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Aden Graves:

Welcome to The Modern Tire Dealer Show. I'm Aden Graves, associate editor of Modern Tire
Dealer magazine. In nearly every industry, advancements in Al technology have created
opportunities for workload balance, automation and experimentation, along with an equal
amount of confusion and caution. So, what opportunities exist out there for independent
tire dealers to leverage Al to improve efficiencies and increase profitability? And where
should they even start? Calum McClelland, chief operating officer of Leverege, has the
answers to those questions. Leverege offers programs that focus on Al and computer-
backed software and systems for a variety of industries with the goal of improving
efficiencies and providing a range of operational insights for businesses to help them grow
and operate more effectively. | spoke with Calum about the most useful and practical ways
that tire and auto shops can use Al for their businesses, some of the major misconceptions
about the potential of Al and how dealers and owners can implement better workflows to
keep them in the driver's seat of their dealerships.

Well, welcome to The Modern Tire Dealer Show, Calum. It's great to have you on the show,
especially since we're covering a topic that's definitely becoming more and more relevant
in countless industries, including the tire industry. | know that a lot of tire dealers are
discovering new ways to improve their operations with Al. Others may still be unsure of
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where to start since it's kind of relatively new. But I'm super happy to have you on the
program and have our audience hear your expertise. So, thank you for joining me.

Calum McClelland:

Thank you. Happy to be here.

Aden Graves:

Yeah, thank you. So, you've been with Leverege for, | believe, about 10 years now, and
you're currently the chief operating officer. Your company focuses on Al and computer-
backed software and systems for a whole variety of industries with a goal of improving
efficiencies and providing operational insights for businesses so that they can hopefully
grow. So, could you share more about your professional background first, and what led you
to Leverege?

Calum McClelland:

Absolutely. So, in college, | studied entrepreneurship, engineering and philosophy, and I've
long been interested in what it takes to build companies that have a tangible impact on the
world, especially in technology, to be able to help improve things. So | was really interested
in doing so, but wanted to learn from people who had done it before. And so, | got
connected with the two co-founders of Leverege, Eric Conn and Steven Lee. They have a
long professional history together. They built the 9/11 air defense system that's still in place
today in the wake of 9/11, which uses radar arrays to detect threats in the airspace. And so,
| was really impressed by them and felt like | could learn a lot from the two of them. | joined
Leverege very early on as one of the early employees to help build the company. And so,
their experience with large distributed sensor systems and aggregating that data to surface
insights —in the case of the 911 air defense system, potential threats — but in the case of
our company today, we work across a variety of industries providing different insights. But
the general concept is the same. When you can get information about what's happeningin
the world, that can equip you to make better decisions and help improve your business,
protect people, make more money, reduce costs, et cetera. Soit's been a really incredible
ride getting to help grow Leverege over these past 10 years.

Aden Graves:

Yeah, that's awesome. That's super cool. Good to hear. | know that a large part of your
company is focused on programs to help the automotive industry, which is where our
audience is —tire dealers. So, for the past couple of years, | know there's been a lot of noise
around how Al can be used for a whole bunch of industries. So, | recently wrote a story for



our August issue on practical ways and applications for Al for independent tire dealers and
stuff that they should be aware of for that. And your chief revenue officer offered some
insights for us and said that Al can have a whole variety of uses for independent tire
dealers. Some of these can be anything from simplifying communications with their
customers to tracking their service operations, performance and a whole variety of stuff
that many people might not even be aware of. So, from your perspective, | wanted to ask,
where do you see the tire and auto industry, | guess, is currently at in terms of
implementing Al? Would you say it's becoming a necessity or is it still in the early stages
and relatively new for adopting this technology in the auto industry?

Calum McClelland:

Yeah, | would say it hasn't become an absolute necessity just yet, but | think will soon. And
the reason for that is that there are many companies that are really leaning into what's now
newly possible with some technologies like Al and products that have incorporated Al
capabilities to help these businesses run better, make more money and provide better
customer service. And so, some companies are really leaning into that and are on the
cutting edge. They're very forward-thinking. And so it's early stages, but the companies that
are really leaning in and investing into these new technologies are building alead and a
competitive advantage. So while it's not a necessity today, if there are those out there who
are not at least thinking about, and even if you're not the very first ones taking on some of
this stuff, quickly falling behind and becoming an adopter, then the risk is in getting left
behind and having a competitive advantage from these other businesses that are more
forward thinking that might make it really hard three years, five years from now to compete.
So I would say at minimum, you should at least be looking at some of the products that are
out there, and some of them are relatively new. Things are fast-changing. There's a lot of
hype around Al. Some of it's real, some of it's not. But | can tell you that in the automotive
care and automotive service space, there are very real products that provide tangible value
to these businesses. And I'm sure we'll talk more about that in this podcast.

Aden Graves:

Yeah, absolutely. So, | know that you kind of touched on it a little bit, but a lot of people,
including those in the tire industry who are professionals, have some concerns or just
maybe misconceptions about what Al can do from a business operations standpoint. A
major misconception among the tire industry could be that Al has the potential to replace
technicians or maybe customer service advisors. And | don't think that technology maybe
has that kind of capabilities quite yet. Could you talk about the biggest misconceptions
that you're hearing from tire dealers and auto shop owners about Al? What are some things
dealers or others in the industry might not understand about the capabilities of Al for their
tire and auto businesses?

Calum McClelland:



Yeah, there's general concern even outside of the auto care industry around the
automation of labor and, ‘Do humans get replaced?’ and things like that. | honestly haven't
heard a lot of that specifically in the auto care space, but at least my view is that | think
we're a long ways away from replacing the need for people. | think the technicians are still a
really core part. Store managers in general and Leverege as a company, we tend to believe
that Al is not something that's going to replace people, but rather act as tools to help
amplify what people do and maybe automate some of the more mundane stuff or equip
people with new information they just didn't have before to be able to perform their jobs
better. And so if thatis a concern around, ‘Hey, are all the humans going to get replaced?’ |
think we're a long way from that if it ever happens. Instead, what I'm seeing more so the
misconceptions around is just understanding what's possible. And | think everyone's going
through this, which is that we all have this feeling of like, wow, we're hearing so much about
Al. It seems really powerful, and that can be exciting and it can be scary, but what can it
actually do? And it's changing every day, but there's many ways in which this technology
can help and has unlocked new capabilities that just were not possible before, butit's also
not magic. And there's some things it can't do. And so | think that's where | see the biggest
question marks. It's like, okay, I'm hearing about this. It seems like there's something there.
I know there's a lot of hype, but what's real, what's not, and how does this actually impact
me and how can | get started?

Aden Graves:

Yeah, | definitely think those are big questions to ask, especially from an operation
standpoint or just an owner's standpoint. ‘How can this technology help me improve and
do things faster, cut down times when my employees are spending time doing other things
instead of engaging with customers, and stuff like that. So just thinking about that is
important. | also wanted to ask: one of the biggest ways that Al can offer a helping hand for
tire dealerships is by improving consistent communication with customers. So, | know this
can happen in a whole bunch of ways. It can happen through phone calls that are made
during after-hours when customers call in and people can't pick up the phone, then chat
messages with customers, appointment scheduling, and other management. There is no
way that Al is taking over communication with customers, but it's definitely beneficial for
shops when making initial contact and making sure that their questions about specific tires
or services are answered quickly. So, from a customer's point of view, where do you think Al
can maybe make the biggest difference for them? What improvements are customers
noticing even when they may not realize that it might be Al behind them?

Calum McClelland:

Yeah, | think some of the biggest opportunities are all similar in that they allow for more
proactive, fast, personalized communication with customers. And the reality is today, many
consumers, whether it's from their experiences with Amazon or Uber or these other
products, have built expectations around getting updated about what's the status of the
work or the product that | ordered and shipping or things like that. And so consumer
expectations are increasing and it's increasingly not acceptable to have a lack of clarity on,
‘How long is this going to take? Where is my car in the process?’ And things like that. So



that's one area where Al can really help, and this relates to one of our products, our PitCrew
product, which is focused on the auto care space. One of the things that it does is that it
can automatically identify when cars enter the service space, how long they've been there,
and how much time should be remaining. And so that can act as a really valuable source of
information for these dealers or these auto care centers to be able to give better updates to
their customers. One interesting example of how our customers have been using this that
we didn't plan on, but we heard our customers were using it this way and we thought was
really cool: part of PitCrew is this TV dashboard that gets put in the service bays that
displays the timer for how long a car has been sitting in the bay. In a lot of these shops, their
store managers would do this in the past with, like, a stopwatch or something like that. So
it's not a new thing to time how long these cars have been sitting there. But because Al is
tireless and can use the video feeds to identify as soon as a carrolls in and as soon as it
rolls out, now you can get this automatically all the time and have that displayed up on a

big TV screen so you can see how long this car has been sitting here and when it hits your
target time.

So let's say you're in quick lube. You might be targeting 15 minutes that we want maximum
to get this car into the bay, get it serviced, and get it out of the bay. Well, if it hits 15 minutes
that it’s been sitting there, our TV dashboard can now turn red. It's been a little delayed
because it's supposed to be 15 minutes and it's now 15, 16, or 17 minutes. What we heard
from customers is how their store managers were using this is that as soon as it would turn
red, they would use that as a trigger to go check in with the customer and say, ‘Hey, |
understand that it might be taking a little bit longer than we anticipated. Here's what's
happening.’ It creates this opportunity for this proactive communication to create a much
better customer experience. Because the alternative is that the customer is sitting there
thinking to themselves, ‘Man, this is taking a while.’ And if no one comes to check in with
them, that's where you start getting some frustration and maybe some bad reviews. But by
creating this moment where you can get ahead of that and check in and say, ‘Hey, we're
aware. We know that this is a little more unexpected. Here's how much longer it will take.’ It
creates just a way better customer experience for the customers. | think it's a really great
example of you need both the Al and the human because it's still a person who's goingin
and checking with this person, making them feel good, making them feel like they're in
good hands, but they're able to do that because they have this tool that is keeping an eye
on how long these cars been there and alerting them when it's taking a little longer than
expected. | really love that example.

There's many more, but I'd say the general commonality to a lot of these examples is
creating opportunities for faster, more personalized communication with customers, and in
some cases, automating some of that communication so that the people in the service
base can be spending that time with the customers who are right in front of them. One last
example that | can add here, if | may, is that | was talking to a pretty large chain of service
centers and something like a pretty large percentage of the incoming calls that they get are
just customers calling in to check, like, ‘How long is left? What's the status of my service?’
It was somewhere in the ballpark of like 10% of the calls. And of course, if someone's
picking up that call at the store, that's time that they're not spending actually working on



the vehicles or talking to the customers who are physically in the store. It's someone who's
calling in from afar. So with something like PitCrew, where we know how long that car has
been sitting there, we can estimate much more accurately how much more time it has.
Now we can start hooking into automated systems for taking those calls to then tell people,
oh, well, this is how much longer is expected, or proactively sending them texts where you
can check and get real-time updates as your vehicle moves through that process and even
go to like a Domino's pizza tracker-type view where you can see exactly where in the
process your car is as it's getting worked on. And so not only does that make customers
happier, but it also makes significant improvements for the staff onsite, the technicians,
and the store managers because it's less work they have to do. And | mean, let's be honest,
who wants to be picking up the call just to tell people how long their car is going to be, or
the time remaining to work on it, rather than actually working on the car? A lot of these
technicians get into this work because they like working on cars and they just really think
cars are cool. So they'd much rather be spending their time doing that. And Al can help with
freeing up that time while still providing a much better customer experience.

Aden Graves:

Yeah, that's super helpful because technicians and operators are super, super busy every
day and they want to get customers through quickly, and finding different ways to speed up
that process and just make it more efficient and helpful for them | think is super helpful. |
also wanted to ask: you kind of talked about all of the different ways that tire dealers could
improve different efficiencies and monitor performance through those examples in the
service bay or helping customers with communication and improving that. But some aren't
really sure where to start exactly with how to implement that type of technology into how
they operate. What are some first steps that you'd recommend that tire dealers take of how
they could approach implementing and then measuring the results of Al and comparing it
to how they were operating before?

Calum McClelland:

Well, step one is just awareness around what's out there. And | think that you in this
podcast and some of the other materials you've written are helping to get the word out on
what some of the the products are that are out there that are meant specifically for this
industry and for these kinds of customers. So if you're listening to this podcast, you've just
been introduced to a few different ways in which Al can help out. So once you have some
awareness of what's out there, just try it out. A lot of the companies out there, including
ours, are usually willing to offer a low-cost or even free pilots to test out this technology.
And that'll be the fastest way to learn. If these other companies are good, they will help
educate you. That's something that is really important to us is because this is new. There's
not anything like our PitCrew product out there. It's not something you've seen before that
you just go, ‘I'm just going to compare. How's the pricing compared to what | already have
and the features?’ It's something new and so it requires some learning and understanding,
‘What is this new thing? How does it work? How does it help me?’ We really pride ourselves
on helping walk our customers through that and show them, ‘Hey, here's what we've seen.
Here's what we're learning.” But also to learn from that. We love hearing from our customers



of what are some of the challenges they're facing or how we can get better as a company.
Soin short, get out there and just start experimenting and trying out some of these
products because that'll be the fastest way to learn. So I'd say what not to do is to sit on the
sidelines and just observe, but to get out there, get your hands dirty, and start learning by
doing.

Aden Graves:

Yeah, | definitely think that's important. | also wanted to ask, | know that there's a growing
number of different Al products and companies out there that are available for tire
dealerships and auto shops. And it can be hard for dealers to know what the right fit might
be for their businesses. What questions should owners ask Al product vendors like you to
make sure that they're making the right choice for their operational needs and different
business needs?

Calum McClelland:

Yeah, there's definitely a lot of very bold claims in the marketing of a lot of Al companies out
there. But this also isn't unique to Al. And I'd say some of what I'm going to share is true of
any company you might be choosing to work with. So here's some things to consider as
you're thinking about companies you might work with. So one is how long has this company
been in business and are they a healthy, sustainable business? The longer they've been
around, the longer they're likely to be around into the future. And if they've only been
around a few years, that's not necessarily a bad thing, but you might want to ask about,
well, how are they funded? There's a lot of money pouring into startups for Al, and some of
them might not be sustainable businesses. So what you want to avoid is spending all the
time to use a product to start integrating into your business, and then that company goes
out of business or changes priorities. Again, this isn't necessarily unique to Al. This would
be true of any company you're working with, which is do you trust that this company will be
around in the future? And one way of getting at that is how long they've been around and
are they a sustainable business and what's their source of funding? So that's one thing |
would think about.

Another is what is their focus? So are they just focused on the kind of auto care tire
dealership sector or are they more broad? Being more broad isn't necessarily a bad thing.
Sometimes there are general capabilities that apply across a bunch of different sectors. So
for example, some of the Al calling stuff, maybe that's okay because it's applicable to a
bunch of different industries. But one of the potential dangers is if a company is focused on
avery broad set of industries, are they going to prioritize features and capabilities for your
industry? And maybe not. Now, if the company is solely focused on the auto care space,
well, that might be preferred because that means that they're laser focused on features
and capabilities that will be relevant to you as part of their roadmap and their ongoing
product improvements. So again, it's not necessarily a deal breaker if they're more general,
but you might be a little bit more wary, and they might not be as focused on features and
capabilities specifically for you. Another thing to consider is just what is the all-in pricing?
So some vendors out there will have a mixture of hardware and software and can set up



their pricing to be kind of intentionally confusing or misleading. So just make sure as you're
evaluating some of these things that you ask what are all the costs involved and what will
that look like so that you aren't surprised down the road with unexpected costs that weren't
talked about early on. And again, that's kind of true of any company you'd be working with.
Another big one is how do they handle your data? So do you retain ownership of your data if
they're tapping into your video feeds? That's what we do with our PitCrew product is we
apply Al to video to unearth a whole bunch of insights. And we make no claims on that
video, that's your video. You own that. It'd be kind of silly for us to say that that's something
that we own. But other companies out there might try to hide in their licensing agreement
to say that they get rights to your data. And so that's something to be aware of. Even if they
don't try to claim ownership of your data, are they protecting it? Are they making sure that
it's stored securely, especially if it's more sensitive? If it involves customers of yours, you
want to make sure that that's protected adequately and secure potential privacy features if
needed.

For example, for us, we offer the ability to blur out people in videos, whether that's your
employees or customers, because that's especially important in certain jurisdictions. So
are there privacy preserving features if they're touching customer data or even employee
data? And then the final thing I'll mention is just, like, who are other customers? That can
be a really helpful signal, you know, if you're going to be the very first that the company has
ever worked with, it's a little bit more of a risk. Whereas if you know that they've worked
with others in your industry, peers, or competitors, then that provides some social proof
that they have a product that works that they can stand behind and that provides value for
their customers.

Aden Graves:

Yeah, absolutely. Those are definitely good things to consider, so thank you. | also wanted
to ask, if tire dealers decide to incorporate a new Al program, such as communications or a
service bay management tool into their operations, how do you think they should educate
their employees on the importance of the program from a business and operations
standpoint and maybe help ease some of the fears that it's an intention to replace them or
replace the job that they do or kind of monitor their performance? How should owners talk
about that to make sure that they're easing their fears about that?

Calum McClelland:

Yeah, the most important thing is just to have transparent, proactive communication. So
understand that the people who work for you, they're smart. So have the conversation early
because they're going to have questions around, ‘What does this mean for me? What does
it mean for the business? Are we being monitored for some sort of punitive reason or to get
caught or something like that?’ And so it really just comes down to getting ahead of those
conversations by being upfront around, ‘Here's why we're trying or adopting this tool. Here's
the ways in which we think it'll have an impact for the business. Here's what we're using it
for. Here's what we're not using it for” And then have an open forum where people can ask
questions and answer them honestly. And so of course, this assumes that the leadership



team isn't trying to use these things for nefarious purposes. But for the good teams out
there, they're just trying to continue to run their business well. And so also putting in terms
of how does this help all the employees who are going to be interacting with it, like |
mentioned before, with the example of the Al assist on incoming phone calls. One of the
ways in which you can share that is to say, look, this will save 10% of the time you're on the
phone is because we can just take care of that so you can spend your time on other things.
It's not because we're trying to replace you, it's because we're trying to free up your time to
be able to work on other more important activities that only you can do. Then similarly for
PitCrew, because we are using the video feeds to surface insights about how long do these
services take, what are common sources of delays, and things like that. Understandably,
people can say, well, is this ‘Big Brother?’ Are we just being watched? And this isn't unique
to what we're doing. Many of these cameras already are there. We're just tapping into them.
Butit's a reasonable question.

So what we tell our customers is, yeah, be upfront and say, here's what we're using it for.
We're not using this as a way to try to spy on you. This is a way for us to find out more
information about how we're running our business and how can we run it better. And how
can we save time and reduce some of the delays? Is it because we're missing parts
consistently? Well, then let's get you more parts so you're not having to have hard
conversations with a customer who's frustrated because their car is delayed because we
didn't have the parts, which isn't your fault. That's something we need to take care of at the
leadership level to make sure that we have the proper inventory. In summary, | think it really
just comes down to transparent, proactive communication and getting ahead of it, and
then having forums where people can ask questions to help address concerns and fears,
which are totally reasonable from people. But | think with just getting more information and
understanding what is this really about, in every case, with our customers, once the teams
have started using the product and after they've had some of this communication, all the
fears go away and they start using and they're like, ‘Oh, | get it” And this is actually super
awesome and really helpful to me in my day-to-day.

Aden Graves:

Yeah, definitely. That's good to know. And | think if owners be upfront about the intentions
of how they're using it and kind of explain to their employees that this is hopefully going to
help us improve our bay times and help communication with our customers and stuff like
that, so that's definitely important. | also wanted to ask, this might be a difficult question
for you to answer, but looking ahead to maybe three to five years down the road, what Al
capabilities do you think will become maybe more common at tire dealerships and auto
repair shops in the future? What future capabilities might be out there that aren't common
at tire and auto dealerships now that might be in the future, | guess?

Calum McClelland:

Well, it's notoriously hard to predict the future, but what | can say is that we're still in the
early stages for some of the products and capabilities I've mentioned on this call. So |
expect they're accelerating very quickly and there is rapid uptake among our customers for



PicCrew and I'm hearing similar for the customer and Al-assist kinds of products out there
that help on the customer service side. So | expect those to just be commonplace. | will be
surprised if in three to five years there's any companies that don't have products like that,
because I think it'll become table stakes to be able to run these businesses effectively. |
guess what could come after that is what's always interesting. So step one, With PitCrew,
part of what we provide is we're giving insight into the business that leadership just hasn't
had before. How long does it really take to service some of these vehicles? What are the
common causes of delays? And many other questions we can now help answer because
we can detect these events automatically with Al by using these camera feeds. But then
the interesting question becomes, okay, well, now that you have this data, what are other
things you can start doing when you connect it to other data sources like your point-of-sale
system when you have this historical information?

So are there opportunities to start automating more backend processes to make it easier to
run the business as a whole, to make better decisions around where you're investing and
growing the business? | think all those things will be true. Now, what that looks like, it's
always hard to say, but | think it's really exciting. It can feel scary because there's a lot of
change, but change also means opportunity. So for those out there who are willing to lean
into change and experiment and try this stuff, | think it's really exciting and presents the
opportunity to remove a lot of pain points that exist today and spend more time on the fun
parts.

Aden Graves:

Yeah, definitely. That's good to know. So as we're kind of wrapping up this episode, if every
tire dealer listening to this podcast would remember maybe one or two things about using
Al for their shops and businesses, what would you maybe want them to take away from our
conversation?

Calum McClelland:

| would want them to take away that it's real. Al is real. There are real tangible benefits.
There's a lot of hype, there's a lot of stuff that's not real, but don't sit on the sidelines. Start,
if you're not already, start trying some stuff out, start experimenting. Don't get left behind. It
doesn't mean everything out there is real. That'll all work out. So use your judgment and ask
some of the questions | mentioned before as you're talking with companies that you might
work with. But also don't discard it and say, ‘Oh, it's all hype. It's all bubble. There's nothing
real here.” Because there's very real stuff happening and it's really exciting. So if you haven't
been engaging, use this. | mean, you're listening to this podcast, so that's a really great first
step. But continue to do that and start getting out there and trying stuff out.

Aden Graves:

Yeah, absolutely. All right. Well, thank you so much for coming onto The Modern Tire Dealer
Show, Calum. | really appreciate it. | know that tire dealers listening will appreciate your
knowledge on using Al for their businesses. It's definitely an ever-growing topic in a whole



bunch of different industries, but especially this industry. So we really appreciate you
taking the time to join me.

Calum McClelland:

Thank you. Yeah, this was really, really fun. And thank you all for listening.
Aden Graves:

Yeah, thank you.

Thank you for listening to The Modern Tire Dealer Show. For the latest news and insights
you need to know to help your dealership grow, stay tuned to moderntiredealer.com. To get
the biggest stories and analysis of the tire industry delivered to you, head to our website to
subscribe to our newsletters and follow us on social media to stay connected. This is Aden
Graves, MTD's associate editor. Thank you for joining us.



