
FEBRUARY 3, 2014 PAGE 5DETROIT AUTO SCENE

Wally Edgar
Chevrolet Employee HQ

Be treated with the respect you deserve.
TOP DOLLAR FOR YOUR TRADE & the Best Deal PERIOD!!

Wally Edgar
Chevrolet

Located right o!
I-75 onM-24,

2minutes N. of the
Palace of Auburn Hills

1-866-906-0279

JAY CHAISER x117
Fax: 248-391-0189
Cell: 248-821-8026
Email: jchaiser@wallyedgar.com

SalesHours:
Mon. - Thur. 8:00am-8:00pm
Fri. 8:00am-6:00pm
Sat. 9:30am-3:00pm•Sun. Closed

CHEVY DEALER CODE 44085

www.wallyedgar.com • www.wallyedgar.com • www.wallyedgar.com • www.wallyedgar.com
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1-248-724-1073

Make us your Michigan P.E.P. Car Connection

* Lease payment examples based on GM Employee Discount price plus tax, title, plate and first month payment (except Cruze) due at sign-
ing with all rebates including owner loyalty and $1000 employee voucher assigned to dealer. Lessee responsible for excess ware an tear
as well as exceeding contracted milage. Security deposit may be required by lender. Due to advertising deadlines, price subject to change.

2014CRUZELT
$140*

36MONTH • 10K LEASE
$999 DOWN

FIRST PAYMENTWAIVED

2014MALIBULS

$176*

36MONTH • 10K LEASE
$999 DOWN

2014EQUINOXLS

$195*

36MONTH • 10K LEASE
$999 DOWN

$1,000 GM MANAGEMENT VOUCHER

PULL AHEAD PROGRAM JUST ANNOUNCED
• • • • • • • CALL DEALER FOR DETAILS • • • • • • •

#42333 #21552#44296
475 SUMMIT DRIVE • 248-292-2502 • 5825 HIGHLAND RD. (M59) • WATERFORD

CALL
BRUCE LITVIN
– 24/7 & 365 –

40 YEARS
OF QUALITY SERVICE

CELL # 1-586-405-5175
blitvin@lunghamer.com

1-888-665-5438

SSHHOOPPPPIINNGG
FFOORR AA NNEEWW CCAARR OORR TTRRUUCCKK,,

PPLLEEAASSEE
GGIIVVEE BBRRUUCCEE AA CCAALLLL
AANNDD SSEEEE HHOOWW IITT FFEEEELLSS
TTOO BBUUYY OORR LLEEAASSEE
FFRROOMM SSOOMMEEOONNEE WWIITTHH

4400++ YYEEAARRSS
IINN TTHHEE BBUUSSIINNEESSSS..

AALLWWAAYYSS
TTHHEE LLOOWWEESSTT PPRRIICCEE..
PPLLEEAASSEE CCAALLLL FFOORR NNEEWW LLEEAASSEE
PPRROOGGRRAAMMSS AANNDD RREEBBAATTEESS..

NNEEWW PPRROOGGRRAAMMSS
PPLLEEAASSEE CCAALLLL FFOORR DDEETTAAIILLSS..

Despite popular sentiment that
consumers 25 years old and
younger are really not interested
in buying a vehicle, this group of
consumers has represented a
steadily increasing proportion of
total retail automotive sales
since 2009, according to J.D.
Power’s Power Information Net-
work (PIN).
Also, those young drivers who

purchase a new vehicle are en-
thusiastic about ownership, ac-
cording to the recently released
J.D. Power Winter edition of the
2014 U.S. Automotive Media and
Marketing Report.
The report provides a compre-

hensive strategic perspective on
the factors that influence new-ve-
hicle purchases, as well as attitu-
dinal, lifestyle, recreational and
media consumption behaviors.
“There is a lot of discussion to-

day about many young con-
sumers not having the resources,
interest or even passion to own a
new vehicle,” said Arianne Walk-
er, senior director, automotive
media & marketing at J.D. Power.
“However, this age group really

is passionate about vehicle own-
ership, their driving experience
and the image associated with
the vehicle they buy. Not only do
they enjoy driving, but they also
see their vehicle as a reflection of
their identity. They want to per-
sonalize their vehicle with op-
tions and features, and tend to
view it as an extension of their
personality.”
Image and personalization are

important to young buyers, says
the study. Among young vehicle
drivers who purchase a new ve-
hicle, 33 percent say they “com-
pletely agree” that they like their
vehicle to stand out from the
crowd, while just 20 percent of
new-vehicle drivers across all
age groups say the same.
Additionally, 27 percent of

young drivers say they “com-

pletely agree” they want to equip
their vehicle with options and
features to personalize it, com-
pared with 20 percent of all new-
vehicle drivers. Nearly twice as
many drivers 25 years and
younger say they “completely
agree” that others can tell a lot
about them by their vehicle,
compared with all new-vehicle
drivers (19 percent vs. 10 per-
cent, respectively).
The joy of driving is also im-

portant. These young drivers
have a passion for driving. Near-
ly one-fourth (22 percent) of
young drivers say they “com-
pletely agree” they like to drive
on challenging roadways with
hills and curves, and 41 percent
indicate they prefer a vehicle
with responsive handling and
powerful acceleration vs. the in-
dustry averages (13 percent and
36 percent, respectively).
Pride of Ownership: Young

drivers take pride in ownership,
with 29 percent indicating they
wash and wax their vehicle them-
selves, compared with the indus-
try average of 24 percent.
According to PIN:
• Young new-vehicle buyers

are responsible for more than 6

percent of all new-vehicle acqui-
sitions.
• The average lease penetra-

tion among young buyers has in-
creased to 23 percent in 2013
from a low of 13 percent in 2009.
• The average finance term for

young vehicle buyers was 68
months in 2013, roughly 3
months longer than the industry
average. Longer terms are an ef-
fective tool to allow young buy-
ers to achieve affordable month-
ly payments despite higher
transaction prices.
According to Walker, these atti-

tudes and sentiments of young
drivers about their vehicles have
increased by an average of 6 per-
centage points in 2014 since
2009, reinforcing the fact that
young drivers really do have an
interest in new vehicles and are
emotionally connected to the ve-
hicle they purchase.
The Winter edition of the 2014

U.S. Automotive Media and Mar-
keting Report is based on a na-
tionwide survey of 32,612 princi-
pal drivers of recently purchased
or leased new vehicles. The re-
port is based on drivers who ac-
quired their vehicle between
May 2012 and April 2013.

Young Folks Like Their Cars – J.D. Power

DETROIT (AP) – U.S. safety reg-
ulators are investigating com-
plaints that power-assisted
brakes can fail at times in Toyota
Camry gas-electric hybrids.
The probe covers about 30,000

of the midsize cars from the 2007
and 2008 model years.
The National Highway Traffic

Safety Administration says it has
59 complaints about intermittent
loss of power-brake assist. The
agency says the problem hap-
pens without warning.
It causes increased stopping

distances and requires more

pedal pressure to stop the car.
Two crashes have been report-

ed but no injuries. The agency
says 24 incidents happened at
speeds of 40 mph or more. It
says the number of complaints is
increasing, with 55 percent re-
ceived in the past eight months.
Investigators will try to find

the cause and determine if the
cars should be recalled.
One Camry owner complained

to NHTSA in June that the dash-
board brake warning lights came
on and his brakes failed while ap-
proaching a pedestrian crossing.

Toyota Hybrid Gets No Brakes


