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By SHARON SILKE CARTY
AP Auto Writer

DETROIT (AP) – If you’re
holding out for a bargain on a
car, you could be rewarded
this month or next.
Automakers are more likely

to offer promotions on certain
makes and models – particu-
larly luxury cars, SUVs and
trucks – to clear out their old-
er models and improve their
year-end numbers.
Overall, the auto industry

remains cautious about gen-
erous rebates and low-cost
loans to lure customers. New-
ly lean and profitable carmak-
ers don’t want to erode the
bottom line by offering too
many sweet deals that cut in-
to profit margins.
But, as the end of the year

approaches, some shoppers,
including many Toyota buy-
ers, could find bargains. Even
a disciplined industry can’t
resist end-of-the-year sales.
So far this year, auto sales

have held fairly steady, at a
level well below what was
considered normal before the
recession. The automakers
held back on rebates in July
and August, which are typical-
ly big months for promotions,
and results were mixed. July
sales were slightly better than
a year earlier. August sales
were the worst since 1983.
Americans are still unsure

about the economy, and hesi-
tant to make a large purchase
like buying a new car unless
they absolutely need to or the
deal is too good to pass up,
says Jessica Caldwell, senior
analyst at consumer web site
Edmunds.com.
“People are on the sidelines

waiting for that deal message
to come,” she says. “When
they hear it, generally during
the holiday season, they

might start buying again.”
In general, automakers of-

fered more incentives this Oc-
tober than last – about $2,800
per car, a 6 percent increase,
according to the car price in-
formation service TrueCar.
Many automakers kept in-

centives flat, while others,
such as Honda and Toyota,
piled on the rebates. Honda’s
incentives were double last
year’s, and Toyota’s were up
50 percent.
October sales are expected

to come in slightly below 1
million vehicles, hitting
around 12 million on a sea-
sonally adjusted annual sales
rate. Sales in October were
uneven, coming in strong
some days and really weak on
others. The last eight days
were particularly weak.
So far this year, sales have

ranged from a low annual rate
of 10.53 million in February to
a high of 11.76 in September.
“There’s been so much fo-

cus on the elections, people
are not as confident,” says
Bert Boeckmann, owner of
Galpin Ford in suburban Los
Angeles. “My hope is that af-
ter the election, they’ll come
back in.”
Customers may come back

when they see holiday deals
on luxury cars. Those Christ-
mas-themed commercials
with the big red bows may
start airing well before the
holidays – a not-so-subtle at-
tempt by automakers to re-
mind customers that buying
cars can be fun.
“This whole idea about giv-

ing a car as a gift, it’s one of
the long-standing holiday
commercial campaigns that
has really resonated with the
luxury consumer,” says Steve
Jett, national marketing com-
munications manager for
Lexus.

Lexus and Mercedes-Benz
are battling this year for the
title of No. 1 luxury carmaker.
It’s a title Lexus has held for
years, but the carmaker is lag-
ging behind Mercedes by
about 3,000 vehicles in 2010.
And with newer models
rolling out, the carmakers will
try to push out the older mod-
els.
“It’s such a sensitive seg-

ment to old-versus-new,” said
Caldwell.
And when it comes to holi-

day marketing, retailers be-
lieve it’s never too soon to
haul out the holly. Expect the
Mercedes and Lexus Christ-
mas commercials to start
soon.
“We’ll start to see those

commercials by Thanksgiv-
ing, if not earlier,” says Jesse
Toprak, vice president of in-
dustry trends at TrueCar. “I
don’t know anyone who actu-
ally gives someone a car for
Christmas, but those com-
mercials are incentive to
some customers to go out and
buy a car.”
Toyota will probably main-

tain big rebates for the rest of
the year, trying to win back
customers scared off by the
company’s recalls from earli-
er this year for problems with
acceleration and braking.
And Ford, which is offering

the biggest rebates on 2010
models in an attempt to grab
market share from rivals, will
probably keep up the promo-
tions. The company is offer-
ing up to 15 percent off the
sticker price on some of its
2010 models, such as the Ford
Focus.
Truck and SUV buyers will

also find deals in the upcom-
ing months, Toprak predicts.
Typically, as the weather
starts getting colder, it’s easi-
er to convince people they

need four-wheel-drive and all-
wheel-drive vehicles.
George Fowler, general

manager of Superior Buick-
GMC in Dearborn, Mich., says
leasing is loosening up, mak-
ing it possible to offer some
smaller SUVs for around $300
a month.
Quietly, banks have eased

back into the leasing market
after abandoning it because of
the financial crisis in 2009. To-
day’s $300 monthly leases are
a good deal these days,
Fowler says, but that’s noth-
ing compared with the deals
he was able to push just three
or four years ago.
“I don’t think we’ll ever get

back to the days of $200-a-
month leases,” he declares.
“Those days are gone forev-
er.”

Analysts Expect Sales to Rise When Promos Return

By Stefanie Carano
Staff Reporter

Visitors to Charles L. Spain
Elementary-Middle School in
Detroit can get a clear view of
the Renaissance Center from
the southwest side of the
grounds.
And it was here on Oct. 29

that General Motors’ Dan Ak-
erson spoke briefly to mem-
bers of the press about his
newly established position as
CEO and the company’s
newest product, the Chevro-
let Volt.
Akerson said that as the

type of person that doesn’t go
with initial premise or con-
ventional wisdom, he is hap-
py with his current position.
“I think this is a great job,

it’s an opportunity to serve,”

he said, “and I think the com-
pany has great prospects.”
In response to the news

that the Chevrolet Volt will
not be allowed on California’s
HOV (high-occupancy vehi-
cle) lanes, he maintained con-
fidence in the vehicle’s mar-
ketability.
“I don’t think that will make

a material difference in the
end to the success or failure
of the Volt,” he said. “It is a
unique technology, a car that
I am personally driving now,
that will change the whole dy-
namics of automotive trans-
portation, in my opinion.”
Akerson’s visit to Spain Ele-

mentary-Middle was to an-
nounce a $10,000 donation,
provided by his family foun-
dation, to the Detroit Public
School Foundation and to par-
ticipate in a panel discussion
intended to motivate an audi-
ence of Spain eighth graders.
The panel included military

academy boxers and coaches.
Akerson himself is a U.S.
Naval Academy graduate.
He spoke about his experi-

ences in the academy and
how sports played an impor-
tant role in his life.
“Sports is a metaphor for

life, it’s very important,” he
said. “There’s inevitably lead-
ership, leadership in the field,
leadership when things are
not going so well, leadership
and humility when things are
going well.”
He continued the compari-

son, stressing the importance
of teamwork and of self-disci-

pline to make the right
choices, and to associate with
the right people.
“To recognize that some-

times you will make a bad
choice,” Akerson said. “Back
up, repair the damage, reme-
dy the situation and move
on.”
A will to win, he said, com-

bined with determination and
discipline will be necessary to
achieve one’s goals.
“I’m so impressed with

your group and your school,”
Akerson said to the students.
“And I know that Detroit Pub-
lic Schools need the support,
and you should all know that
our people are pulling for you
and want you to do well.”

Volt Will Change the Whole Dynamics
Of Auto Transport, Says GM’s Akerson

GM CEO Dan Akerson visited
Charles L. Spain Elementary-
Middle School recently to an-
nounce a $10,000 donation to
the Detroit Public School Foun-
dation, courtesy of Akerson’s
family foundation.

Jeep Grand Cherokee actually outpointed the Toyota 4Runner in
road testing conducted by Consumer Reports, which has its own
test track and dynmometers in Connecticut.

By Christine Snyder
Staff Reporter

When General Dynamics
Land Systems (GDLS) engi-
neers were investigating how
to improve its safety restraint
systems to save soldiers’
lives, it turned to an industry
that was well-versed in pro-
tecting the lives of others
who face danger – race car
drivers.
Eric Marshall, project lead

engineer for the safety re-
straint improvement project,
said the team called on
Rousch Industries of Allen
Park and its auto racing man-
agement arm, Rousch Fenway
Racing, as well as NASCAR.
“They run into walls every

weekend and walk away,”
said Marshall, who said that
was testament that GDLS
could learn a thing or two.
The problem GDLS was

specifically focused on was
preventing excessive head
movement of the driver in a
blasting incident.
“NASCAR was versed in

that because if you hit the
wall at 200 mph, their seat is
designed to stop head move-
ment,” said Brian Smith, mod-
eling and simulation engineer
at GDLS.
NASCAR also had state-of-

the-art vehicle netting and
padding as well as user-worn
head and neck restraint sys-
tems to stop head movement.
The team went to

NASCAR’s home, North Car-
olina, and began their educa-
tion.
“Safety is something we

take very seriously at
NASCAR,” said Mike Fisher,
managing director of NASCAR
research and development
center, who said NASCAR
shares its safety findings with
other racing entities such as
Formula One. “A lot of things

are competitive within motor
sports, safety isn’t one of
those things.”
Fisher said NASCAR em-

braced the opportunity to
share its safety methodology
and theory with GDLS.
“It was a real learning expe-

rience,” said Marshall. “They
were able to share with us
what the crash scenario was
like for them and how they
approached the problem.”
NASCAR had started its

own investigation into safety
improvements more than a
decade ago.
“They had had drivers’

deaths,” said Allen Horne, a
supply chain manager at
GDLS. “They had four of them
in 2000 and then Dale Earn-
hardt, Sr., in 2001 in Daytona.
They started looking into
driver safety and bettering
the vehicle for safety. So the
seating, the netting and the
different head restraints
started to evolve.”
One of the biggest take-

aways from their NASCAR tu-
torial was the racing indus-
try’s safety philosophy.
“They build the vehicle

around the driver instead of
the other way around,” said
Matthew Montville, who
works in production, delivery
and support for GDLS.
“We started looking at ours

(differently),” said Horne.
“We always think of driver
safety as making it stronger,
making it more durable, and
they (NASCAR) immediately
looked at protecting the driv-
er.”
They identified a supplier

of safety restraint systems,
Safety Solutions, of North
Carolina, and started devel-
oping NASCAR-inspired re-
straint systems that could be
integrated into warfighter
equipment.
The team chose the compa-

ny because they devised safe-
ty systems for different appli-
cations besides NASCAR,
such as off-road sports and
marine racing.
Marshall said he was im-

pressed at the supplier’s
quick turnaround.
After they met with Trevor

Ashline, the president of Safe-
ty Solutions, Ashline bought
body armor off eBay and
within 11 days was shipping
prototypes of safety restraint
systems.
“One of the aspects of this,

there is a need,” said Mar-
shall. “There is a war going
on, and we weren’t necessari-
ly trying to develop some-
thing in the next five years
and someday get it there. We
wanted something we could
get into production right
now.”
Marshall said in a short pe-

riod of time the team has
identified what systems it
wants, collaborated with sup-
pliers and is now planning on
how to integrate it and adapt

into the warfighter environ-
ment.
Marshall and his team said

GDLS’s new Maneuver Collab-
oration Center (MC2) and its
accompanying philosophy of
open collaboration freed the
team to solve the problem
they were assigned.
“It was an ideal scenario to

work through the MC2 mis-
sion and to reach out and find
people to address it and
maybe using non-traditional
methods and non-traditional
suppliers,” said Marshall.
Marshall said MC2 is a defi-

nite step in the right direction
for GDLS.
“It’s great to see the initia-

tive to do that,” said Mar-
shall. “The company can’t
just send a memo and say ‘be
more innovative.’ But the
company saw the future and
took steps to open doors so
we can do more in an entre-
preneurial type environment.
“I can’t wait until more and

more employees here get a
taste for it.”

General Dynamics Taps Into Auto Racing Safety

Brian Smith, modeling and simulation engineer at General Dy-
namics Land Systems, demonstrates restraint systems coming
from its collaboration with the automotive racing industry.
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YONKERS, N.Y. – The re-
designed Jeep Grand Chero-
kee midsized SUV earned a
Very Good road test score
and outscored its traditional
rival, the Toyota 4Runner,
which earned a Good score, in
a faceoff between the two ve-
hicles in Consumer Reports’
December issue.
The Jeep’s ride, quietness,

and interior won points,
though it was hampered by
its emergency handling. By
contrast, the 4Runner, re-
designed for 2010, fell short
on the road (though it
showed terrific off-road
prowess) and scored at the
bottom of its class.
The Grand Cherokee is the

first new model that Chrysler
has released post-bankruptcy,
and it’s based on the next-
generation Mercedes-Benz
ML.
“The Grand Cherokee is a

big improvement over the
previous model, with refine-
ments on par with models
that cost a lot more,” said
David Champion, senior direc-
tor of Consumer Reports’ Auto
Test Center in East Haddam,
Conn. “The 4Runner, which
still uses a body-on-frame de-
sign, is disappointing on the
road. The 4Runner doesn’t let
you forget you’re driving a
truck.”
Prices for the vehicles were

$39,010 for the Grand Chero-

kee and $37,425 for the 4Run-
ner.
The Grand Cherokee is too

new for Consumer Reports to
have reliability data and the
4Runner scored too low in
CR’s testing for CR to recom-
mend it. CR only recom-
mends vehicles that have per-
formed well in its tests, have
at least average predicted reli-
ability based on CR’s Annual
Auto Survey of its more than
seven million print and Web
subscribers, and performed
at least adequately if crash-
tested or included in a gov-
ernment rollover test.
Full tests and ratings for

both vehicles appear in the
December issue of Consumer

Reports, which went on sale
Nov. 2. The reports are also
available to subscribers of
www.ConsumerReports.org.
Updated daily, Consumer-

Reports.org is the go-to site
for the latest auto reviews,
product news, blogs on break-
ing news and car buying infor-
mation.
According to Consumer Re-

ports:
“The Grand Cherokee rides

well and is quiet and steady
on the highway. The Jeep
Grand Cherokee Laredo X
4WD ($39,010 Manufacturer’s
Suggested Retail Price as test-
ed), is powered by a 290-hp
3.6-liter V6 engine that is
smooth and gets 18 mpg.”

Jeep Grand Cherokee Outscores Toyota 4Runner

Maumee, Ohio-based auto
supplier Dana Holding Corp.
made some major executive
staffing changes last week.
Dana announced that

James E. Sweetnam, president
and chief executive officer
(CEO), has resigned by mutu-
al agreement with Dana’s
Board of Directors.
John M. Devine, executive

chairman, will serve as Inter-
im CEO while the Board con-
ducts a search for a perma-
nent successor.
A Search Committee led by

director Richard F. Wallman
will conduct the search with
the assistance of a leading ex-
ecutive search firm.
Devine has played an exec-

utive leadership role at Dana
since 2008. In addition to
serving as Executive Chair-
man of the Board since that
time, he has also previously
served as CEO.
Devine has held a variety of

senior executive positions
during a more than 30-year
career in the automobile in-

dustry, including Vice Chair-
man and CFO of General Mo-
tors and CFO of the Ford Mo-
tor Co. in Dearborn.
Keith E. Wandell, Lead Inde-

pendent Director, said, “The
Board appreciates Jim’s serv-
ice to Dana. He helped lead
the company through a diffi-
cult period and we thank him
for his efforts. At this junc-
ture, the Board has conclud-
ed that new leadership is ap-
propriate to take Dana to the
next level. We wish Jim well in
his future endeavors.”
Devine said, “I will continue

to work closely with our
Board, leadership team, and
employees to drive Dana’s
continuing success. As our re-
cently reported third-quarter
results attest, Dana is deliver-
ing improved financial per-
formance and meeting the
challenges of a dynamic glob-
al marketplace.”
Dana is a global leader in

the supply of driveline prod-
ucts such as axles and drive-
shafts, among other products.

Former Ford CFO Devine
Is Interim-CEO at Dana


