for 
any and all payroll taxes due. This includes any federal income taxes withheld as well as both the employer and employee’s 
share of social security and Medicare taxes. This is true even if the employer forwards tax amounts to a PSP or RA to make 
the required deposits or payments. For an overview of how the duties and obligations of agents, reporting agents and 
payroll service providers differ from one another, see the Third Party Arrangement Chart on IRS.gov. 

Here are some steps employers can take to protect themselves from unscrupulous third-party payers. 

 Enroll in the Electronic Federal Tax Payment System and make sure the PSP or RA uses EFTPS to make tax 
deposits. Available free from the Treasury Department, EFTPS gives employers safe and easy online access to 
their payment history when deposits are made under their Employer Identification Number, enabling them to 
monitor whether their third-party payer is properly carrying out their tax deposit responsibilities. It also gives them 
the option of making any missed deposits themselves, as well as paying other individual and business taxes 
electronically, either online or by phone. To enroll or for more information, call toll-free 800-555-4477or 
visit www.eftps.gov. 
 

 Refrain from substituting the third-party’s address for the employer’s address. Though employers are allowed to and 
have the option of making or agreeing to such a change, the IRS recommends that employer’s continue to use their 
own address as the address on record with the tax agency. Doing so ensures that the employer will continue to 
receive bills, notices and other account-related correspondence from the IRS. It also gives employers a way to 
monitor the third-party payer and easily spot any improper diversion of funds. 
 

 Contact the IRS about any bills or notices and do so as soon as possible. This is especially important if it involves a 
payment that the employer believes was made or should have been made by a third-party payer. Call the number 
on the bill, write to the IRS office that sent the bill, contact the IRS business tax hotline at 800-829-4933 or visit a 
local IRS office. See Receiving a Bill from the IRS on IRS.gov for more information. 
 

 For employers who choose to use a reporting agent, be aware of the special rules that apply to RAs. Among other 
things, reporting agents are generally required to use EFTPS and file payroll tax returns electronically. They are 
also required to provide employers with a written statement detailing the employer’s responsibilities including a 
reminder that the employer, not the reporting agent, is still legally required to timely file returns and pay any tax due. 
This statement must be provided upon entering into a contract with the employer and at least quarterly after that.  
 

 Become familiar with the tax due dates that apply to employers, and use the Small Business Tax Calendar to keep 
track of these key dates. 
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ATDA Board of Directors Meeting – August 14, 2013: 
 The ATDA Board of Directors held their quarterly business meeting on August 14, 2013, 
in Prattville, Alabama.  Notes from the meeting are below. 

 A financial report and minutes from the April 17th meeting were presented and 
approved. 

 A review of the 2013 annual convention was conducted and possible locations for the 
2104 convention were discussed. 

 The Board voted to host a Scholarship Foundation golf tournament fundraiser at Terri 
Pines in Cullman on Thursday, October 10th. 

 The 2013-2014 committee chairmen were named. 

 The Board reviewed the management contract with SLK Tire Designs and voted to 
extend their contract.   

 The next Board meeting was tentatively scheduled for Wednesday, November 13th in 
Mobile. 

 

Welcome New Members! 
We thank the following businesses for their commitment to the Alabama Tire Industry by their investment in 

the Alabama Tire Dealers Association.  We look forward to serving you! 

HUIE, FERNAMBUCQ & STEWART, LLP 
 2801 Hwy 280 S Phone: 205-251-1193 
 Birmingham, AL 35223-2484 Fax: 205-251-1256 
 www.huielaw.com  
 Key Contacts: Charles Jeffery Ash – jash@huielaw.com – 205-874-3463 
 

WARRIOR TIRE, Inc. 
 50 Lester Doss Road  Phone: 205-647-9566 
 Warrior, AL 35180  Fax:  205-647-9563 
 Key Contacts: Jeff Mann – jmannwarriortire@gmail.com 
 

XPRESS PARTNERS LLC dba HAVOLINE XPRESS LUBE 
 11271 Hwy 280, Suite B Phone: 205-678-5050 
 Sterrett, AL 35147   ext. 304 
 www.xpresslubealabama.com Fax: 205-678-5010 
 Key Contacts: Gary Lawley / Kristi Marrs – Kristi@xpresspartnersllc.com 
  

Alabama Man Arrested for Theft of 100 Tires 
Tire Review July 17, 2013 

 A man was arrested in in Phil Campbell, Ala., for allegedly stealing more than 100 tires from a 

tire dealership. 

 Law enforcement officials said the 30-year-old man took the tires from Continental Tire and 

Axle in Phil Campbell on two different occasions – he stole 42 tires in May and another 75 earlier this 

week, according to local reports. 

 Authorities were able to recover 75 of the stolen tires, which they found sitting in front of the 

man’s home.  
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How Tire Buyers Buy Tires 
By Jim Smith, Editor, Tire Review magazine  April 16, 2013 

New Google Study Shows Changed 'Path to Purchase' 

 Consumers now lean heavily toward digital and online resources when shopping for 
tires, but still rely on local tire shops for final purchases and installation.  

 So says “Compete Tire Path to Purchase,” a new consumer research study conducted by Google and Compete in 

September 2012. The 36-page study dug into where tire shoppers look for information and pricing, how they follow 
through on their search, and how they follow-up post purchase. 

 The results were both revealing and a bit surprising, especially as so many consumer product categories have shifted 

heavily to online purchases vs. brick-and-mortar stores. The study also gave a glimpse at how consumers see both 
“traditional” and tiremaker advertising efforts. 

 The study fielded responses of 1,356 recent (within the last six months) tire buyers, and the results were compiled 

last August. More than 80% reported buying tires in a retail store, but 46% leveraged online and digital tools to do 
significant pre-purchase research. Some 72% of consumers claim they are open to considering multiple tire brands, tire 

retailers or both – but tire 

brands and retailers “have 
a relatively low familiarity 

among shoppers.”  

 From a demographic 
standpoint, today’s tire 

buyer pretty much matches 
the U.S. population. The 

respondent was the 

decision-maker (67%) or 
was heavily involved in the 

purchase decision (19%). Among those polled, 45% were female (vs. 51% of the general population), 59% were married 
(vs. 48%), 42% had children at home (vs. 46%), 49% were college educated (vs. 43%), 20% were non-caucasian (vs. 

22%), and 60% were in homes with combined incomes of greater than $60,000 per year (vs. 42%). 

 When these consumers considered what they were looking for in their next set of tires, durability (tread wear) was 
the most important at 86%, while traction ranked third at 80%. Squeezed between the two was price at 85%. 

 At the back of the list were tire brand (55%), carmaker recommendation (46%) and the appearance of the tire 

(43%). 

 With regard to durability as the most considered factor, 95% of tire buyersstated that their purchase was driven by 
worn out tires or a recommendation by the shop that their tires needed to be replaced. Only 8% of tire buyers made their 

purchase on a seasonal basis (primarily winter tire buys). 

 How long did it take for most tire buyers to make a purchase decision and take action? For 2012, 65% acted within 

one week, but 33% said they bought tires the same day they undertook shopping. This compared to 62% buying within a 
week in 2011, and 20% acting within one day. It took as much as three weeks for 26% of 2012 tire buyers to act, down 

slightly from 2011’s 30%.  

 Google/Compete then compared how buyers acted if they purchased offline (at a store) vs. online. In the case of in-
store purchases, 48% said they “needed to go” to a tire retailer to have their new rubber installed, and 41% said they did 

so because they “needed the tires immediately.” Some 34% wanted to see the tires “in person before buying them,” and 
30% wanted to make sure tires for their particular vehicle were indeed available for purchase. 

 The perceived expense of shipping tires (14%) was another reason behind in-store buys, as was the availability of 

coupons (11%). Just under 9% said they were not “comfortable providing personal information on the Internet.” 

 But those buying on the Internet were convinced that better prices were available online (42%), that it was faster to 
buy online (33%), that it saves time (26%), that there was better selection online (25%), that it was personally more 

convenient (24%), that it helps them avoid “crowds and lines of people” (17%), and it helps them avoid dealing with a 

salesperson (14%). Another 18% claimed having a positive prior online tire buying experience. 

 But most online tire buyers lack bays and lifts, so they have to rely on making an appearance at a tire store. And 

while they were there, 24% ended up having brake work done, 35% got an oil change, 43% got their tires rotated, and 

44% had a complete alignment done. 
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Reasons for Decisions 

 With all of that in mind, Google/Compete turned its attention to what influenced the final purchase decision – what 
they referred to as “moments that matter.” 

 Even as 72% of respondents indicated they were “open to multiple manufacturers, retailers or both,” 64% said they 
were clearly unsure of the manufacturer but only 33% were unsure of the retailer. This is particularly interesting as the 

survey did not mention the ages or age ranges of respondents; one can assume that there is an age-related disconnect 

between shoppers and tire brands and retailer brands. 
 Some 46% said they engaged in using online 

resources to make their tire purchases, but of that group, 
37% said they researched online and then bought in-store. 

Nine percent claimed to have researched in-store only to 
turn around and buy online. 

 So what were the most powerful influencers on tire 

selection? According to Google/Compete research, family 
members were cited by 50% of buyers, followed by the 

salesperson (45%), TV (26%), newspapers (23%) and 
radio (14%). 

 In the online and digital spectrum, tire retailer and 

service shop websites were the most powerful influencers 
at 52%, followed by online consumer-generated reviews 

(43%), general automotive websites (32%), car dealer websites (29%), service shop websites (24%) and newspaper 
websites (22%). 

 In looking at media influence on tire buying, Google/Compete found that among those who saw tire brand or retailer 
ads on TV, 38% did additional research on their desktop/laptop computer (computer), while another 17% used their 

smartphone or tablet computer (mobile device). Among those seeing a tire brand/retailer ad in a newspaper, 38% did 

follow-up research on their computer and 10% did it on their mobile device. 
 Among those spotting a tire brand/retailer ad in a magazine, 42% went to their computer and 19% went to their 

mobile device for additional research, and among those reading a tire brand or retailer brochure, 53% headed to their 
computer and 8% pulled out their mobile device for follow-up research. 

 

Going Mobile 
 Google/Compete dug a little deeper into how and when consumers use their smartphones or tablets to research tires 

and stores. 
 One in five mobile users did their research at the actual tire retailer site. More than half (57%) did their mobile 

research at home, 33% used work hours to do personal research, 23% research tire brands/retailers while standing in 

line somewhere, 18% while visiting with family, 17% while in a restaurant, and 18% while either waiting for or on a train 
or bus. 

 We’re not trying to be smug here, but it is interesting: A) how people are using their mobile devices, and B) when 
they are researching tire purchases. 

 Getting down to the brass tacks of using mobile devices, 33% used them to make sure they were getting the best 
price, while 28% used them to compare tire brands. 

 Thirty-one percent used their mobile device to look up the address or hours of a tire shop they were interested in 

visiting, and 27% used them to seek discounts or special offers. 
 In terms of specific digital resources on which mobile users depended, respondents turned to professional auto 

review sites (57%), general auto websites (50%), consumer review sites (48%), search engines (like Google) (45%), tire 
service center store websites (43%), tire brand sites (37%), carmaker sites (36%), car dealer sites (35%), newspaper 

websites (32%), video sharing websites (32%) and social networking sites (Facebook, Twitter) (31%). 

Conclusions 
Google/Compete drew some conclusions from its research work: 
• Tire buyers are looking for durability and price, they research on the go, and they usually buy within a week. 

Recommendation: Maintain a consistent online and digital marketing presence to capture tire shoppers year-round. 

• Even as 84% buy in-store, nearly half are using some online or digital means to research their purchases. 
Recommendation: Work to better understand how online/digital is assisting your sales. 

• Tire buyers are “typically” the primary decision maker, and they often are married, educated and skew only slightly 
male. Recommendation: Capture in-market tire buyers by targeting demographic and tire interests. 

• Most tire buyers (72%) are “open” to tire brands and tire retailers – they are not “attached” to any particular brand or 
store – but tire brands have the lowest familiarity among buyers. Recommendation: Improve familiarity and purchase 

intent by “introducing your brand” and your key tire brands when undecided consumers approach your store. 

4 25 



Chaplain’s Corner                                                             
 

“JESUS answered, ‘the work of GOD is this: to believe in the one HE has sent.” 

 John 6:29 
 

Whether in your mind, on paper, smart phone, tablet, or computer I am somewhat certain that 

most of you reading this have some sort of “day planner” that guides your business day activities. 

You have at least an idea of what responsibilities and appointments are on your agenda in the 

coming days and weeks. What about GOD? Does HE have a “day planner” and if so what 

activities are scheduled? 
 

I am fairly certain GOD does not need a “day planner” but I do know what is on HIS agenda and 

it’s you and me. HIS great and loving work goes on all day everyday and we discover it in the 

words of JESUS given in the above verse. GOD is at work right now in your life 

with one motive and that is for you to “believe” in JESUS. Why don’t you examine 

your heart and see how GOD’S job is going? If HE loves you enough to let HIS 

SON die for you, don’t you think HE will give you HIS best work?    
  

GOD bless. 
Dolan Davis Jr. - Chaplain ATDA  
205-758-6624 - dolan@davistires.com 

 
September Business Tips: 

Ready aim -  oops  

Describe your least desired customer and put them at one end of a line. Describe your most desired customer 

and put them at the other end. Now look at all of your marketing efforts. Determine what type of customer they 

are most likely to attract and place each one at the appropriate spot on the line. Do the spots reflect who you 

want to attract? For any that do not, alter that marketing effort or eliminate it. Place any new marketing idea on 

that line before you launch it. This goes far beyond your advertising. It also includes your shop both inside and 

outside, employee clothing and grooming, and anything else about you and your shop that customers will 

experience in some way. 

First ,  do no harm  

Thoughts on customer follow up. Phone calls are interruptions today. The sentiment is nice, but I really do not 

need a thank you about car repair when I am juggling three other things. Use email (which means you must get 

the addresses!). Never use any kind of form letter or form email. I can smell them a mile away. Always be 

specific. "Is the leak OK now?" Contact must be from the same person who waited on them (signing their name 

does not count...I can smell that one, too). Add a personal comment. "Hope your trip goes well!" This is not 

difficult to do if you properly interacted with the customer during their visit. 

Of course I  know why she's  mad, at  least  I  think I do,  maybe.. .  

When the repair is not done on time, when a finger mark is left on the car, when the repair does not fix the 

problem, why is the customer upset? Seems obvious, but is it? In most cases it's not the incident itself, but their 

perception that you don't care about them. If they were important and mattered to you, those things would not 

occur. This is why just taking care of the problem often falls short of addressing it properly. It's critical that you 

show that you care.  
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Calendar of Events 
 

ATDA Scholarship Foundation 

   Fundraiser Golf Tournament 
 Thursday, October 10, 2013 
 Terri Pines Country Club, Cullman, Alabama 
 Lunch – 12:00 noon 
 Shotgun Start – 1:00 pm 
 Registration Deadline October 4th  
 

ATDA Board of Directors Meeting 
 November 13, 2013 – 10:00 am 
 Mobile, Alabama – Trax Tires Training Facility 
 

Membership Renewal for 2014 
 Billing - December 2013 
 

ATS Training Tour 
 Coming – December 3013 
 Details to be Announced! 
 

Annual Convention 
 July 2014 
 Gulf Shores, Alabama 
 Golf Tournament   
 Educational Sessions, General Business Meeting, Awards & Honors,  
 Great Opportunity to Visit with Suppliers & Dealers! 
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Please Support Your Supplier Members: 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 
 
 

 

 

AAA Tire Recyclers 
Wanda Sherrell 
Bud Adams 
205-590-7352 
 

Alpha & Omega Processing 
Dan Deyton 
Derek Barnes 
866-242-4325 
 

American Tire Distributors  
Barry McGirt  
800-950-3928 
Terry Hadder  
800-783-6936 
Terry Treesh 
800-476-3868 
Phil Baker 
800-654-5273 
 

Ashberry Tire Landfill  
Ty Ashberry  
334-493-1250 
 

Automotive Equipment 
Service  
Hardy & Jane Thompson  
888-664-5490 
 

B & B Tire Landfill  
Bud & Barbara Adams  
205-647-6736 
 

Bridgestone Americas  
Robert Pritchett  
615-513-1282 
Christopher Rogers 
682-831-2565 
 

C.W. Owens Enterprises –   
Scrap Tire Management  
Wayne & Phyllis Owens  
800-869-1372 
 

Carroll Tire  
Cecil Bowden  
205-655-2182 
Don Pylant  
800-446-0589 
 
 

  

Robison Tire 
Clay Robison 
Mike Windham 
800-824-3225 
Richard Henderson 
Chris Johnston 
334-834-6138 
 

S & S Tire 
Mike Griffin 
877-777- 7411 
Gary Cantrell 
800-777-6794 
Jason Larkin 
251-433-7100 
 

SLK Tire Designs 
Sabrina Lentz Knop 
Cheryl Lentz 
256-566-5481 
 

TCI Tire Centers, LLC – 
Distribution Center 
Mike Brown 
866-907-9463 
Tony Miller 
800-475-1876 
 

Tech International 
Leon Hataway 
828-320-3021 
 

Tenneco Automotive 
Ed McArthur 
205-589-2781 
 

Tire Industry Association (TIA) 
Wilson Beach 
800-876-8372 
 

Wheel & Rim, Inc. 
David Strickland 
205-324-4404 
 

Yokohama Tire Consumer 
Jim Vickers 
404-401-8606 
 

 

Kauffman Tire 
Matt Wall 
205-605-0110 
Richard Dulaney 
404-762-8433 
Mike Helms 
866-758-8473 
 

McGriff Industries 
Barry McGriff / Bert McGriff 
256-739-0780 
 

McGriff Treading Company 
Randy Drake 
256-739-7080 
 

McPherson Oil Company 
Michael Glass 
251-666-6744 
 

Merchants Against Unfair 
Interchange (MAUI) 
Brian Bibb 
800-395-0091 
 

Mohawk Rubber 
Frank Harcrow 
205-368-4130 
Dan Johnson 
205-863-9053 
Merlin Oleson 
678-478-1305 
 

Myers Tire Supply 
Barry Morgan 
800-328-5110 
 

NAPA Auto Parts 
Bill Jenkins 
205-510-2902 
 

Parrish Tire 
Gary Waters 
800-877-2431 
 

Perfect Equipment 
Gregory Parker 
Lewis Whitfield 
615-916-3791 
 
 
 

 
 

 

 

Castrol 
Gene Logan 
205-266-4863 
 

Federated Insurance  
Garrett Pepper  
800-533-0472 
 

50 Below 
Mike Anderson 
866-496-5151 
 

Friend Tire Company 
Joe Davis 
901-794-2777 
 

Harris Tire & Rubber Co.  
Mickey Taylor  
334-566-2691 
Jason Berry 
256-382-0797 
 

Hesselbein Tire  
Tony Case 
601-974-5917 
 

Hornsby Tire Distributors 
Roger Hornsby 
334-678-1522 
Joey McGhee 
256-852-8530 
Jeff Hodgens 
205-251-9781 
 

Hunter Engineering 
Sterling Yearber 
256-606-7691 
 

Huie, Fernambucq & 
Stewart, LLP 
Charles Jeffery Ash 
205-874-3463 
 

J Scott Enterprises, Inc. 
 DBA Metro Recycler 
Phillip Tidwell 
205-841-1930 
 

Jones Interstate Tire Co 
Jimmy Jones / Bill Jones 
334-874-2265 
Coby Hutchinson 
800-239-6649 
Martha Tillison 
800-239-2825 
 
 
 
 

The Spare Tire is a publication of Alabama Tire Dealers Association.  The Spare Tire is 

published 6 times a year as a source of information for ATDA members and supporters.  ATDA 

directors, staff and members do not necessarily agree with all the contents or opinions 

appearing in this publication nor should its readers rely on any of the Spare Tire content for 

support of any legal position.  On matters involving legal interpretation, the reader is advised 

and encouraged to rely solely upon the advice of his or her own hired legal counsel. The Spare 

Tire invites and encourages comments from its readers. 


