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Cristi Landy, product mar-
keting manager for the Chevro-
let Volt, was a keynote speaker
at Oakland University’s big auto
conference last week and she
offered some interesting in-
sights on selling new technol-
ogy like the Volt to the public.
Landy’s theme was specifi-

cally about how to sell these
new cars, with exotic power-
trains like the plug-in, extend-
ed range Volt, beyond just
that first wave of “early
adopters.”
“Volt’s early customers,

who are they? What Volt is do-
ing right now, is we’re really
attracting buyers from the
luxury segment,” Landy said.
“We’re also attracting a new

customer to Chevrolet, we’re
seeing a lot of people coming
through the showroom doors
who’ve never bought a
Chevrolet before, who’ve nev-
er bought a GM product be-
fore.
“About 70 percent are ‘con-

quest buyers,’ who don’t nec-
essarily meet the demographic
of a typical Chevrolet buyer.
“The makes they are replac-

ing are Toyota, Honda, Mer-
cedes-Benz, Ford, Cadillac,
Volkswagen and BMW, so
quite an eclectic group of peo-
ple coming together (to buy
the Volt instead).”
Oakland University hosted

the auto conference together
with the University of Michi-
gan’s Transportation Re-
search Institute (UMTRI),
around the event theme of
“Marketing New Powertrain
Technologies: Strategies in
Transition.”
Speakers from GM, Ford,

Polk, Ricardo and other auto
suppliers discussed the chal-
lenges the auto industry faces
in meeting the 2016 - 2025 EPA
target of 54.5 mpg for the car
and light truck fleet over the
next 12-13 years.
This conference focused

more on marketing, on how
automakers can convince the
public to embrace new tech-
nologies such as Chevy’s Volt.
“When you drill down to

why do you want a car like
this? Why do you want a car
that ran on electricity? The

buyers of the Volt today are
not just trying to save $50 a
month on gas, they are passi-
ionate about reducing de-
pendence on foreign oil and
that’s what motivates a lot of
them,” Landy said.
Indeed, some visible Volt

owners, such as TV’s Jay
Leno, has put 10,000 miles on
his Volt during his first year of
ownership and virtually all of
those are “EV miles.”
That is to say, Leno uses his

Volt as a local runabout,
charges it up at both work
and home, and reportedly still
has his original tank of gas
available from when he first
bought the car a year ago.
Overall, Chevy has sold

about 10,000 Volts in the first
14 months that it has been
available to the public and
those buyers have now put
about 13 million “EV miles” on
that growing fleet of Volts.
“Our early buyers are all

about the technology, much
more than ‘green,’” she said.
“While they like that it’s an

environmentally friendly
(car), they like that it’s new
technology. These early tech
adopters driving this vehicle
that has the latest technology,
it’s part of their persona and
how they want to express
themselves.
“Remember, we’re talking

about a car and not a $500
phone. These buyers are mak-
ing a significant purchase,

they are going to live with it
for two-to-five to 10 years.
“Part of their personality is

they love new technology and
they are a person of tech ex-
pertise within their peer cir-
cle.”
Currently, Volt sales skew

to 85 percent male, which
Landy says isn’t unusual be-
cause it includes so much of
the early adopters and techni-
cal “geeks” who tend to be
male. She reports that female
customers and male-female
couples who have bought
Volts are all very satisfied
with the purchase and with
the product overall.
“Our average age is around

55 or so, we’ve got a broad
span of age groups buying the
Volt and a lot of them are work-
ing full-time, so it’s not a bunch
of older retirees who are tin-
kerers – we have 25-year-olds
and younger buying the Volt,
as well as older people,” she
said. “The Volt buyers today
are going to serve as ‘influ-
encers’ for the future.”
“As we move from early

adopters to fast followers, to
general market, they’re going
to rely on the experiences and
recommendations of the pre-
vious buyers.
“We believe our early buy-

ers will serve as advocates
and influencers (of later con-
sumers shopping the Volt or
other hybrids or EVs).
“Consumer Reports just

named Volt No. 1 in its con-
sumer satisfaction survey of
all makes and models. . .
.Porsche 911, you name it,
Volt came out No. 1.”
Landy says it remains her

team’s job to continue to edu-
cate the public about how
these high tech vehicles
work. Some in the public still
think that a Volt can drive on-
ly 40 miles and stops dead
and aren’t aware that the gas-
engine-driven, range exten-
sion actually gives the Volt
the same relative range as
mainstream vehicles.
But so far, so good, she says.
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16 Mile & Van Dyke
37010 Van Dyke • Sterling Heights

www.chickenshack.com
Located in the Crossroads Shopping Center

in front of Home Depot

586-276-0788
*Good at 16 & Van Dyke Location Only.

Must Ask For Discount At The Time Of Order.
One Discount Per Order. Good Until 4.30.12

WEEKDAY SPECIALS

– Monday –
Buy One Chicken Dinner
Get One 50% OFF*

– Tuesday –
Buy One Combo Dinner
Get One 50% OFF*

– Wednesday –
Buy One Rib Dinner

Get One 50% OFF*

– Thursday –
Buy One Tender Dinner
Get One 50% OFF*

– Friday –
Buy One Wing Dinner

Get One 50% OFF*

LENTEN
SPECIAL

Smelt Snack
10 Pieces Smelt
Potatoes & Roll

$4.99*
Smelt Dinner
20 Pieces Smelt
Potatoes & Roll

$6.99*

UAW LUNCH
$5.99*

Good All Day
For UAW/Plant Employees
Simply ask for the discount

Before You Place The Order.

Show Us Your UAW
or Plant I.D.

UAW

OOvveerr 3300 CClliinniiccss
TToo SSeerrvvee YYoouu

OOppeenn MMoonnddaayy--SSaattuurrddaayy

BBiirrmmiinngghhaamm 224488--557799--55227700
BBrriigghhttoonn 881100--552222--44660000
CClliinnttoonn TTwwpp.. 558866--999911--11992211
DDeeaarrbboorrnn 331133--556666--44003388
EEaassttppooiinnttee 558866--669933--44004433
LLiinnccoollnn PPaarrkk 331133--666622--11226633
NNoovvii 224488--993399--88337799
RRoocchheesstteerr 224488--449944--88553333
RRoommeeoo 558866--337722--99001100
TTrrooyy 224488--668888--00665555
WWaarrrreenn 558866--443366--33551166
WWhhiittee LLaakkee 224488--881122--99992222

Autoworkers and their dependents
receive an Extra 20% off ALL services*
Program may be covered by your FLEX Plan

*some restrictions apply

Sylvia 
lost 71lbs

Lose all the weight
you want for 

$1 per pound

INDEPENDENCE
AUTO REPAIR

Full Service
� We Have Tires �

American Owned & Operated
We do all factory

scheduled maintenance!

FREE Shuttle Service within a 10 mile radius
FREE Courtesy Check on any vehicle
FREE Coffee to everyone

28775 Van Dyke • Warren
12 & Van Dyke

586-751-4440

Certifed
Technicians

15075 32 Mile Rd. • Romeo
Corner of 32 Mile & Powell Rd.

586-336-4440
2

Locati
ons:

Trans. Flush
w/ cleaner & additive.

Includes 17 qts. transmission fluid.
OR Coolant

Flushw/ cleaner & additive.
$9999 Inclu. 3 gal.

of Coolant
In-store offer good through 2-29-12

Front End
Alignment
$3999
4-Wheel
Alignment
$7999

Ceramic
Brake
Special

Includes pad
installation

In-store offer good
through 2-29-12

$9999
10%

OFF Parts

$1799
w/ Tire Rotation
$26.99

In-store offer good through 2-29-12

Full Service Oil,
Lube & Filter

Change
to All GM
Employees
w/ Badge

Camber & Caster
Adj. Additional

In-store offer good
through 2-29-12

OPEN:
Mon-Fri

7:30 am-6pm
Sat.

8am-3pm

INFANT THRU PRE-SCHOOL
NO CHARGE FOR SICK
OR VACATION DAYS!*

• World class facilities
• Qualified staff attentive
to your childʼs needs

• Enrichment activities
• Nutritious snacks
• Christian curriculum
reinforcing values

• Enclosed playground
and inside gym

• Convenient location
Hours: 6:30 am - 6:00 pm
33801 Van Dyke Avenue
Sterling Hgts, MI 48312

(Fourteen Mile and Van Dyke Avenue)
Inside Grace Christian Church
Phone: (586) 258-4390

*with advanced notice
www.LPdaycare.com

We Offer:

10% DISCOUNT
to ALL Employees

w/ID Badge

Batteries for
Everything

586-838-4555
5755 12 Mile at Mound

Cristi Landy, product market-
ing manager for the Chevrolet
Volt, said that 70 percent of all
Volt buyers are “conquest
sales” -- consumers who turn in
competing brand cars on their
trade-in for a Volt purchase.
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Detroit Edison CEO Steve Kurmas, left, answers a question fol-
lowing his talk at the University of Detroit Mercy about where the
utility is headed going into 2012.
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Serving as an electric utility
involves much more than just
turning on the juice for cus-
tomers and calling it a day.
Rather, Detroit Edison and

DTE Energy are the entities
that every business in south-
east Michigan draws on for
their success – no electricity,
no cars come off the assem-
bly, no software programs
from Compuware, like that.
Steve Kurmas, president

and COO of Detroit Edison
and Group President, DTE En-
ergy, gave a talk about the
electric utility’s broader role
at the University of Detroit
Mercy recently.
Detroit Edison does more

than just provide basic elec-
tric service. It’s involved in a
wide range of renewable ener-
gy development projects, it
helps the Big Three automak-
ers to bring their electric ve-
hicles onto the grid and
much, much more.
“We also contribute signifi-

cant amounts of money to
fund the state’s low-income,
energy efficiency fund, pro-
vide targeted energy opti-
mization opportunities for
our low-income customers,”
he said.
“We also provide cus-

tomized energy solutions –
more broadly and deeply
than any other utility in the
nation.
“We provide case manage-

ment for our low-income cus-
tomers, we provide one-on-
one case managers, just like
the Dept. of Human Services
does, to connect them with
assistance to pay their bills.”
If you’ve heard about the

city of Detroit and its 50,000
or more vacant houses and
businesses. Well, for most of
them, Edison had to absorb
an unpaid final electric bill –
if somebody abandons their
house, paying off the electric
bill isn’t high on their list of
priorities.
Just getting customers to

pay their regular bills for
services rendered and elec-
tricity consumed takes up
plenty of time, effort and re-
sources on the utility’s behalf,
he said.
“We have a number of pro-

grams to gather donations for
energy assistance – one
called Cents for Energy, in

which we ask all of our cus-
tomers to round their energy
bill up to the nearest dollar
(and the overage is used to
support those struggling to
pay their bills).
He said the utility recog-

nizes that the faith-based
community in Detroit is a
foundation upon which many
people rely on for a broad
range of social services, so
DTE is taking advantage by
partnering with a variety of
churches and social agencies
to reach out to the communi-
ty.
“We’ve located outreach of-

fices in a number of local
churches, Focus:HOPE offices
and welfare rights offices,
where our customers can
seek out energy assistance in
an environment they’re very
comfortable with,” Kurmas
said.
“Many of our customers

don’t want to call us, they
don’t want to come to our
customer service offices, be-
cause they’re afraid we’ll shut
them off when they show up.
“So by locating these of-

fices in churches and other
places where they have a
sense of security, we are able
to much more effectively de-
liver that service to them.”
Detroit Edison is also in-

volved with wind turbine
electricity generation.
Busy times on the electric

utility front, it seems.

Detroit Edison Is Busy
On a Variety of Fronts

Volt Draws 70 Percent Conquest Buyers


