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TTDA 
President’s Report 

Dear Members, 
 
The TTDA annual convention and tradeshow was held August 7-8, 2009 at 
the Hilton Nashville Downtown in Nashville, TN.  The convention was a great 
chance to meet with other TTDA members and listen to intriguing speakers 
exchange ideas, strategies and techniques that can make all of our 
businesses stronger. At the TTDA Trade Show, vendors offered the latest 
equipment and special pricing for all TTDA members.  
 
On behalf of all of the TTDA members, I would like to thank the dealers and vendors for their 
participation. Without their support, we would not be able to offer a quality program to our membership. 
If you have never been to a TTDA convention, please make this as a personal invitation to attend next 
year.  
 

TTDA welcomed four new board members and a President Elect during the membership meeting at the 
convention.  I would like to personally welcome Craig Amburn of Matlock Tire, Max Heath of Heath Oil, 
Lee Fitts of Autozone and Shaw Jared to the TTDA Board of Directors and Jerry Wages of American 
Tire Distributors as President Elect.  
 

Another change, voted on during the membership meeting, at the convention was the change of the 
association’s name to Tennessee Tire Dealers Association. The association will now be identified by 
our new logo and the abbreviation TTDA. 
 
Even though our name has changed the leadership, support and benefits received with your 
membership has remained the same and will only grow stronger.  I would like to take a moment to 
challenge each of you to become more active in the association and reach out to recruit new members 
to our association, because strength is in numbers. We are currently becoming more active in issues 
that affect our industry, such as scrap tire, and now is the perfect opportunity to be a member of TTDA! 
 
Sincerely, 

 
  
 
 
 

Ron C. Brady 
 

TTDA President 
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TTDA Annual Convention Highlights 
The 2009 Tennessee Tire Dealers Convention & Tradeshow, held August 7-8, 2009 at the Nashville Hilton 
Downtown, was a huge success!! Tire dealers from Tennessee and Kentucky  learned the latest techniques, 
ideas and strategies from speakers and vendors while  networking with other dealers. 
 
The 2009 Convention & Tradeshow kicked off with the Annual Golf Tournament Sponsored by American 
Tire Distributors, and a Welcome Reception sponsored by AutoZone.   The Saturday morning breakfast 
was sponsored by Federated Insurance, Keynote speaker Pete Weber of the Nashville Predators was             
sponsored by S&S Tire and lunch was sponsored by Yokohama Tire.   
 

Thank you to all the dealers, vendors, sponsors and exhibitors and see you in 2010!! 
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TTDA ANNUAL CONVENTION TRADESHOW  

50 Below Inc. 
American Tire Distributors 

ASA Tire Systems 
ATEQ Corporation 

Autozone 
Charlie Fewell & Associates, Inc. 
Continental Tire North America 

CustomerLink Systems, Inc. 
Federal Mogul 

Federated Insurance 
  

Hennessey Industries 
Hunter Engineering Company 

Mac Tire Recyclers 
One Source Solutions 
O'Reilly Auto Parts 

Practical Promotions, LLC. 
Progressive Automotive Systems/Ro Writer 

Sentaida International 
TCS Tire Power Software 

Wheel and Rim, Inc. 

Thank you to our exhibitors!! 



 
 

 

The TTDA Hall of Fame Banquet was held Saturday, August 8, 2009 at the StockYard Restaurant,  
Nashville ,TN.   TTDA honored the individuals who have played a significant role in the growth and   

development of the Tire Industry and the Tennessee Tire Dealers Association. 

Jim Barber 

Harold Coker 

Doc Holiday 

Shaw Jared 

Milton Jones 

R.W. Bob Ritter, Sr. 

Marvin Steele 

H.B. Willis 

TTDA  
HALL OF FAME BANQUET 

TTDA HALL OF FAME INDUCTEES: 
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THANK YOU TO THE  
TTDA ANNUAL CONVENTION SPONSORS!! 

Dunlap and Kyle Tire Co., Inc. 

Mitchell1  

Gold Level- $2,500  

Silver Level- $1,000 

Bronze- $500 

Federated Insurance 

Free Service Tire Company, Inc. 

Hunter Engineering 

Mohawk Rubber Sales  

Golf Hole Sponsors 
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TTDA Scholarship Foundation Raffle 
During the TTDA Annual Convention, two raffles were held with all proceeds going towards the 
TKTDRA Scholarship Foundation.  Raffle tickets, priced at $2 a piece, were sold during the  
Friday night reception and the Hall of Fame Awards Banquet in an effort to help rebuild the 
TKTDRA Scholarship Foundation.   
 
The raffles were a huge success with lucky ticket holders taking home such prizes as a trip to 
Harrah’s Metropolis Casino, golf clubs and a flat screen TV! 
 
Each year, the Scholarship Foundation awards two $1,000 scholarships to hard-working area 
students. For more information on future events or on how to help the Scholarship Foundation 
raise funds, please contact Christy at (888) 858- 3721 or christy@tatmangroup.com. 
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Millions of Motorists at Risk- Survey shows 11% of vehicles with at least one bald tire 

    Rubber Manufacturers Association 

WASHINGTON, D.C., November 19, 2009 - A survey of 
more than 7,000 vehicles revealed that more than 11 
percent had at least one bald tire, which can increase the 
risk of a crash particularly in wet weather conditions that 
frequently occur during fall and winter months.  
According to AAA, an estimated 33.2 million motorists will 
take to the road for Thanksgiving travel and that means 
nearly 4 million motorists could be at risk by driving on 
bald tires. 
 
Additional alarming statistics revealed in a national 
motorist phone survey earlier this year found that 64% of 
car owners did not know how to check tread depth and 9% 
never check tread depth. 
 
The surveys were sponsored by the Rubber 
Manufacturers Association (RMA), the national trade 
association of tire manufacturers in the U.S. RMA is urging 
motorists to regularly check tire tread depth and replace 
worn out tires before they become a serious safety risk.  
 
“In this bad economy, drivers may be delaying necessary 
vehicle maintenance to save costs,” said Charles Cannon, 
RMA president and CEO. “But that delay may cost you 
more dearly if worn out tires lead to a crash with injuries or 
fatalities.”  
 
According to RMA checking tread depth is simple and only 
costs a penny. To do the “penny test,” take a penny; insert 
Abe Lincoln’s head upside down into the tread. If you can 
see all of his head, your tire is 2/32nds of an inch deep or 
less and should be replaced. 
 
Tires also have "wear bars" built into them. 
These are indicators that appear when you 
have worn your tread down to the limit. 
These indicators are raised sections 
spaced intermittently in the bottom of the 
tread grooves. When they appear "even" 
with the outside of the tread, it's time for 
tire replacement. 
 
“Your tires literally keep your vehicle 
attached to the road,” Cannon said. “Bald 
tires are dangerous because they cannot 
grip the road properly, they increase 
stopping distances and can contribute to 
skidding or loss of vehicle control.” 
 
Under wet weather conditions, bald tires 
can hydroplane, which can lead to a loss 
of vehicle control and increase the risk of a 
crash. When a vehicle hydroplanes, the 
tire is riding on a film of water. 
 

Not only are too many motorists not paying attention to 
tread depth, they also are ignoring tire inflation pressure. 
Under inflated tires also pose a safety risk, wear out faster 
and increase vehicle fuel consumption. 
 
A similar survey of more than 5,400 vehicles’ tire pressure 
conducted in March-May 2009, RMA found: 
·  Only 9% of vehicles had four properly inflated tires. 
·  50% of vehicles had at least one under inflated tire. 
·  19% of vehicles had at least one tire under inflated by 8 
pounds per square inch (psi). 
 
Tire inflation pressure should be checked every month and 
before long trips. To properly check tire pressure, 
motorists should check once each month; check tires 
when cold – before the vehicle is driven and; use the 
vehicle manufacturer’s recommended pressure found on a 
label located on the driver’s door or door post or check the 
owner’s manual. 
 
While basic tire maintenance only takes a few minutes 
each month, many tire retailers nationwide offer tire 
pressure and tread depth check at no charge. 

RMA collected tire tread depth information from more than 7,000 vehicles in 15 
states between September 1 and November 3. The data was collected by several 
tire retailers that participate in RMA’s Be Tire Smart – Play Your PART tire 
maintenance education program.  
 
The Rubber Manufacturers Association is the national trade association for the 
rubber products industry. Its members include companies that manufacture 
various rubber products, including tires, hoses, belts, seals, molded goods, and 
other finished rubber products.  



 NEW MEMBER  SPOTLIGHT        PORTER’S TIRE STORES 
Founded in 1952 by Ayers Porter Sr., Porter's Tire 
Stores has grown to four stores in East Tennessee 
with a philosophy of treating folks like we would want 
to be treated and the slogan "Ask Your Granddad 
about Us".  Lynn Porter took over operations in 1980 
and quickly doubled sales. He installed two more 
stores, one in Greeneville in 1987 and one in   
Rogersville in 1996. 
 
Roger, Chad and Clint Porter took over the  
 operations in 2007. Porter's is now in the 4th              
generation of the Porter family working in the family 
business. The staff and management teams at each 
of the four stores is vital to PTS' success and it is 
blessed to have such great members on the team. 
 
With Lynn and Kay Porter as advisors, the company 
remains healthy and looking forward to the                  
challenges of a changing market. 
 
Some of the services offered at varying Porter's Tire  

 
 
 
 
 
 
 
 
 
stores include brakes, alignments, headlight                
restoration, cabin air filter changes, custom wheels, 
industrial and farm tires, lawn and garden tires, as 
well as ATV tires. 
 
Porter's Tire Stores is a Yokohama dealer as well as 
an Alliance dealer. 
 
With plans of expansion in the near future as well as 
new corporate headquarters, Porters Tire Stores look 
to the future with great expectations and to the past 
for direction. ■  



 

 TTDA Salutes  
      Johnny Huddleston 
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After years of dedicate service to the tire industry, TKTDRA 
Past President Johnny Huddleston has recently retired           
leaving his mark as genuinely loved and well respected by 
his colleagues and customers.  
 
In 1981, Johnny opened the doors of East Tennessee Tire. 
Back then Johnny did the unthinkable by taking his service 
to the customer! Ralph Alexander, a long-time customer of 
Johnny’s, recalls how Johnny would come to his place of          
business to change his tires in the parking lot!  After serving 
as program manager at S&S Tire for a few years, Johnny 
returned to East Tennessee Tire. 
 
As President of TKTDRA and a true people person, Johnny      
always enjoyed planning the annual TKTDRA convention 
and making these events fun for all that attended.  
 

Johnny is currently recovering from a stroke that occurred 
April 7, 2008.  He will never forget how the tire business has 
been so good to him and given him the opportunity to make 
lifelong friendships with so many wonderful people.  
 

TTDA salutes Johnny Huddleston for his years of  
service to the association and the tire industry! 

 



 

Tennessee Tire Dealers Association 
 

2010 Hall of  Fame Nominations 

Purpose: 
To honor those individuals who played a significant role in the growth and development of the Tire Industry and the Tennessee 
Tire Dealers Association (TTDA). Membership in the Hall of Fame is to recognize and honor those individuals who have achieved 
success within this industry, as well as, public service for the community at large where they work and live. Either regular and/or 
honorary  members, suppliers, or associate members from TTDA are eligible. 
 
Qualifications: 
One must have been a dealer or supplier and a member of the TTDA in good standing for the period of contribution; provided 
outstanding advancement within the Tire Industry and TTDA through personal achievement, leadership, and example. 
 
Rules: 
1. The annual quota for inductees will be two per year. 
2. Candidates must have served within the Tire Industry and TTDA for a minimum overall length of time totaling five years. 
3. The Hall of Fame committee will present candidates to the board of TTDA, a majority of 2/3 vote is needed for induction. 
4. All direct participation in the selection decisions will be handled by the Hall of Fame Committee 

This completed form along with other background data such as resumes, photos, etc. should be submitted to the address below. 
Deadline for application is February 26, 2010 

Tennessee Tire Dealers Association,  P.O. Box 82531,  Baton Rouge, LA 70884 

Nominee’s Name:____________________________________________________________________________________________ 

Company:_____________________________________________________ Title:_________________________________________ 

Nominee’s Address:_______________________________________________ City:_________________State:______ Zip:_________ 

Business Phone #:__________________________________________Date of Birth:_______________________________________ 

Spouse’s Name:______________________________________Number of Children:________________________________________ 

Submitted by:_________________________________________Phone Number:__________________________________________ 

Company:__________________________________________________________________________________________________ 

Address:_____________________________________________________City:___________________ State:_______ Zip:_________ 

Date Submitted:_______________________________ 

Major Tire Industry contributions/achievements give basic resume, dates, and accomplishments):(use attachment if needed) 
__________________________________________________________________________________________________________ 
__________________________________________________________________________________________________________ 
__________________________________________________________________________________________________________ 
 

How many years has nominee been in the Tire Industry? ______________ 
 

Other major contributions/achievements including business, civic, religious, etc. 
__________________________________________________________________________________________________________ 
__________________________________________________________________________________________________________ 
__________________________________________________________________________________________________________ 

 
For use by the Hall of Fame Committee 

Date Received:___________ Date Reviewed:________ 

Date Verified:_______________________________ 

Nominee Accepted:___________________________ 

By Committee (signature):______________________ 

Visit Page 5 for a listing of 
the 2009 TTDA Hall of 

Fame Inductees!! 



How to Prepare for a Scrap Tire Audit 
 By Don Hyman, TTDA Legislative Committee Chair 

Page 13 

The Tennessee Department of Revenue is          
currently conducting audits of scrap tire fees paid in 
by tire dealers.  Audits are initiated by the Solid 
Waste Department when there is a discrepancy in 
the number of tires paid in compared to the number 
of tires manifested.   
 

Many of you might have already experienced an  
audit and hopefully everything turned out well.  
However, there are a few steps that I would like to 
share with you that may help protect your business 
if audited: 
 

1.  Know exactly how many tires you are         
manifesting. This number may be checked by 
comparing to the amount paid.  
 

2.  Know the mix. Passenger and light truck,      
medium truck, farm rears and keep on file. 
 

3.  Notify you county solid waste office if your 
businesses takes in tires from outside your    
normal operation, especially neighborhood and 
customer cleanups. The county solid waste office 
should in turn notify the  state who will make a note 
of this exception.  Per the Tennessee Solid Waste 
Department,  necessary adjustments can not be 
made if they are not notified of any exceptions          
beforehand. 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

4. Communicate with  
your local solid waste    
department. Keep them  
aware of your issues.  
TTDA is currently  
working  with  
representatives from 
several groups who have  
a stake in the tire disposal 
 process.  Our goal is to bring awareness to the 
burdens that are being placed upon the tire dealer 
and create a program that is consistent throughout 
the state. 
 

However, I implore EACH of you to reach out to a 
fellow tire dealer to join TTDA.  We need numbers 
to make a change.  If unheard, dealers might be 
left with a program created by someone who  
knows nothing about the tire industry! 
 

There are also many other exciting things            
happening with the association. GET INVOLVED 
and see for yourself! 
 

WE NEED YOUR FEEDBACK!! 

Have an issue or thought you would like to share regarding the scrap tire disposal   

process in Tennessee?   

 

Contact Steve Heath, TTDA Scrap Tire Task Force Liason,  at (931) 967– 3880 or 

steve@heathoil.com. 



Careful Consideration: Private Brand Segment May Still be a Profitable Option  
By Denise Koeth, Tire Review    
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Despite a shrinking market, fallout from an 
economic recession and tough price          
competition from overseas, the private 
brand tire segment still offers dealers the 
potential for added profits and exclusivity in 
their own markets  
 

The private brand segment has seen easier 
days, to be sure, but it is still relevant in  
today’s marketplace. With the improved       
logistical capabilities of private branders 
and consumers that are perhaps more            
cost-conscious than ever before, getting up 
to speed on this market could be good for 
business.  
 

There’s no doubt that marketshare of private 
brands is decreasing. According to RMA 
figures, private brands held a 22.1% share 
of the P-metric segment and a 21.8% share 
of the LT-metric side in 2004, compared to 
13.9% and 15.7%, respectively, in 2007. 
 

It’s important to note that accurately         
tracking the segment’s marketshare has    
become difficult, according to Phil Caris, 
Cooper’s vice president of sales and          
marketing. “Traditional private brand            
business as we know it has gone down, but 
to what degree is difficult to understand    
because some of the private branders have 
moved their product to non-RMA               
members,” he says. “Some of the reporting 
and visibility is different than it used to be, 
so it’s tough to have a firm grip on the true 
number. Rather than a clear-cut decline, it’s 
been more of a shift.” 
 

Contributing Factors 
Prior to the economic recession, private 
branders like Hercules and Del- Nat each 
reported steady business in this segment. 
 

A spokesperson from Hercules says the 
company’s business remains solid, with a 
focus on improved sourcing and  
competitiveness in the marketplace. “In  

late 2008 and into 2009 Hercules has 
continued to bring new products to the 
market offering value, exclusivity and 
profit potential to our dealer network.” 
 

“Our business was going well, although 
Del-Nat was beginning to shift more 
business overseas due to lack of interest 
from domestic manufacturers,” says       
Denise Rawls, marketing manager for 
Del-Nat. 
 

As the economic slowdown took effect, 
Del-Nat saw “demand for low cost or 
entry level tires increase dramatically 
and we saw the very profitable light 
truck segment decrease,” Rawls says 
 

 As demand for low cost tires grew, so 
did the number of overseas brokers      
offering tires in the  
 

U.S., with little regard for volume       
buyers, a factor that largely contributed 
to the changing face of the private brand 
market. 
 

“Del-Nat was forced to seek out overseas 
suppliers willing to give us tires in our 
brands at lower costs than our traditional 
suppliers,” Rawls says. 
 

“While a large percent of our private 
brand product is produced in the U.S., 
we also purchase from overseas          
manufacturers,” says Hercules. “Over the 
last few years many overseas suppliers 
have made extensive investments in 
plants and equipment. The quality,        
design, technology and operational       
efficiencies are equal to – in some cases, 
greater than – domestically located 
manufacturing facilities.” 
 

Such overseas suppliers easily found 
their way into the North American         
market as once active contract producers 
– including Goodyear, Michelin,            
Continental and Bridgestone – trimmed  

private brand production in order to free 
capacity for their high margin/high value 
flag lines. Only Cooper remains active as 
a domestic resource. 
 

“We have been able to step in and pick 
up some business as certain                 
manufacturers exited the private label,” 
says Cooper’s Caris. “While private 
brand marketers are the ones who are 
responsible for setting up their logistics 
and networking to get the product out to 
their customers, the reputation of the 
manufacturer from a quality, reliability 
and timeliness to market perspective is 
also important.” 
 

As with other tire segments, SKU prolif-
eration has added some challenges to the 
mix in the private brand market.  
 

“SKU proliferation continues to add 
complexity to our product strategy, 
which results in the need for an increased 
investment to stay current,” says a Her-
cules spokesperson. The company plans 
to launch five new lines in 2009 and 
early 2010, in addition to the six lines 
introduced last year. 
 

“Because of SKU proliferation, a private 
brander needs to make an investment not 
only in inventory, but also in terms of a 
mold investment and how they invest in 
their brand,” says Cooper’s Caris. “It has 
challenged private brand marketers, like 
everyone, in terms of how they manage  
their product portfolio. For example, a           
number of years ago, every offering a 
private brand marketer had may have 
been in its own proprietary brand. What 
you might see now is a combination of 
the use of proprietary lines within a  pri-
vate brand, plus the utilization of shared 
lines across different brands.” 
For private branders, it boils down to 
coming out with the right product at the 
right time and  (Continued on page 15) 
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being more selective – not being able to have 
every answer for every customer, Caris notes. 
 
On the other side of the coin, Del-Nat’s Rawls 
explains the benefits of SKU  proliferation. 
“While the major manufacturers focus on 
niche, emerging or high volume sizes, the 
private brands can step in and fill the need for             
diminishing and lower volume sizes,” she 
says. “This means that as the average  vehicle 
age increases, and the OEs are creating new 
sizes, we can still provide tires to that often 
forgotten market of older vehicles.” 
 

Benefits to Dealers 
Tire dealers who do their homework could 
come out ahead in the private brand arena. 
With many consumers currently looking for 
less expensive options,  stocking private 
brands could provide a dealership with an 
added tool that direct competition may not 
have. 
 

“Many consumers may identify the major 
brands, but that doesn’t mean they are        
purchasing them,” according to Hercules. 
“When faced with the need to replace tires, 
consumers are becoming more responsible for 
researching their options prior to purchasing, 
and in many cases, are reconsidering their 
brand preferences along the way. 
We have found that when people are shopping 
on price alone, the name is of  
 

no consequence,” says Rawls. “For the most 
part, consumers accept that private brand does 
not mean inferior quality, just a better value. 
If the retailer is doing a good job of packaging 
his brand, in our case, Delta and National, as a 
high quality product that also delivers high 
value, then yes, private brands can sell very 
well during a recession.” 
 

Dealers considering this segment must          
understand their business model, as well as 
the needs of the consumer base they’re mar-
keting to, says Cooper’s Caris. 
 

“A private brand can play a nice role in terms 
of giving the retailer a little bit of exclusivity 
in being able to manage the price point and 
profitability of the brands they offer,” he says 

.“Chances are, dealers would be able to get 
the type of returns they’d like to because of 
the exclusivity and the fact that they’re not         
competing against all retailers with like for 
like brands. It can become more of a store 
brand for a retailer, as opposed to having to 
share brands across the marketplace.” 
 

Dealers should also consider which private 
brand marketers will be able to offer the         
logistical support they need in terms of            
getting the product to them, be it through one 
of their distributors or through their own         
delivery, Caris notes. 
 

Also important when selecting a private 
brander is choosing one with the product that 
will meet customers’ needs. “You want to 
know that your private brander is keeping up 
with shifts in the market, plans ahead to meet 
changing demands, and has a strong sourcing 
and marketing team with the retailer’s            
independence and success as their primary 
focus,” says Del-Nat’s Rawls. 
 

Moving Forward 
The recent U.S. International Trade                
Commission decision regarding                  
Chinese-produced passenger tires could have 
a large impact on the private brand tire            
market. As of press time, the decision, which 
was forwarded to President Obama for             
consideration, would place a three-tiered          
additional duty on the tires based on their 
value – 55% in the first year, 45% in the        
second year, and 35% in the third year. 
 

The duty plan was not sought by the United 
Steelworkers, which petitioned the               
government for a rollback in the number of 
consumer tires imported from China. On June 
18, the ITC ruled in favor of the USW by a 4-
2 vote. That same 4-2 majority made the more 
recent duty recommendation. The fees would 
presumably make the retail cost of Chinese 
tires more expensive in the U.S. 
passenger tires could have a large impact on 
the private brand tire market. As of press 
time, the decision, which was forwarded to 
President Obama for consideration, would 
place a three-tiered additional duty on the 
tires based on their value – 55% in the first 
year, 45% in the second year, and 35% in the  

Third  year. The duty plan was not sought by 
the United Steelworkers, which petitioned the 
government for a rollback in the number of 
consumer tires imported from China. On June 
18, the ITC ruled in favor of the USW by a 4-2 
vote. That same 4-2 majority made the more 
recent duty recommendation. The fees would 
presumably make the retail cost of Chinese 
tires more expensive in the U.S. 
 

While the USW hailed the rollback, and the 
subsequent duty decision, several tire compa-
nies have said such action would harm, not 
help, U.S. consumers. 
 

“As part of the U.S. Coalition for Free Trade in 
Tires, we are very disappointed, not just for the 
many small and medium sized businesses  
represented by the coalition, but also for the 
American consumer,” says Del-Nat’s Rawls. 
“Consumers are struggling as it is and now 
they will have to pay more for their tires, as 
well. We hope when the president takes into 
account the broader interests of American con-
sumers and small businesses, he will decide 
against restrictions, like was done in the past.” 
 

In addition to Del-Nat, the coalition is made up 
of American Omni Trading Co., Dunlap & 
Kyle Co., Hercules Tire & Rubber Co., Orteck 
Global Supply & Distribution Co. and Foreign 
Tire Sales Inc. Despite the numerous              
challenges that have already faced this             
segment, as well as those on the horizon,          
Cooper, Del-Nat and Hercules each see a posi-
tive future for private brands. 
 

“While all private branders face challenges, 
Hercules is poised for growth,” a spokesperson 
says. “Private branders that choose to invest 
and cultivate their brands will see the market 
continue to expand and allow their dealer base 
to flourish in the coming years.” 
 

“Our estimate is the private label segment will 
decline at a slower rate; we don’t expect to see 
the type of declines that have been experienced 
over the last 10 years,” says Caris. “This is a 
piece of the business that is going to continue 
to have a significant place within the North 
American tire business and we’re committed to 
working with private brand marketers that 
we’ve aligned ourselves with.” 
 

Careful Consideration, Continued from Page 14 



Page 16 



 
 
 
 
 
 
 
 
 
 
Charlie Fewell, 
Charlie Fewell & Associates 
 
Charlie Fewell helps          
business leaders improve 
vital business 
outcomes through keynote 
presentations, on-site      
training, or multi-day       
consulting engagements. 
 
He works with people in 
the automotive industry to 
build strong relationships 
inside and outside the      
company, create a             
sustainable financial model, 
and develop the potential 
that resides within the      
workforce. 
 
He has spent more than 30 
high-octane years in the  
automotive environment,   
having worked with              
business-to-business sales 
professionals, franchisees, 
and customer service          
employees in the wholesale 
distribution environment. 
 
He authors the Fill ’er Up 
with Fewell newsletter and 
series of training guides, 
and is a frequent speaker for   
national trade associations 
and corporate                           
organizations.  
 
His vision is to help people 
in business improve their      
performance by fueling 
change to transform              
business results. 
 
Call Charlie Fewell 
662.895.1171 
www.CharlieFewell.com 
 

 Charlie Fewell  
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It was in a suburb of Memphis, Tennessee, early 
in the 1972-1973 school year of a high school 
junior named Charlie Fewell, when Mr. Zeke 
Andre came to me and said: “Mr. Fewell, I need 
a president for the Key club.  You are going to be 
my president.” Mr. Andre was my sixth period 
industrial arts teacher. I was an industrial arts 
major.  He taught me metal fabrication and  
welding.  
 
Due to the fact that I had a relatively poor       
self-image, great fear and trepidation came upon 
me.  I told him there was no way I was going to 
be president of the Key club.  At that point in my 
life I was a shy kid, had very few friends, was 
certainly not popular, did not play sports, but 
played in the band.  At Sunday school, when 
there was an assignment to quote a verse or two, 
I got sick and stayed home. 
 
I knew that as the president of the Key club I had 
to hold meetings, make speeches, do fundraising 
events, talk to parents, talk to students, promote 
the values of the club and there was no way I was 
going to be involved in that.  To me, that would 
be just like going onstage at a Broadway play. 
 
He assured me I could do a wonderful job and 
that he would help me.  So for the last two years 
of high school, I was the president of the Key 
club.  Mr. Andre saw something in me that I   
didn't know existed.  He saw potential.  I              
sincerely believe this is one of the key events in 
my life that helped me become who I am today. 
 
Can this be done successfully in the world of 
business?  I am convinced it can be done, but a 
certain attitude toward development is required.  
I will admit in the world of business when we 
give employees new tasks or responsibilities, 
there is a monetary risk involved.  If you measure 
efficiency and productivity in your business, it's 
possible both will be negatively impacted while 
the employee learns the new process.  Training 
and preparation outside the job environment can 
lessen this impact. 
 
In this writing, I would like to share the              
fundamental concepts and principles Mr. Andre 
used, that are required in order to be successful in 
developing employee potential.   
 
Where do you start? 
Let’s begin with a self-assessment. Answer these 
questions:   
• What is your orientation toward employee 

training?   

• How many hours per year of job related 
training do you require/allow your team 
members to attend?   

• When an employee returns from a training 
event, do you require them to share three 
important things they've learn that can help 
the entire team 

• Do your existing employees have the            
capacity to do more and be more?   

• Is it possible you have overlooked some          
hidden power that resides in one or more of 
your employees?  

• When your employees have wanted to learn 
more and do more, have you rewarded those 
behaviors or have you reacted negatively? 

 
Development requires an investment of your 
time. The simple fact is that you have to make 
time to look for the potential that currently          
resides in your employees.  In the world of 
sports, to be successful at finding talent, most 
sports teams have full-time recruiters.  Their  
primary task in life is to find talent.  Most of us 
in business today are running around with our 
pants on fire.  Whether we are not gifted at       
managing our time and energy or have never 
learned to manage our time and energy, we         
simply find ourselves reacting to things that         
happen day to day instead of proactively        
managing our activities.  The most successful 
business owners/managers are exemplary at   
managing their activities to include developing 
and leading their people  
 
Since most owners/managers find themselves 
extremely busy dealing with all the other        
demands of their business day, and find very  
little time left to develop employees, a large        
percentage of the businesses I consult with want 
to hire experience instead of potential. That's a 
marvelous concept but it rarely happens.  When 
it does happen, I find that most businesses don't 
do a thorough orientation to clearly set goals and 
expectations for the position.  This is very        
important in order to prevent multiple               
misunderstandings later.  Employees don't only 
want to know what to do; they want to know why 
what they do is important. They need to know 
how it affects the company's ability to meet its 
primary goals and objectives.  There are many 
research documents available today that validate 
how important it is for management to clearly 
articulate how their employee’s job functions 
contribute to organizational performance. 
(Continued on page 18) 
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You get what you expect! 
Once you start to look for the potential in your employees, you 
must expect to find it. My mother often reminded me; “Son, in 
life, you get what you expect.  So be careful what you expect.” 
That was her paraphrased version of the great psychology lesson 
that says thoughts create actions and actions have results. 
 
After you have identified untapped potential in your employees, 
you must provide them with motive and opportunity.  A motive 
is something that impels or incites a person to a certain course of 
action. Mr. Andre gave me motives.  He incited me, that is urged 
me to act, or stirred me up to act simply by his persuasive       
powers.  He knew me well enough to know that I could do the 
job, but he knew he also had to provide motivation to keep me 
doing the things he knew I could do.  He was providing motive 
and opportunity for me to learn about myself.  When you          
provide employees with motives and opportunities to grow new 
skills, don't forget they are learning about themselves while 
they’re learning the new skill.   
 
Mr. Andre had more confidence in me than I had in myself. He 
caused me to sheer, and take a new look at myself.  I was             
convinced that with his help I could be the president of the Key 
club. Through that office, he gave me an opportunity to practice 
the new skills he was teaching me.  He provided tools and           
direction.  A football coach provides the game plan, diagrams 
the plays, allows the team to practice and then critiques the       
performance. For me, Mr. Andre provided the game plan.  He 
told me exactly what he expected of me on the front end.  He 
gave me the roles and responsibilities of the president of the Key 
club.  He diagrammed the plays.  He handed me a Roberts rules 
of order for conducting meetings. We completed a meeting         
role-play before I presided over the first meeting.  He attended 
the meetings, allowed me to practice and taught me how to            
improve my performance. He helped me understand how the 
goals and vision of the Key club could be exercised through 
fund-raising events and community activities.  He taught me 
how to manage these different projects over the two-year period.  
He literally connected the dots between the vision and the            
behaviors and helped me understand the impact and influence 
the club could have on the school and the community. 
 
Remember, this was something I had never done before.  It was 
all new to me.  It required me to grow.  This new opportunity 
took me completely out of my comfort zone.  It was an obvious 
change for me, but change produces solutions.  Change provides 
challenges and through those challenges, causes personal                
development. 
 
Failure accelerates growth! 
Another thing that Mr. Andre allowed to happen, which is very 
important in employee development: he allowed me to fail.  He 
was willing to take the risk with me, by allowing me to practice 
the new behaviors and make mistakes during the practice.   

In business, sometimes we see the risk is too large and don't   
allow employees to make mistakes, while they learn new skills.  
I completely understand that a certain amount of risk exists 
when you only allow employees to learn on the job.  At the risk 
of being repetitive, let me emphasize how important it is to have 
an employee training process outside of the workplace to            
reinforce the new skill-building that will be performed on the 
job. 
 
Mr. Andre made it abundantly clear to me how he would              
measure my performance.  My scorecard consisted of holding 
monthly meetings, organizing quarterly fund-raising events,  
reporting monthly newsworthy items to the school newspaper, 
reporting to the school sponsor/staff on progress, attending some 
church service once a month as a group and working on service 
projects around the school on a monthly basis.  I understood 
completely that these were the items I was responsible for          
managing. 
 
So in summary, how do successful managers and leaders in         
business develop the potential that resides in their employees? 
 

• Identify the possible capacity or potential 
• Provide motives and opportunities to exploit that potential 
• Develop a plan of action (the playbook) 
• Set clear expectations (knowledge, skills & attitude) 
• Provide the tools necessary for the employee to execute the 

tasks 
• Have a favorable orientation toward employee training/

development 
• Allow the employee to practice the new behaviors 
• Coach and critique the performance 
• Create a scorecard to measure all the results 
• Connect behaviors with company goals and objectives 
 
So, when you read this list, on a scale of 0 to 10; 0 being terrible 
and 10 being outstanding; how is your performance? 
 
At Charlie Fewell and Associates, our vision is help people in 
business improve their performance by fueling change to             
transform business results. 
 
We will provide enthusiastic, challenging and enlightening            
solutions that will allow you to assess your current state, and 
contemplate a potential future state of continual improvement in 
your business practices. 
 
Can we help you improve your performance? ■  
 
@2009 Charlie Fewell & Associates, Inc. 
www.charliefewell.com 
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TTDA Newsletter Advertising Rates 
 
 
 
 
 
 
 

 
If you would like to reach Tennessee Tire Dealers Association, place your ad today! 

Contact Christy at (888) 858-3721 or christy@tatmangroup.com 

Regular Rates Per Ad 1x a Year 4x a year Ad Size 
Full Page $300.00 $275 each ad 10”h x 7.5”w  

1/2 Page $200.00 $175 x 4 each ad 4.5”h x 7.5”w   

1/4 Page $100.00 $75 x 4 each ad                      4.5”h x 3.5”w                      

1/8 Page $50.00 $30 x 4 each ad               approx. 2.5”h x 3.5”w          

 

TIA TPMS Relearn 
Charts 

 
Visit www.TKTDRA.com for a 
TIA TPMS Relearn Chart order 

form  
 

Send your completed order form 
to Christy at Fax  (225)767-

7648 or     
Email: Christy@tatmangroup.com 

Have an issue or 

topic you would 

like to see covered 

in 

Tire Digest? 
 

Let us know! 
Contact Christy at  
(888)858-3721 or 

christy@tatmangroup.com 



I hereby apply for membership in the Tennessee Tire Dealers Association.  I am a Tire Dealer, Retreader, or Supplier in the industry.  I agree 
that if I am accepted into membership, I will abide by the By-Laws of the Association to the best of my ability; I will strive to improve the         
industry to which I belong and will insist on my Association doing the same.   

Please Print 
 
_____________________________________________________________________ 
   Owner’s Name                              Spouse’s Name 
 
______________________________________________________________________     
    Company        
 
______________________________________________________________________      
     Address                  
 
______________________________________________________________________   
     City                                   State                              Zip              
                                        
______________________________________________________________________ 
     Phone #                                                                   Fax #                                              
______________________________________________________________________ 
     Email Address 
***Membership Type*** 
 Tire Dealer -  Dues are based on the number of locations: 1-6 locations  $200; 6 or more locations  $450 
     Services:  Retail   Wholesale  Passenger  Truck  Road Service 
 
 Supplier -  $200 
 
 Total Owed ____________________________ 
 
Credit Card Info: 
Name on Card:___________________________________________________________________________________________ 
 
Billing Address: __________________________________________________________________________________________ 
 
Card Number:____________________________________________ Exp. Date:_______________________________________ 
 
V-Code:_____________________Amount Enclosed:___________________ Phone Number:____________________________ 

Please return this form with your 
check made payable to: 
 
Tennessee Tire Dealers Association 
P.O. Box 82531 
Baton Rouge, LA 70884 
 
Phone: (888) 858-3721 
Fax:(225) 767-7648 
Email: christy@tatmangroup.com 
 
*** Enclose a check for the first 
year’s dues, and include additional 
forms for each branch *** 

                                            

Like what you’ve seen so far? 
Want to join or know someone interested in joining??? 

Please fill out the application above or call 1-888-858-3721 
Visit our website www.tktdra.com for more information  on what the TTDA can do for you! 
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Membership Application 





TTDA 
P.O. Box 82531 
Baton Rouge, LA  70884 
P: (888)858-3721 
F: (225)767-7648 
www.TKTDRA.com 

 

Do you know benefits of  

TTDA Membership ?? 

• Legislative Representation 
 -  Monitoring issues important to the tire industry such as scrap tire 
• Annual Convention 
 -  Addressing the issues and topics currently affecting the tire industry while providing the opportunity to 
 network & share information with other dealers and suppliers. 
• Educational Opportunities 
 -  Offering a wide array of educational programs that provide insight and advice on solidifying the future of 
 our  members businesses. 
• Communications 
 -  Improved communication with membership through quarterly newsletter, revised website and email blasts. 
• Scholarship Foundation 
 -  Scholarship offered once a year to deserving students in the community. 
• Discount Programs 
 -  Discounts given on a variety of programs including Federated Insurance (Worker’s Comp), SESCO  
 Management  Consultants (HR Consultation) and Unifirst (Uniform). 


