
hree weeks into its strike against the 
Detroit 3, the UAW signaled for the �rst 
time that contract talks with all three au-
tomakers had achieved major progress 

and chose not to send more workers onto picket 
lines.

Ford Motor Co. has increased its wage in-
crease o�er to 23 percent, which would bring 

workers near $40 per hour by 2027, and o�ered 
to give new hires top pay after three years in-
stead of eight. Both Stellantis and Ford have 
agreed to reinstate a 2007 cost-of-living adjust-
ment formula. 

General Motors, according to the union, has 
agreed to put electric vehicle battery production 
under the terms of the national contract — a key 
priority that has so far tripped up talks with 
Ford. GM did not con�rm the o�er, but UAW 

President Shawn Fain said the company acqui-
esced minutes before he planned to order a 
strike against its “largest money maker”: the 
Texas plant that builds full-size SUVs.

“Our strike is working,” Fain said on his weekly 
Facebook broadcast. “But we’re not there yet.”

Some signi�cant challenges remain. Ford 
CEO Jim Farley has said the company is  
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SUPPLEMENT: 
In this guide, inserted on 
PAGE 9, Automotive News 
aggregates intelligence 
about automakers’ U.S. 
future product portfolios 
through 2027.
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positive difference at their companies by 
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In the middle of a deep U.S. venture capi-
tal downturn, Reto Bolliger launched Chaiz, 
a retail technology startup developing an 
online marketplace for extended car war-
ranties and vehicle service contracts.

�e Austin, Texas, company nailed down 

$1 million in pre-seed funding in late Au-
gust. �at’s hardly chump change, but the 
funding comes in the wake of a stock mar-
ket slump for public technology companies 
in 2022, the collapse of key VC investor Sili-
con Valley Bank and the accelerated de-
cline in venture capital investment that fol-
lowed for startups. Reading the tea leaves, 

Chaiz CEO Bolliger has taken extra steps to 
boost his company’s chances in these chal-
lenging times.

“We have to operate lean … and have a 
backup plan in place in case the next round 
takes two to three months longer than what 
we planned,” Bolliger told Automotive News. 

Some have concluded that the days of 
venture capital funding �owing like a wa-
terfall to technology entrepreneurs are over. 

To them, the plunge in retail auto technolo-
gy and other tech venture capital invest-
ments heralds a new age when betting on a 
good idea not yet proven viable in the mar-
ket has been generally cast aside. Instead, 
they say, investors in many cases will com-
mit �nancing only after startups prove their 
concept with revenue-generating products 

Bolliger: “Have to 
operate lean”

Venture capital downturn began in 2022
Retail auto technology startups lower VC expectations  

Mark Hollmer
mark.hollmer@crain.com

see STARTUPS, Page 28

bout 30 percent of suppliers have 
had to lay o� some workers be-
cause of the UAW strike against 
the Detroit 3, and the �gure like-

ly will rise signi�cantly by mid-October, 
according to a recent survey.

�e auto trade group Motor & Equip -
ment Manufacturers Association, which 
represents more than 1,000 companies in 
the U.S., surveyed its original equipment 
supplier members to determine how the 
strike that began Sept. 15 has impacted the 
supply chain. �e survey found that “near -
ly” 30 percent of suppliers have had to lay 
o� s ome direct labor employees, and more 
than 60 percent expect to start layo�s by 
mid-October, according to a news release. 

“Uncertainty has caused suppliers to 

U A W  S T R I K E

The UAW strike against the Detroit 3 has 
forced many suppliers to resort to layoffs.

Survey: 
Strike puts 
suppliers in 
jeopardy

John Irwin
jirwin@crain.com

A

see SUPPLIERS, Page 39

PAIGE HODDER

UAW President Shawn Fain, left, speaks on a Facebook broadcast last week. About 25,000 members 
have been on strike against the Detroit 3, including workers at Ford’s Michigan Assembly Plant, right.
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Michael Martinez
mdmartinez@crain.com

Fain declines to expand strike, citing major movement in Detroit 3 bargaining
PROGRESS MADE

T
see STRIKE, Page 38
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On Nov. 30, Automotive News will host its an-
nual Leading Women Conference. �is event 
at �e Henry in Dearborn, Mich., draws hun -
dreds of business leaders who are committed 
to advancing the role of women in automotive.

�e keynote speakers are Arezoo Riahi, head 
of equity, inclusion and diversity at Waymo, 
and Angela Zepeda, CMO at Hyundai Motor 
America.

�e conference will begin with Cultivating 
Meaningful Connections, a networking ses-
sion led by Katie O’Malley, founder and coach 
at (en)Courage Coaching.

Learn more and register at autonews.com/
leadingwomen2023 . ��  

WASHINGTON — U.S. auto safety reg-
ulators and ARC Automotive continued 
to disagree over whether 52 million air-
bag in�ators made by the Tier 2 supplier 
and Delphi Automotive were defective 
and should be recalled.

At a public meeting �ursday, Oct. 5, 
auto safety o�cials made their case for 
why the airbag in�ators pose an unrea-
sonable risk of serious injury or death to 
vehicle occupants. But ARC, of Knox-
ville, Tenn., has pushed back against the 
agency’s tentative conclusion that a safe-

ty defect exists.
�e lik elihood of a future in�ator rup-

ture is about 1 out of every 370,000 air-
bag deployments, said Cem Hatipoglu, 
NHTSA’s acting associate administrator 
for enforcement.

“While the odds of any individual in-
�ator rupturing may not be high ... the 
consequences of a rupture are severe 
and potentially deadly, and we expect 
that in�ators will continue to rupture in 
crashes,” he said. “Absent a recall, the ev-
idence demonstrates that more people 
will be injured or killed.”

�e public meeting — a step before 

NHTSA issues a �nal decision and possi-
bly orders a recall — stems from an 
eight-year investigation of rupturing air-
bag in�ators manufactured by ARC and 
Delphi that have led to seven injuries 
and one death in the U.S.

NHTSA in September initially deter-
mined 52 million such in�ators were de-
fective and should be recalled. �e agen-
cy �rst demanded a recall in April, but 
ARC rejected it.

NHTSA’s initial decision a�ects about 
41 million driver and passenger in�ators 
made by ARC from 2000 through January 
2018 and about 11 million driver in�ators 

NHTSA, ARC clash over airbag in�ator risk

NHTSA in September initially determined 52 million airbag in�ators were 
defective. If it makes a �nal decision to that effect, recalls will follow.

Amid recall talk, supplier denies a defect
Audrey LaForest
alaforest@crain.com

see AIRBAGS, Page 37

USTIN, Texas — �ere has been a 
Texas-size hole in Lexus’ lineup 
for a very long time, according 
to the brand and its dealers. 

With the aptly named Lexus 
TX crossover, consider 
it o�cially plugged.

Not only will the TX 
be the largest Lexus on 
sale globally as it begins 
to arrive in dealerships 
this month, but it is also 
intended to attract and 
keep younger buyers as 
their families grow and 
they need to carry more 
and more passengers.

Lexus is con�dent it will get substantial 
volumes out of the TX, estimating about 
50,000 annual sales in North America. In 
2022, that would have made it the brand’s 

second-best selling vehicle behind the RX 
crossover.

As the saying goes, everything is bigger in 
TX — even when it’s assembled in Indiana.

“We’re aiming for 50,000. �at’s the kind 
of ideal circumstance,” said Vinay Shahani, 
the head of marketing for Lexus.

“But you know, in this world, there are al-
ways certain things that are out of our con-
trol with respect to supply chain. I think we 
have a great conquest opportunity with this 
model. We’ve really not had a vehicle that 

CLOSING A GAP
Lexus’ 3-row TX crossover �lls a Texas-size hole in lineup

Larry P. Vellequette
lvellequette@crain.com

A

The Lexus TX crossover
has more space, three trims
and three powertrains.

Shahani: A great 
opportunity

The marketing campaign for the TX targets younger buyers and growing families.

see LEXUS, Page 37

Sign up now for 
Leading Women 
Conference

Lithia Motors Inc.’s decision to signi�cantly 
raise its o�er for the dealership and �eet busi-
nesses of Pendragon should be enough for it to 
win the apparent bidding war that at one point 
involved two rival auto retailers, analysts say.

�e auto retail giant last week said it will now 
pay $482 million for Pendragon, up from its 
initial o�er of $350 million.

Also aiding Lithia’s chances: Penske Automo-
tive Group Inc. con�rmed in a Wednesday, Oct. 
4, regulatory �ling that the company, along 
with Sweden’s Hedin Mobility Group, doesn’t 
intend to make an o�er to buy Pendragon. 

Penske spokesperson Anthony Pordon told 
Automotive News last week that “we do not in-
tend to make an o�er due to valuation.”

Penske and Pendragon shareholder Hedin 
together submitted two preliminary proposals 
to buy the entirety of the dealership and �eet 
businesses, the �rst of which was rejected by 
the U.K. retailer. Reuters valued the second 
joint o�er at about $548 million.

Pendragon last month also received an unso-
licited proposal from AutoNation Inc. to ac-
quire the company. Reuters valued the Auto-
Nation proposal at $544 million. Pendragon, 
which said it was considering that proposal, 
said AutoNation has until Oct. 24 to announce 
a “�rm intention” to make an o�er.

Lithia Motors 
looks closer 
to Pendragon 
acquisition
Retail giant ups offer for 
U.K. business to $482M
Jack Walsworth
jwalsworth@crain.com

see LITHIA, Page 37
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September auto sales defy expectations

U.S. new-car sales were up in Sep-
tember over the previous month — 
contributing as well to a strong 
third-quarter close — as automakers’ 
results were buoyed by a fruitful Labor 
Day weekend and new-vehicle inven-
tory.

Robust demand for light trucks and 
sales of electri�ed vehicles helped fuel 
double-digit gains over year-ago lev-
els. Automakers logged U.S. sales of 

1.34 million vehicles last month, a 20 
percent increase over September 2022, 
according to an estimate from Global-
Data. 

Cox Automotive estimates point to 
third-quarter auto sales expected to 
come in at 3.93 million vehicles, a 15 
percent increase compared with the 
same period last year. Cox revised its 
full-year 2023 forecast up to 15.4 mil-

lion vehicles from its sec-
ond-quarter forecast of 15 
million.

�e s easonally adjusted 
annual rate of sales for Sep-
tember came in at 15.7 mil-
lion vehicles, according to 
Motor Intelligence. �at’s up 
from 13.8 million vehicles a 
year earlier and 15.5 million in August.

�e UAW strike on the Detroit 3 
started mid-month, but analysts say 
the e�ect will be delayed, possibly tak-

ing hold in October, as auto-
makers are selling into their 
vehicle stockpiles. 

Consumer headwinds
September’s growth is par-

tially re�ective of weak sales 
a year ago, but demand for 
new cars continues as supply 
of more a�ordable vehicles 
improves across the indus-

try. 
High interest rates for new-vehicle 

loans — which averaged 9.61 percent 
in September, according to Cox Auto-

motive — continue to have the largest 
impact on the growth of the industry.

Randy Parker, CEO of Hyundai Mo-
tor America, said the market is seeing 
a lot of pent-up demand, not only for 
retail but also for �eet. 

“�e only thing that’s really keeping 
things in check right now are the inter-
est rates,” Parker said, “because it’s 
making it a lot more di�cult for con -
sumers to purchase a vehicle.” 

But consumer shopping activity re-
mained stable throughout the third 

Parker: A lot of 
pent-up demand

Light trucks, hybrids and EVs fueling consumer activity
Carly Schaffner
carly.schaffner@crain.com

�„  U.S. light-vehicle sales tables  
I PAGES 31-33 I

see SALES, Page 33

Video footage captured by cameras aboard a 
Cruise robotaxi shed light on how a harrowing col-
lision between the vehicle and a pedestrian unfold-
ed.

�e collis ion occurred last week at the intersec-
tion of Fifth and Market streets in San Francisco. 
�e p edestrian was struck by another vehicle and 
subsequently run over by the Cruise robotaxi.

Rescuers used heavy tools to lift the car and extri-
cate the victim from underneath the robotaxi, said 
San Francisco Fire Department spokesperson Jus-
tin Schorr. �e woman endured “multiple traumat -
ic injuries,” he said.

Video reviewed by Automotive News showed how 
the collision occurred.

�e Cruise robotaxi stopped at a red light along-
side another vehicle to its immediate left. When the 
light turned green, both vehicles proceeded 
through the intersection.

While staying in the left lane, the adjacent vehicle 
accelerated faster than the robotaxi. As a result, it 
was about a car length ahead when it struck the pe-
destrian. �e woman was stuck atop the car’s hood 
for about two to three seconds as the driver contin-
ued down the street.

�e victim , whose name has not been released, 
then fell from the �rst car’s hood onto the road and 
into the path of the oncoming robotaxi. She was on 
the ground for little more than a second before be-
ing struck.

�e Cr uise vehicle “braked aggressively to mini-
mize the impact,” said company spokesperson 
Hannah Lindow. �e car was traveling below the 
street’s 25-mph limit, Lindow told Automotive 
News. �ere were no human occupants in the 
Cruise vehicle.

Cruise did not publicly release the video, citing 
privacy and legal reasons.

Sensors aboard the vehicle detected the 

San Francisco �re�ghters attend the scene where a 
Cruise robotaxi struck a pedestrian who had �rst 
been hit by another vehicle driven by a human.

Cruise AV was 
2nd vehicle to 
hit pedestrian, 
video shows
Spokesperson says robotaxi 
attempted to reduce impact
Pete Bigelow
pbigelow@crain.com

REUTERS

see CRUISE, Page 39
im Ross misses home. 
�e 54-year-old has been toiling 

away at Stellantis’ Mopar parts 
distribution center in Tappan, 

N.Y., since the company eliminated her job 
last year at its Belvidere Assembly Plant in 
Illinois.

Ross is now trying to make a life on the 
East Coast and take care of her brother’s 
son and daughter, whom she adopted 
about four years ago. As Belvidere was 
gradually downsized and ultimately idled 
in February, many employees decided to 
transfer hundreds of miles away rather 
than take a buyout or wait around to see 
how the plant fares in the UAW’s ongoing 

contract negotiations.
Now, Ross is among the 25,000 UAW 

members on strike against the Detroit 3, 
not only seeking better pay and bene�ts 
but also a future for Belvidere Assembly 
that could let her and others displaced by 
its shutdown reunite with family and 
friends back home.

“We’re halfway across country without a 
single friend,” Ross said. “My life literally 

just became work and home. �at’s it. It’s 
all I can really a�ord. I used to ride my mo-
torcycle, but I sold that before I came out. 
I’m not going to ride a Harley out here in 
New York and New Jersey where tra�c is 
absolutely insane.”

Stellantis says it has proposed a solution for 
Belvidere Assembly, which over nearly six 
decades churned out Dodge Omnis, Chrysler 
Town & Country station wagons and, most 
recently, Jeep Cherokees. �e company 
wants to convert the plant into a giant parts 
hub or to make electric vehicle battery com-
ponents, CNBC reported last month.

But UAW o�cials think that could mean 
fewer jobs in Belvidere than it had as an as-
sembly plant. �e union’s president, Shawn 
Fain, criticized Stellantis for using the site 75 
miles northwest of Chicago and its former 
work force as a “bargaining chip.”

Displaced workers hope for 
Belvidere plant comeback

Workers who transferred after Belvidere Assembly in Illinois was idled, clockwise from left: Lucas Napiorkowski, who moved to the Mopar 
parts depot in Romulus, Mich.; Kim Ross, who moved to the Mopar center in Tappan, N.Y., shown with her children; and Scott Sooter, also in 
Romulus, talking to a trucker about to cross the picket line. “It’s hard being away from your family,” Sooter said.

Jeep Cherokees were the most recent 
vehicles made at Belvidere Assembly. 

After February closing,  
issue on table at talks

Vince Bond Jr.
vbond@crain.com

K

VINCE BOND JR.VINCE BOND JR.

see BELVIDERE, Page 39



����������������������������
� �

���
�
���	�
��������	������
����	����
�����
������������	�
�		������������
����	� ��	���	����
�������	���������������
•�����	�
�
����•��������������
�• � �	�������

������
��������������������• � ����������	���
����	����
�������
	����
�����
��������������••��������
�������������������
���
����
�������
�
��	�	��
��� 

�
����	�������	������•����	�
�����
������
���
•������������ 
�������	�	������
�������
�������
�	�� ���	�
�
������
�����������
��
����

����������
���­� ��	���������
���������
��

€���������

��������­ � ���

���
�
��
�����������������
�� ����‚���	�ƒ�
�����

„���
������������
����������
��

���������������������

������������������������������
����
�������
�������	������������������
	�������������������������������

�������������������������������
����
�������� � ��
�����
	�
���
�	����	������������	��	��



6 • OCTOBER 9, 2023

&cars   concepts �„ Get our Cars & Concepts newsletter 
delivered via email each Tuesday. Sign up 
at autonews.com/carsconcepts .

1 800 528 9899  |  info@sprung.com

HOW DID TESLA EXPAND ITS PRODUCTION 
CAPACITY IN JUST 21 DAYS?

By turning to Sprung Structures for a quick 
and cost-effective building solution.

LEARN MORE AT SPRUNG.COM

Honda is giving its � ve-seat Passport midsize 
crossover a handful of updates, including en-
hancements to its o� -roading TrailSport variant 

and a new Black Edition that replaces the top Elite trim.
� e TrailSport joined the Passport lineup for the 

2022 model year as part of a midcycle freshening.   � e 
2024  version has more o� -road capability thanks to a 
retuned suspension with revised spring rates, en-
hanced damper valve tuning, and optimized stabilizer 
bars for increased articulation and improved o� -road 
ride quality.

All Passport TrailSports feature standard four-mode 
Intelligent Traction Management that adjusts the 
torque-vectoring all-wheel-drive system so it can e�  -
ciently tackle varying terrain  .

Honda said the suspension updates do not compro-
mise on-pavement driveability and comfort.

All-terrain tires a�  xed to 18-inch wheels are now 
standard on TrailSport models, as are all-season � oor 
mats. � e interior features orange contrast stitching 
on the wheel, door panels and seats, and a TrailSport 

badge embroidered on the headrests and stamped in-
to the � oor mats.

Passport TrailSports also get power folding mirrors 
and heated wipers. A new color, Di� used Sky Blue, is 
optional .

� e crossover’s top Elite trim is dropped for 2024 and 
replaced by the Black Edition, which has exclusive ex-
terior styling,  20-inch black wheels, black accents on 
the grille, headlights, door handles and window trims, 
 and special  badging.

� e interior has ventilated front seats, heated rear 
seats and red-accented, perforated leather . It also has 
red contrast stitching on the wheel, seats and door 
panels and red accent lighting on the dash, doors and 
center console. � e Black Edition badge is embossed 
on the headrest and � oor mats.

Honda  said all 2024 Passports get a wider center 
console with expanded inner storage to � t a tablet.  

  � ey o� er 8.1 inches of ground clearance and can 
tow up to 5,000 pounds. Honda’s Sensing suite of ad-
vanced driver-assistance safety tech is standard .

� e  Passport is built at Honda’s factory in Lincoln, 
Ala., and will start shipping to dealerships this fall. ��

2024 Honda 
Passport 
gets tougher 
TrailSport 

Carly Schaffner
carly.schaffner@crain.com

The Honda Passport 
TrailSport features a 

traction management 
system and wider

center console. Subaru will resurrect the top-
end TR trim level next year for 
the 2024 WRX, featuring 

Brembo brakes, a revised suspension, 
retuned steering, and new  tires to en-
hance performance and handling. It 
will also  feature the � rst use of Suba-
ru’s EyeSight driver-assistance suite 
on a car with a manual transmission. 

� e 2024 WRX TR, which will arrive 
 at dealerships  early  next year, was to 
be unveiled at the annual Subiefest at 
Daytona International Speedway in 
Florida on Saturday, Oct. 7, the brand 
said last week.  

Riding on 19-inch Bridgestone Po-
tenza tires and equipped with larger 

brake pads and rotors for enhanced 
stopping power, the  WRX TR has 
six-piston front calipers and two-piston 
rears from Brembo, along with sti� er 
springs and a retuned steering rack.

� e  car is powered by a 2.4-liter 
turbocharged boxer engine making 
271 hp and delivering up to 258 
pound -feet of torque. It will come 
standard with the brand’s symmetri-
cal all-wheel-drive system and active 
torque vectoring.

 Subaru said  standard on all models 
are Recaro seats, 19-inch multi spoke 
wheels in Satin Gray  and an 11.6-inch 
touchscreen running the latest ver-
sion of the Subaru Starlink multime-
dia system, among other features. 
Pricing was not announced. �!

Larry P. Vellequette
lvellequette@crain.com

WRX brings back TR 
performance trim

WRX TR: Stop and go
with Brembo brakes,

boxer engine

Nissan’s big SUV grows bigger
Nissan’s redesigned  Armada large SUV — described by one dealer as Range 
Rover-like — has been spotted undergoing road tests near the automaker’s 
proving grounds in Arizona.The  next  generation of Nissan’s biggest utility 
vehicle — last freshened for the 2021 model year — is expected to launch 
next year as a 2025 model.It is bigger with more rugged styling and 
redesigned headlights and taillights. The 5.6-liter V-8 engine is being dropped 
in favor of  a new twin-turbo V-6 engine  with 424  hp  that will be paired with a 
nine-speed transmission.  The interior will include upgraded � nishes, large 
screens and Nissan’s latest driver-assist and convenience technology.  

BRIAN WILLIAMS/SPIEDBILDE
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Fast-growing Tesla Inc. posted a rare quar-
ter-on-quarter sales decline, but the automaker 
had good reason, as it logged factory downtime 
to prepare for a freshened Model 3 sedan and the 
imminent launch of the Cybertuck pickup out of 
its Texas factory.

Industry analysts and the stock market took 
Tesla’s third-quarter delivery numbers in stride, 
since plant upgrades are expected to fuel higher 
sales from the updated Model 3 and the Cy-
bertruck, which is likely just weeks away.

�e automaker has big plans in the near term, 
including a Mexico factory and new models. Tes-
la is also likely to extend its cost advantages over 

U.S. rivals, since their UAW wages are likely to rise 
once the current strike against Detroit automak-
ers is settled, analysts said. Tesla’s U.S. factories 
are nonunion.

“With Tesla likely to emerge as the biggest win-
ner from the UAW strike, Austin and Berlin [fac-
tories] continuing to ramp up, �rst deliveries of 
Cybertruck expected by year-end, a forthcoming 
factory in Mexico and a lower-price coupe that 
we believe will be introduced in 2024, we think 
Tesla still has plenty of tailwinds,” CFRA said in a 
research note last week.

Tesla has not given a date for production of a 
lower-priced, mainstream model out of a future 
Mexico plant. �e Austin and Berlin plants 
opened last year.

�e EV maker said last week that it delivered 
435,059 vehicles in the third quarter, down 7 per-
cent from the previous quarter but up 27 percent 

compared with third-quarter 2022.
Tesla reiterated its 2023 sales target of around 1.8 

million vehicles this year compared with 1.31 mil-
lion last year. Tesla doesn’t break out sales by region.

“A sequential decline in volumes was caused by 
planned downtimes for factory upgrades, as dis-
cussed on the most recent earnings call,” Telsa 
said in a press release announcing third-quarter 
deliveries and production.

Tesla CEO Elon Musk has said the automaker, 
which has slashed prices across its lineup this 
year, is willing to trade pro�ts for volume to meet 
its sales growth goal of 50 percent a year for the 
foreseeable future.

Gene Munster, managing partner at Deepwater 
Asset Management, said Tesla would need to deliver  

Tesla sales dip — but fresh product coming
Truck launch, sedan update behind plant downtime
Laurence Iliff
liliff@crain.com

The �rst deliveries of Tesla’s Cybertruck are 
expected by the end of the year.

see TESLA, Page 41

Nissan is looking within to spark some market enthusi-
asm for a key electric model.

In early September, Nissan o�ered dealership employ-
ees a low-cost, short-term lease on the Ariya electric 
crossover, which launched late last year. 

�e 1-year, 15,000-mile lease has a 2.2 percent APR 
and o�ers $1,000 in loyalty cash. Dealers said the aver-
age monthly payment is about $250 to $270 with zero 
down payment.

�e initiative, extended another month, is billed as an 
enthusiasm builder for those tasked with selling and ser-
vicing the Ariya. �e lease program provides Nissan 
sales and service employees a low-cost opportunity to 
get the EV ownership experience.

“Nissan wants the front lines to taste and feel the product,” 
said Eric Frehsee, president of Tamaro� Auto Group in 
South�eld, Mich. “�ere is no better way to build some ex-
citement than getting your employees behind the wheel.” 

Judy Wheeler, Nissan Division’s U.S. sales boss, said 
the lease o�er seeks to grow Nissan’s “tribe of ambassa-
dors �rst.”

“It’s important for our [retail] employees to really un-
derstand the vehicle so they can actually explain all the 
technology to the customer,” Wheeler told Automotive 
News. “�ey are our best advocate.”

Justin Crain, managing partner at Burleson Nissan 
near Fort Worth, Texas, referred to the dealership em-
ployee lease as a “genius move.”

Crain said most dealership employees don’t have an 
electric car. “Nobody understands the technology; no-
body knows how to explain it to customers,” he said. “I 
think this is a win-win for us and Nissan.”

�e program also intends to put more Ariyas on the 
road to drive buzz around the new model.

“When you launch an all-new vehicle, it takes time to 

Nissan is giving employees a low-cost lease incentive to 
help familiarize them with the Ariya and provide buzz.

Nissan dealer
staffers get a
lease deal to 
hype the Ariya
Goal is to build awareness, 
whittle down EV inventory
Urvaksh Karkaria
ukarkaria@crain.com

see ARIYA, Page 41

TSUGI, Japan — Erstwhile elec-
tric vehicle pioneer Nissan Mo-
tor Co. plans to show �ve 
next-generation EV concepts 
at this month’s Japan Mobility 

Show to tout its future direction in emis-
sions-free product and reclaim its momen-
tum from more than a decade ago. 

Japan’s No. 3 automaker previewed the 
�rst concept last week in a digital brie�ng at 
the company’s global design studio here 
south of Tokyo. �e radically chiseled and 
angular Nissan Hyper Urban highlights sev-
eral design features that may appear in the 
brand’s future EVs.

Nissan said the Hyper Urban kicks o� a 
series of three other EV concepts that will 
be revealed one by one in the weeks leading 
up to the show’s �rst press day Oct. 25.  

�ose announcements will come Oct. 10, 
17 and 19. But Nissan said not all of those 
concept vehicles will be displayed physical-
ly at the Tokyo exhibition.

A �fth EV concept will take the stand in 
physical form. But global marketing and 
branding boss Allyson Witherspoon said 
Nissan is keeping that one under wraps as a 
“surprise saved for the show.” 

�e reincarnated Tokyo Motor Show runs  

FUTURE FORWARD
Nissan unveils 1st of 5 EV concepts for Japan Mobility Show

Hans Greimel
hgreimel@crain.com

A

see NISSAN, Page 40

The Nissan Hyper Urban, a sleek, modern, 
urban-living mobile, is the �rst of �ve EV 
concepts that Nissan will display at this 

month’s Japan Mobility Show. 

The Hyper Urban EV concept is reviewed at the 
Nissan design hall in Atsugi, Japan. Above: The 
front seats collapse to create a relaxation space.

HANS GREIMEL

NISSAN MOTOR CO.
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EWPORT BEACH, Calif. — Fifty years ago 
this week, Japanese small car maker Toyo-
ta opened a � edgling design o�  ce in 
Southern California to help its products 
better meet American tastes.  

In those early days, 
it was mostly Japa-
nese designers and a 
few Americans work-
ing in a small office 
in nearby El Segundo 

struggling to move the needle 
against four much larger, en-
trenched Detroit-based auto-
makers. 

� anks in no small part to an-
other, much larger global event 
that also started  50 years ago this 
month — the 1973 OPEC Oil Em-
bargo, which spurred demand 
for fuel-e�  cient autos — Toyota’s 
timing could not have been more fortuitous. And in 
the intervening decades, that small design o�  ce ex-
panded to underpin the growth of Toyota and later 
Lexus to sales heights in the U.S. that would have 
seemed inconceivable  in that era of wide ties and 
bell-bottom jeans.

From the 1978 Celica to the 2024 Tacoma, Toyota’s 
Calty Design Research center, which moved to nearby 
Newport Beach � ve years later, has crafted vehicles 
for the Japanese automaker with a decidedly Ameri-

can feel.  For 41 of those 50 years, designer and Detroit 
native Kevin Hunter, now Calty’s president, has deftly 
helped guide the journey.

“I had always thought I would work for one of the 
Detroit companies when I got out of school ” in 1982, 
Hunter told Automotive News  during an exclusive 
tour of the Calty facility in September. “And then I had 

heard about Toyota setting up 
this design studio, and it 
seemed really intriguing to 
me, the notion of designing 
with Toyota designers [from 
Japan] and American design-
ers working together in Cali-
fornia. � at sounded really 
cool.”

From the outside, Calty 
looks like yet another un-
der utilized commercial o�  ce 
space, with poured cement 
walls, an expansive glass-
walled lobby and a tranquil 
outdoor water feature, tucked 

well o�  the road with a Baptist church and a U.S.  post 
o�  ce as neighbors.

Yet behind the high walls, the forms and shapes of 
tomorrow’s Toyota and Lexus vehicles emerge from 
the work of scores of artisans who sweat every detail 
and search for inspiration wherever it can be found.

Take Calty’s LCF concept car, which  sits in its lobby, 
and which became the Lexus LC500 coupe.

Larry P. Vellequette
lvellequette@crain.com

Toyota’s SoCal design house crafts cars as works of art

N
Toyota Motor Corp. leaders cut the ribbon 
in 1978 in Newport Beach, Calif.

see  CALTY , next page

At Calty Design Research 
headquarters in Newport 

Beach, Calif., an FT-1 design 
study model, which became 

the Supra, is in the spotlight.

1982 MX1

1975 Celica 
full-scale model

  High-performance concept from 
the 1980s

A team of sculptors craft a 
full-size early clay rendering 
of the 2000 Celica.

Calty President Kevin Hunter, right, guides development of an early scale model of the 
FT-1 concept, which eventually became the resurrected Supra.
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I n this guide, Automotive News aggregates 
intelligence about automakers’ U.S. future 
product portfolios. 
It is an updated compilation from our an-

nual Future Product Pipeline feature, which 
this year was presented as an 11-part series 
that began July 24.

�e Future Product Pipeline guide is orga-

nized alphabetically by brand, starting with 
Acura and ending with Volvo. It covers the sec-
ond half of 2023 and runs through 2027. Much 
of the information has not been released pub-

licly by automakers.
�e g uide lets readers track when a model is 

expected to be freshened, redesigned or re-
engineered, or when a brand will add a name-
plate.

As the following pages illustrate, automakers 
are working toward meeting shifting consum-
er tastes and tightening emissions standards 

while continuing to invest in gasoline vehicles 
that in many cases remain both popular and 
pro�table. 

A majority of the new nameplates coming to 
market are electric, greatly increasing the 
range of body styles and prices available to 
consumers who are ready to transition away 
from fossil fuels. �"

Bookmark autonews.com/
futureproduct  to stay updated on 
automakers’ product portfolios.

�z Freshen: Minor changes to
interior and exterior, such as
new grille, fascia, front and  
rear lights or seat surfaces.

�z Reengineering: Signi�cant engineering
changes, such as revised powertrain,
chassis, suspension, center stack or interior.
Often includes some new sheet metal.

�z Redesign: New platform,
powertrain, interior and sheet  
metal. Engine and transmission 
could be carried over.

�z New: A nameplate 
added to the 
lineup.

WHAT DO THE
TERMS MEAN?

TIMELINE

See what’s ahead — all in one place

2023 2024 2025 2026 2027
2ND HALF 1ST HALF 2ND HALF

Acura TLX freshen ZDX (new) Compact electric 
crossover?

MDX freshen
RDX redesign?
Integra freshen

Midsize electric sedan?
TLX redesign?
NSX EV?

Three-row electric 
crossover?

MDX redesign?

Alfa Romeo 33 Stradale (new) Stelvio redesign
Giulia redesign

Flagship EV

Aston Martin DB12 convertible 
reengineering

Valhalla (new)
Valour (new)

DBX freshen
Vantage reengineering

Electric SUV

Audi SQ8 E-tron (new) Q8 freshen
Q7 freshen

Q6 E-tron (new) A6 E-tron (new)
E-tron GT freshen
Q5 redesign
Q3 redesign
A7 freshen
A5 redesign
A3 freshen

Q4 E-tron freshen
A4 E-tron (new)?
Q9 (new)
Q7 redesign

Q8 E-tron 
reengineering

A8 E-tron (new)

Bentley Continental GT 
reengineering

Flying Spur freshen Bentayga freshen EV SUV EV sedan

BMW i5 (new)
5 Series redesign

Z2 redesign X3 redesign
4 Series freshen

iX freshen
i4 freshen
3 Series redesign
Electric 3 Series (new)

XM freshen
iX3 (new)
X7 redesign?
X1 freshen
7 Series freshen
2 Series Gran Coupe 

redesign

iX7 (new)
X6 redesign
iX5 (new)
X5 redesign
iX4 (new)

BrightDrop Zevo 400 (new)

SQ8 E-tron

i5



2023 2024 2025 2026 2027
2ND HALF 1ST HALF 2ND HALF

Buick Envista (new) Envision freshen Electric crossover
Enclave redesign

Large electric 
crossover?

Envision redesign
Encore GX redesign?

Electric crossover

Cadillac Escalade IQ (new)
Celestiq (new)
CT4/CT5 freshen?

Escalade IQL (new)
Large electric 

crossover?
Smaller electric 

crossovers?

Lyriq freshen Electric sedan

Chevrolet & GMC Silverado EV (new)
Blazer EV (new)
Equinox EV (new)
Corvette E-Ray hybrid 

(new)

Sierra EV (new)
Tahoe/Suburban/

Yukon/Yukon XL 
freshen

Traverse redesign
Acadia redesign
Equinox redesign

Terrain redesign Hummer EV pickup 
freshen?

Express/Savana EV 
(new)?

Tahoe/Suburban/
Yukon/Yukon XL EV 
(new)

Corvette EV (new)?
Trailblazer redesign?

Hummer EV SUV 
freshen?

Silverado/Sierra 
redesign

Colorado/Canyon 
freshen

Tahoe/Suburban/
Yukon/Yukon XL 
redesign?

Camaro EV (new)?

Chrysler Electric crossover

Cruise Origin (new)

Dodge Electric Charger coupe 
(new)

Electric Challenger 
(new)?

Electric Charger sedan 
(new)?

Electric crossover
Durango redesign?

Ferrari Purosangue (new) P167 (new)? F250 (new)? EV
Purosangue EV (new)?

Fiat 500e (new)

Fisker Alaska (new)
Pear (new)
Ronin (new)

Ford Mustang Mach-E Rally 
(new)

Ranger redesign
Ranger Raptor (new)
Transit Trail (new)
Mustang redesign

F-150 freshen
Expedition redesign
Explorer freshen

Maverick freshen
Bronco freshen
Bronco hybrid (new)?
Bronco Sport freshen
Bronco Sport hybrid 

(new)

Electric pickup
Explorer-size EV
Mustang GTD (new)

E-Transit redesign
Super Duty freshen
F-150 redesign

Mustang Mach-E 
redesign

Ranger freshen
Ranger hybrid (new)
Maverick redesign

Genesis Electri�ed G80 minor 
freshen

G80 freshen

Electri�ed G70 freshen
GV70 minor freshen

GV80 freshen
GV80 coupe (new)

GV60 freshen
G90 freshen

GV90 EV (new)
GV80 EV redesign
G80 EV redesign
X Convertible (new)
G70 EV (new)?

GV70 EV redesign
GV60 redesign

Origin

Purosangue

GV80 coupe



2023 2024 2025 2026 2027
2ND HALF 1ST HALF 2ND HALF

Honda Prologue (new)
Ridgeline freshen
Passport freshen
CR-V FCEV (new)
Odyssey freshen
Civic hybrid (new)
Civic freshen

Three-row electric 
crossover

Passport redesign
CR-V freshen
HR-V freshen
Accord freshen

Compact electric 
crossover

Sony-Honda electric 
Afeela sedan (new)

Midsize electric sedan
Pilot XL (new)

Ridgeline redesign
CR-V redesign
HR-V redesign
Odyssey redesign
Civic redesign

Hyundai Kona redesign
Sonata freshen
Elantra freshen

Santa Cruz minor 
freshen

Santa Fe redesign
Tucson freshen

Ioniq 5 minor freshen
Ioniq 5 N (new)
Venue freshen

Ioniq 7 (new)
Palisade redesign

Electric pickup?
Ioniq 6 minor freshen
Ioniq 4 (new)?
Tucson redesign
Kona minor freshen

Ioniq 5 redesign
Ioniq 3 (new)?
Santa Cruz redesign
Santa Fe freshen
Elantra redesign

In�niti QX80 redesign QX60 freshen Electric sedan
QX65 (new)

Jaguar Electric midsize 
crossover

GT (new)

Electric compact 
crossover

Jeep Gladiator freshen Wagoneer S EV (new)
Recon EV (new)
Grand Wagoneer 4xe 

(new)

Cherokee redesign?
Compass redesign

Renegade redesign Grand Cherokee L 
redesign

Grand Cherokee 
redesign

Kia EV9 (new)
Sorento freshen

Carnival minor freshen EV5 (new)
Forte redesign

EV6 minor freshen
EV3 (new)?
EV4 (new)?
Telluride redesign
Sportage minor freshen
Niro freshen

Electric midsize pickup
Electric midsize car
Sorento redesign
Seltos redesign
K5 redesign

EV6 redesign
Sportage redesign
Carnival redesign

Lamborghini Revuelto (new) Huracan reengineering

Land Rover Range Rover EV (new)
Range Rover Sport EV 

(new)

Range Rover Velar EV 
(new)

Range Rover Evoque EV 
(new)

Discovery Sport EV 
(new)

Defender freshen?
Defender EV?
Discovery redesign

Compact Defender EV 
(new)?

Lexus R 450e (new)
TX (new)

GX redesign RC freshen Lexus EV sedan
NX freshen
LS freshen
ES redesign
LC freshen

EV sport coupe
UX reengineering
IS freshen

RZ 450e freshen
LX reengineering
TX freshen
RX freshen
NX reengineering

Prologue

Revuelto



2023 2024 2025 2026 2027
2ND HALF 1ST HALF 2ND HALF

Lincoln Navigator redesign
Aviator freshen
Nautilus redesign

Aviator-size EV

Lucid Gravity (new) Midsize crossover? Air redesign?

Maserati Grecale EV (new)
GranTurismo EV (new)

MC20 EV (new)
Quattroporte redesign?

Levante redesign?

Mazda CX-70 (new) CX-50 freshen
CX-5 redesign
Mazda3 redesign?

CX-90 freshen Electric midsize 
crossover?

CX-50 redesign

McLaren 750S (new) Artura convertible (new) Ultimate Series �agship 
(new)

GT redesign

750S replacement Four-door vehicle?

Mercedes-Benz eSprinter (new)
GLS freshen
GLC coupe redesign
GLB freshen
GLA freshen
CLA freshen

EQB freshen
AMG-GLC coupe and 

crossover redesign
AMG-GT redesign
AMG-GT 4-Door plug-in 

hybrid (new)
E-Class redesign
AMG C-Class plug-in 

hybrid (new)
CLE coupe/convertible 

(new)

G-Class freshen
AMG-GLC PHEV coupe 

and crossover (new)

S-Class freshen Electric cargo van?
EQS SUV freshen
Electric GLC (new)
AMG electric vehicle
EQS sedan freshen
EQE sedan freshen
Electric CLA coupe 

(new)
GLS redesign
GLE redesign
GLB redesign
GLA redesign
Electric C-class (new)?

EQE crossover 
freshen

Sprinter redesign?

Mini Countryman redesign
Hardtop 2-Door 

redesign

Electric Countryman 
(new)

Hardtop 4-Door 
redesign

Electric 2-Door 
hatchback?

Convertible redesign

Electric compact 
crossover?

Electric convertible

Mitsubishi Outlander freshen Xforce (new) Electric compact 
crossover

Outlander redesign
Eclipse Cross 

redesign
Eclipse Cross plug-in 

hybrid (new)

Nissan Rogue freshen
Sentra freshen
NISMO Z (new)

Kicks redesign Frontier freshen
Armada redesign

Leaf replacement
Path�nder freshen
Murano redesign
Sentra sporty trim

Ariya freshen
Electric sedan
GT-R PHEV (new)
Sentra redesign

Electric crossover
Frontier redesign
Rogue redesign

Polestar Polestar 2 freshen Polestar 3 (new)
Polestar 4 (new)

Polestar 5 (new) Polestar 6 (new) Polestar 2 redesign

eSprinter

AMG-GLC 
PHEV

Polestar 3
prototype



2023 2024 2025 2026 2027
2ND HALF 1ST HALF 2ND HALF

Porsche Taycan freshen
Cayenne PHEV (new)
Macan EV (new)
Panamera freshen
718 Spyder RS (new)

911 PHEV (new)
911 freshen
718 Cayman redesign
Electric 718 Cayman 

(new)
Electric 718 Boxster 

(new)

Electric crossover? Electric Cayenne (new)

Ram ProMaster EV (new) 1500 freshen 1500 REV (new) Midsize pickup 2500/3500 redesign

Rivian R2T (new)
R2S (new)

Rolls-Royce Spectre (new) Spectre Black Badge 
(new)

Cullinan freshen
Ghost freshen

Electric crossover? Electric sedan?

Subaru Forester redesign Ascent redesign Three-row electric 
crossover

Outback redesign
Legacy redesign

Solterra freshen or 
reengineering

Crosstrek freshen
Impreza freshen
WRX freshen
BRZ freshen

WRX STI-based EV

Tesla Cybertruck (new) Model 3 freshen Roadster (new) Model Y freshen
Model 2 (new)

Model X freshen
Model S freshen

Toyota Tacoma redesign
Grand Highlander (new)
RAV4 freshen

Land Cruiser (new)
Venza freshen
Camry reengineering

4Runner redesign
Crown-based crossover

Mirai freshen
Tundra freshen
Highlander 

reengineering
Sienna freshen
Corolla reengineering

bZ4X freshen or 
reengineering?

Three-row electric 
crossover

Sequoia freshen
Venza reengineering
Corolla Cross freshen
Crown freshen
Prius freshen
GR Supra freshen
GR Corolla freshen
GR 86 freshen

Tacoma freshen
Corolla-based pickup?
Grand Highlander 

freshen
RAV4 redesign
Sienna reengineering

VinFast VF 9 (new) VF 7 (new)
VF 6 (new)

Volkswagen ID4 reengineering ID Buzz (new)
ID7 (new)
Jetta/Jetta GLI freshen

Tiguan redesign
Taos reengineering
Golf GTI/Golf R freshen

ID4 redesign
Atlas/Atlas Cross Sport 

redesign

ID Buzz freshen
Atlas-size EV

Volvo EX30 (new) EX90 (new)? Electric S90 (new) Electric XC60 (new) XC40 EV redesign
C40 Recharge 

redesign
Electric V60 (new)?

Cayenne PHEV

Land Cruiser

EX30





OCTOBER 9, 2023• 9

REGISTER NOW

autonews.com/webinars

WEDNESDAY, OCTOBER 25 • 2:00 PM EDT

Unlock Vehicle Differentiation:
Apply Variable Management

to Merchandising

WEDNESDAY, OCTOBER 11 • 10:00 AM EDT

Take Charge of Your
Wholesale Strategy and

Win in Any Market 

THURSDAY, OCTOBER 12 • 2:00 PM EDT

5 Strategies
to Turn Your

Data Into Dollars

“I just love it, because it’s the reason we all became de-
signers, to make something beautiful — sculpture or some-
thing — that I think will be rather timeless as well,” Hunter 
said. “We started that project from nothing; we had no 
package, no platform. Our message from Toyota, from Lex-
us was just ‘design a beautiful car,’ and we just approached 
it from that point of view, just 
making something really sculp-
tural, with beautiful proportions, 
a front-engine, rear-drive car that 
really has that low-slung sort of 
beauty that you expect in a car.”

Many things have changed at 
Calty  over the last � ve decades, 
including some of the founda-
tional methods, tools and princi-
ples used to develop vehicles as 
varied as the Toyota Celica, Toy-
ota Tacoma  and Lexus LC.

Digital design tools
 Designers once competed for 

workspace near sources of natu-
ral light, to best put pen to paper. 
Now, Hunter said, most spend 
their days in arti� cially cooled 
darkness, manipulating elec-
tronic images in either two  or 
simulated three  dimensions 
while computers automatically and e� ortlessly do much 
of the previous era’s heavy lifting.

To show o�  what is possible with the latest electronic 
design tools, Hunter and his team of designers at Calty 
put together a special in-house project for the studio’s 
50th anniversary: a small, four-seat, semi-autonomous 
EV o� -roader they call the Baby Lunar Cruiser concept 
that is styled to evoke the earliest Land Cruisers.

� e Baby Lunar Cruiser concept remains only in digital 
form, including its airless tires, full-width viewscreen, 
automated digital trail spotter  and  tank-like, twin-joy-

stick steering system. 
“Because we’re creating something as an advanced 

study, it’s not an end-all, be-all,” Hunter explained. “We 
can work more quickly in digital and present something 
rapidly to Toyota and have a review and evaluation about 
a product. Production is a much longer, much more rig-
orous process from beginning to end.” 

While digital design may be cutting edge at Calty, oth-
er things have remained the same,  Hunter said: � e 
pride of creating rolling art, the in-depth study of form 
and � ow, the sense of accomplishment at seeing a vehi-
cle that was once just an idea  rolling down a Southern 
California street with a consumer happily sitting be-

hind the wheel.
“It’s just a source of pride, to 

know that you’ve had an impact,” 
Hunter said of seeing one of the 
vehicles his team worked on  do-
ing its job out in the real world.

An evolution
Other parts of the design pro-

cess have simply evolved. Instead 
of artisans spending weeks or 
months crafting full-size  clay 
models from scratch, a giant 
milling machine now does much 
of the rough work over a single 
evening. Clay modelers still do 
most of the � nish work by hand, 
 Hunter  said.

“Everything we do, I think, is an 
artistic endeavor. And I think we 
all embrace that really holistical-
ly, the way we approach our 
work,” Hunter said.

Toyota established a beachhead for automotive design 
in  Southern California in the early 1970s, and most other 
automakers followed suit. � ere’s good reason for that, 
said Hunter. 

“� ere de� nitely is a di� erent vibe and a di� erent 
mindset in California, and I think it gets into you. You ab-
sorb that — that spirit of just trying new things. � ere’s 
just an openness to the way things get done and the way 
people are in the environment,” Hunter said. “It just real-
ly lends itself to having an advanced design studio here, 
and Toyota was the � rst.” ��

CALTY

continued from previous page

Automotive designers blend 
digital, old-school techniques 

Calty President Kevin Hunter, second from left, reviews renderings of the 2024 Toyota Tacoma with a team of designers.

The Baby Lunar Cruiser BEV concept was designed 
digitally as a four-seat, over-the-top off-roader that 
uses tank-like steering mechanisms, a giant screen 
and airless tires, and would come with software 
capable of charting its own recovery paths while in 
almost any terrain. Its styling is meant to evoke 
the earliest Land Cruisers.

The exterior and interior of a 2017 concept.



T
he electric vehicle and battery competition  is 
on, and it’s still anybody’s game.

Southern U.S. states have captured the lion’s 
share of more than $100 billion in North Ameri-
can EV investments announced by automakers 

in the past three years, data from the  Center for Automo-
tive Research in Ann Arbor, Mich., shows. At the same 
time, Midwestern states have regained some ground.

Michigan went on a spending spree to get back in the 
mix. Ohio and most recently Illinois also opened  their 
pocketbooks to claim a piece of the automotive future. 
Even Canada, once predicted to be left behind in the EV 
transition, is holding its own thanks to a federally funded 
leveling of the playing � eld.

In short, the battle for EV supremacy is still in the begin-

ning stages, said Mark Barrott, head of  Plante Moran’s 
automotive practice in South� eld, Mich.

“We’re probably at the end of the � rst quarter,” Barrott 
said. “We will need two to three times more battery capac-
ity than what we have or what’s been announced if we are 
to meet the projected North American demand.”

� at means more than a dozen mega projects 
(at least $1 billion in capital expenditures and 
$75 million in annual payroll) are still on 
the table, according to  economic develop-
ment o�  cials around the U.S. and Canada 
who were interviewed for this story. 

Some states are more desperate to land 
them than others, and not all projects are 
created equal. While the strategies  may 

vary, incentives packages in the hundreds of millions of 
dollars have become table stakes.

Here’s why: To compete with China and the rest of the 
world on EVs, the U.S. � ooded the domestic market with 
subsidies, from the In� ation Reduction Act’s $370 billion for 
clean energy to tens of billions of dollars in grants and loans 
from the U.S. Department of Energy. � e incentives-fueled, 
win-at-all-costs attitude is contagious, it seems.

� e industry’s more than $500 billion transition to bat-
tery power over the next few years — as research � rm Alix-
Partners estimates — sparked a bidding war across North 
America for factories representing the future of manufac-
turing and economic security. Skeptics, though, have crit-
icized the massive taxpayer subsidies and questioned the 
return on investment for the projects. 

It all started in 2021, or at least that’s when many states 
were put on alert. � at year, Ford Motor Co.  announced 

$11 billion of investment in Tennessee and Kentucky, 
which sent shock waves through the  automaker’s home 
state of Michigan and made it clear:  � e Rust Belt 
wouldn’t simply be entitled to the spoils of resurgent 
domestic manufacturing.

“It was a game changer and a state changer for us. 
It’s the largest project ever in our history, even if you 
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As EV plants � ock South, 
the Midwest � ghts back
Comeback relies on aggressive, very expensive bidding wars

Kurt Nagl
knagl@crain.com

see  PLANTS, next pageBeshear: “A game changer” for Kentucky

BEN PEARCE

“From a utility perspective, those that 
are progressive have already � gured 
out, ‘If all these people are going to be 
plugging in and it creates some 
challenges in grid resiliency, then I 
better � gure out how to use that energy 
storage to my advantage.’ ”
Fermata Energy CEO Tony Posawatz  on the prospect of electric vehicles 
utilizing bidirectional charging to become a key backup for energy grids. 
Posawatz, a former General Motors executive, appears on the Oct. 1 
episode of “Shift: A Podcast About Mobility.” Listen at autonews.com/
shiftpodcast . 
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account for in� ation,” Kentucky Gov. 
Andy Beshear said in an interview. � e 
same could be said for Tennessee.

Ford’s electri� cation overhaul, like 
that of other automakers, revealed how 
much states would  pay for a project. 
� e $5.8 billion BlueOval SK Battery 
Park some 50 miles south of Louisville 
is expected to launch in 2025 and cre-
ate 5,000 new jobs with starting annual 
pay of $55,000. � e twin battery facto-
ries are being subsidized by $250 mil-
lion in taxpayer cash and $27 million 
more of land.

� e cost per job works out to $50,000 
when factoring in just state cash incen-
tives. � e cost of losing the project, 
though, would have been immeasur-
able, Beshear said.

“For us, this battle wasn’t just about 
having the new jobs of the future. It 
was about making sure we didn’t have 
displaced workers. … To land these fa-
cilities means we will not go through 
the displacement that we saw in the 
energy sector,” he said. 

What’s at stake
Losing that Ford project was a major 

blow to Michigan, and it paid a premi-
um to make sure it didn’t happen 
again. � e state approved an incen-
tives package valued at $1.7 billion — 
the largest subsidy approved by any 
state this year — to land the Ford-CATL 
battery plant in Marshall, about 100 
miles west of Detroit.

Slated to launch in 2026, the $3.5 bil-
lion plant promises 2,500 new jobs 
with starting annual pay of $45,000. 
� at comes out to $384,000 per job 
when including just cash in the deal.
� e plant is in limbo, however, after the 
company paused construction during 
the UAW strike and CEO Jim Farley ex-
pressed concerns about operating it 
competitively, pointing to union pay 
demands and questions over eligibility 
for In� ation Reduction Act incentives.  

Factor in federal incentives, and the 
math is even more staggering. Ford’s 
plant in Michigan will be eligible for 
about $6.7 billion in federal tax credits, 
according to an analysis by Good Jobs 
First, which tracks corporate subsidies. 
� at works out to $3.4 million worth of 
subsidies per job. In Ohio, the new $3.5 
billion Honda-LG plant under con-
struction east of Dayton is in line for 
more than $2 million of all-in subsidies 
for each of 2,200 jobs promised.

 PLANTS
Stakes are high for 
states, automakers
continued from previous page Mich.

Ga.

Tenn.

N.C.

Ohio

Ala.

Ky.

Ind.

S.C.

Nev.

2018

2019

2020

2021

2022

2023*

Electri� cation Other

Michigan leads states in automaker-announced EV and battery-related 
investment since 2018 with more than $23 billion. Ohio is in the top 5 
with nearly $9 billion while Illinois has only $200 million. 

Announced automaker investments by year

EV and battery-related investment

$4.5B

$21.9B

$3.6B

$3.8B

$7.9B

$8.2B

$8.6B

$9B

$9.9B

$10.8B

$20B

$23.2B

$8.7B

$34.4B

$52.9B

$41.6B

*Through July 2023. Source: Center for Automotive Research Book of Deals, 2023
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� ose price tags invite plenty of criti-
cism. 

“� ese deals are less about business 
and more like giant publicly funded 
campaign advertisements,” said John 
Mozena, president of the Center for 
Economic Accountability, a Michi-
gan-based think tank. 

Companies are far more concerned 
with other factors such as la-
bor availability, energy costs, 
infrastructure and tax struc-
ture than subsidies to make a 
di� erence, he said.

Josh Hundt,  chief projects 
o�  cer for the Michigan Eco-
nomic Development Corp., 
said the state had to inject so 
much cash into the Ford-
CATL deal because of how 
far behind it was in prepping 
mega sites for development. � e sub-
sidy included $750 million for build-
ing out infrastructure and utilities on 
the farmland.

“It was necessary for us to be more 
competitive with these other states 
that were securing these projects, 
frankly, when we were not,” Hundt 
said.

Competition vs. cooperation
After coming up short in a bid to win 

Chinese battery manufacturer Gotion 
Inc.’s � rst U.S. plant, which went to 

Michigan, Illinois followed its neigh-
bor’s lead and created a $400 million 
deal-closing fund to go along with leg-
islation that added new tools to the 
state’s economic  development pro-
gram speci� cally tailored to EV and 
battery projects.

Among the incentives are tax credits 
of up to 75 percent of payroll taxes for 

new or retained jobs for up 
to 30 years; and 10  to 25 per-
cent of employee-training 
costs.  Other incentives in-
clude tax credits on 0.5 per-
cent of a company’s property 
investment as well as in-
come taxes connected to 
construction wages, and ex-
emptions from sales taxes on 
building materials,  electrici-
ty and natural gas.

 � e e� orts paid o� . Armed with 
more than a half-billion dollars in  tax 
breaks, including $125 million from 
the deal-closing fund, Gov. J.B. Pritz-
ker beat out Ohio and Alabama to land 
a Gotion battery-assembly plant an-
nounced  last month.  

� e EV battery race began in earnest 
a couple  years ago with the � rst 
tranche of investments from Ford, 
General Motors , Stellantis  and other 
foreign and startup automakers look-
ing to cash in on North American in-
centives. 

Southern states were decades ahead 
in site readiness. But other factors in-
cluding market dynamics and busi-
ness climate also have in� uenced the 
auto migration south, Plante Moran’s 
Barrott said. Less costly non union la-
bor, lower energy costs and taxes, fast-
er permitting and the lack of UAW in-
� uence are all major bonuses in the 
South.

“� e art of economic development 
was really perfected in the Sun Belt, 
the Southeast primarily, to lure indus-
try away from the Rust Belt and the 
Northeast,” said John Boyd, principal 
of  Boyd Co. Inc., a  � rm based in Flori-
da that consults on site selection for 
companies including Honda, Boeing 
and Dell. “We call economic develop-
ment in 2023 the second war between 
the states.”

Southern dominance
It’s a war the South was winning 

handily on the EV front before the Rust 
Belt started making moves. 

Since 2021,  Southern states have 
captured nearly 70 percent of auto-
maker EV investment in the U.S., with 
Georgia leading the way at $20 billion, 
according to  Center for Automotive 
Research data. Michigan had the sec-
ond-largest chunk of $14.7 billion. 
Deal � ow peaked in 2022 with nearly 
$50 billion committed in the states. 
Less than half that amount has been 
announced so far this year.

� e  Southern states that have won the 
most EV projects in the past three years 
— Georgia, North Carolina and Tennes-
see — have netted $38 billion of invest-
ment and shelled out $6.7 billion worth 
of incentives to close those deals. � e 
winningest states in the Midwest — 
Michigan, Indiana and Ohio — have se-
cured $28.6 billion of EV investment, 
greased by $5.6 billion in subsidies.

� e level of incentives is unlike any-
thing in the 120-year history of the 
automotive industry, Barrott said. “It’s 
not really coming with many strings. If 
the OEMs and the supply base weren’t 
driving toward an electric future, it 
would be a problem, but the OEMs are 

doing this anyway. What the federal 
government is doing is speeding it up.”

States  such as Tennessee were regu-
larly investing in the infrastructure of 
sites they hoped would  house some 
sort of transformational manufactur-
ing project. 

“Tennessee has been in a position to 
attract these types of projects for rea-
sons that date back decades,” Stuart 
McWhorter, commissioner of the 
state’s department of economic and 
community development, said of the 
$8 billion of recent EV-related invest-
ments in that state. “We’ve created a 
business environment that is attractive 
not only to the automotive industry 
but a lot of industries.”

Tennessee  approved $884 million of 
incentives for Ford’s $5.6 billion, 6,000 
job EV investment announced in tan-
dem with its Kentucky plant, but the 
prize was more valuable than just a bat-
tery plant. In addition to battery manu-
facturing, the project includes an assem-
bly plant and supplier park,  multiplying 
the impact on jobs and the economy . 

For now, the industry is calm before 
another wave of investment, Barrott 
said. 

“We always projected a bit of a lull at 
this point in future announcements of 
battery facilities,” he said. “Just like any 
manufacturing operation, you have to 
build your facility in advance of the ac-
tual demand.” �,

John Pletz and Jay Miller contributed 
to this report.

 The $5.8 billion BlueOval SK Battery Park will add 5,000 jobs in Kentucky. 

Hundt: Costly 
prep in Michigan



nyone driving for Uber, a taxi 
service or a trucking company 
should be prepared — a robot is 
coming for  their job.

It won’t happen all at once or even 
anytime soon. Expect a slow creep of at 
least 10 to 20 years, but it will happen: 
Replacing the human is the autonomous 
technology endgame.

I just returned from a deep dive into 
autonomous technology in Sweden with 
Volvo Group. � e heavy-truck and 

equipment company 
 sees self-driving 
expertise as critical . 
Earlier this year, I rode 
through dense tra�  c in 
Haifa, Israel, in a Kia 
loaded with self-driving 
technology from 
Imagry . Autonomous 
driving is underway 
globally.

Volvo Group — a 
separate business from 

the car company — and Aurora Innovation 
demonstrate the depth of this driving 
revolution. Volvo Autonomous Solutions, 
which uses Aurora’s technology to drive 
Volvo’s long-haul trucks, is headed into 
direct competition with shippers, motor 
carriers and other types of trucking.

Mining to hauling
Using Volvo’s own technology at the 

Bronnoy Kalk mine in Norway, seven 
autonomous  heavy-duty trucks traverse a 
three-mile stretch hauling limestone from the 
mine to a crusher. Volvo gets paid by the load. 
� is service makes sense. You get humans 
out of a dangerous mine environment and 

improve e�  ciency. While the trucks still 
need maintenance and refueling , there’s 
never a break for a human driver.

Now, this is an easier place to start than, 
say, a bustling urban environment. While a 
mine or quarry is a physically harsh 
environment, there aren’t crazy commuters 
 rushing for a latte, bicycle messengers 
running stop signs or cellphone-addicted 
pedestrians straying from the sidewalk. And 
the competition is limited. You don’t see 
Old Dominion Freight Line rushing to get 
into the rock-hauling business. Volvo plans 
a similar autonomous service,  again using 
 its own technology hauling containers 
around ports and distribution centers. 
� ose are also restricted environments with 
fewer risks than the open road.

But it is the next step that should raise 
eyebrows. Volvo will use Aurora’s self-
driving system on Class 8 trucks to launch a 
freight hauling service that could morph 
into direct competition with the  � eets that 
 purchase the  � rm’s big rigs. Volvo is 
running simulations in Texas with plans to 
launch a route with a safety driver  next year.

Separately, Aurora is testing autonomous 
freight runs using Peterbilt trucks with 
safety drivers. Next year, it plans to pull the 
safety drivers and transport freight 
autonomously between Dallas  and 
Houston. Aurora intends to sell its 
technology as a service to freight haulers. 
But you can see where this is going, and it 
doesn’t involve humans.

The numbers are there
� e numbers behind this are compelling. 

Autonomous freight service could speed up 
goods shipment by 40 percent, Nils Jaeger, 
 president of Volvo Autonomous Solutions, 
said during my visit. � ese trucks could 
operate 18 to 20 hours daily and wouldn’t 
be subject to the 11-hour federal limit for 
human drivers.

� at means   the trucks would rack up the 
miles. A typical Class 8 tractor has a useful 
life of about 1 million miles or 10 years. 
Operating autonomously, they would reach 
that in � ve to six years instead of 10. � at 

JERRY
HIRSCH
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he UAW’s strike for a rich labor contract may have an 
unintended consequence: a less competitive — and 

therefore less pro� table  and less stable — Detroit 3. 
Based on the rati� ed Ford-Unifor contract and the 

o� ers  that automakers have put on the table,  UAW  members 
will get a lucrative deal no matter what. But the  pay bumps 
and pre-bankruptcy bene� ts that the UAW is demanding 
could put the companies  at a serious competitive 
disadvantage against Tesla and other non union  automakers.  

Ford Motor Co., General Motors and Stellantis are already 
facing sti�  electric vehicle competition from Tesla, which 
 compensates its workers nearly $20 less in wages and 
bene� ts per hour compared with the expired Detroit 3-UAW 
contract, according to Wells Fargo. Other non union auto 
workers make an estimated $11 less per hour compared with 
UAW members.  

Last month, Unifor, which represents auto workers in 
Canada, rati� ed a deal with Ford that included a 13  percent 
wage increase in the � rst year for senior assembly workers, 
followed by 2 percent and 3 percent bumps in the following 
years, plus a $7,411  productivity and quality bonus.

� e UAW is   asking for much more than that: 36 percent 
raises, nominally , over four-plus years. Ford last week 
boosted its o� er to more than  20 percent .  

Including bene� ts, the Detroit 3 pays workers $66 per hour. 
 If the  automakers meet the UAW’s demands, hourly labor 
costs  would surge to $136 per  hour, according to the Federal 
Reserve Bank of Chicago. 

� e Detroit 3 disadvantage could soften  if non union auto 
workers   seek higher wages to more closely match the � nal 
UAW contract. Or those groups could opt to unionize.  

No matter the pay gap, a UAW contract this rich could put 
the future of the Detroit 3 in jeopardy, especially when it 
comes to EVs.   � at business is still developing, and most of 
the automakers’ pro� t continues to come from sales of 
gasoline-powered pickups and SUVs.

Whatever contract  is agreed upon will put higher labor 
costs on the Detroit 3 as they attempt to navigate the new 
pro� t equation for EVs. 

 Workers should certainly be paid fairly and rewarded for 
their labor  and tenure, but  UAW  negotiators should  consider 
the potential consequences of a contract that damages the 
companies where they work .

Rich UAW deal 
could lead to a 
poor Detroit 3

T
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There’s no stopping inevitable 
progress toward robots as driver s 

A

C O M M E N T

see  HIRSCH , next page

Volvo autonomous trucks operate at a mine in Norway, 
eliminating the need for humans to work in a dangerous space.
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Fishbeck is pleased to announce that Vimala 
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President/Senior Environmental Engineer. 

Vimala is a senior adviser in the company’s environmental management 
department. She will help oversee environmental compliance and will help 
clients navigate the ever-changing regulatory landscape, including air quality, 
environmental audits, spill and contingency plans, permitting, stormwater 
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means Volvo, Peterbilt and 
Freightliner could  sell a lot more 
trucks. � e industry is already plagued 
by a lack of capacity and a shortage of 
human drivers. Autonomous trucking 
would � ll the gaps. � e cost might be 
wrapped into the type of freight 
service Volvo is exploring or by legacy 
motor carriers  that � gure out how to 
transform their businesses.

But I wonder about  motor carriers. 
Right now, they bring the expertise 

of pricing, routing and hiring humans. 
But won’t robots and algorithms 
eventually replace that work? 
Companies  such as Volvo and 
Freightliner — a corporate sibling to 
self-driving truck technology 
developer Torc Robotics — could have 
all the technology needed to go to 
Target or Walmart and take over their 
freight services. What’s to stop 
companies  from developing a per-
ton-mile pricing service? 

And we haven’t even gotten to 
Waymo, which has a truck-driving 
system but is  focused on expanding its 
� edgling urban robotaxi business  to 
compete with General Motors’ fast-
growing Cruise unit.

What’s the counterargument? 
Maybe fear, and then just for a while.

Let’s say a robotic truck or car kills 
someone.  My guess is that one death by 
robot would cause more outcry than 
the more than 40,000 tra�  c deaths 
caused annually by humans. But tra�  c 
deaths still would likely decline. 

Robot taxis and trucks won’t break 
speed limits. � ey don’t look at 
Instagram at 45 mph while 
approaching an intersection. � ey 
don’t drink. More importantly, the 
economics will push this change. 
Technology is about gaining e�  ciency 
and productivity. Taking the human 
driver out of paid transportation is an 
inevitable step along that path.

You may email Jerry Hirsch
at jerry.hirsch@crain.com.

ou wouldn’t be alone if you 
noticed the tides turning for 

workers. After decades of 
disinterest and neglect, the 

Liberal and Democratic parties on 
both sides of the U.S.-Canada border 
are realizing that wins for workers 
make for good politics.

As one reference point, Gallup Polls 
found that in 2022, 71 percent of 
Americans approved of unions, up 
from 48 percent in 2009. � e 2022 high 
is comparable with the 1950s and 1960s 
levels when unions were far more 
ingrained in political and civil society.

� is is good news and a testament to 
the advocacy of workers across both 
countries.

However, one of the results has been 
a sharp rise in expectations. � ose 
expectations will be tested as the UAW 
and Unifor continue their respective 
negotiations with the Detroit 3. Before 
looking at the nuts and bolts of the 
issues on the bargaining table, it may 
be useful to look at the unique 
relationship between the two unions.

‘Hell would freeze over’
When I planned for our negotiations 

with the Detroit 3 in 2020, the 
relationship with UAW was top of mind. 
Unifor and its predecessor, the Canadian 
Auto Workers, were historically the more 
aggressive negotiators, and I didn’t want 
a scenario where the UAW’s more 
measured strategy could be used against 
us.

� at’s why we backed them up when 
the going got tough in 2019. If the 
three automakers see a world where 
they can get by without making 
concessions to the UAW, they 
certainly aren’t going to make 
concessions to Unifor, a smaller union 
with a fraction of the work force.

With our support, the deals they 
reached secured $18.2 billion in new 
investments in plants and the creation 
or retention of 25,400 U.S. jobs over 

four years.
� is was good news for U.S. auto 

workers, but I also had a self-interest 
in supporting the UAW. It laid the 
foundations for the terms we would 
eventually reach — which included a 
hat trick of deals worth almost C$5 
billion in Canada ($3.7 billion), with 
every agreement that we signed being 
rati� ed with more than 75 percent 
support.

It never crossed my mind that we 
would be the quieter party in future 
negotiations. I honestly would have 
believed that hell would freeze over 
before the UAW would strike with 
what we settled for here in Canada.

Different approaches
But here we are in 2023, with 

drastically di� erent approaches. Last 
month, Unifor reached and rati� ed a 
deal with Ford that includes a 10 
percent wage increase in the � rst year, 
followed by 2 percent and 3 percent 
increases in the subsequent years, and 
a $7,365 productivity and quality 
bonus for all permanent employees. 
Under ordinary circumstances, we 
would be celebrating.

But UAW President Shawn Fain has 
built something completely di� erent 
south of the border. Fain has plastered 
himself on every TV screen he can, 
turning the heat up immensely on the 
Detroit 3 and stoking members’ 
expectations.

He’s demanding cost-of-living 
adjustments, a 36 percent pay increase 

across four years and an end to two-
tier wages. He also invited President 
Joe Biden to visit the picket line, 
making him the � rst modern 
president to do so.

Higher expectations
If the famously centrist and 

“moderate” president is supporting 
UAW members for these types of asks, 
what does that mean for expectations? 
It means they’re higher than any time 
I can remember.

� e gap between the Canadian and 
American approaches, combined with 
elevated expectations across the 
board, has meant that the Ford deal 
with Canadian workers was only 
rati� ed with 54 percent approval. It’s 
the type of result that keeps union 
leaders up at night.

Members who expect transparency 
have expressed anger that the 
rati� cation vote was held online. 
Holding our rati� cation votes online 
in 2020 were among the tensest 
moments for me as president, but the 
circumstances of COVID-19 left us 
with little choice. It cannot be the new 
normal — particularly with union 
members expressing higher demand 
for transparency and accountability 
from their union leaders.

Both unions are dealing with a 
tremendous amount of change — new 
leadership, adaptation to post-
pandemic realities, revitalized 
membership expectations and the EV 
transformation, to name a few. But 
they’re better o�  approaching these 
transitions in lockstep.

Just as Canadian workers bene� t from 
Fain’s more aggressive approach, 
Unifor leadership should also be 
thinking about the impact of our 
negotiation strategy on our brothers 
and sisters. And with GM and Stellantis 
deals still in play here in Canada, they 
should make this shift quickly.

Solidarity should never have 
borders.

Taking a closer look at two 
unions with common goals
Jerry Dias

Y Jerry Dias is 
the retired 
p resident 
of Unifor, 
Canada’s 
largest 
private 
sector 
union.

HIRSCH
continued from previous page
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Response times are improving
National dealership groups are getting better at 
responding more quickly to website customer inquiries, 
according to the 2023 Pied Piper PSI Internet Lead 
Effectiveness Study. Here are the top 10, with scores 
issued on a scale of 0 to 100. The dealership group 
average score is 65.
1.  Napleton Automotive Group: 83 (9 points higher than ’22)
2.  Penske Automotive Group: 76 (6 points higher)
3.  Herb Chambers Auto Group: 76 (no change)
4.  Ken Garff Automotive Group: 74 (up 26 points)
5.  Berkshire Hathaway Automotive: 70 (up 3 points)
6.  Morgan Auto Group: 69 (up 5 points)
7.  Victory Automotive Group: 66 (up 11 points)
8.  AutoNation: 66 (up 8 points)
9.  West Herr Automotive Group: 65 (no change)
10. Hendrick Automotive Group: 63 (up 5 points)

Note: 17 dealership groups were evaluated for the study, which included the 
individual websites of 1,614 dealerships.

 year ago this month, Cox Automotive acquired 
Tred,  a peer-to-peer used-vehicle marketplace and 
licensed dealership. � e deal was not publicized.

Companies often promote their acquisitions 
much earlier in the process, sometimes before a deal even 
closes. Cox Automotive  has typically done so, announcing 
its 2022 acquisition of trailer sales and service company 
Trudell. But Cox Automotive decided to wait with Tred, ac-
cording to Erin Lomax, vice president of operations for the 
company’s Consumer Marketplace. 

“We made a strategic decision not to publicize it at the 
time,” Lomax told Automotive News. “We’re working quickly 
to retire the Tred brand and get to mar-
ket with this product quickly. We always 
said we’ll talk about it once we have 
something to talk about.”

Launched in 2012, Tred was based in 
Seattle and in November 2021 raised a 
$25 million Series B venture capital 
round. Roughly 37   Tred employees are 
now part of Cox Automotive. Tred 
founder  Grant Feek became managing 
director of Private Seller Exchange (for-
merly Private Seller — renamed after 
absorbing Tred’s technology), a division of Cox’s Autotrader 
— an online platform for buying and selling used, new and 
certi� ed vehicles. 

Tred billed its platform as letting sellers control the selling 
price while the company handled marketing, the transac-
tion and facilitation of loan repayments if needed. Buyers 
using the system can access  services including a Carfax ve-
hicle history, vehicle service contracts and more. 

Approximately 40,000 vehicles are listed on Private Seller 
Exchange on Autotrader, vs. more than 3 million vehicles on 
Autotrader and Kelley Blue Book, which Cox Automotive 
considers its primary consumer marketplaces.

Lomax  spoke with Sta�  Reporter Mark Hollmer about the 
Tred acquisition, why Cox did not promote the deal and 
what it hopes to gain from the technology. Here are edited 
excerpts.

On how Tred technology helps Cox Automotive
It helps us to further expand into a market that we’re al-

ready in and provide more value. … Consumers go to [Auto-
trader] and sell their cars. � e di� erence is previously they 
would meet up in the site and they would pick a meeting 

 A year later, Cox 
opens up about 
Tred acquisition

Lomax: Decided 
not to publicize

see  COX , next page

Reynolds and Reynolds Co.  held its 
� rst retail summit late last month 
at the famed Indianapolis Motor 
Speedway. It highlighted for 

current, former and potential clients the 
Ohio  company’s technology advances and 
ongoing e� orts to be more � exible and 
customer friendly.  

 � e Sept. 25-26 event called Amplify 2023 
featured workshops held in  climate-
controlled  chalet tents  and conference space 
less than 100 yards from the track. It also was 
near the Indianapolis Motor Speedway’s 
control tower, which is covered in green-
tinted glass and built to evoke a Japanese 
pagoda. Among the highlights: a setup by 
Reynolds’ recently acquired AutoVision,  a 
 dealership management system technology 

startup whose next-generation 
vehicle acquisition tech  is 
designed to help retailers sell more 
used cars. 

Chris Walsh, Reynolds’ president 
for  almost two years now ,  was a 
heavy presence at the event. CEO 
Tommy Barras, who replaced 
controversial long time CEO Bob 
Brockman, appointed him with a 
mandate to continue company 
e� orts to simplify DMS contracts 
and improve relationships with 
dealer customers.  

During morning remarks , Walsh shared 
what he’s learned. Many customers remain 
passionate about Reynolds, Walsh said. But 
he also acknowledged clients felt Reynolds 
was “in� exible” and “too rigid” about how it 
enforced contracts and that it could be slow 
to resolve issues. 

“It’s not good to hear that our customers 

don’t think we have a great 
relationship with them because it 
is something that I felt strongly 
about,” said Walsh, a 36-year 
Reynolds veteran who started in 
customer support. Walsh said he 
saw the situation as � xable because 
Reynolds had “really good people 
and really good products.”

“When we started making 
decisions and behaving di� erently 
based on existing to help our 
customers be successful, decisions 

got easier, and I think we’ve got a lot more 
clarity around our business,” Walsh said. 

It’s often said a bad impression, once 
made, is hard to change. It will be interesting 
to see if  the summit  gives Reynolds a second 
chance to make a good impression.

 You may email Mark Hollmer
at mark.hollmer@crain.com.

ON TECHNOLOGY
MARK

HOLLMER
REPORTER

Reynolds summit highlights tech advances

Reynolds and Reynolds Co.  has had a busy year, 
acquiring four companies . And it’s not done 
yet, company President Chris Walsh told Auto-
motive News.

“I think there will be another one before 2023 is over,” 
Walsh said in a wide-ranging interview  during a break at 
the company’s Amplify 2023 retail summit at the In dianap-
olis Motor Speedway on Sept. 26.

Walsh said discussions are underway but declined to 

 reveal the technology space in which the targeted com-
pany operates. Technology acquisitions involve a delib-
erate process, he said, with the ultimate goal of maxi-
mizing the potential of Reynolds’ dealership manage-
ment system.

“We’re going to be strategic about what we do,” Walsh 
said. “We have made four acquisitions this year [with] 
probably a � fth coming. When you do that, it does add 
some stress to the organization as you � gure out how do

Reynolds’ Walsh expects 
a � fth acquisition in 2023
Discussion is underway, but president is shy with details 

Mark Hollmer
mark.hollmer@crain.com

see  REYNOLDS , next page

MARK HOLLMER

“ ““What we’re trying to do is 
[explore] how can we talk to 
all of these organizations and 
understand what their approach 
is, and that if there’s an 
opportunity to partner with 
them, that there’s an opportunity 
to make an acquisition.”
Chris Walsh, president,
Reynolds and Reynolds
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With an Integrated Platform 
That Goes Beyond the DMS

place, advertise and then they would have to 
handle the exchange of cash and title and all of 
that. [With Tred technology] we’re now [giving 
them] fraud veri� cation, secure payment and 
safe meet-up places to really make that process a 
lot better. We pulled key capabilities from Tred 
into this experience.

On whether customers are signing on to 
the Tred-fueled Private Seller Exchange

We really were just focused on getting the con-
sumers and getting them used to this experience. 

Now, we’re starting to add more and more capa-
bilities. Consumers are empowered on how 
they’re going to dispose of their car. On top if it, 
we’re � nding creative ways to get these cars to 
dealers that wouldn’t have otherwise had access 
to them. 

� is is a huge market of consumers that sell 
privately every year. It’s just a massive market 
that dealers typically don’t have access to, and so 
we’re really working on connecting that for 
them.

On the longer-term goal of maximizing 
the use of Tred’s technology

Our strategy is obviously con� dential, but the 

important thing to know is at the end of the day 
it’s really about trying to get as many consumers 
as possible to engage with our site and make sure 
they have the right cars to shop for on our site. 
� at is ultimately how … we create value for our 
dealer customers. � is gives us an opportunity to 
continue to expand.

On other issues Tred’s technology helps 
address for Cox Automotive

� ere’s not a lot of cars that are less than 
$20,000 for sale in the market right now. � is 
gives us a huge avenue [for growth] because a lot 
of these Private Seller cars are less than $20,000. 
It is a huge opportunity to get more of these cars 

in our system and help customers that are having 
a hard time a� ording the cost.

On how use of Tred technology is going 
since beta testing ended in March

We’re really trying to engage more deeply in 
this market that …. is a relatively large but a 
quiet market overall. � ese consumers are al-
ready on our sites across Autotrader and Kelly 
Blue Book. We really want to give them a new 
and improved way to sell, and we want to build 
trust in that experience and then work through 
how we create bene� t to our dealer partners 
through that. � ere’s been a ton of really great 
progress. �"

COX
continued from previous page

they � t into the DMS — the world that we’re in, or 
don’t they?”

Reynolds, a  dealership software and service 
provider in Dayton, Ohio, has pursued a steady 
pace in acquisitions so this year.

In January, Reynolds snatched up American 
Guardian Warranty Services of Chicago,  which 
provides vehicle service contracts, limited war-
ranties and additional � nance and insurance 
products and services.

In April, the company acquired DealerCorp 
Solutions,  a Canadian software company and 
partner that provides digital retailing tools to 
dealerships. 

Reynolds in June closed a deal to buy AutoVi-
sion,  a California-based dealership management 
technology startup with arti� cial intelli-
gence-driven vehicle acquisition technology de-
signed to help retailers sell more used cars. 

Reynolds capped its fourth acquisition of 2023 
in July with its purchase of Xzilon,  a vehicle ap-

pearance protection provider. 
Walsh discussed  other topics during his inter-

view with Automotive News, including how 
Reynolds is addressing arti� cial intelligence. 

“Any time you get into the AI space, I think 
there’s opportunities to streamline work� ows 
and make communication more seamless and 
more e�  cient,” Walsh said. 

Reynolds is  in the AI space through its June 
2021 acquisition of Gubagoo, a retail technology 
vendor specializing in conversational and digital 
retailing tools. Gubagoo relies on  AI for the con-
versational part of its platform between a live 
person and a bot.

Walsh said he sees a wider user for AI in areas 
such as helping customers schedule dealership 
service appointments.

“� at’s something we’re really focused on — AI 
on the phone side, where it essentially becomes 
the service scheduler for a dealership,” Walsh said. 

Partnership potential
Reynolds might explore acquisitions in the 

space, Walsh said. For now, the company is try-
ing to learn more about it, perhaps through a 
partnership with a relevant technology opera-
tion.

“� ere’s probably four t o � ve — depending on 

how you qualify them — providers out there that 
are getting into that space that are building a 
business around that and they all take kind of a 
di� erent approach to doing it,” Walsh said. “What 
we’re trying to do is [explore] how can we talk to 
all of these organizations and understand what 
their approach is, and that if there’s an opportu-
nity to partner with them, that there’s an oppor-
tunity to make an acquisition.”

A partnership would be more likely right now, 
he said, because the technology “is more in its in-
fancy, but it doesn’t mean we wouldn’t acquire 
something down the road.”

Customer service revamp
Reynolds has typically used “utilization part-

ners” to help customers learn best practices for 
their DMS software. 

� e company has recast these employees  as its 
Reynolds Performance Manager Field Support 
Organization and hired more sta�  to beef up the 
service and expand what it does, Walsh said. A 
more enhanced customer service makes sense, 
he added, considering how much dealership 
management system technology has evolved.

“When you think of the notion [that what a] 
DMS used to be 20 years ago was accounting, 
payroll, parts and service, and now look at the 

breadth of solutions that are out there,” Walsh 
said. “It gets complicated to use everything and 
use it well. We think there’s a real need for our 
customers to have that and while we’ve seen oth-
er competitors may be going in di� erent direc-
tions when it comes to utilization, we believe in 
having it all under the Reynolds brand.”

Walsh appeared to be referring to rival CDK 
Global, which in March announced it would un-
load an undisclosed number of its employees 
 onto Genpact, a global business process out-
sourcer. 

Plans involved outsourcing most of CDK’s en-
terprise information technology unit as well as 
parts of its technology, product, customer � -
nance and procurement division.

Labor unrest
Walsh said the company continues to monitor 

the ongoing UAW strike. He said Reynolds’ oper-
ations could be  impacted if the strike is protract-
ed and expands to a� ect more auto plants and 
workers. 

“If it is going to be disruptive to the success of 
the franchised dealers, then it will be disruptive 
to us,” Walsh said. “We’re concerned about it … 
and we hope it comes to a resolution that is eco-
nomically bene� cial to both sides.” �,

REYNOLDS
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Software provider eyes 
partner in the AI realm

Dealer anniversary awards
Submissions

We invite news items and top-quality 
photographs.

Photos for 25-45 years should have 
only two people posed shoulder to 
shoulder. Photos for 50 or more years 
should have no more than six people. 

Please tell us names (left to right), 
titles, dealership name and city, 
franchise(s) held and franchise for which 
award is given. 

You may email a photo in jpg format 
and at high resolution (300 dpi) to 
autonews@crain.com.

Custom framing
To request a custom framing of your 

milestone announcement, contact 
Lauren Melesio at 212-210-0707 or 
lmelesio@crain.com.

D E A L E R S

50 with Subaru
Eric Holmgren, fourth from left, dealer principal of Holmgren Subaru in North 
Franklin, Conn., and Dawn Holmgren, marketing director, receive a 50-year 
award. Presenting the award from Subaru of New England are, from left:  Ernie 
Boch Jr., CEO; Bryan Dumais, vice president; and Jeff Ruble, COO.  

50 with Chevrolet 
Rick Schoepf, fourth from left, dealer principal of Shep Chevrolet in Haven, 
Kan., receives a 50-year award from General Motors. Also pictured from the 
dealership are Shep Schoepf, center, CEO, and Shauna Schoepf-Pearce,
general manager. Pictured from GM are Sheel Chandra, left, district sales 
manager, and Brian Burnette, zone manager.



S P E C I A L  S E C T I O N
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Automotive News’ third annual Notable Champions of Diversity list features 17 individuals from companies and backgrounds 
across the auto industry with one thing in common: They are all leading their employers’ efforts to achieve greater diversity, equity 
and inclusion. The Champions, selected by a panel of editors and reporters from nominations submitted by our readers, represent 
auto manufacturing, supply chain, marketing, retail, � nance, technology and mobility. Their stories demonstrate their passion for 

DE&I and their drive to ensure that all employees’ voices and talents are recognized. 
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Ebonee Davis Ifeobu
Vice president of diversity, equity and inclusion I Bridgestone Americas

L ast year, Bridgestone Ameri-
cas named Ebonee Davis If-
eobu as its � rst vice presi-

dent of diversity, equity and inclu-
sion.

In this role, the 37-year-old leads 
the tire supplier’s newly created Di-
versity Equity & Inclusion Center of 
Excellence, which preaches the 
gospel of diversity to 50,000 em-
ployees across the Americas. 

“We in� uence and partner with 
our human resources organization 
to drive recruiting processes and 
talent development speci� cally for 
under-represented groups of race 
and gender,” Davis Ifeobu said.

Promoting an inclusive work-
place helps “leverage a diversity of 
ideas and ensures that we have the 
right culture, the right people, the 
right temperament to develop in-
novative products” for U.S. and 
global markets, she said.

Davis Ifeobu has spearheaded Bridgestone America’s diversity, equity and inclusion 
annual report, which benchmarks the company’s progress in promoting these areas.

“We want our executive board and senior-level leaders to look like the overall work 
force, which should represent the U.S. population,” Davis Ifeobu said.

� e executive has also championed more inclusive bene� ts such as expanded paren-
tal leave and transgender support.

“We look at ways to quantify and qualify the value of diversity,” she said.
To complement the annual report, Davis Ifeobu helped conceptualize the “Free to 

Be” campaign, which included educational events and activities promoting work force 
diversity and inclusiveness.

Davis Ifeobu and her team’s e� orts inspired Bridgestone’s Europe, Middle East, India 
and Africa business unit to create its own diversity, equity and inclusion annual report.

Bridgestone Americas has expanded alliances within the community, sponsoring or-
ganizations such as National Society of Black Engineers, Women in Technology and 
Society of Women Engineers, to educate employees about diversity, equity and inclu-
sion activities.

Davis Ifeobu said she is passionate about serving in groups that create this culture of 
belonging.

“Understanding how to be included in the conversation, how to have a seat at the ta-
ble, how to mentor, how to develop others and help people understand the value of that 
is something that’s near and dear to me,” she said. “I wouldn’t be where I am without 
that mentorship.”

— Urvaksh Karkaria

Ginamaria
Espinoza-
Garcia
Senior director of engineering and program 
management I  Sensata Technologies

W hen Ginamaria Espinoza-Garcia, 
now 45, was pregnant with her � rst 
child in 2013, she tendered her resig-

nation from Sensata Technologies, convinced 
she would not be able to continue in her “very 
intense” role.

“I was going to opt out,” said Espinoza-Garcia. “I was like, there’s no way.”
Instead, Sensata worked with Espinoza-Garcia to come up with a schedule that 

worked for her. A combination of working from home and working part time allowed 
her to raise her child and continue in her role.

Still, being a working mother was not easy. Espinoza-Garcia recalled traveling to Iowa for 
business, passing through airport security with a colleague and feeling embarrassed when 
asked to explain her breast pump. On the same trip, she was the only woman in a room of 20 
people and had to � gure out if there was a nursing area in the building.

After having her second child in 2019, a female colleague shared with Espinoza-Gar-
cia that a manager had declined to approve the shipping costs for her breast milk as a 
travel expense. Another female colleague told Espinoza-Garcia that she hoped to � nish 
nursing her baby soon so she could travel.

“I was like, those two shouldn’t collide,” she said. “� e fact that I also had more expe-
rience, more seniority within the company — it clicked. I’m like, we can do something 
about this. We don’t have to just deal with this like I dealt with it my � rst time around.”

Espinoza-Garcia spearheaded policy shifts for working moms as a member of Sensa-
ta’s diversity, equity and inclusion regional council. � ese included changing travel ex-
pense policies to cover shipping of breast milk and analyzing access to nursing rooms 
at Sensata sites in the U.S.

Now, Espinoza-Garcia recruits college students to Sensata as part of her role. She says 
she’s glad to be able to tell potential future hires that “we are supported — and I can 
bring this as an example.”

— Molly Boigon �z�z�z
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Payam  Zamani
President  I  AutoWeb 

A sk Payam Zamani if he views the automotive 
industry as diverse and he o�ers a frank re-
sponse. 

“It is not, and I think it is not surprising to most of us 
who have been in this industry for a long time that 
it is very much a white male-dominated in-
dustry,” said Zamani, founder of dealership 
marketing company AutoWeb. 

Zamani, 52, who also serves as CEO, is 
pushing to change this. He said he has 
built the ideas of equality and diversity in-
to his work running AutoWeb, its corpo-
rate parent One Planet Group of Walnut 
Creek, Calif., and other companies he 
owns. Women make up 45 percent of 
AutoWeb’s sta�.

“�e idea of my company looking like 
the humanity I want to serve is very im-
portant,” Zamani said. “I cannot divorce 
one from the other.” 

He has an innate sense of diversity and in-
clusion that comes in part from �eeing Iran at 
age 16 to escape persecution and to eventually 
come to the U.S. Building an equitable compa-
ny, he said, is his way of making society a fairer 
place for everyone. One of his earliest points of 
focus? Equal pay for similar jobs, something he noted remains an issue.

“We always made that a part of who we were, that we would make sure we actually analyze the 
compensation of our sta� to ensure our sta� [both] male and female are getting paid the same 
amount for similar jobs,” Zamani told Automotive News. 

Zamani founded AutoWeb in 1994 with his brother Frank Zamani but left the company �ve 
years later after its initial public o�ering. AutoWeb struggled before he bought it back and took it 
private last summer through One Planet — his private equity �rm.

As the owner again, Zamani has pursued ways to increase racial and gender diversity such as 
recruitment outreach and improved compensation. Enabling employees to perform community 
service is another important step, Zamani said. �e Tampa, Fla., company gives employees up to 
nine paid days a year where they can “go serve humanity” and are not expected to work. �ey are 
paid regardless of whether they perform community service on those days. 

In addition, Zamani and his companies support causes such as racial healing, the advance-
ment of equality between men and women, youth education and human rights. Zamani and Au-
toWeb also have contributed to causes such as Bryan Stevenson’s Equal Justice Initiative and its 
e�or ts to build the �rst national lynching memorial in Montgomery, Ala., Zamani said.

One Planet Group donates roughly 20 percent of its revenue to diversity, equity and inclusion 
groups with which it has built relationships, AutoWeb said. 

— Mark Hollmer

Bill  Peters
Product manager/integration lead health & safety and labor affairs IT  I  Ford Motor Co. 

B ill Peters has deep roots at Ford. 
A couple of his great-aunts were real-life Rosie the Riveters, helping build bombers 

during World War II. A few cousins work with him today. 
And for the past eight years, Peters has tried to make sure as many people as possible feel wel-

come and accepted at the company that has provided so much opportunity for his family. 
From 2015 until earlier this year, Peters chaired the global Ford Pride Employee Resource 

Group, which is focused on creating a safe work environment and promoting understanding of 
LGBTQ+ people within the company. Under his watch, the group has expanded to more than 
1,000 members from around 350. 

His tasks included working with other employee 
groups to craft joint events supporting employees and 
the local community. 

“Whether we’re in a Pride event or celebrating Na-
tional Coming Out Month ... it’s showing Ford’s an in-
clusive space where everybody’s welcome,” said Peters, 
50. “We value what you bring to us as yourself.”

He said he’s most proud of expanding the group into 
countries such as China, noting it “helps bring a sense 
of cohesion” within the automaker and helps forge con-
nections among colleagues who might never otherwise 
meet.

“Being able to bring people together allows them to 
feel more included,” he said. 

During his time as chair, Peters added employee vol-
unteer events through the company’s philanthropic 
arm, the Ford Fund, and has worked with Ford’s suppli-
er diversity team to identify LGBTQ+ organizations to 
do business with. 

In addition to adding new chapters and members to 
the Pride group, Peters has marked other recent signs of progress within the company. 

He said he recalls the �rst Pride �ag being raised in 2018 at Ford’s headquarters in Dearborn, 
Mich. Today, there are multiple �ag raisings at Ford facilities around the world. 

Although he recently stepped down as chair, he plans to continue supporting the employee re-
source group and expects it to keep growing. 

“I’d love to see more community service events working with the Ford Fund,” Peters said. “I’d 
love to see that grow more and I think it will continue to evolve.” 

— Michael Martinez

Andreas  
Douglas
Site leader, director of engineering 
and head of R&D  I  Robert Bosch 
Waltham, Mass., engineering center

G lobal supplier Robert Bosch’s 
reverse mentoring program is 
a growing initiative that gives 

employees of diverse backgrounds an 
opportunity to share their experiences 
and viewpoints with the company’s 
management.

It’s become a major tool to let em-
ployees have their feelings and experi-
ences heard — and it’s in place in large 
part because of the work of Andreas 
Douglas, site leader at Bosch’s engi-
neering center in Waltham, Mass., and 
a member of Bosch’s DEI Council.

“It’s something we can give to the 
C-suite people,” said Douglas, 46. “We 
know what it’s like to be Black, and they don’t. We have to �gure out a way to give them what we 
know and what we experience in our lives.”

�e program began with Bosch leaders being paired with members of the African Ancestry 
group, who mentored leadership on their experiences in the company. Bosch said the program 
continues to expand by pairing upper-level management with younger or newer employee men-
tors of di�erent backgrounds.

Developing and growing the program is one of Douglas’ many accomplishments in advancing 
diversity, equity and inclusion within Bosch, the world’s largest auto supplier. His work on the 
program resulted in his recognition by the Center for Automotive Diversity, Inclusion & Advance-
ment with its Systemic Change Award in 2022.

Douglas has been instrumental in getting Bosch to track more data related to DE&I at the com-
pany, helping it to better understand where the company stands in building a more diverse and 
inclusive work force and where the roadblocks and challenges might be.

Douglas credits much of his success to his position as a “midlevel guy” in the company, some-
one who has access to the C-suite while also walking on the shop �oor with rank-and-�le workers. 
�e p osition allows him to create spaces throughout Bosch to have important and sometimes dif-
�cult conversations.

“I’m very proud of creating a space that’s cathartic, and creating spaces of dialogue and spaces 
to mourn and to support one another and to create conversations that eventually become action-
able,” he said. “I’m comfortable enough in my skin to spot those opportunities and bring them up 
in a way that allows people to move things forward.”

— John Irwin

Brandi   
Walkowiak
Executive director and associate general counsel  
of compliance  I  Adient

E ven before joining automotive seating supplier 
Adient in June 2019, Brandi Walkowiak was 
committed to improving diversity, equity and 

inclusion.
“I’ve been working on these issues for 20-plus years 

because when I was at law �rms, women were under-
represented,” said Walkowiak, who is executive director 
and associate general counsel of compliance at the company. “When you go into auto … there’s 
still that ability to drive pipeline and to drive representation.”

Her e�orts have gained momentum, driven in part by a national movement to address work-
place inequities and underrepresentation as well as support from Adient and others in the auto 
industry. 

Walkowiak, 52, is one of the inaugural members of Adient’s DE&I Council for the Americas, 
where she’s helped form a global network of liaisons across the company who are working to edu-
cate employees on topics such as inclusion and unconscious bias. 

“�e bi g thing that we’re trying to do is to drive education, drive this topic of inclusion, this con-
cept of being able to show up to work as your authentic self,” she said. “You come as a whole per-
son to work, and your professionalism and your capability shouldn’t be judged by anything other 
than your performance.” 

Walkowiak also is president of Adient’s Women’s Resource Network, where she serves as a men-
tor and has initiated educational programming on topics such as allyship. It’s a role she said is 
“near and dear to her heart,” given the obstacles she experienced as a woman rising through the 
ranks at law �rms.

“Our tag line is ‘inspire, lead, advocate,’ ” she said. “�e idea is that every one of us, in our sphere 
of in�uence, can make positive change.”

Her DE&I e�orts also apply to her broader role at Adient in Plymouth, Mich. 
If a company has an employee base that is engaged and feels included, she explained, “you’re 

going to have a much more compliant culture because everybody is going to care about the enter-
prise.”

But it requires honest communication and building relationships of trust with company man-
agement — the �rst steps, she said, for establishing and moving toward shared goals.

“Changing hearts and minds — it’s not going to be you �ip a switch and everybody’s on board,” 
she said. “It’s doing it in incremental change, not doing massive overhauls.”

— Audrey LaForest
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Matthew  
Phillips
CEO  I  Car Pros Automotive Group

F or Car Pros Automotive Group, one of 
the largest private dealership groups 
in the country, diversity starts at the 

top, CEO Matthew Phillips said.
Phillips, a second-generation dealer, over-

sees nine dealerships across the Seattle area 
and Southern California. 

Of Car Pros’ �ve execu-
tives, two are Hispanic 
males, one is a Black woman 
and one is a white woman, 
he said. Phillips, a gay man, 
said the company bakes di-
versity into its core DNA. 
�os e e�orts are seen in the 
company’s sta�, its custom-
ers and in causes Car Pros 
supports, he said.

“It’s not what you do, it’s 
what you accomplish,” Phil-
lips told Automotive News.

“One of the things that’s 
been very important to us is 
providing opportunity to 
people and particularly op-
portunity to people who may not have oppor-
tunities elsewhere,” Phillips said.

Car Pros for about 20 years has held annual 
training for all employees on how to make the 
workplace a comfortable environment.

 “We were doing that type of training long be-
fore it was in fashion and at an entire company-
wide scale, not just management,” he said.

Phillips, 48, said the training has pro-
gressed.

With the hiring of a younger generation, 
some without much work experience, train-
ing covers appropriate language, he said.

“It’s very easy to say things that aren’t in-
tended to be o�ensive, but can be,” Phillips 
said. “One of the areas that it has evolved, 
probably most recently, is discussion of pro-
nouns. �at’s something that we cover now 
that we weren’t talking about 20 years ago.”

Phillips said Car Pros was an early adopter 
of having anti-discrimination and anti-ha-
rassment statements in its employee hand-

books and policies. He be-
lieves Car Pros was also 
one of the �rst dealership 
groups to o�er medical 
bene�ts for domestic part-
ners.

Car Pros has been a sup-
porter of the Greater Seat-
tle Business Association’s 
scholarship fund, which 
aids LGBTQ+ youth. 

Phillips said he knows of 
very few openly LGBTQ+ 
dealers in the U.S. and said 
it would be great to see 
more in leadership roles 
across the auto industry.

“Looking through the 
LGBTQ lens, I’d like to see 

more representation,” Phillips said. “I’d like to 
see more dealers, dealership executives, gener-
al managers and more factory executives that 
are from the community that make you feel like 
you’re going to be safe to disclose your sexual or 
gender identity. I think that dealerships and 
manufacturers have started to enter that space 
at a very di�erent pace.”

— Jack Walsworth

Razzaaq   
McConner
Vice president purchasing, Americas I Adient

S ince joining seating giant Adient three 
years ago as its vice president of pur-
chasing for the Americas, Razzaaq Mc-

Conner has had a major impact in making the 
company’s employee and supply bases more 
diverse.

McConner, a member of Adient’s Americas 
DE&I Diversity Council and executive co-spon-
sor of its African Ancestry Business Resource 
Group, helped start a student buyer co-op pro-
gram to bring more women and minorities to 
the company. As part of that program, Adient 
has partnered with Michigan State University, 
Wayne State University and Oakland University 
in Michigan to recruit students from diverse 
backgrounds to the company, two of whom 
have become full-time hires since 2020. 

McConner also supported the launch of an 
internship and scholarship program for historically Black colleges and universities in partner-
ship with the Atlanta University Center Consortium. 

�e pr ograms are designed to help increase the visibility of Adient and the auto industry for fe-
male and minority students, he said.

“It’s another way to expose students that aren’t from Michigan or the Midwest to the auto in-
dustry and the seating business,” said McConner, 44.

McConner, who has also helped the company based in Plymouth, Mich., increase the amount 
of business it has awarded to minority- and female-owned businesses, said he feels an “added 
responsibility as an African-American in a leadership position” to help young people of all back-
grounds succeed in the auto industry.

“I’m making sure that I’m visible and giving them the opportunity to see someone who looks 
like them in a position like this,” he said. “�at’s why I spend time at all three of those [Michigan] 
universities or speak at conferences when time allows, just to give folks that visibility to myself so 
they can see that it’s something that’s achievable. 

“Even though there aren’t a lot of minorities in this job,” McConner said, “there still is an oppor-
tunity.”

— John Irwin
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Erin  Klepaski
Senior vice president  I  Ally Sales Alliance

N eed to develop talent? See Ally’s Erin Klepaski.
As senior vice president of Ally’s Sales Alliance, Klepaski works 

to elevate professionals in the auto retail sector and within her 
organization, while fostering diversity.

“I’m a female in the auto industry, right?” Klepaski, 45, said of her inter-
est in diversity. “Seeing someone like you in the chair” is valuable to a pro-
fessional. In addition, she said, “we want to look like the rest of the popu-
lation.”

For more than a decade, the auto lender has sought to cultivate minority 
dealer ownership, an initiative that includes partnerships with the Na-
tional Association of Minority Automobile Dealers, Chrysler Minority 
Dealers Association and Ford Minority Dealers Association. Klepaski ex-
panded this work after being named to lead Ally’s Sales Alliance in 2019, 
adding at least a dozen annual educational sessions for nearly 250 active 
and prospective dealers.

It’s challenging for would-be dealer principals to access the capital and 
even the education they need to launch a dealership, said Klepaski, who 
spent years at what is now Chrysler parent Stellantis before joining Ally in 
2010. 

“I think we can make a really big di�erence” in helping entrepreneurs 
understand auto and wholesale �nance, she said. 

Ally has seen diversity in its dealer �nancial services section increase by 
3 percent since 2020, thanks in part to Klepaski’s work, according to the 
bank. She doubled the number of summer interns in her organization and 
takes referrals for those slots from the company’s employee resource 
groups. �ese organizations represent veterans, women and ethnic em-
ployees. 

Ally spokesperson Arzelia Williams said Klepaski supports the compa-
ny’s employee resource groups on a broader basis as well, with appear-
ances at their professional events.

Klepaski said her approach to internships is to have a job waiting for an 
intern at the end of the program. Williams said 60 percent of Ally’s interns 
continue their program or join the company full-time.

�e job initially available might not be an intern’ s �rst choice, according 
to Klepaski, but it shouldn’t be an issue for long. Employees enjoy a high 
rotation rate of promotions and lateral transfers, which in turn frees up 
jobs for future interns, Klepaski said.

“I am a big fan of horizontal rotation,” she said.
Klepaski also gave entry- and mid-level sta� a chance to shine with her 

creation of a talent showcase similar to one Ally already o�ered for high-
er-level personnel. With executives in attendance, junior sta�ers each 
present a case of a business problem they tackled. “�at really gives them 
exposure,” she said. 

Williams said Klepaski’s showcase program resulted in a 14 percent im-
provement in employment mobility for participants in the �rst half of 
2023.

— John Huetter

Lisa  Ross
Senior account manager, supplier diversity and service parts  I  
Magna International

O ne of Lisa Ross’ top responsibilities at Canadian supplier 
Magna International is to promote and increase the 
number of diverse suppliers it works with.

Her work is paying o�.  Magna, North America’s largest parts 
supplier, has booked more than $5.5 billion in spending since 
2016 with companies owned by women, veterans, minorities or 
people who are LGBTQ+. 

“We realize our role is more important than ever,” Ross, 59, said 
of Magna’s supplier diversity group. “We can’t sit back and be-
come complacent. Even during the pandemic, when we were 
tightening up on the number of suppliers in the industry, you still 
want to try to be that voice and remind people that this is still im-
portant because of the di�erent challenges that these groups go 

through. We need to be there to advocate for 
them.”

It’s a job that’s easier said than done, particu-
larly at a large supplier such as Magna, where 
she's been tasked with implementing its sup-
plier diversity program at more than 100 loca-
tions. Each site has its own needs and its own 
preexisting relationships within the supply 
base, requiring dozens of unique approaches. 
It also means Magna needs to be proactive in 
searching for diverse-owned businesses 
throughout North America.

“We’re not saying we’re going to source 
somebody because they’re diverse-owned, but 
we need to make sure that these suppliers have 
the opportunity to present their information 
and have that level playing �eld,” said Ross, a 23-year veteran of 
the company. “Sometimes they don’t get that opportunity be-

cause people always work with who they’ve al-
ways worked with.”

Ross’ work to boost diverse-owned suppliers 
within Magna’s supply chain has also been 
successful in terms of recognition. Ross has re-
ceived awards for her e�orts from the Great 
Lakes Women’s Business Council and Women 
Business Enterprises Canada, among other 
groups.

She said she’s particularly proud that Magna 
is often cited by its customers and competitors 
as an example of how to boost diversity in a 
company’s supply base.

“When Magna’s buyers notify me they’re us-
ing diverse suppliers, that’s something I �nd 
very rewarding,” she said. “�ey see what we’re 

doing internally."
— John Irwin
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Leading with 
certainty of purpose
Congratulations to Mark Bowser for his 
recognition as a 2023 Automotive News 
Notable Champion of Diversity.
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Mark   
Bowser
CFO  I  Cox Automotive

Y ears before Cox Automotive CFO 
Mark Bowser joined the automobile 
industry, he was an FBI agent fo-

cused on white-collar crime. 
In 1978, a year into his job, U.S. Federal Ap-

peals Court Judge William Webster became 
the new FBI director and proceeded with a 
dramatic plan to change the look of the agen-
cy. As Bowser, 67, recalls, his colleagues were 
all white men. Webster changed the manda-
tory retirement age to 55 from 65, creating a 
number of open positions. �e FBI also 
broadened its hiring practices with the goal of 
reshaping the bureau to look more like Amer-
ica. Bowser paid close attention.

“It made me think really hard about why he 
was doing it,” he said. “I think the bureau is 
much better o� because of it.”

Bowser is retiring at the end of 2023 after 17 
years with the company — six years as CFO of 
Cox Automotive and 11 at Cox Communica-
tions. He said diversity and inclusion e�orts 
have been important from the beginning, 
adding they also matter on a personal level.

“I will never know what it’s like to grow up 
as a Black man, but I know what it’s like to 
grow up in an environment where you’re dis-
advantaged,” Bowser said. “I know that help-
ing people grow themselves out of that is an 
important thing, for me personally and for 
the individuals I get to help.”

At Cox, a dealership technology and whole-
sale auction giant based in Atlanta, Bowser 
has led initiatives such as the Ascend pro-
gram, which looks to identify women and mi-
norities who are managers and promote 
them into the director ranks. �e company’s 
Accelerate program, in turn, identi�es candi -
dates to move from the director ranks into 
higher roles including “executive vice presi-
dent and beyond,” Bowser said. Both were 
launched around 2020. 

Bowser served as executive sponsor of Cox’s 
Soul Executive Resource Group, which gives 
employees of African descent and their allies 
a space in which to network. It also provides 
tools and opportunities for professional de-
velopment. In addition, Bowser mentors and 
sponsors women at Cox to ensure they can 
maximize their potential and climb the lead-
ership ladder.

His guidance is credited with boosting the 
ranks of people of color and women in lead-
ership roles throughout Cox Automotive. �e 
ranks of minority employees have increased 
6.2 percent since 2018, for example, with a 25 
percent jump in leadership roles such as vice 
presidents and nearly 80 percent growth 
among assistant vice presidents, Cox said.

While there is still a long way to go, Bowser 
said the industry has made big progress di-
versifying its ranks.

“We’ve come a long, long way from where 
we were back when I started working,” he 
said.

— Mark Hollmer

Martin   
Fischer
President  I  ZF North America  
Member of board of management  I  ZF Group

M artin Fischer won’t start a round of job 
interviews until he has a selection of 
diverse candidates to choose from. 

“We deal with a very complex business,” said 
Fischer, 53. “I think diversity in mind, diversity in 
heritage, in [race], diversity of thought gives us 
much better solutions. For the inclusion aspect, 
the more we feel that we can be ourselves in a 
company setting and don’t have to follow any 
norms, the better the performance of everyone.”

A companywide focus on diversity, equity and 
inclusion became essential for Fischer in 2020 
amid nationwide tragedies of social injustice, he 
said. Employees wanted a clearer focus on di-
versity and inclusion, and after conversations 
with them, Fischer launched a diversity advo-
cacy council for ZF’s North America opera-
tions. 

�e co uncil includes 50 crossfunctional 
employees tasked with making ZF more in-
clusive. �e group, initially led by Fisch -
er, conducted more than 20 dis-
cussions with about 10,000 
participants. �at led to 
more resources targeting 
gender equity, LGBTQ+ 
inclusion, race equity 
and disability inclu-
sion, as well as social 
dimensions of gener-
ational diversity, 
beauty standards 
and religious be-
liefs.

Leadership teams conduct diversity, equity 
and inclusion workshops, mentorship pro-
grams and listening sessions. �ey also sponsor 
employee resource groups. �e diversity advo-
cacy council has expanded to Mexico and South 
America.

Employee metrics underline the diversity, eq-
uity and inclusion priority, the company said. 
ZF North America’s ratio of women to men has 
increased to 42 percent, up from 39.5 percent in 
2020.

ZF North America also aims to diversify the age 
of its work force. About 22 percent of employees 
are younger than 30, 37 percent are between 30 
and 50, and 21 percent are older than 50. Nearly 6 
percent of employees work with a disability.

But Fischer said the impact goes beyond 
numbers. 

“I feel it when I’m out in the corridors and I 
see diverse teams,” he said. “I see peo-

ple argue, and of course they come 
from completely di�erent angles. 
�ey’re there to express that and 
exchange those di�erent per-
spectives.”

Over the �rst year and a half of 
the program, Fischer met with the 
diversity advocacy council twice a 

month, then monthly. Now the  
initiative has taken shape 

throughout the company, but 
Fischer said it had to be a pri-
ority from top leadership for 
that to happen. 

“We needed to open minds 
for that whole approach to 
happen,” Fischer said. “Why 
would an organization 
change? Why would it adopt 
something new? You’ve got 
to motivate that.”

— Hannah Lutz

Craig  
Keeys
Group vice president  I  In�niti Americas

A t In�niti Americas, a focus on di-
versity and inclusion starts at 
the top.

Craig Keeys, who leads the Japanese 
luxury automaker’s Americas business, 
says fostering diversity in the workplace is 
“not only the right thing to do — it also 
makes business sense.”

A third of In�niti Americas’ customers 
hail from diverse backgrounds, according 
to the company’s research.

“It’s important that our values, our em-
ployees and our culture match — en-
abling us to deliver the strongest products 
and services,” said Keeys, 46. 

�e 25-year Nissan Group veteran over-
sees sales, marketing, aftersales, custom-
er experience and general automotive 
management operations across North 
America, Latin America, the Caribbean 
and Israel. 

“Leaders who build diverse teams build 
the strongest teams,” Keeys said. “Focus-
ing on diversity and inclusion has to per-
meate the entire organization, starting 
with leadership.”

Keeys this year appointed one of Nissan 
Group’s �rst Black female regional vice 
presidents, Nikole Wells.

Under Keeys’ watch, In�niti has in-
creased multicultural marketing invest-
ments, pushed for more diverse hiring in-
terview panels and ensured employees 
have more direct access to senior leader-
ship.

“To make mobility cleaner, safer and 
more inclusive for all, we are pushing 
ourselves to think beyond the typical con-
ventions of diversity, equity and inclu-
sion,” he said. “In doing so, we’re working 
to foster inclusivity among employees, 
clients and partners at every step of the 
journey.”

Keeys is the executive sponsor for Black 
Employees at Nissan, an a�nity group 
that creates networking opportunities. 
And he is a member of the Gay-Straight 
Alliance at Nissan. 

He also advocates for more diversity in 
the retail network. As an avid supporter of 
the National Association of Minority Au-
tomobile Dealers, Keeys pushes for great-
er representation of minorities among In-
�niti’s dealers.

“As a company, how we de�ne success 
with DEI e�orts is multifaceted,” the exec-
utive said. “It begins with the culture 
within.”

Keeys also has personal reasons for his 
focus on diversity and inclusion at work. 
He raises three children with his wife in a 
multiracial household.

“It’s important to continue to evolve the 
work culture to build one I’d feel con� -
dent they’ll thrive in,” Keeys said. “�ey 
should feel comfortable bringing their 
authentic selves anywhere they go, and 
my role at In�niti is moving the needle.”

— Urvaksh Karkaria

Arezoo   
Riahi  
Head of equity, inclusion and diversity  I   
Waymo

W hen it comes to inclusion, few goals 
are as large as building a product 
capable of serving every person on 

the planet.
Doing so requires a certain level of “auda-

ciousness,” said Arezoo Riahi, head of equity, 
inclusion and diversity at Waymo.

But that’s what the self-driving technology com-
pany wants to do. Waymo is looking to reach every 
person across the globe with its robotaxi service, 
enhancing transportation 
equity along the way. 

�is endgame under -
scores the importance of 
Riahi’s internal work with 
more than 2,000 Waymo 
employees worldwide.

“When you actually un-
derstand the awesome re-
sponsibility we have in 
creating an inclusive 
product, then you under-
stand what equity looks 
like and what we’re driv-
ing for,” she said. 

Waymo hired Riahi as its 
�rst head of equity, inclu-
sion and diversity in No-
vember 2021. Creating an 
equitable and inclusive cul-
ture had already been an 
important goal for the company, but establishing 
a dedicated position lent more visibility to those 
e�orts, she said.

Beyond exploring employee engagement sur-
vey results and establishing metrics through 
which she can set goals for the work force, Riahi 
said she strives to bring each employee a sense 
of belonging. A foundational part of that has 

been developing a strong and active employee 
resource group, she said. 

And now, with the groundwork built, the 
42-year-old Riahi senses a shift in her work. She 
sees opportunities to accentuate the “why” be-
hind her e�orts in a more granular way, she 
said. 

�at includes spending time with hiring man -
agers and conducting dialogue on inclusive re-
cruitment strategies. It also means bringing 
employees from research groups into product 
discussions for the �rst time.

“It’s amazing to see everything weaving to-
gether,” she said.

Previously, Riahi worked at Autodesk leading 
the company’s diversity and belonging pro-
grams and working to identify trends in hiring, 
analytics and strategies. Before that, she spent 

seven years at the Institute 
of International Education, 
where she implemented 
the nonpro�t’s TechWom-
en programs worldwide.

�e j ob at Waymo was not 
a diversity, equity and inclu-
sion-speci�c role, and Riahi 
was not necessarily seeking 
such a position. She had 
been in contact with practi-
tioners in the �eld, and the 
work found her. 

“One of them said, ‘I 
need you to do this,’ ” she 
said. “I was on maternity 
leave and my life was up-
side down anyway.”

Riahi grew up in the Chi-
cago suburbs. Her parents 

had immigrated to the city shortly before the 
Iranian revolution. As a child, she embraced 
both Persian and Midwestern cultures.

“I could go to a Cubs game and have a hot 
dog, and then be at a Persian New Year’s party,” 
she said. “It built so much richness into my life.”

Grateful, Riahi now works to extend that 
sense of richness to everyone else. 

— Pete Bigelow



Our acquisition of BMW of 
Ridgefield, CT with Open Road 

Capital was the first step in funding 
our family’s estate planning efforts 
and augmenting our ability to scale 

organically and through future 
acquisitions.  The partnership with 

Open Road Capital also allows us to 
further support our existing brands 
in the Albany, NY market including 
BMW, Honda, Mercedes-Benz, and 
MINI.  Through our partnership, we 
have accessed capital to modernize 

facilities including EV readiness 
and now have an unlimited ability to 
pursue new business opportunities.  

Our traditional culture remains 
intact. We will continue to manage 
the stores with support but without 
interference and our employees are 
energized by the new opportunities 

emerging through our enhanced 
capacity and capabilities.
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Sandy Zannino
Founder and CEO I  Innovative Auto HR 

S andy Zannino is applying her two decades of auto-
motive-related human resources and compliance ex-
pertise to help the industry prioritize diversity, equity, 

inclusion and belonging. � e 55-year-old  said her daughter, 
Arianna Gonzalez, a 20 -year-old woman of 
color, is a driving force behind her work.

“ I recognized that her experience in the 
world was going to be di� erent, and that 
made it ever more important,” Zannino 
said.

Zannino was among the � rst members 
of the Women of Color Automotive Net-
work, a nonpro� t providing education, 
mentorship and other opportunities for 
women of color. In January 2022, she was 
appointed to  the advisory board and 
leads its learning and development com-
mittee.

    With support from the nonpro� t Center 
for Automotive Diversity, Inclusion & Ad-
vancement, which o� ers DE&I certi� cation for auto pro-
fessionals, Zannino this year founded the Allied Industry 
Inclusion Council   for automotive-related companies fo-
cused on promoting DE&I.   She is developing it as a peer-

to-peer forum o� ering  education, best practices, speakers 
and round table discussions.

    In 2017, after almost two decades working in HR for 
two Florida dealership groups, Zannino founded Inno-
vative Auto HR in Sarasota, Fla.

    Zannino has six dealership clients she assists with HR 
consulting, recruiting and executive leadership training. 
Some of her clients include Kelly Auto Group, of Em-
maus, Pa.; Cox Chevrolet and Cox Mazda, both in Bra-

denton, Fla.; and Higginbotham Auto-
mobiles, with stores in Tennessee, Mis-
sissippi and South Carolina. 

She also created a DE&I implementa-
tion program for dealerships that helps 
them assess  readiness and create a vision, 
mission and plan to execute. It includes 
score cards and  tools for dealers to track 
progress, assess programs and make 
changes accordingly. 

 She saidDE&I programs and aware-
ness bring companies higher pro� ts 
and are selling points for Gen Z and 
millennial workers. 

“Sixty-four percent of our work force in 
2025 will be millennial and Gen Z,” Zan-

nino said. “And the one thing they have in common and 
what they want from a workplace is inclusion.”

— Gail Kachadourian Howe

Kevin Kight
General manager  I  Subaru of Olathe 

K evin Kight knows his store’s inclusivity initia-
tives work because Subaru of Olathe’s custom-
ers say so.

“You’d be surprised how many times 
throughout the week a guest will come in 
and say something like, ‘Hey, it’s really 
cool to have a woman sales manager 
here,’  ” Kight said.

Kight, 45,  celebrates 20 years with Bax-
ter Auto Group of Omaha, Neb., on Nov. 
1. He became the Olathe, Kan., Subaru 
store’s general manager when Baxter Au-
to purchased it in October 2020.

Helping drive customer compliments, 
he said, is dedication to standards of 
“Welcome Di� erences” and “Be Authen-
tic.”

“If you have tattoos, I have no problem 
with tattoos,” Kight said. “If you wear 
braids, then we love to see it. You’re representing the 
community that we live in.”

Kight credited those changes he has introduced in the 
store, four-day workweeks for most sta�  and ending 
commission-based pay for widening its labor pool. 

� e store’s employee count has grown to 97 today from 
26 in 2020. And its employee turnover rate decreased to 
21 percent last month from 45 percent at the beginning of 
2022 .

Kight was recognized this year by Subaru of America as 
a Subaru retailer  diversity, equity, inclusion and belong-
ing champion for “for fostering a culture of inclusivity 
and encouraging listening and learning from diverse 
perspectives.” He gets employee feedback via quarterly 
surveys asking about work experiences and more, then 
results are discussed by everyone and  needed changes 

can be made.
Each quarter, the group treats a di� er-

ent dealership department to a fun night 
out. Outings have included Kansas City 
Royals baseball games.  

Outside of the dealership, the Kappa 
Alpha Psi alumni member volunteers 
with the fraternity and with the Boys and 
Girls Club of Greater Kansas City, where 
he has mentored youth in several loca-
tions, including Kansas, his native Flori-
da and Nebraska.  

Kight said Baxter Auto provides a gen-
uine, supportive environment. He expe-
rienced it personally in his � rst two years 
with the group.

When Hurricane Katrina hit, Kight’s mother and broth-
er went missing for a week in New Orleans. Baxter Auto 
provided � nancial support to help bring them to Kight in 
Nebraska. 

“� ey stood up for me in a way that was just super im-
pactful,” Kight said. “� at’s who they are, and they’ve 
shown that time and time again throughout the last 20 
years.”

— Julie Walker

Keith Gelinas
Senior practice manager, automotive professional 
services I  Amazon Web Services

K eith Gelinas received a � rsthand education in 
the value of diversity, equity and inclusion in the 
most unusual of places: under-

ground, near Minot, N.D., while working 
on the vanguard of the U.S. nuclear deter-
rence forces.  Gelinas was an o�  cer in the 
U.S. Air Force for � ve years in the late 
1980s, in one of the most stressful assign-
ments in the military.  He said he worked 
alongside “a lot of people of di� erent 
backgrounds, of di� erent everything,” all 
tasked with potentially carrying out or-
ders that would end life as they had 
known it. 

� eir professionalism and skills, given 
equal opportunity, left an indelible mark on 
the young o�  cer — one he would continue to carry . Later, 
 when he found an employer  that was eager to expand oppor-
tunities for others,  Gelinas embraced it. As senior practice 
manager, automotive professional services at Amazon Web 
Services, Gelinas  created a business use case competition in 

2021 with co-sponsor Volkswagen . 
� e competition introduced higher education stu-

dents, particularly at diverse campuses, to real-world 
business problems in cloud computing that his employer 
was tasked with solving with its clients. It piloted at Geli-
nas’  alma mater, the private military college Norwich 
University, and  has since expanded to Morgan State Uni-

versity, Bowie State University and Spel-
man College — all historically Black col-
leges and universities — as well as Mi-
ami  Dade College , which enrolls more 
Hispanic undergraduate students than 
any other college or university in the U.S.

Hundreds of students have participat-
ed so far, opening doors to potential ca-
reers.  Gelinas, 61, said he’s been amazed 
at the work they have produced.

“My expectation going into this was that 
you’re going to have a lot of students who 
came from a technical background — engi-
neering, computer science, cybersecurity, 

whatever — that were going to be the ones who were going 
to excel. But one of the teams that placed in the top three in 
that � rst business case we did was a group of four history stu-
dents,” Gelinas said. “And they knocked it out of the park.” 

— Larry P. Vellequette
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T H E  L A T E S T  S E R V I C E ,  P A R T S  A N D  C O L L I S I O N  N E W S

&
Get the Service 
& Parts newsletter 
delivered via email 
each Thursday. Sign 
up at autonews.com/
spsignup.
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former service adviser who claims 
he was � red after taking medical 
leave when he got COVID-19 has 
� led a lawsuit against a Southern 

California dealership group, alleging dis-
ability discrimination, wrongful termina-
tion, retaliation and emotional distress.

Cesar Luna also asserts Nissan of Mission 
Hills, owned by Mass Automotive Group, 
failed to pay him the full wages, overtime 
and commission he earned.

Luna began working at the dealership in 
June 2021. He started to experience COVID -19 
symptoms and tested positive in August 2022, 
according to the suit. It alleges the dealership 
expected him to work from home while on 
medical leave and required him to return to 
the job before being medically cleared.

� e suit also claims Nissan of Mission 
Hills allowed Luna only � ve days of leave 
despite continuing side e� ects and failed to 
accommodate his COVID-related disability 
after he came back to work.

He was � red in September 2022, accord-
ing to the suit � led Sept. 5 in Los Angeles 
County Superior Court. 

It  alleges Luna was routinely required to 
work overtime, often couldn’t take full meal 
and rest breaks and wasn’t reimbursed for 
the  items he was required to have and paid 
for himself.

� e store’s controller, Adriana Ayala, told 
Automotive News that she can’t comment 
on pending litigation, but “our dealership 
does abide by laws regarding pay. We don’t 
discriminate.” 

Luna’s lawyer, Rosa Vigil-Gallenberg of 
Burbank, Calif., said in an email that she is 
investigating whether other employees of 
the dealer group’s stores encountered prob-
lems when seeking accommodation for 
COVID-related disabilities.

“We believe that many employees in Cali-
fornia are unaware of their rights at work 
which are more protective than in other 
states,” she said. ��

Houston nonpro� t is trying to em-
power kids who have  aged out  of 
foster care, are homeless or other-
wise at  risk by providing  technical 

training that could give a lifeline to both the 
young trainees and dealership service de-
partments.  

Launched in June,  the intensive seven-week 
technical program is an initiative of the Petra 
Cares Foundation, the philanthropic arm of 
Petra Automotive Products,  a distributor in the 
U.S. and abroad of self-branded auto-related 
cleaners and additives for fuel, cooling, air 
conditioning and brake systems.

Each cohort will complete 192 hours of in-
struction and is expected to have 10 to 20 stu-
dents, said Brian Meza,  the foundation’s ex-
ecutive director. � e goal is for the students 
to earn ASE entry-level certi� cation  to pre-

pare them for tasks such as tire mounting, 
wheel alignments, maintenance, and radia-
tor and fuel-injection services. � e last week 
is about life skills, where they’ll be coached 
on goal setting, � nancial literacy,  e� ective 
communication skills, etiquette, time man-

agement and personal hygiene.
� e plan is to run three groups per calen-

dar year, with a fourth being considered. � e 
instructor is Rodney Schield of Lone Star 

DOUBLE BENEFITS
Graduates are honored after 
completing the seven-week Petra 
Cares technical program.

Dealerships get techs, at-risk youths gain jobs with program
Jeff Yip

autonews@crain.com

A

see  PETRA , Page  26

“ ““Petra Cares can help me 
understand the actual things I 
need to build a car. I’m looking 
forward to graduating, getting 
a job and setting myself up for 
the future.”
Caleb Shelton, Petra Cares participant

A
Eric Freedman

autonews@crain.com

LEGAL LANE

Suit claims 
adviser � red 
after taking 
sick leave
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At Mighty, we’re here to help your business make the most of every day and every bay. That 
includes in-person inventory management customized to your service needs. Have the right 
products, at the right time, without having money sitting on the shelf. We’ll be there to help 
make it happen and to make sure you’re thrilled with the results.  

MightyAutoParts.com

Our backroom shelves have never looked better – 
and neither have our sales!

– Car Care Manager

CALL OR 
EMAIL US 
NOW FOR 
SPECIAL
PRICING!

results@dealerprotraining.com 
888.553.0100

TRAIN YOUR
SERVICE ADVISORS
THREE WAYS:

1 In Your 
  Dealership 
2 At our Training 
  Center 
3 Online

CHOOSE ONE OR  
CHOOSE ANY  
COMBINATION! 

Learn how to:
�s���3�E�L�L �M�O�R�E �3�E�R�V�I�C�E
�s���)�M�P�R�O�V�E �'�R�O�S�S �0�R�O�l�T�S
�s���)�N�C�R�E�A�S�E �4�E�C�H�N�I�C�I�A�N

�0�R�O�D�U�C�T�I�V�I�T�Y

dealerprotraining.com 

College, which is ASE accredited. 
 Schield, an auto service veteran, was 
shop foreman of River Oaks Chrysler-
Jeep-Dodge-Ram, which has been a 
landmark Houston dealership for 
more than 50 years.

Lightbulb goes off
Under Schield’s tutelage, Petra 

Cares’ teens recently savored that pre-
cious “a ha!” moment by bringing a ne-
glected Dodge Charger back to life. 
� eir troubleshooting journey includ-
ed checking for spark, compression 
and crankshaft sensor operation. All 
checked out, pretty much leaving the 
fuel system as the culprit. � ey wound 
up dropping the gasoline tank, reveal-
ing gasoline that resembled “crude 
oil” and at least one missing fuel injec-
tor O-ring that months or years ago 
had mysteriously disappeared.

Student Richard Arredondo  said he 
has always been interested in � xing 
cars. 

“I like taking things apart but it’s a lot 
harder putting them back together,” he 
said,  proudly  noting the class  recently 

“took apart a complete alternator and 
put it back together.” 

Arredondo works at Kramer Auto-
plex in Livingston, Texas, north of 
Houston but hopes to continue his 
schooling with an eye toward engi-
neering.

Participant Caleb Shelton said he 
wants to “build a car from the ground 
up. Petra Cares can help me under-
stand the actual things I need to build 
a car. I’m looking forward to graduat-
ing, getting a job and setting myself up 
for the future.”

Program with a purpose
Arnold Gacita,  founder of Petra 

Automotive, said the program is “not 
seven weeks of feeling good.”

“No, this is bringing kids in, teaching 
them, loving on them and putting 
them in a job where they’re going to 
excel and succeed,” he  said.

A key Petra Cares goal is to help the 
teens — who will each receive a box of 
tools and a cart valued at $1,500 upon 

graduation — land jobs at dealerships.
“� ey’ll start at $4,000 to $5,000 a 

month,” Gacita said. “� ere’s a need 
for 51,000 auto mechanics nationwide. 
It’s crazy.”

Getting the “� ywheel turning” on 
the Petra Cares project has turned out 
to be both time-consuming and chal-
lenging, the foundation’s Meza said. 
For starters, the June inaugu-
ral group had 10 students but 
by the � fth week the cohort 
was down to just four  who 
 would make up the � rst 
graduating class. Six trainees 
were cut from the program 
because of excessive absenc-
es (three is the maximum al-
lowed) or marijuana use. 
Meza said of the 25 to 30 sol-
id candidates they expect to 
apply for each session, about 18 will be 
accepted. 

� e second cohort graduated seven 
people  Oct. 6.  And on Monday, Oct. 9, 
12 new program participants — in-
cluding one  young woman — will start 
the seven-week course.  

Value of technicians
Dealer Chuck Kramer, who serves on 

the Petra Cares advisory committee, 
has embraced the program. 

“Technicians are the most important 

part of an auto dealership,” said Kram-
er, whose stores in Livingston, Lufkin 
and Porter, Texas, north of Houston, 
represent GM, Stellantis and Kia 
brands. Kramer  provides a loaner ve-
hicle to Petra Cares to make sure the 
trainees have transportation home at 
the end of the day.

“I’ve invested my time and money to 
work with these individuals 
who have gone through the 
foster care system, to help 
them get jobs, not only in my 
stores, but through my friend-
ships in the car business; they 
can go where they want to 
live,” Kramer told Automotive 
News. “In 1983, I started out in 
the shop as a janitor. � en I 
became an entry-level techni-
cian. � at was 40 years ago. 

Now I own dealerships. In high school, I 
took auto shop for two years. � ey just 
don’t o� er that anymore. � ere are so 
few curriculums that o� er skill sets that 
you can use to get a job.”

Bleak prospects
American  children who age out of 

foster care often face a  precarious fu-
ture,  said Paul Yetter, a Houston attor-
ney who is representing Texas foster 
children for free in an ongoing land-
mark federal case against the state. 

Studies have shown that within � ve 
years:

���� �„ 40 percent of foster youth were 
homeless.

���� �„ 40 percent were receiving public 
assistance or were incarcerated.
�„ 40 percent experienced drug or al-
cohol abuse.

���� �„ 46 percent had not � nished high 
school.

���� �„ 51 percent were unemployed.
���� �„ 1 in 4 will attempt to take their own 

life.

Ensuring a brighter future
Michelle Moore, presiding judge of 

the 314th Juvenile District Court in 
Houston’s Harris County, was instru-
mental in getting the Petra Cares proj-
ect o�  the ground. 

“In Texas, foster care youth face ma-
ny real-life challenges at a greater rate 
than the general population,” she said. 
“� eir prospects can be limited by a 
failure to adequately address their 
special needs. Most important, those 
without high school diplomas or GEDs 
face very limited upward mobility. 
Anything we can do to facilitate their 
education is the primary core of their 
well-being going forward.”

Like Moore, Eric Andell has seen what 
happens when children are bounced 
from one foster home to another, even-
tually � nding themselves alone and of-
ten homeless when they turn 18. � ere 
are about 25,000 foster children and a 
vast majority  age out  of the system at 18, 
said Andell, a former presiding judge of 
the 315th Juvenile District Court and 
currently an associate judge of the 314th 
Juvenile District Court

He said there needs to be a focus on 
helping young people get a job or learn a 
trade as they transition out of the system. 

“� is program is so dynamic, and it 
has a real chance of success,” Andell 
said. “It’s where the solutions lie. We 
can’t undo a child’s past, but we can 
sure make a kid’s future brighter. 

“� at’s the beauty and exciting part 
of it.” ��

PETRA
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service  & parts

Real-world skill set 
gives youths a future

Petra Cares instructor Rodney Schield 
discusses vehicle electrical systems.

Petra Cares
���� �„ Students  ages 17 to 24  come from Harris and Montgomery counties 
in the Houston area. 

���� �„ Trainees tackle shop safety, vehicle sub systems, basic maintenance, 
electrical theory and diagnostics, and brake and suspension 
evaluation.

���� �„ It  costs $5,000 per student  for tuition, books, syllabus, uniforms, a 
weekly student stipend and transportation.

���� �„ Applicants must � ll out a background check; felony convictions or 
no-contest pleas are not necessarily barriers to entry.

���� �„ If they have young children, Petra Cares students are provided free 
licensed day care.

Source: Petra Cares

Kramer: Worthy 
investment

he second episode of the video docu-
mentary series “More � an Cars” will de-

but Wednesday, Oct. 11.
For this episode, Kyle Mountsier and 

Paul Daly  — who run the auto retail content cre-
ation company Automotive State of the Union   
— visited Beaver Toyota in Cumming, Ga.  

� is is a twist from the pilot episode, which 
began airing in May, when the pair visited three 
Texas dealerships around the Dallas-Fort Worth 
area — Kia of Frisco, Audi Grapevine and Clas-
sic Chevrolet in Grapevine — to interview sta�  
members about their experiences in the auto-
motive retail industry.

� e goal of the series is to shine a light on what 
they feel is an overlooked side of car sales and 
service: the people behind the business. Daly 

and Mountsier  both know the industry well; Da-
ly worked on the service side of dealerships and 
Mountsier was in retail. 

For episode two, the two “tell stories from 
throughout the company,” Daly said. � ere is a 
segment on the women’s mentorship group at 
the dealership and on the support and love the 
sales manager felt after getting COVID-19.

“After closing up the dealership each night, 
people would drive 45 minutes to stand vigil 
outside the hotel he was staying just to let him 
know he wasn't forgotten,” Daly said. “� ey did 
this for 45 days.”

� e pair also get their hands dirty in the epi-
sode; Mountsier changed a vehicle’s oil  and Da-
ly detailed a car. 

“� is store is pretty remarkable,” Daly said.
� e new episode can be seen at More� an-

Cars.tv. ����

1 Thing We’re Talking About: 2nd 
‘More Than Cars’ episode to debut

Dan Shine
dan.shine@crain.com

T

Kyle Mountsier, left, and Paul Daly of Automotive State 
of the Union are the hosts of “More Than Cars.”



���������������������������������������������������������
����������������
	�����������

����������������������
����������������
�������•�������•�������•���������������

�������������������������������
�

�•�����•�����•���������•

����
����	�����������������	�����������������������������������	�������������•�
������������	��������•���•�����	������������������������	�����������������������
���•�������•��������������

•��•���������•�

� � � � � � � � � � � • � � � � � � � � � � � � � � � �


���������������������������•�����	������������

•����•• ­����������•��€
������������
�������•‚ƒƒ���	�������������������� �



28 •  OCTOBER 9, 2023

that attract customers. 
Others see the downturn as temporary, ex-

pecting investors to return in droves when the 
innovation economy produces its next big 
thing. 

Observers such as Brodie Cobb, CEO of Presi-
dio Group, a merchant bank and investor in 
technology startups from the automotive space, 
see an investment turnaround already in play 
with a few new twists.

“It’ s de�nitely much more disciplined and 
much more thoughtful,” Cobb told Automotive 
News.

Now what?
To be sure, venture capital investment in retail 

auto tech and related technologies has taken a 
nosedive. 

VC deal �ow for U.S. auto technology, for ex-
ample — a calculation that includes auto retail 
technology — reached roughly $11.2 billion in 
2021, according to Pitchbook data. �at num -
ber plunged to approximately $2 billion one 
year later as investors pulled away from tech-
nology companies and publicly traded tech 
out�ts saw their stock prices drop like a stone. 
As of the third quarter, VC deals for automotive 
technology have barely surpassed $1 billion, 
Pitchbook said.

�e future, at least for now, means startups 
must make cash infusions last longer and prior-
itize more conservative spending practices, 
said Steve Green�eld, CEO of Automotive Ven-
tures. It’s not easy, he said, when growth plans 
have to be curtailed or delayed. 

“I’d rather be an entrepreneur where I can … 
have certainty that when I need [capital again], I 
can get capital [rather than] make these short-
term decisions on cutting costs, which are go-
ing to limit my ability to grow,” he said.

Green�eld has hardly given up on retail auto-
motive technology investment; his �rm main-
tains two seed-stage funds that invest in ear-
ly-stage startups — one backed by dealerships 
— and continue to make investments. Even so, 
the VC investment crash has led to market cor-
rections that hurt in the short term, Green�eld 
said. 

Startup valuations had been in�ated as of ear-
ly 2022 thanks in part to the bubble of high 
technology company stock prices on the public 
markets. 

�at bubble burst, leading in turn to a nose -
dive in startup valuations, that left them stuck 
as they began to search for new money to re-
plenish their co�ers, Green�eld said.

“Many, many, many startups are in a valua-
tion trap; their companies aren’t worth what 
they thought they were 18 months ago. �at’s 
OK if you’ve got a bunch of money on your bal-
ance sheet, and you aren’t concerned when you 
need to raise money,” Green�eld said. 

But founders with more mature startups who 
urgently need more cash are in trouble because 
they are confronting the valuation drop, which 

he said would lower how much funding can be 
raised. 

“Anybody could get money from anywhere 18 
months ago at very high valuations. Now the 
pendulum has moved much more toward the 
investors being in control,” Green�eld said. 

The ‘Walking Dead’
Startups and young technology companies, in 

turn, are realizing “cash is king” and taking re-
sponsible steps to ensure their survival, Green-
�eld added, including budget cuts, slower de-
velopment timetables and layo�s. Dealer man-
agement system startup Tekion, for example, 
launched in 2016 and has raised $451 million in 
venture capital and employed as many as 3,000 
people as of early 2023. Tekion acknowledged 
in August that it went through a round of layo�s 
as it focused on generating revenue and build-
ing its business.

Diana Lee, CEO of automotive industry mar-
keting platform Constellation, said she knows 
of a retail auto technology startup that raised 
millions of dollars in venture money but need-
ed another cash infusion and couldn’t �nd one 
when the market crashed and valuations 
plunged. What’s more, the company had little 
revenue-generating business to show for its 
venture money raised so far. 

As a result, the company slashed employees. 
It now breaks even but can barely do much else, 
Lee said.

“We call it the ‘Walking Dead,’ ” Lee said. “You 
can’t grow anymore because you barely have a 
sta� that can keep the lights on for the few cus-
tomers that you currently have.”

Launched in May 2016, Constellation initially 

raised $2.8 million in �nancing from friends 
and family but has since secured $15 million in 
private equity �nancing. Private equity inves-
tors typically step in once they see proof of a 
sustainable business model, Lee said. Constel-
lation, with 180 employees, is pro�table after 
years of judiciously using capital.

“We were always capital e�cient,” Lee said, 
“because you never know when the markets 
will turn.”

Startups continue forming 
Technology startups are still forming and at-

tracting �nancing, but they face a slower invest-
ment pace and higher lending standards, said 
Quin Garcia, managing director of Au-
totech Ventures in Menlo Park, Calif.

“�e c aliber of the company and en-
trepreneurs needs to be a little bit high-
er these days in order to get funded,” 
Garcia said, adding that the stage of de-
velopment also matters but isn’t neces-
sarily revenue dependent.

“Sometimes we will invest in a start-
up that has zero revenue, even now. In 
other cases, we might invest in a com-
pany that already has … customers and 
might have several dozen employees 
and might have even raised some mon-
ey from other investors,” Garcia said.

Overall, early-stage companies are 
functioning better in this climate be-
cause they’re starting with lower valua-
tions and measuring their expectations 
from the start, Garcia said. Later-stage 
startups struggle more because they’ve 
seen their valuations slashed and must 
curtail their cash burn rate to econo-
mize.

“Death and rebirth happens in na-
ture and … economies as well,” Garcia 
said. “You always have these ebbs and 
�ows and … purges of weaker compa-
nies, weaker ideas. It allows the re-
maining resources to be consumed by 
the really strong ideas.”

John Trieu, head of venture capital 
for the investment arm of Holman, ob-
served the VC landscape was slowing 
down even before Silicon Valley Bank, 
a heavy startup investor, collapsed in early 
2023. But like Garcia, he sees downtimes as an 
opportunity for startups. Holman in August was 
the lead investor in a Series B round for Vincue, 
a dealership technology company focused on 
marketing an inventory management.

“We felt like it was a time for us to lean even fur-
ther into investing because these sorts of times 
and moments have a way of helping you sort out 
quicker which team is built to survive and which 
team isn’t,” he said. “We felt like during this time 
we would have opportunities where there are [in-
vestment] terms we wouldn’t have otherwise.”

Survival stories 
Foureyes, a technology company with a sales 

intelligence platform for dealerships, would 
consider pursuing venture �nancing “under 
the right circumstances,” said CEO David Stein-
berg. He’s acutely aware, however, that condi-
tions aren’t ideal.

“We have cash in the bank. We’re in a good 

cash position, but the [company] valuations are 
just low right now,” Steinberg said.

�e Oregon company, which launched in 2016, 
employs 85 people and has raised $10 million in 
venture capital — including a round that closed 
about two years ago in what was a peak funding 
environment. It’s also pro�table, Steinberg add-
ed. Venture funding would propel growth, but 
more advanced auto tech companies like his 
have avoided pursuing new venture cash.

“Everything was highly focused on growth, 
growth, growth; now … pro�ts are more import-
ant than growth,” Steinberg said. “It puts all the 
growth companies in a little bit of a bind with 
valuations.”

While venture capital is no longer 
abundant for many retail auto technol-
ogy and other startups, there is at least 
one exception — arti�cial intelligence. 
�anks to the launch of ChatGPT in 
late 2022, startups centered on AI such 
as Konect.ai are still drawing investor 
attention. 

�e Texas company has a proprietary 
AI platform to manage conversations 
between dealerships and customers 
and in mid-September raised $5.5 mil-
lion in seed �nancing. Konnect.ai 
President Cole Kutschinski said the 
process took close to six months to 
complete, half the time an average 
seed �nancing takes these days.

�e company launched in Vancou -
ver in 2016 and has maintained a sec-
ond headquarters in Houston since 
2021. Until now, it has relied mainly on 
funding from Foundation Automotive 
to help it �nalize core technology, its 
business plan and customer outreach.

More investor meetings
When his company was raising mon-

ey, Chaiz’s Bolliger said he noticed in-
vestors weren’t chasing startups like 
they did previously. 

His team endured roughly 70 meet-
ings with investors along the way, a 
higher-than-usual number for a mon-
ey raise. It took nine months to raise $1 
million, a process Bolliger said would 

have typically taken about six months.
Bolliger expects to make his money last. �e 

current investment is designed to last 12 
months, with plans to raise more money within 
six months. If need be, the company can stretch 
its budget and go to 15 months before it needs a 
venture cash infusion, he said.

�ere are many ways to make cash last longer 
in the startup world. Bolliger and his team, for 
example, have chosen to forgo a physical o�ce, 
which saves on rent, administration and setup 
costs. His team established customer support 
in South Africa, where salaries are lower. �e 
founders are paid “very small founder salaries” 
that can be slashed to zero if they need to 
stretch the bank account further. Sta� count al -
so remains lean: Nine people work for the com-
pany, three who are part time.

Bolliger said the pressure to do more with less 
will work in Chaiz’s favor in the long run.

“I always see the positive,” he said. “Pressure 
creates diamonds, right?” ��

STARTUPS
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Young tech companies 
realizing ‘cash is king’

Garcia: Slower 
investment pace

Steinberg: Low 
valuations 

Kutschinski: 6 
months to �nish

Private equity investors typically step in once 
they see proof of a sustainable business model, 
said Diana Lee, CEO of automotive industry 
marketing platform Constellation, which has 
180 employees.

Consumers show decreasing levels of 
readiness to ride in self-driving vehi-
cles, a study conducted by J.D. Power 
and researchers at MIT Advanced Vehi-
cle Technology Consortium found.

Results from a July survey of 3,000 car 
owners show consumer sentiment fell 
two points on an annual index designed 
to gauge comfort with autonomous vehi-
cles. Respondents collectively scored a 
37 on the 100-point Mobility Con� -
dence Index, the second straight de-
cline following a three-point drop last 
year. Skepticism may be shaped by a 

lack of knowledge about AVs and me-
dia coverage focused on operational 
failures, the report said.

Bryan Reimer, research scientist at 
MIT’s Center for Transportation and 
Logistics, suggests those may be sec-
ondary e�ects derived from concerns 
with the core technology.

“If we want to �x the trust problem, 
maybe we want to �x the foundations of 
why the technology appears in the news 
all the time,” he told Automotive News. 

Reimer’s comments came before a 
collision the night of Oct. 2 in which a 
Cruise robotaxi struck a pedestrian in 
San Francisco. Video showed another 

car �rst hit the person, who fell into 
the Cruise’s path.

NHTSA said on Tuesday, Oct. 3, it “is 
in contact with the operator and local 
authorities.” �e California Depart -
ment of Motor Vehicles said it met with 
Cruise o�cials Tuesday and that it 
“takes all collisions involving auton-
omous vehicles seriously.”

Robotaxis have drawn criticism from 
parts of the San Francisco community. 
But J.D. Power said �rsthand experience 
boosts con�dence. Consumers who 
have used robotaxis in Phoenix and San 
Francisco scored 67 on the index.

Lisa Boor, senior manager of auto 

benchmarking and mobility develop-
ment at J.D. Power, said stakeholders 
must seize the opportunity to build 
con�dence and promote the technol-
ogy. But “it cannot be overshadowed 
by these endless deployment issues,” 
she said. “Consumer trust is fragile.”

It’s also �ckle. As carmakers entrust 
consumers with more sophisticated 
assist technologies, drivers admit to 
breaching that by engaging in risky or 
prohibited activities behind the wheel, 
such as sleeping, the survey found.

Further complicating matters is that 
consumers have di�cult y di�erentiat -
ing between levels of automation. 

Twenty-two percent told J.D. Power 
they believe “Tesla” or “Autopilot” rep-
resents fully automated driving. Auto-
pilot is an assistance feature that re-
quires a licensed human driver who’s 
responsible for the vehicle at all times.

Reimer said safety advocates and engi-
neers must better understand how con-
sumers use such features in the real 
world, and whether that’s in line with 
the design philosophies of automakers.

“At the end of the day, trust is king,” 
he said. “We have to build consumer 
trust and con�dence.” �"

Reuters contributed to this report.

Consumers lose trust in AVs, J.D. Power says
Pete Bigelow
pbigelow@crain.com
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SAVE AN AVERAGE OF 
$6,500 PER MONTH$6,500 PER MONTH

ccording to Harvard Business Review,
the cost of acquiring a new customer 
can be � ve to 25 times higher than 
holding on to an existing one.

O’Brien Automotive Team realizes that a bird 
in the hand is worth two in  the bush and has in-
stituted a loyalty program to keep customers re-
turning.

Just as airlines and hotel chains reward cus-
tomers with bonus miles or points for every dol-
lar spent on � ights and hotel stays, the Normal, 
Ill., dealer group issues � ve loyalty points for 
every dollar spent on service, extended service 
agreements  and accessory purchases. Custom-
ers also earn points for non transactional activi-
ties, such as  for birthdays, vehicle purchase an-
niversaries  and military service.

Customers can redeem points for tires, oil 
changes, vehicle repairs, extended warranties 
and accessories. 

An oil change, for instance, requires about 
12,000 reward points. 

O’Brien Rewards, launched nearly a decade 
ago, drives foot tra�  c — and pro� ts — to  � ve of 
the group’s stores in Illinois .

“You go to the gas station or the grocery store, 
and you get membership rewards points,” Presi-
dent Ryan Gremore said. “I thought, why can’t 
 we do that?”

About 80 percent of O’Brien Auto customers 
are enrolled in the rewards program. “Custom-
ers talk about it and ask,  ‘Hey, did I get my 
points today?’ ”  he said.

Double return
Loyalty programs incentivize business be-

yond the initial sale of the vehicle. Each time a 
customer drives into the service lane, the deal-
ership gets an opportunity to build rapport and 
keep  the customer’s eyes on a future trade-in.

“With so many deferred purchases, lease ex-

Loyalty rewards drive in repeat business
Program keeps many 
customers from taking 
service work elsewhere

Urvaksh Karkaria
ukarkaria@crain.com

tensions and lease buyouts, many consumers 
are holding onto their existing transportation 
longer than they’d like,” said Ivan Drury,  in-
sights director at Edmunds. “When successful, 
these programs continue the relationship and 
keep that potential trade-in in tiptop shape.”

Gremore said the rewards program, managed 
via a mobile app, o� ers a two fold return.

“� is is a play to drive service department loy-
alty and keep customers returning,” he said. “If 
we take care of the customer and they have a 
great experience and can earn points simulta-
neously, why wouldn’t they spend their money 
with us?”

� e loyalty program also reduces customer 
defections to competing dealerships or inde-

pendent repair shops .
“Everybody’s � ghting for your customers — 

the independents are trying to take your cus-
tomers, and other dealerships are trying to take 

your customers with coupons and o� ers all the 
time,” Gremore said. “If you retain your cus-
tomers, you can sell more cars, service more 
cars, and have happy customers.”

Gremore credits the loyalty program to the 
 dealership group’s 68 percent customer reten-
tion rate.  

“Every time they spend a buck in the shop, 
they get some money back toward their next 
spend,” Gremore said. “People appreciate the 
rewards, and it just encourages them to re-
turn.” 

According to research from Bain & Co., in-
creasing customer retention rates by 5 percent 
can boost pro� ts by as much as 95 percent.

Revenue driver
� e program also b ene� ts O’Brien’s bottom 

line. � e  dealership group,  which represents six 
brands, reported sales of 2,502 new vehicles 
and 2,458 used vehicles last year. Service reve-
nue last year rose 15 percent, driven partly by 
the repeat business generated by the loyalty 
program.

“If you keep your customer, the longer they 
have their car, the more miles they put on it, the 
more service their car will need,” Gremore said. 
“So you’re going to increase your revenues.”

Financially rewarding customers for their 
business also helps boost satisfaction with the 
dealership. Customer satisfaction scores drive 
factory bonuses and vehicle allocations.

“We’re in the 90th percentile in many of our 
stores” for customer satisfaction,  Gremore 
said. �,

Satis� ed customers
O’Brien Automotive Team has parlayed 
a loyalty rewards program into higher 
service revenues and customer 
satisfaction scores.

Tell us about your own dealership best 
practice. Go to autonews.com/
BPsubmit.

President Ryan 
Gremore said the 
loyalty rewards 
program encourages 
customers to return.

“ ““If we take care of the 
customer and they have a 
great experience and can 
earn points simultaneously, 
why wouldn’t they spend 
their money with us?”
Ryan Gremore, president, 
O’Brien Automotive Team
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“The longer this goes, the 
more implications. There’s a 
lot of — not just redesigns — 
but there are a lot of face-lifts 
and just build-outs that are 
potentially impacted by this 
over the course of the next 
few weeks.” 
Jeff Schuster, GlobalData group head 
and executive vice president of 
automotive, on the risk of the UAW 
strike delaying new and refreshed 
model rollouts 

“I think they really feel a �re 
underneath them right now. 
That realization of how Tesla is 
not only just popular with 
customers but how they are 
actually innovating in the 
manufacturing process was a 
real eye-opener to Toyota 

New base Model Y 
$3,750 less than 
Tesla’s last version

Tesla Inc. introduced a new base 
trim of the Model Y, pushing down the 
price of admission for the popular 
crossover by $3,750 to $45,630 with 
shipping, according to the automak-
er’s U.S. website.

�e new M odel Y variant appeared 
on Tesla’s online con�gurator after the 
EV maker reported third-quarter glob-
al deliveries last week that came in 
lower than the preceding quarter. Tes-
la blamed factory downtime.

�e en try-level Model Y has a single 
motor driving the rear wheels and 260 
miles of range — a relatively low num-
ber for a Tesla vehicle. �e previous 
base Model Y had two motors, all-
wheel drive and 279 miles of range be-
fore it disappeared from Tesla’s web-
site last month.

Tesla said the new base Model Y is 
eligible for the federal tax credit of 
$7,500 for EV buyers who qualify. �e 
EV incentive comes with income lim-
its and other restrictions.

�e new variant may be using a more 
inexpensive lithium ion battery, simi-
lar to the one used in the base Model 3 
sedan, which starts at $41,880 with 
shipping and has 272 miles of range. 

“�is is positive since good for vol -
ume,” said Gary Black, managing part-
ner at �e Future Fund, in a social me-
dia post. “Not a price cut since many Y 
buyers won’t want rwd or 0-60 in 6.6 
seconds. Value for the money,” Black 
said. Black is bullish on Tesla’s stock 
price.

For Model Y buyers who are able to 
take advantage of the full federal EV 
credit, the base Model Y’s price could 
e�ectively fall to $38,130 with ship-
ping, a huge discount compared with 
the least expensive Model Y a year ago. 
State EV incentives could further low-
er the e�ective price.

In mid-January, Tesla slashed the 
starting price of the Model Y Long 
Range trim, the most inexpensive at 
the time, from $67,440 with shipping 
to $54,630 with shipping. �e auto -

maker also became newly eligible for 
the $7,500 EV incentive on Jan. 1 after 
losing access to it in 2020 after reach-
ing its quota.

Tesla has repeatedly cut prices 
across its lineup this year. �e current 
Model Y Long Range, with 330 miles of 
range, starts at $52,130 with shipping, 
according to Tesla’s website.

�e automaker’s price cuts have 
been e�ective at maintaining strong 
sales growth in the U.S. In a third-quar-
ter sales forecast, Cox Automotive esti-
mated that Tesla deliveries grew 30 
percent in the January-September pe-
riod to 509,694 vehicles compared 
with the same period last year. �at 
was good for 4.4 percent of the U.S. 
light-vehicle market and about 60 per-
cent of the EV market, Cox said.

Tesla does not break out sales by 
country or region.

Tesla CEO Elon Musk said during an 
earnings call in July that the automak-
er was willing to sacri�ce pro�ts for 
volume. Tesla’s growth target is a 50 
percent increase in sales every year for 
the foreseeable future.

�e automaker's sales goal for this 
year, globally, is 1.8 million.

Tesla said last week it delivered 
435,059 vehicles in the third quarter, 
down 7 percent from the prior quarter 
but up 27 percent compared with 
third-quarter 2022.

In the January-September period, 
Tesla reported deliveries of just over 
1.3 million, leaving about 475,000 to 
deliver in the fourth quarter to meet its 
2023 sales goal.

�e automaker attributed its weaker 
third-quarter sales performance to 
factory downtime for plant upgrades, 
which constrained vehicle supply. �"

Laurence Iliff
liliff@crain.com

A R O U N D  T H E  A U T O  WO R L D
Here are edited highlights from the latest episodes of

“Daily Drive,” Automotive News’ weekday podcast, hosted by
Jamie Butters and Kellen Walker. 

because they, of course, are 
one of the most production-
proud companies out there.” 
Hans Greimel, Automotive News Asia 
editor, on Toyota’s retooling of its 
famed manufacturing system for its 
next generation of electric vehicles 

“There’s an overlap between 
the energy sector and the 
transportation sector now, and 
it’s not something that has 
been a normal working 
relationship.” 
Tony Posawatz, CEO of Fermata 
Energy, on emerging vehicle-to-grid 
capabilities

Tesla Model Y
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   GT ......................................... 0 4 31 75
   Mustang ................................ 6,575 3,454 35,315 36,598
 Total Ford car ..................  6,575 3,458 35,346 36,673
   Bronco .................................. 9,683 10,892 91,468 86,387
   Bronco Sport ........................ 8,992 9,264 96,375 79,976
   E-series van .......................... 2,811 2,898 30,502 22,223
   EcoSport (I) .......................... 0 2,108 2,508 26,186
   Edge ...................................... 8,325 5,546 70,701 67,623
   Escape .................................. 13,929 12,265 103,613 109,311
   Expedition ............................. 5,385 5,245 56,427 41,607
   Explorer ................................ 16,473 16,577 138,132 156,243
   F series ................................. 58,654 46,338 573,370 467,307
   Maverick ............................... 8,005 3,154 66,430 51,802
   Mustang Mach-E .................. 5,872 2,324 28,882 28,089
   Ranger .................................. 1,001 4,492 31,503 46,293
   Transit ................................... 8,849 8,809 98,052 68,333
   Transit Connect (I) ................ 2,587 1,597 14,124 20,183
 Ford truck (D) ..................  147,979 127,804 1,385,455 1,225,194
 Ford truck (I) ...................  2,587 3,705 16,632 46,369
 Total Ford truck ................  150,566 131,509 1,402,087 1,271,563
 Ford (D) .........................  154,554 131,262 1,420,801 1,261,867
 Ford (I) ..........................  2,587 3,705 16,632 46,369
 Total Ford .......................  157,141 134,967 1,437,433 1,308,236
   Aviator .................................. 1,242 2,088 9,676 16,696
   Corsair/MKC ......................... 2,504 2,138 17,483 20,277
   Nautilus/MKX ........................ 1,980 1,458 18,897 16,797
   Navigator .............................. 1,407 982 13,385 9,150
 Total Lincoln truck ............  7,133 6,666 59,441 62,920
 Total Lincoln ...................  7,133 6,666 59,441 62,920
 Ford Motor Co. car ............  6,575 3,458 35,346 36,673
 Ford Motor Co. truck ..........  157,699 138,175 1,461,528 1,334,483
 Ford Motor Co. (D) ............  161,687 137,928 1,480,242 1,324,787
 Ford Motor Co. (I) .............  2,587 3,705 16,632 46,369
FORD MOTOR CO. .............  164,274 141,633 1,496,874 1,371,156
   ILX ........................................ 0 0 2 6,296
   Integra .................................. 2,784 1,540 24,834 6,038
   NSX ....................................... 0 23 5 211
   RL/RLX (I) ............................ 0 0 0 3
   TLX ....................................... 1,229 571 13,573 9,154
  Acura car (D) ..................  4,013 2,134 38,414 21,699
  Acura car (I) ...................  0 0 0 3
 Total Acura car ................  4,013 2,134 38,414 21,702
   MDX ...................................... 4,386 4,086 44,919 33,214
   RDX ...................................... 4,273 1,962 27,202 19,736
 Total Acura truck ..............  8,659 6,048 72,121 52,950
 Acura (D) .......................  12,672 8,182 110,535 74,649
 Acura (I) ........................  0 0 0 3
 Total Acura .....................  12,672 8,182 110,535 74,652
   Accord .................................. 16,823 11,123 152,202 110,463
    Civic (D) ............................... 18,420 9,381 143,605 94,328
    Civic (I) ................................ 276 0 3,276 1,958
   Total Civic ............................. 18,696 9,381 146,881 96,286
   Clarity (I) ............................... 0 0 0 208
   Insight ................................... 0 263 1 7,539
  Honda car (D) .................  35,243 20,767 295,808 212,330
  Honda car (I) ..................  276 0 3,276 2,166
 Total Honda car ................  35,519 20,767 299,084 214,496
   CR-V ..................................... 34,566 22,205 262,351 178,687
   HR-V ..................................... 12,801 8,435 87,034 92,555
   Odyssey ................................ 5,713 3,964 56,359 30,992
   Passport ............................... 3,550 3,475 33,347 30,611
   Pilot ...................................... 6,563 8,212 82,397 73,952
   Ridgeline ............................... 4,053 4,114 39,568 32,312
 Total Honda truck .............  67,246 50,405 561,056 439,109
 Honda (D) ......................  102,489 71,172 856,864 651,439
 Honda (I) .......................  276 0 3,276 2,166
 Total Honda ....................  102,765 71,172 860,140 653,605
 American Honda car ..........  39,532 22,901 337,498 236,198
 American Honda truck ........  75,905 56,453 633,177 492,059
 American Honda (D) ..........  115,161 79,354 967,399 726,088
 American Honda (I) ...........  276 0 3,276 2,169
AMERICAN HONDA ............  115,437 79,354 970,675 728,257
   G70 (I) .................................. 1,751 945 10,683 9,952
   G80 (I) .................................. 437 404 4,285 3,176
   G90 (I) .................................. 92 104 1,022 786
 Total Genesis car (I) ..........  2,280 1,453 15,990 13,914
   GV60 (I) ................................ 379 199 2,218 1,040
   GV70 (I) ................................ 1,994 1,639 18,770 13,307
   GV80 (I) ................................ 1,991 1,616 13,683 12,619
 Total Genesis truck (I) ........  4,364 3,454 34,671 26,966
 Total Genesis ..................  6,644 4,907 50,661 40,880
   Accent (I) .............................. 0 1,785 31 15,299
   Elantra ................................... 9,405 10,761 107,303 85,864
   Ioniq (I) ................................. 0 0 0 3,669
   Ioniq 6 (I) .............................. 1,665 0 8,318 0
   Sonata (I) .............................. 3,401 6,177 37,341 35,238
   Veloster (I) ............................ 0 209 6 1,793
  Hyundai car (D) ...............  9,405 10,761 107,303 85,864
  Hyundai car (I) ................  5,066 8,171 45,696 55,999
 Total Hyundai car .............  14,471 18,932 152,999 141,863
   Ioniq 5 (I) .............................. 3,958 1,306 25,306 18,492
   Kona (I) ................................. 6,693 5,252 56,518 45,680
   Nexo (I) ................................. 16 27 173 345
   Palisade (I)............................ 7,551 6,778 58,857 63,756
   Santa Cruz ............................ 3,051 2,900 29,083 26,803
   Santa Fe ................................ 12,676 9,192 96,162 86,129
   Tucson (I) ............................. 18,813 12,971 153,180 125,625
   Venue (I) ............................... 1,732 2,107 22,869 19,605
  Hyundai truck (D) .............  34,540 25,063 278,425 238,557
  Hyundai truck (I) ..............  19,950 15,470 163,723 147,878
 Total Hyundai truck ...........  54,490 40,533 442,148 386,435
 Hyundai (D) ....................  43,945 35,824 385,728 324,421
 Hyundai (I) .....................  25,016 23,641 209,419 203,877
 Total Hyundai ..................  68,961 59,465 595,147 528,298
 Hyundai Motor America car..  16,751 20,385 168,989 155,777
 Hyundai Motor America truck  58,854 43,987 476,819 413,401
 Hyundai Motor America (D)..  43,945 35,824 385,728 324,421
 Hyundai Motor America (I) ..  31,660 28,548 260,080 244,757
 Hyundai Motor America ......  75,605 64,372 645,808 569,178
   Cadenza (I)............................ 0 0 0 1
   Forte (I) ................................. 10,737 8,404 95,135 82,064
   K5/Optima ............................. 6,002 5,383 49,594 53,563
   Rio (I) ................................... 2,096 1,447 21,196 20,280
   Soul (I) .................................. 5,290 5,113 50,071 44,445
   Stinger (I) ............................. 117 454 5,372 6,643
  Kia car (D) .....................  6,002 5,383 49,594 53,563
  Kia car (I) ......................  18,240 15,418 171,774 153,433
 Total Kia car ...................  24,242 20,801 221,368 206,996
   Carnival/Sedona (I) ............... 4,638 1,614 33,173 16,060
   EV6 (I) .................................. 2,084 1,440 14,798 17,564
   Niro (I) .................................. 2,752 191 29,085 18,711
   Seltos (I) ............................... 4,736 4,022 47,059 32,182
   Sorento ................................. 8,103 7,350 67,626 64,600
   Sportage (I) .......................... 11,562 12,412 107,584 89,739
   Telluride ................................ 9,147 8,440 83,981 72,296
  Kia truck (D) ...................  17,250 15,790 151,607 136,896
  Kia truck (I) ....................  25,772 19,679 231,699 174,256
 Total Kia truck .................  43,022 35,469 383,306 311,152

 Kia America (D) ...............  23,252 21,173 201,201 190,459
 Kia America (I) ................  44,012 35,097 403,473 327,689
 Kia America ....................  67,264 56,270 604,674 518,148
 Hyundai-Kia car ...............  40,993 41,186 390,357 362,773
 Hyundai-Kia truck .............  101,876 79,456 860,125 724,553
 Hyundai-Kia (D) ...............  67,197 56,997 586,929 514,880
 Hyundai-Kia (I) ................  75,672 63,645 663,553 572,446
HYUNDAI-KIA ...................  142,869 120,642 1,250,482 1,087,326
   Mazda3 (I) ............................ 2,632 1,860 23,364 19,980
   Mazda6 (I) ............................ 0 0 0 335
   MX-5 Miata (I) ...................... 603 752 7,569 4,571
 Total Mazda car (I) ............  3,235 2,612 30,933 24,886
   CX-30 .................................... 6,924 4,855 59,302 37,387
   CX-5 (I) ................................. 9,742 10,216 115,855 115,949
   CX-50 .................................... 3,417 2,823 31,719 13,376
   CX-9 (I) ................................. 12 3,264 17,440 23,469
   CX-90 (I) ............................... 4,701 0 17,268 0
   MX-30 (I) .............................. 0 0 100 324
  Mazda truck (D) ...............  10,341 7,678 91,021 50,763
  Mazda truck (I) ................  14,455 13,480 150,663 139,742
 Total Mazda truck .............  24,796 21,158 241,684 190,505
 Mazda N.A. (D) ................  10,341 7,678 91,021 50,763
 Mazda N.A. (I) .................  17,690 16,092 181,596 164,628
MAZDA N.A. ....................  28,031 23,770 272,617 215,391
   BRZ (I) .................................. 270 231 3,361 2,430
   Impreza ................................. 2,868 2,626 27,164 22,629
   Legacy .................................. 2,727 1,318 19,622 17,159
   WRX (I) ................................. 1,630 1,676 20,574 12,722
  Subaru car (D) ................  5,595 3,944 46,786 39,788
  Subaru car (I) .................  1,900 1,907 23,935 15,152
 Total Subaru car ...............  7,495 5,851 70,721 54,940
   Ascent ................................... 4,599 4,964 46,881 46,022
    Crosstrek (D) ....................... 5,955 0 5,955 0
    Crosstrek (I)......................... 7,386 16,092 108,677 115,344
   Total Crosstrek ...................... 13,341 16,092 114,632 115,344
   Forester (I) ............................ 15,237 10,254 106,345 79,405
   Outback................................. 14,545 8,497 122,881 105,404
   Solterra (I) ............................ 1,118 0 5,763 0
  Subaru truck (D) ..............  25,099 13,461 175,717 151,426
  Subaru truck (I) ...............  23,741 26,346 220,785 194,749
 Total Subaru truck .............  48,840 39,807 396,502 346,175
 Subaru of America (D) .......  30,694 17,405 222,503 191,214
 Subaru of America (I) ........  25,641 28,253 244,720 209,901
SUBARU OF AMERICA ........  56,335 45,658 467,223 401,115
    ES (D) .................................. 3,377 3,491 28,819 32,235
    ES (I) ................................... 17 21 122 137
   Total ES ................................. 3,394 3,512 28,941 32,372
   GS (I) .................................... 0 0 2 2
   IS (I) ..................................... 1,888 1,673 17,168 16,331
   LC (I) .................................... 178 71 1,331 993
   LS (I) .................................... 153 267 1,725 1,989
   RC (I) .................................... 169 283 1,314 1,950
  Lexus car (D) ..................  3,377 3,491 28,819 32,235
  Lexus car (I) ...................  2,405 2,315 21,662 21,402
 Total Lexus car ................  5,782 5,806 50,481 53,637
   GX (I) .................................... 2,932 2,803 21,492 22,466
   LX (I) .................................... 731 145 5,274 2,709
    NX (D) .................................. 3,853 2,795 36,335 13,558
    NX (I) ................................... 2,278 925 15,350 18,093
   Total NX ................................ 6,131 3,720 51,685 31,651
    RX (D) .................................. 8,741 7,241 74,615 68,904
    RX (I) ................................... 664 1,399 8,876 11,395
   Total RX ................................ 9,405 8,640 83,491 80,299
   RZ (I) .................................... 443 0 2,511 0
   UX (I) .................................... 826 604 9,374 7,850
  Lexus truck (D) ...............  12,594 10,036 110,950 82,462
  Lexus truck (I) ................  7,874 5,876 62,877 62,513
 Total Lexus truck ..............  20,468 15,912 173,827 144,975
 Lexus (D) .......................  15,971 13,527 139,769 114,697
 Lexus (I) ........................  10,279 8,191 84,539 83,915
 Total Lexus .....................  26,250 21,718 224,308 198,612
   GR86 (Incl. FR-S) (I) ............ 960 865 8,737 9,691
   Avalon ................................... 1 160 52 12,144
    Camry (D) ............................ 25,485 27,859 217,975 214,402
    Camry (I) ............................. 0 0 0 1
   Total Camry ........................... 25,485 27,859 217,975 214,403
    Corolla (D) ........................... 12,377 10,559 92,373 69,518
    Corolla/IM (I) ....................... 10,302 8,315 73,320 102,038
   Total Corolla .......................... 22,679 18,874 165,693 171,556
   Crown (I) .............................. 2,421 0 13,054 0
   Mirai (I) ................................. 132 7 2,604 1,437
   Prius (I) ................................ 4,342 2,574 27,890 27,008
   Supra (I) ............................... 185 220 2,097 3,855
  Toyota car (D) .................  37,863 38,578 310,400 296,064
  Toyota car (I) ..................  18,342 11,981 127,702 144,030
 Total Toyota car ...............  56,205 50,559 438,102 440,094
   4Runner (I) ........................... 12,083 8,842 86,594 93,419
   BZ4X (I) ................................ 1,182 0 6,486 235
   C-HR (I) ................................ 1 308 776 10,313
   Corolla Cross ........................ 7,030 6,465 49,160 37,521
   Grand Highlander .................. 10,177 0 24,376 0
   Highlander ............................ 9,407 19,743 138,178 164,451
   Land Cruiser (I) .................... 1 1 6 44
    RAV4 (D).............................. 27,250 26,739 232,471 241,239
    RAV4 (I) ............................... 10,848 5,578 70,360 62,102
   Total RAV4 ............................ 38,098 32,317 302,831 303,341
   Sequoia ................................. 2,129 9 15,790 507
   Sienna ................................... 6,311 6,498 47,753 49,658
   Tacoma ................................. 20,579 21,470 179,681 175,872
   Tundra ................................... 11,261 9,817 92,688 74,519
    Venza (I) .............................. 3,190 1,303 22,087 23,131
  Toyota truck (D) ...............  94,144 90,741 780,097 743,767
  Toyota truck (I) ................  27,305 16,032 186,309 189,244
 Total Toyota truck .............  121,449 106,773 966,406 933,011
 Toyota (D) ......................  132,007 129,319 1,090,497 1,039,831
 Toyota (I) .......................  45,647 28,013 314,011 333,274
 Total Toyota ....................  177,654 157,332 1,404,508 1,373,105
 Toyota Motor N.A. car ........  61,987 56,365 488,583 493,731
 Toyota Motor N.A. truck ......  141,917 122,685 1,140,233 1,077,986
 Toyota Motor N.A. (D) ........  147,978 142,846 1,230,266 1,154,528
 Toyota Motor N.A. (I) .........  55,926 36,204 398,550 417,189
TOYOTA MOTOR N.A. .........  203,904 179,050 1,628,816 1,571,717
   60 series (I) .......................... 1,501 450 7,506 5,520
   90 series (I) .......................... 141 84 1,635 1,465
 Total Volvo car (I) .............  1,642 534 9,141 6,985
   C40 (I) .................................. 330 112 5,786 2,377
   XC40 (I) ................................ 2,540 974 19,628 11,819
   XC60 (I) ................................ 3,211 2,734 29,150 25,754
   XC90 (I) ................................ 3,223 2,273 28,420 25,281
 Total Volvo truck (I) ...........  9,304 6,093 82,984 65,231
VOLVO CAR USA ...............  10,946 6,627 92,125 72,216

 Note: (D) = produced in North America; (I) = imported to U.S.

 Source: Automotive News Research & Data Center

Table re�ects U.S. sales for those manufacturers that report monthly
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   Aston Martin car (I) ...................... 231 250 673 760
   Aston Martin truck (I) ................... 230 210 623 645
ASTON MARTIN (I)* ..................  461 460 1,296 1,405
   2 Series (I) .................................... 3,135 1,573 7,323 9,178
   3 Series (I) .................................... 8,852 5,337 23,268 19,667
   4 Series (I) .................................... 13,668 9,377 39,430 23,402
   5 Series (I) .................................... 1,733 4,577 16,572 14,388
   7 Series (I) .................................... 2,377 1,016 7,573 3,905
   8 Series (I) .................................... 1,337 1,964 4,381 5,550
   i3 (I) .............................................. 0 0 0 9
   i8 (I) .............................................. 0 0 0 5
   Z4 (I) ............................................. 331 447 1,453 1,203
 Total BMW car (I) ....................  31,433 24,291 100,000 77,307
   iX (I) .............................................. 5,541 1,727 12,027 3,155
   X1 (I) ............................................ 5,699 465 12,902 4,359
   X2 (I) ............................................ 35 746 176 2,311
   X3 ................................................. 14,669 18,453 42,414 51,104
   X4 ................................................. 1,978 1,658 6,347 6,630
   X5 ................................................. 15,986 21,077 51,876 56,603
   X6 ................................................. 2,163 3,811 7,061 9,210
   X7 ................................................. 6,002 5,803 19,946 19,971
   XM ................................................ 443 0 1,614 0
 Total BMW truck (D/I) ...............  52,516 53,740 154,363 153,343
 BMW (D) ...............................  41,241 50,802 129,258 143,518
 BMW (I) ................................  42,708 27,229 125,105 87,132
 Total BMW.............................  83,949 78,031 254,363 230,650
 Mini Cooper S car (I) ................  4,934 5,452 14,546 13,449
 Mini Countryman truck (I)...........  2,966 1,726 8,223 5,736
 Total Mini ..............................  7,900 7,178 22,769 19,185
   Rolls-Royce car (I)........................ 126 214 396 584
   Rolls-Royce truck (I) .................... 399 261 1,014 676
 Total Rolls-Royce (I)* ...............  525 475 1,410 1,260
 BMW of N.A. car .....................  36,493 29,957 114,942 91,340
 BMW of N.A. truck ...................  55,881 55,727 163,600 159,755
 BMW of N.A. (D) .....................  41,241 50,802 129,258 143,518
 BMW of N.A. (I) ......................  51,133 34,882 149,284 107,577
BMW OF N.A. ..........................  92,374 85,684 278,542 251,095
FERRARI N.A. car (I)* ...............  675 780 2,035 1,985
   GT ................................................. 0 17 31 75
   Mustang ........................................ 9,844 10,354 35,315 36,598
 Total Ford car .........................  9,844 10,371 35,346 36,673
   Bronco .......................................... 32,888 31,545 91,468 86,387
   Bronco Sport ................................ 33,232 21,427 96,375 79,976
   E-Series van .................................. 10,982 9,686 30,502 22,223
   EcoSport (I) .................................. 0 8,262 2,508 26,186
   Edge .............................................. 24,217 16,170 70,701 67,623
   Escape .......................................... 38,774 35,391 103,613 109,311
   Expedition ..................................... 17,061 18,760 56,427 41,607
   Explorer ........................................ 33,709 53,326 138,132 156,243
   F-Series ......................................... 190,477 167,962 573,370 467,307
   Maverick ....................................... 23,931 13,049 66,430 51,802
   Mustang Mach-E .......................... 14,842 10,414 28,882 28,089
   Ranger .......................................... 7,385 12,453 31,503 46,293
   Transit ........................................... 34,006 26,505 98,052 68,333
   Transit Connect (I) ........................ 5,377 6,076 14,124 20,183
 Total Ford truck (D/I).................  466,881 431,026 1,402,087 1,271,563
 Ford (D) ................................  471,348 427,059 1,420,801 1,261,867
 Ford (I) .................................  5,377 14,338 16,632 46,369
 Total Ford ..............................  476,725 441,397 1,437,433 1,308,236
   Aviator .......................................... 1,463 5,746 9,676 16,696
   Corsair/MKC ................................. 7,852 6,239 17,483 20,277
   Nautilus/MKX ................................ 6,541 4,942 18,897 16,797
   Navigator ...................................... 4,527 3,100 13,385 9,150
 Total Lincoln truck ...................  20,383 20,027 59,441 62,920
 Total Lincoln ..........................  20,383 20,027 59,441 62,920
 Ford Motor Co. car ...................  9,844 10,371 35,346 36,673
 Ford Motor Co. truck .................  487,264 451,053 1,461,528 1,334,483
 Ford Motor Co. (D) ...................  491,731 447,086 1,480,242 1,324,787
 Ford Motor Co. (I) ....................  5,377 14,338 16,632 46,369
FORD MOTOR CO. ....................  497,108 461,424 1,496,874 1,371,156
 BrightDrop Zevo 600 truck ..........  35 0 333 146
   Cascada (I).................................... 0 0 0 6
   LaCrosse* ..................................... 0 0 0 14
   Regal*........................................... 0 0 0 29
 Total Buick car (D/I)..................  0 0 0 49
   Enclave ......................................... 10,553 7,904 28,482 22,814
   Encore (I) ...................................... 701 3,487 5,765 11,231
   Encore GX (I) ................................ 20,060 9,825 50,394 24,296
   Envision (I) ................................... 7,279 7,307 34,842 18,208
   Envista (I) ..................................... 5,385 0 5,385 0
 Total Buick truck (D/I) ...............  43,978 28,523 124,868 76,549
 Buick (D) ..............................  10,553 7,904 28,482 22,857
 Buick (I)................................  33,425 20,619 96,386 53,741
 Total Buick ............................  43,978 28,523 124,868 76,598
   CT4 ............................................... 1,903 2,581 7,339 7,091
   CT5 ............................................... 4,408 2,991 14,397 10,505
   CT6* ............................................. 0 0 0 22
   XTS* ............................................. 0 0 0 1
 Total Cadillac car ....................  6,311 5,572 21,736 17,619
   Escalade/Escalade ESV ................. 10,700 9,953 31,483 29,679
   Lyriq .............................................. 3,018 36 5,334 36
   XT4 ............................................... 5,300 5,838 17,807 14,971
   XT5 ............................................... 6,212 7,260 20,312 18,894
   XT6 ............................................... 4,097 5,013 14,164 14,392
 Total Cadillac truck ..................  29,327 28,100 89,100 77,972
 Total Cadillac .........................  35,638 33,672 110,836 95,591
   Bolt ............................................... 15,835 14,709 49,494 22,012
   Camaro ......................................... 7,351 7,922 24,688 19,177
   Corvette ........................................ 8,409 7,939 25,438 25,380
   Malibu ........................................... 33,280 21,630 111,449 79,799
   Sonic ............................................. 0 0 3 16
   Spark (I)........................................ 38 6,288 188 10,426
 Total Chevrolet car (D/I) ............  64,913 58,488 211,260 156,810
   Blazer ............................................ 15,515 17,511 48,858 50,615
   Colorado ....................................... 25,520 24,405 58,685 68,595
   Equinox ......................................... 48,291 46,646 154,142 163,324
   Express van .................................. 12,724 14,981 30,546 36,528
   Silverado ....................................... 139,333 114,963 403,403 374,479
   Suburban ...................................... 12,083 13,585 42,676 34,906
   Tahoe ............................................ 27,578 29,585 84,093 74,633
   Trailblazer (I) ................................. 30,671 17,388 92,479 41,932
   Traverse ........................................ 32,318 25,388 100,999 69,694
   Trax (I) .......................................... 37,869 6,329 65,255 21,882
 Total Chevrolet truck (D/I) ..........  381,902 310,781 1,081,136 936,588
 Chevrolet (D) .........................  378,237 339,264 1,134,474 1,019,158
 Chevrolet (I) ..........................  68,578 30,005 157,922 74,240
 Total Chevrolet .......................  446,815 369,269 1,292,396 1,093,398
   Acadia ........................................... 15,398 14,406 55,548 39,072
   Canyon .......................................... 7,627 7,750 19,351 21,411
   Hummer pickup ............................ 1,167 411 1,216 782
   Savana van ................................... 7,196 8,681 19,261 18,469
   Sierra ............................................ 73,219 50,169 216,227 169,107
   Terrain ........................................... 17,003 17,917 54,628 65,619
   Yukon/Yukon XL ........................... 21,158 21,178 63,150 59,544
 Total GMC truck ......................  142,768 120,512 429,381 374,004
 General Motors car ..................  71,224 64,060 232,996 174,478
 General Motors truck ................  598,010 487,916 1,724,818 1,465,259
 General Motors (D) ..................  567,231 501,352 1,703,506 1,511,756
 General Motors (I) ...................  102,003 50,624 254,308 127,981
GENERAL MOTORS ...................  669,234 551,976 1,957,814 1,639,737

   ILX ................................................ 0 29 2 6,296
   Integra .......................................... 8,320 4,542 24,834 6,038
   NSX ............................................... 0 88 5 211
   RL/RLX (I) .................................... 0 0 0 3
   TLX ............................................... 4,091 2,032 13,573 9,154
 Total Acura car (D/I) .................  12,411 6,691 38,414 21,702
   MDX .............................................. 12,955 9,604 44,919 33,214
   RDX .............................................. 11,527 5,497 27,202 19,736
 Total Acura truck .....................  24,482 15,101 72,121 52,950
 Acura (D) ..............................  36,893 21,792 110,535 74,649
 Acura (I) ...............................  0 0 0 3
 Total Acura ............................  36,893 21,792 110,535 74,652
   Accord .......................................... 52,357 30,041 152,202 110,463
    Civic (D) ....................................... 52,003 25,950 143,605 94,328
    Civic (I) ........................................ 924 1 3,276 1,958
   Total Civic ..................................... 52,927 25,951 146,881 96,286
   Clarity (I) ....................................... 0 1 0 208
   Insight ........................................... 0 1,817 1 7,539
 Total Honda car (D/I) ................  105,284 57,810 299,084 214,496
   CR-V ............................................. 98,654 62,085 262,351 178,687
   HR-V ............................................. 33,124 19,539 87,034 92,555
   Odyssey ........................................ 16,893 10,283 56,359 30,992
   Passport ....................................... 9,543 10,509 33,347 30,611
   Pilot .............................................. 26,614 27,517 82,397 73,952
   Ridgeline ....................................... 12,138 12,515 39,568 32,312
 Total Honda truck ....................  196,966 142,448 561,056 439,109
 Honda (D) .............................  301,326 200,256 856,864 651,439
 Honda (I) ..............................  924 2 3,276 2,166
 Total Honda ...........................  302,250 200,258 860,140 653,605
 American Honda car .................  117,695 64,501 337,498 236,198
 American Honda truck ...............  221,448 157,549 633,177 492,059
 American Honda (D) .................  338,219 222,048 967,399 726,088
 American Honda (I) ..................  924 2 3,276 2,169
AMERICAN HONDA ...................  339,143 222,050 970,675 728,257
   G70 (I) .......................................... 4,455 3,190 10,683 9,952
   G80 (I) .......................................... 1,357 1,001 4,285 3,176
   G90 (I) .......................................... 319 206 1,022 786
 Total Genesis car (I) .................  6,131 4,397 15,990 13,914
   GV60 (I) ........................................ 898 807 2,218 1,040
   GV70 (I) ........................................ 6,970 4,994 18,770 13,307
   GV80 (I) ........................................ 5,428 5,014 13,683 12,619
 Total Genesis truck (I) ...............  13,296 10,815 34,671 26,966
 Total Genesis .........................  19,427 15,212 50,661 40,880
   Accent (I) ...................................... 1 7,869 31 15,299
   Elantra ........................................... 32,565 37,020 107,303 85,864
   Ioniq (I) ......................................... 0 7 0 3,669
   Ioniq 6 (I) ...................................... 5,073 0 8,318 0
   Sonata (I) ...................................... 10,007 15,643 37,341 35,238
   Veloster (I) .................................... 0 664 6 1,793
 Total Hyundai car (D/I) ..............  47,646 61,203 152,999 141,863
   Ioniq 5 (I) ...................................... 11,665 4,800 25,306 18,492
   Kona (I) ......................................... 18,593 12,893 56,518 45,680
   Nexo (I) ......................................... 68 74 173 345
   Palisade (I).................................... 19,410 20,119 58,857 63,756
   Santa Cruz .................................... 9,033 8,600 29,083 26,803
   Santa Fe ........................................ 35,020 28,234 96,162 86,129
    Tucson (D) ................................... 33,776 28,583 134,367 112,654
    Tucson (I) .................................... 18,813 12,971 18,813 12,971
   Total Tucson .................................. 52,589 41,554 153,180 125,625
   Venue (I) ....................................... 6,510 6,954 22,869 19,605
 Total Hyundai truck (D/I) ............  152,888 123,228 442,148 386,435
 Hyundai (D) ...........................  110,394 102,437 366,915 311,450
 Hyundai (I) ............................  90,140 81,994 228,232 216,848
 Total Hyundai .........................  200,534 184,431 595,147 528,298
 Hyundai Motor America car ........  53,777 65,600 168,989 155,777
 Hyundai Motor America truck ......  166,184 134,043 476,819 413,401
 Hyundai Motor America (D) ........  110,394 102,437 366,915 311,450
 Hyundai Motor America (I) .........  109,567 97,206 278,893 257,728
 Hyundai Motor America .............  219,961 199,643 645,808 569,178
   Cadenza (I).................................... 0 0 0 1
   Forte (I) ......................................... 33,074 30,258 95,135 82,064
   K5/Optima ..................................... 18,697 18,251 49,594 53,563
   Rio (I) ........................................... 7,000 5,362 21,196 20,280
   Soul (I) .......................................... 15,324 16,837 50,071 44,445
   Stinger (I) ..................................... 818 1,480 5,372 6,643
 Total Kia car (D/I) ....................  74,913 72,188 221,368 206,996
   Carnival/Sedona (I) ....................... 15,351 5,822 33,173 16,060
   EV6 (I) .......................................... 6,470 4,996 14,798 17,564
   Niro (I) .......................................... 9,760 1,045 29,085 18,711
   Seltos (I) ....................................... 14,636 12,416 47,059 32,182
   Sorento ......................................... 24,819 25,555 67,626 64,600
   Sportage (I) .................................. 35,695 37,383 107,584 89,739
   Telluride ........................................ 28,697 25,403 83,981 72,296
 Total Kia truck (D/I) ..................  135,428 112,620 383,306 311,152
 Kia America (D) ......................  72,213 69,209 201,201 190,459
 Kia America (I) .......................  138,128 115,599 403,473 327,689
 Kia America ...........................  210,341 184,808 604,674 518,148
 Hyundai-Kia car ......................  128,690 137,788 390,357 362,773
 Hyundai-Kia truck ....................  301,612 246,663 860,125 724,553
 Hyundai-Kia (D) ......................  182,607 171,646 568,116 501,909
 Hyundai-Kia (I) .......................  247,695 212,805 682,366 585,417
HYUNDAI-KIA ..........................  430,302 384,451 1,250,482 1,087,326
KARMA AUTOMOTIVE car* ..........  37 45 191 100
LOTUS car (I)* ........................  10 75 80 185
LUCID MOTORS Air car* .............  800 600 2,190 1,300
   Mazda3 (I) .................................... 8,237 5,125 23,364 19,980
   Mazda6 (I) .................................... 0 1 0 335
   MX-5 Miata (I) .............................. 2,056 1,772 7,569 4,571
 Total Mazda car (I) ...................  10,293 6,898 30,933 24,886
    CX-30 ........................................... 20,775 15,660 59,302 37,387
   CX-5 (I) ......................................... 35,834 34,145 115,855 115,949
   CX-50 ............................................ 10,253 8,589 31,719 13,376
   CX-9 (I) ......................................... 81 7,289 17,440 23,469
   CX-90 (I) ....................................... 11,564 0 17,268 0
   MX-30 (I) ...................................... 34 8 100 324
 Total Mazda truck (D/I) ..............  78,541 65,691 241,684 190,505
 Mazda N.A. (D) .......................  31,028 24,249 91,021 50,763
 Mazda N.A. (I) ........................  57,806 48,340 181,596 164,628
MAZDA N.A. ...........................  88,834 72,589 272,617 215,391
MCLAREN AUTOMOTIVE car* .......  290 210 840 687
 Mitsubishi Mirage car (I) ............  4,028 3,228 9,344 12,763
   Eclipse Cross (I) ........................... 3,311 2,649 7,644 8,361
   Outlander (I) ................................. 11,227 7,184 38,626 31,613
   Outlander Sport (I)........................ 3,630 3,721 12,122 12,317
 Total Mitsubishi truck (I) ............  18,168 13,554 58,392 52,291
MITSUBISHI MOTORS N.A. .........  22,196 16,782 67,736 65,054
   Q50 (I) .......................................... 1,827 513 5,022 4,230
   Q60 (I) .......................................... 214 238 936 1,641
   Q70 (I) .......................................... 0 0 0 1
 Total In�niti car (I) ...................  2,041 751 5,958 5,872

   QX50 (I) ........................................ 2,435 2,986 7,153 8,548
   QX55 (I) ........................................ 1,419 1,169 4,070 3,643
   QX60 ............................................. 7,554 4,549 22,424 10,330
   QX80 (I) ........................................ 3,095 1,786 9,225 4,653
 Total In�niti truck (D/I) ..............  14,503 10,490 42,872 27,174
 In�niti (D) .............................  7,554 4,549 22,424 10,330
 In�niti (I)  ..............................  8,990 6,692 26,406 22,716
 Total In�niti ...........................  16,544 11,241 48,830 33,046
   Altima ........................................... 29,270 27,512 92,511 106,122
   GT-R (I) ......................................... 95 2 312 56
    Leaf (D) ........................................ 0 0 4,234 7,622
    Leaf (I) ......................................... 1,570 1,276 1,570 1,276
   Total Leaf ...................................... 1,570 1,276 5,804 8,898
   Maxima ......................................... 2,493 1,282 8,670 5,035
   Sentra ........................................... 31,612 18,565 89,067 62,940
   Versa ............................................. 6,835 3,709 17,849 9,335
   Z (I) ............................................... 343 86 1,309 86
 Total Nissan car (D/I) ................  72,218 52,432 215,522 192,472
   Ariya (I) ......................................... 4,504 0 9,699 0
   Armada ......................................... 4,532 4,089 17,719 8,629
   Frontier ......................................... 11,756 13,187 45,895 56,353
   Kicks ............................................. 20,334 10,520 50,138 45,120
   Murano ......................................... 5,118 5,578 26,306 22,377
   NV ................................................. 0 0 0 3
   NV200 ........................................... 0 0 0 134
   Pathfinder ..................................... 13,669 13,304 56,442 37,582
    Rogue (D)* .................................. 33,273 21,606 100,446 55,722
    Rogue (I) ..................................... 30,073 20,854 110,645 74,413
   Total Rogue ................................... 63,346 42,460 211,091 130,135
   Titan .............................................. 4,857 1,275 15,407 12,487
 Total Nissan truck (D/I) ..............  128,116 90,413 432,697 312,820
 Nissan (D) .............................  163,749 120,627 524,684 429,461
 Nissan (I) ..............................  36,585 22,218 123,535 75,831
 Total Nissan ...........................  200,334 142,845 648,219 505,292
 Nissan Group car .....................  74,259 53,183 221,480 198,344
 Nissan Group truck...................  142,619 100,903 475,569 339,994
 Nissan Group (D) .....................  171,303 125,176 547,108 439,791
 Nissan Group (I) ......................  45,575 28,910 149,941 98,547
NISSAN GROUP .......................  216,878 154,086 697,049 538,338
NISSAN GROUP/MITSUBISHI .......  239,074 170,868 764,785 603,392
POLESTAR AUTOMOTIVE USA car*  2,100 2,100 7,940 6,300
RIVIAN AUTOMOTIVE truck* ........  19,400 6,100 36,200 9,700
   4C (I) ............................................ 0 0 1 1
   Giulia (I) ........................................ 863 1,338 2,694 3,662
 Total Alfa Romeo car (I) .............  863 1,338 2,695 3,663
   Stelvio (I) ...................................... 1,280 2,102 4,032 6,151
   Tonale (I)....................................... 746 0 863 0
 Total Alfa Romeo truck (I) ..........  2,026 2,102 4,895 6,151
 Total Alfa Romeo (I) .................  2,889 3,440 7,590 9,814
   200 ............................................... 0 0 1 2
   300 ............................................... 3,962 4,175 11,159 11,757
 Total Chrysler car ....................  3,962 4,175 11,160 11,759
 Chrysler Pacifica truck ...............  38,353 17,439 112,198 75,902
 Total Chrysler .........................  42,315 21,614 123,358 87,661
   Challenger ..................................... 11,075 16,412 35,350 42,094
   Charger ......................................... 16,915 24,201 63,647 62,660
   Dart ............................................... 0 3 0 4
   Viper ............................................. 0 0 0 1
 Total Dodge car .......................  27,990 40,616 98,997 104,759
   Grand Caravan .............................. 0 5 2 26
   Durango ........................................ 16,473 19,104 53,582 39,543
   Hornet (I) ...................................... 1,753 0 4,350 0
   Journey ......................................... 1 31 13 187
 Total Dodge Truck (D/I) ..............  18,227 19,140 57,947 39,756
 Dodge (D) .............................  44,464 59,756 152,594 144,515
 Dodge (I) ..............................  1,753 0 4,350 0
 Total Dodge ...........................  46,217 59,756 156,944 144,515
   500 ............................................... 1 7 2 8
   Spider (I) ...................................... 0 17 0 24
 Total Fiat car (D/I)....................  1 24 2 32
   500L (I) ......................................... 0 5 3 8
   500X (I) ........................................ 144 179 422 757
 Total Fiat truck (I) ....................  144 184 425 765
 Fiat (D).................................  1 7 2 8
 Fiat (I)..................................  144 201 425 789
 Total Fiat ..............................  145 208 427 797
   Cherokee ....................................... 3,798 11,495 23,017 30,852
   Compass ....................................... 20,268 20,631 71,560 66,966
   Gladiator ....................................... 14,202 21,511 41,528 60,268
   Grand Cherokee ............................ 57,915 38,176 182,871 172,545
   Grand Wagoneer ........................... 2,867 2,353 8,135 9,454
   Patriot ........................................... 0 2 0 2
   Renegade (I) ................................. 6,412 6,523 15,561 23,776
   Wagoneer ..................................... 7,248 13,001 20,883 30,276
   Wrangler ....................................... 41,909 47,659 126,551 147,156
 Jeep truck (D) .........................  148,207 154,828 474,545 517,519
 Jeep truck (I) ..........................  6,412 6,523 15,561 23,776
 Total Jeep truck ......................  154,619 161,351 490,106 541,295
   Maserati car (I) ............................. 195 286 1,415 1,906
   Maserati truck (I) .......................... 785 424 3,165 2,634
 Total Maserati* .......................  980 710 4,580 4,540
   ProMaster ..................................... 22,446 16,742 60,340 42,031
   ProMaster City (I) ......................... 2,541 4,448 12,333 10,201
   Ram pickup ................................... 109,391 118,106 332,440 363,089
 Ram truck (D) .........................  131,837 134,848 392,780 405,120
 Ram truck (I) ..........................  2,541 4,448 12,333 10,201
 Total Ram truck .......................  134,378 139,296 405,113 415,321
 Stellantis car .........................  33,011 46,439 114,269 122,119
 Stellantis truck .......................  348,532 339,936 1,073,849 1,081,824
 Stellantis (D) .........................  366,824 371,053 1,143,279 1,154,823
 Stellantis (I)...........................  14,719 15,322 44,839 49,120
STELLANTIS ...........................  381,543 386,375 1,188,118 1,203,943
   BRZ (I) .......................................... 849 767 3,361 2,430
   Impreza ......................................... 7,873 8,303 27,164 22,629
   Legacy .......................................... 7,662 4,824 19,622 17,159
   WRX (I) ......................................... 5,201 6,510 20,574 12,722
 Total Subaru car (D/I)................  21,585 20,404 70,721 54,940
   Ascent ........................................... 13,740 15,091 46,881 46,022
    Crosstrek (D) ............................... 5955 0 5,955 0
    Crosstrek (I)................................. 32,547 45,294 108,677 115,344
   Total Crosstrek .............................. 38,502 45,294 114,632 115,344
   Forester (I) .................................... 45,035 28,468 106,345 79,405
   Outback......................................... 41,478 28,063 122,881 105,404
   Solterra (I) .................................... 2,791 0 5,763 0
 Total Subaru truck (D/I) .............  141,546 116,916 396,502 346,175
 Subaru of America (D) ..............  76,708 56,281 222,503 191,214
 Subaru of America (I) ...............  86,423 81,039 244,720 209,901
SUBARU OF AMERICA ...............  163,131 137,320 467,223 401,115
   Model 3 ......................................... 52,000 51,000 173,500 141,100
   Model S ........................................ 3,400 8,200 22,500 28,500
 Total Tesla car ........................  55,400 59,200 196,000 169,600
   Model X ........................................ 5,600 7,900 17,500 18,200
   Model Y ........................................ 94,000 54,900 284,500 162,900
 Total Tesla truck ......................  99,600 62,800 302,000 181,100
TESLA* .................................  155,000 122,000 498,000 350,700
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Most automakers have released third-quarter data.  JLR, Mercedes-Benz & Porsche will release their results later this month.
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    ES (D) ............................................................. 9,581 10,443 28,819 32,235
    ES (I) .............................................................. 41 51 122 137
   Total ES ............................................................ 9,622 10,494 28,941 32,372
   GS (I) ............................................................... 0 0 2 2
   IS (I) ................................................................ 6,054 5,420 17,168 16,331
   LC (I) ............................................................... 506 160 1,331 993
   LS (I) ............................................................... 514 741 1,725 1,989
   RC (I) ............................................................... 472 800 1,314 1,950
 Total Lexus car (D/I) ..............................  17,168 17,615 50,481 53,637
   GX (I) ............................................................... 8,168 8,510 21,492 22,466
   LX (I) ............................................................... 1,828 912 5,274 2,709
    NX (D) ............................................................. 12,016 8,446 36,335 13,558
    NX (I) .............................................................. 5,631 3,590 15,350 18,093
   Total NX ........................................................... 17,647 12,036 51,685 31,651
    RX (D) ............................................................. 24,736 22,447 74,615 68,904
    RX (I) .............................................................. 1,383 4,083 8,876 11,395
   Total RX ........................................................... 26,119 26,530 83,491 80,299
   RZ (I) ............................................................... 1,394 0 2,511 0
   UX (I) ............................................................... 2,572 1,921 9,374 7,850
 Total Lexus truck (D/I) ............................  57,728 49,909 173,827 144,975
 Lexus (D) ...........................................  46,333 41,336 139,769 114,697
 Lexus (I) ............................................  28,563 26,188 84,539 83,915
 Total Lexus .........................................  74,896 67,524 224,308 198,612
   GR86 (Incl. FR-S) (I) ....................................... 3,474 3,514 8,737 9,691
   Avalon .............................................................. 9 4,024 52 12,144
    Camry (D) ....................................................... 67,233 78,478 217,975 214,402
    Camry (I) ........................................................ 0 0 0 1
   Total Camry ...................................................... 67,233 78,478 217,975 214,403
    Corolla (D) ...................................................... 37,064 24,955 92,373 69,518
    Corolla/IM (I) .................................................. 31,131 29,769 73,320 102,038
   Total Corolla ..................................................... 68,195 54,724 165,693 171,556
   Crown (I) ......................................................... 6,899 0 13,054 0
   Mirai (I) ............................................................ 882 79 2,604 1,437
   Prius (I) ........................................................... 12,949 6,794 27,890 27,008
   Supra (I) .......................................................... 476 1,171 2,097 3,855
 Total Toyota car (D/I) .............................  160,117 148,784 438,102 440,094
   4Runner (I) ...................................................... 35,858 26,590 86,594 93,419
   BZ4X (I) ........................................................... 2,827 3 6,486 235
   C-HR (I) ........................................................... 2 1,233 776 10,313
   Corolla Cross ................................................... 20,824 15,206 49,160 37,521
   Grand Highlander ............................................. 24,217 0 24,376 0
   Highlander ....................................................... 24,914 47,048 138,178 164,451
   Land Cruiser (I) ............................................... 2 5 6 44
    RAV4 (D)......................................................... 86,789 77,943 232,471 241,239
    RAV4 (I) .......................................................... 29,025 24,513 70,360 62,102
   Total RAV4 ....................................................... 115,814 102,456 302,831 303,341
   Sequoia ............................................................ 6,213 30 15,790 507
   Sienna .............................................................. 19,813 15,249 47,753 49,658
   Tacoma ............................................................ 62,836 67,224 179,681 175,872
   Tundra .............................................................. 32,953 30,203 92,688 74,519
   Venza (I) .......................................................... 9,010 4,465 22,087 23,131
 Total Toyota truck (D/I) ...........................  355,283 309,712 966,406 933,011
 Toyota (D) ..........................................  382,865 360,360 1,090,497 1,039,831
 Toyota (I) ...........................................  132,535 98,136 314,011 333,274
 Total Toyota ........................................  515,400 458,496 1,404,508 1,373,105
 Toyota Motor N.A. car ............................  177,285 166,399 488,583 493,731
 Toyota Motor N.A. truck ..........................  413,011 359,621 1,140,233 1,077,986
 Toyota Motor N.A. (D) ............................  429,198 401,696 1,230,266 1,154,528
 Toyota Motor N.A. (I) .............................  161,098 124,324 398,550 417,189
TOYOTA MOTOR N.A. .............................  590,296 526,020 1,628,816 1,571,717
   A3 (I) ............................................................... 2,807 3,298 10,628 7,038
   A4/S4 (I) .......................................................... 2,521 3,542 10,907 10,825
   A5/S5 (I) .......................................................... 6,037 4,953 18,293 13,577
   A6/S6 (I) .......................................................... 2,378 1,560 5,898 4,282
   A7/S7 (I) .......................................................... 378 577 1,234 1,716
   A8/S8 (I) .......................................................... 772 384 1,716 1,025
   e-tron GT (I) ..................................................... 638 550 2,424 1,961
   R8 (I) ............................................................... 189 48 376 206
   TT (I) ................................................................ 222 156 613 401
 Total Audi car (I) ..................................  15,942 15,068 52,089 41,031
   e-tron (I) .......................................................... 23 2,249 2,536 8,867
   Q3 (I) ............................................................... 5,457 7,010 14,382 18,624
   Q4 e-tron (I) ..................................................... 3,280 1,112 7,952 1,112
   Q5 (I) ............................................................... 19,365 17,143 54,706 43,132
   Q7 (I) ............................................................... 8,162 4,152 21,448 13,335
   Q8 (I) ............................................................... 3,709 2,533 10,051 6,740
   Q8 e-tron (I) ..................................................... 3,597 0 4,716 0
 Total Audi truck (I) ................................  43,593 34,199 115,791 91,810
 Total Audi (I) .......................................  59,535 49,267 167,880 132,841
   Bentley car (I) .................................................. 500 750 1,570 1,875
   Bentley truck (I) ............................................... 400 350 1,325 1,080
 Total Bentley (I)* ..................................  900 1,100 2,895 2,955
   Lamborghini car (I) .......................................... 450 475 1,180 1,145
   Lamborghini truck (I) ...................................... 550 425 1,390 1,235
 Total Lamborghini (I)* ...........................  1,000 900 2,570 2,380
   Arteon (I) ......................................................... 684 771 1,839 941
   Beetle ............................................................... 0 5 0 6
   CC (I) ............................................................... 0 0 0 1
    Golf (D) ........................................................... 0 424 1,282 1,628
    Golf/Golf R/GTI (I) .......................................... 3,794 1,494 6,888 5,681
   Total Golf/Golf R/GTI ........................................ 3,794 1,918 8,170 7,309
   Jetta ................................................................. 14,332 9,193 30,556 32,984
   Passat .............................................................. 0 1 4 2,409
 Total VW car (D/I) .................................  18,810 11,888 40,569 43,650
   Atlas ................................................................. 24,908 25,787 65,536 66,204
   ID4 (I) .............................................................. 10,707 6,657 27,155 11,072
   Taos ................................................................. 16,417 18,880 43,584 46,835
   Tiguan .............................................................. 16,914 25,608 55,699 64,336
   Touareg (I) ....................................................... 0 0 0 2
 Total VW truck (D/I) ...............................  68,946 76,932 191,974 188,449
 VW (D) ..............................................  72,571 79,898 196,661 214,402
 VW (I) ...............................................  15,185 8,922 35,882 17,697
 Total VW ............................................  87,756 88,820 232,543 232,099
   60 series (I) ..................................................... 3,167 1,517 7,506 5,521
   90 series (I) ..................................................... 437 320 1,635 1,465
 Total Volvo car (I) .................................  3,604 1,837 9,141 6,986
   C40 (I) ............................................................. 1,253 326 5,786 2,377
   XC40 (I) ........................................................... 7,478 2,998 19,628 11,819
   XC60 (I) ........................................................... 9,318 8,421 29,150 25,753
   XC90 (I) ........................................................... 10,722 8,049 28,420 25,281
 Total Volvo truck (I) ...............................  28,771 19,794 82,984 65,230
VOLVO CAR USA ...................................  32,375 21,631 92,125 72,216

*Estimate  

Note: (D) = produced in North America; (I) = imported to U.S. 

Source: Automotive News Research & Data Center

quarter because incentives are o�set-
ting growing a�ordability concerns. 
While still relatively low by historical 
standards, incentives are increasing.

“Going forward, demand will be lim-
ited by pricing and interest rates,” Cox 
Automotive Chief Economist Jonathan 
Smoke said.

Retail sales increased 21 percent to 
1.165 million vehicles compared with 
September 2022, according to initial es-
timates by GlobalData. Fleet deliveries 
still played into robust results, but only 
accounted for 13.2 percent of total sales, 
the lowest share over the past 12 months. 

In July, �eet made up 16 percent of 
total industry sales, dropping to 15.6 
percent in August. 

Electric vehicles
Sales of EVs continue to climb, and 

are expected to account for 8 percent 
of the market in the third quarter, up 
from around 7.5 percent in the second 
quarter, according to Cox Automotive. 

Tesla remains in the No. 1 position, 
but competitor brands — notably 
Ford, Hyundai, Kia and Chevrolet — 
are chipping away at its lead.

Cox Automotive said EV prices con-
tinue to drop, driven by a surplus of in-
ventory, incentives and more options 
in the marketplace.

General Motors, Toyota Motor Sales, 
Ford Motor Co., American Honda Mo-
tor Co., Hyundai Motor America and 
Kia America racked up solid U.S. gains 
because of improved inventories and 
continued demand for light trucks and 
electri�e d o�erings.

�ird-quarter sales rose 21 percent 
at GM, with volume up 21 percent at 
Chevrolet, 18 percent at GMC, 54 per-
cent at Buick and 5.8 percent at Cadil-

lac. GM does not report monthly sales.
Sales jumped 14 percent to 203,904 

vehicles at Toyota Motor in Septem-
ber, with volume up 13 percent for the 
Toyota brand and 21 percent for Lexus. 
Combined third-quarter sales in-
creased 12 percent, with Toyota up 12 
percent and Lexus up 11 percent. 

Ford’s U.S. light-vehicle sales rose 16 
percent in September. �e Ford brand 
posted gains of 16 percent, while Lin-
coln sales increased 7 percent. Com-
bined sales were up 7.7 percent for the 
third quarter, with Ford gaining 8 per-
cent and Lincoln up 1.8 percent. 

American Honda posted a 45 per-
cent increase in September from the 
year-earlier period, marking seven 
consecutive months of growth for the 
automaker. �e Honda brand logged a 
44 percent increase last month, while 
Acura sales rose 55 percent. Com-
bined third-quarter sales increased 53 
percent over last year, with Honda up 
51 percent and Acura up 69 percent.

Hyundai Motor America, which in-
cludes Hyundai and Genesis brands, 
logged a 17 percent sales increase last 
month, with Hyundai up 16 percent 
and Genesis up 35 percent. Combined 
third-quarter sales rose 10 percent, 
with Hyundai up 8.7 percent and Gen-
esis up 28 percent.

Kia America sales increased 20 per-

cent in September marking its 14th 
consecutive month of gains. Accord-
ing to its press release, the automaker 
posted an increase of 14 percent in the 
third quarter, recording its best-ever 
sales for the period and exceeding 
200,000 sales for the second quarter in 
a row.

Kia has now outsold Hyundai �ve 
out of nine months this year, and leads 
in year-to-date sales by 9,527 vehicles.

Stellantis volumes drop
Stellantis saw third-quarter volume 

slip by 1.3 percent, and its two biggest 
brands, Jeep and Ram, posted de-
clines. Jeep volume dropped 4.2 per-
cent marking its ninth straight quarter 
of declines while Ram fell 3.5 percent.

Nissan Motor Co.’s third-quarter 
sales rose 41 percent, with the Nissan 
brand up 40 percent and In�niti post-
ing its �fth straight quarterly increase 
with a gain of 47 percent. 

Subaru sales have now rebounded 
14 straight months, with deliveries ris-
ing 23 percent in September. Mazda 
reported its deliveries rose 18 percent 
in September to 28,031 vehicles for 12 
straight months of gains. �ird-quar -
ter sales declined 1.2 percent at Volks-
wagen but rose 21 percent at Audi. �e 
BMW brand saw a 7.6 percent sales in-
crease in the third quarter. �!

SALES

continued from Page 4

American Honda Motor Co. wants to 
make the EV puzzle less complex 
when its Prologue midsize electric 
crossover goes on sale next year.

Prologue buyers will be able to select 
one of three di�erent charging packag-
es that o�er solutions based on life-
style or preference.

�e c harging solution options are an 
added bene�t for consumers who 
want to switch to electric from gaso-
line, but are still uneasy about the de-
veloping charging infrastructure in the 
U.S.

�e �rst package comes with an 
11.5-kilowatt home charging station, a 
$500 installation incentive and a $100 
public charging credit. It’s targeted to-
ward buyers who can easily out�t their 
home for charging.

A second package will provide a 7.6-
kW portable charging kit, $250 toward 
installation and a $300 public charging 
credit, an option more suited to EV 
drivers who live in multifamily homes, 
condos or apartments where there is 
space for overnight charging.

A third package will o�er a $750 pub-
lic charging credit, intended to appeal 
to those on the go or who live in tighter 
urban quarters.

Honda is attempting to be proactive 
about encouraging wider EV adop-
tion. It has also created a new partner-
ship with EVgo and Electrify America, 
two of the biggest charging network 
facilitators in the U.S., to provide ac-
cess to their networks through the 
Honda Link app.

�e charging credits in each package 
are exclusive to EVgo. Electrify Ameri-
ca is giving Prologue owners 60 kilo-
watt-hours of charging access to its 
network, no matter which package 
they select.

Prologue owners will be able to use 
the Honda Link app to �nd available 
chargers, pay for charging and enroll 
in subscription plans.

�ey will redeem the EVgo and Electri-
fy America credits included in their 
charging package through the app. �e 
installation incentives are redeemable 
via Honda Home Electri�cation, an on-
line marketplace designed to connect 
buyers with local installers.

Expanding the infrastructure
Honda also has joined forces with 

six other automakers to install 30,000 
DC fast chargers at 1,350 stations in 
the U.S. and Canada by 2030. �e �rst 
stations will open next year in the 
U.S. and will include the Combined 

Charging System ports as well as Tes-
la’s North American Charging Stan-
dard port, making it a universal net-
work.

�e 2024 H onda Prologue will be 
equipped with a Combined Charging 
System port but will be compatible 
with North American Charging Stan-
dard through a charging adaptor.

Starting in 2025, Honda’s EVs will 
come with the North American 
Charging Standard port, which will 
open up access to the Tesla Super-
charger network.

More EVs
In 2025, Honda will introduce a mid-

size to large electric crossover based 
on its e:Architecture platform. �at 
model is expected to be a three-row 
kid hauler that will compete with the 
Kia EV9 and the Volkswagen ID Buzz.

Honda is building an EV manufac-
turing hub in Ohio comprising its ex-
isting plants that are being upgraded 
to produce electric vehicles as well as 
EV batteries through a joint venture 
with LG Energy Solution that will have 
40-gigawatt-hour annual capacity.

�e EV plants are expected to start 
production in 2026 and the battery fa-
cility is scheduled for completion in 
2024. �,

Honda Prologue EV will come 
with multiple charging options
Carly Schaffner
carly.schaffner@crain.com

Cox says EV prices 
continue to drop 

Kia topped 200,000 sales 
for the second quarter in a 
row, up 14 percent, with 
September its 14th 
straight month of gains.
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Auto Dealers Exchange - 317-352-0121.
Wed. 10am. Huntington Bank, PNC & other re-
pos. Major fleet & lease. Over 1,500 dlr con-
signment wkly. 8635 Brookville, Indy.
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EPIC CHEVROLET 
CADILLAC

SACRAMENTO, CALIFORNIA

ACQUIRED BY 

Raj Dhami 

from Joe Smith

Call for a complimentary evaluation of your business.
We pledge to do it right, every time, one client at a time.

TRANSACTION   
ANNOUNCEMENT

92
CLOSINGS

IN 2022

72
CLOSINGS

IN 2021
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 SERVICE AND PARTS 
DIRECTOR  

Southern California Import Dealership
Top $$ Paid
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Mercedes-Benz Technician - The Baker Automotive Group
We are looking for a skilled Mercedes-Benz Technician. Relocation assistance and sign on 
bonus available to the right candidate ~ with the right level of experience. You will be respon-
�V�L�E�O�H���I�R�U���W�U�R�X�E�O�H�V�K�R�R�W�L�Q�J���L�V�V�X�H�V���D�Q�G���¿�[�L�Q�J���W�K�H�P���D�L�P�L�Q�J���W�R���P�D�[�L�P�X�P���U�H�O�L�D�E�L�O�L�W�\���D�Q�G���I�X�Q�F�W�L�R�Q�D�O-
�L�W�\�����$�Q���H�[�F�H�O�O�H�Q�W���D�X�W�R���P�H�F�K�D�Q�L�F���K�D�V���J�R�R�G���H�\�H���K�D�Q�G���F�R�R�U�G�L�Q�D�W�L�R�Q���D�Q�G���P�D�Q�X�D�O���G�H�[�W�H�U�L�W�\�����7�K�H�\��
�D�U�H���Z�H�O�O���Y�H�U�V�H�G���L�Q���F�R�P�S�O�H�[���P�H�F�K�D�Q�L�F�D�O���R�U���H�O�H�F�W�U�L�F�D�O���V�\�V�W�H�P�V���R�I���Y�H�K�L�F�O�H�V���D�Q�G���K�D�Y�H���H�[�F�H�O�O�H�Q�W��
�S�U�R�E�O�H�P���V�R�O�Y�L�Q�J���D�E�L�O�L�W�L�H�V�����7�K�H�\���P�X�V�W���E�H���J�R�R�G���F�R�P�P�X�Q�L�F�D�W�R�U�V���W�R���S�U�R�Y�L�G�H���D�G�Y�L�F�H���W�R���F�X�V�W�R�P�H�U�V��
Skills:
�3�U�R�Y�H�Q���H�[�S�H�U�L�H�Q�F�H���D�V���D���0�H�U�F�H�G�H�V���%�H�Q�]���7�H�F�K�Q�L�F�L�D�Q�‡���(�[�F�H�O�O�H�Q�W���N�Q�R�Z�O�H�G�J�H���R�I���P�H�F�K�D�Q�L�F�D�O����
�H�O�H�F�W�U�L�F�D�O���D�Q�G���H�O�H�F�W�U�R�Q�L�F���F�R�P�S�R�Q�H�Q�W�V���R�I���Y�H�K�L�F�O�H�V���‡���:�R�U�N�L�Q�J���N�Q�R�Z�O�H�G�J�H���R�I���Y�H�K�L�F�O�H���G�L�D�J�Q�R�V-
�W�L�F���V�\�V�W�H�P�V���D�Q�G���P�H�W�K�R�G�V���‡���$�E�L�O�L�W�\���W�R���K�D�Q�G�O�H���Y�D�U�L�R�X�V���W�R�R�O�V�����H���J�����S�O�L�H�U�V�����D�Q�G���K�H�D�Y�\���H�T�X�L�S�P�H�Q�W��
���H���J�����O�L�I�W�����‡���:�L�O�O�L�Q�J�Q�H�V�V���W�R���R�E�V�H�U�Y�H���D�O�O���V�D�I�H�W�\���S�U�H�F�D�X�W�L�R�Q�V���I�R�U���S�U�R�W�H�F�W�L�R�Q�V���D�J�D�L�Q�V�W���D�F�F�L�G�H�Q�W�V����
�G�D�Q�J�H�U�R�X�V�� �À�X�L�G�V���� �F�K�H�P�L�F�D�O�V�� �H�W�F���‡�� �(�[�F�H�O�O�H�Q�W�� �S�K�\�V�L�F�D�O�� �F�R�Q�G�L�W�L�R�Q�� �‡�� �+�L�J�K�� �V�F�K�R�R�O�� �G�L�S�O�R�P�D�� �L�V��
�S�U�H�I�H�U�U�H�G���� �&�H�U�W�L�¿�F�D�W�L�R�Q�� �I�U�R�P�� �D�� �Y�R�F�D�W�L�R�Q�D�O�� �V�F�K�R�R�O�� �R�U�� �F�R�P�S�O�H�W�L�R�Q�� �R�I�� �D�S�S�U�H�Q�W�L�F�H�V�K�L�S�� �L�V�� �S�U�H-
�I�H�U�U�H�G���‡���9�D�O�L�G���0�D�Q�X�I�D�F�W�X�U�H�U���F�H�U�W�L�¿�F�D�W�L�R�Q���L�V���D���G�H�¿�Q�L�W�H���S�O�X�V

Please send resume to: jholt@bakermotorcompany.com

BUY-SELL PROFESSIONALS
�7�T�I�G�M�E�P�M�^�M�R�K���M�R���X�L�I���1�M�H�[�I�W�X

Gary Russo gary@myteamrusso.com    
(513) 646-9020 www.myteamrusso.com

Independent Dealership Available                 
Hamden (New Haven) Connecticut. 75 Car Capacity. Very special, unique facility. 
�3�H�U�I�H�F�W���I�R�U���L�Q�G�H�S�H�Q�G�H�Q�W���R�S�H�U�D�W�R�U���R�U���Q�H�Z���F�D�U���G�H�D�O�H�U���R�‡���V�L�W�H���V�D�O�H�V�����%�+�3�+�����/�+�3�+���H�W�F������
���� �F�D�U�� �V�K�R�Z���U�R�R�P���� ���� �E�D�\�� �P�D�N�H�� �U�H�D�G�\�� �D�U�H�D���� �+�L�J�K�� �7�U�D�ˆ�F�� �V�W�U�H�H�W�� �H�[�S�R�V�X�U�H���� �� �5�H�W�L�U�L�Q�J��
�R�Z�Q�H�U���P�D�\���D�J�U�H�H���W�R���V�W�D�\���R�Q���S�D�U�W���W�L�P�H���L�I���U�H�T�X�H�V�W�H�G�����1�R���%�O�X�H���6�N�\��

Peter Saldamarco - 203-397-6000 x 101 or peter@valuect.com

DEALERSHIPS AVAILABLE

DEALERSHIP WANTED 
�&�R�O�X�P�E�X�V���2�+�����+�R�X�V�W�R�Q���7�;��

�-�D�F�N�V�R�Q�Y�L�O�O�H���)�/��
 Call Pat McNulty 800-800-4728.Complying with IRS Requir

Contact Dan Murphy
dtmurphy
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EXPERIENCE THE POWER
OF A WELL-PLACED AD

Contact Angela Schutte �+ 313-446-0326 �+ aschutte@autonews.com

— TIM MAY
Director of Operations

Crossroads Automotive Group, Inc

Automotive News  is a key resource in 
our recruiting efforts. Their ads always 
produce highly-quali�ed candidates and 
their advertising staff is a pleasure to 
work with.

JOBS.AUTONEWS.COM

RECRUITING?

C H E C K  O U T  T H E

40,000+
j o b  v i e w s  p e r  m o n t h

31,000+
r e g i s t e r e d  c a n d i d a t e s

56% 
o f  j o b  s e e k e r s  a r e  

e x e c u t i v e  l e v e l  o r  a b o v e

E m a i l s  s e n t  t o  n e a r l y
100,000 

j o b  s e e k e r s  p e r  m o n t h

E n g a g e d  a u d i e n c e :
A v e r a g e  e m a i l  o p e n  r a t e  n e a r  

40%

JOBS BOARD

SHOP EQUIPMENT FOR SALE
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made by Autoliv-acquired Delphi un-
der a licensing agreement with ARC 
from 2001 through 2004.

�e Delphi entity that made some of 
the in�ators no longer exists, and Au-
toliv has provided NHTSA with infor-
mation indicating that it might not 
have legal liability for the Delphi-made 
in�ators.

If NHTSA makes a �nal decision that 
the in�ators contain a safety defect, 
ARC will be required to �le notice of 
the defect with the agency, and auto-
makers will be ordered to carry out re-
calls. If the agency makes a �nal deci-
sion that no safety defect exists, it will 

issue a public notice and close the in-
vestigation.

A recall order could be challenged in 
federal court; however, NHTSA also 
could go to court to force a manufac-
turer to comply with it.

ARC argument
�e in�ators were installed in vehi -

cles from 12 automakers, including 
Ford Motor Co., General Motors, Stel-
lantis, Hyundai, Tesla and Toyota.

Since the launch of the investigation 
in 2015, automakers — including 
BMW, Ford, GM and Volkswagen — 
have initiated eight recalls to address 
potential safety defects with the in�a-
tors.

At least nine incidents of ruptured air-
bag in�ators globally have been identi-
�ed in NHTSA’s still-open investigation 
of ARC. Of those, dating from 2009 to as 
recently as March, seven injuries and 

two deaths have been reported.
An ARC executive said last week that 

the company “strongly disagrees” with 
NHTSA’s position that the in�ators are 
defective and should be recalled.

“No vehicle manufacturer utilizing 
these in�ators has determined that a 
systemic safety-related defect exists 
that would warrant a recall of the en-
tire in�ator population,” argued Steve 
Gold, ARC’s vice president of product 
integrity.

ARC said it believes the ruptures re-
sulted from “one-o� manufacturing 
anomalies” that were addressed by au-
tomakers in subsequent recalls.

NHTSA has pushed back against that 
claim, stating it “believes that ruptures 
may result from the weld slag pro-
duced by the friction welding manu-
facturing process.”

“We believe that certain debris left in 
the in�ator during the manufacturing 

process can become loose,” Hatipoglu 
said. “If the debris is large enough, it 
can block the air�ow out of the in�ator 
during a commanded deployment. 
�is caus es the in�ator to rupture, in 
which case metal fragments from the 
in�ator breaking apart can forcefully 
propel into the occupant compart-
ment.”

ARC in January 2018 installed instru-
ments to detect excessive slag and oth-
er debris in the welding process.

Neither NHTSA nor a manufacturer 
needs to identify the root cause to de-
termine whether a safety defect exists.

Takata deja vu
�e ARC Automotive probe has been 

reminiscent of the Takata airbag call-
backs, the largest automotive recall in 
U.S. history and a situation that ulti-
mately led to the supplier’s demise.

Takata’s exploding airbag in�ators 

were triggered by long-term exposure 
to high heat and humidity. �e com -
pany had initially refused a NHTSA re-
quest in 2014 to expand the recall be-
yond high-humidity areas, arguing 
that a recall determination was up to 
the automakers and that the agency 
didn’t have the data to support that re-
quest.

Takata airbag recalls have involved 
19 vehicle manufacturers and about 
67 million airbag in�ators. To date, the 
ruptured Takata in�ators have result-
ed in more than 400 injuries and 27 
deaths in the U.S.

“What we knew then, with respect to 
Takata, and what we can predict with 
the population at issue is that ruptures 
will continue to happen,” said Bruce 
York, a division chief in NHTSA’s Of-
�ce of Defects Investigation.

ARC’s Gold called the comparison to 
Takata “misleading.” ��

AIRBAGS
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‘One-off’ anomalies 
to blame, ARC says

could compete this well in this segment.”
�e segment has some sti� competition, in -

cluding the Volvo XC90, BMW X7, Audi Q7, Lin-
coln Aviator and Cadillac XT6. And with the in-
troduction of the TX this fall, Lexus has phased 
out the three-row version of its top-selling RX 
crossover, the RX-L. 

�e RX-L had been the brand’s �rst attempt at a 
three-row people-mover, but it was too small for 
consumer tastes, especially in the third row and 
in the storage behind the third row, brand o�-
cials and dealers say.

“When you go to the drop-o� line at school, 
and you see the people-mover-type vehicles that 
other brands have — with the three rows, with 
the storage — we didn’t have a vehicle that most 
moms and wives were looking for,” said John 
Iacono, chairman of the Lexus National Dealer 

Advisory Council. 
He said a larger three-row crossover 

had “been an ask at council” for years, 
and with the TX, the brand has deliv-
ered what was sought. 

“�e m arket is so hot in that segment 
that we do not play in,” said Iacono, a 
partner in BRAM Auto Group in New 
York City. 

“�ere was a big hole in our lineup 
before TX, and dealers are relieved that 
this execution of a three-row SUV is everything 
we wanted.”

Trim walk
Built on Toyota Motor Corp.’s global TNGA-K 

platform, the 2024 Lexus TX will come in three 
trims — standard, premium, luxury — and three 
powertrains. �e base model TX 350 has a 2.4-li-
ter turbo-four gasoline engine that gets 275 hp 
and 317 pound-feet of torque. It has an eight-
speed automatic transmission and is available in 
either front-wheel or all-wheel drive. �e EPA’s 
estimated combined fuel economy is 23 mpg.

�e TX 500h has a 2.4-liter inline-four gaso-

line-electric hybrid system that pro-
duces 366 hp and 409 pound-feet of 
torque. It has a six-speed automatic 
transmission and will combine Lexus’ 
Direct4 awd system with dynamic rear 
steering to improve vehicle maneuver-
ability and stability. �e EPA’s estimat -
ed combined fuel economy is rated at 
27 mpg.

�e TX 550h+ plug-in hybrid will 
round out the lineup when it arrives in 

mid-2024. It will come equipped with a 3.5-liter 
V-6 engine teamed with a continuously variable 
transmission and front and rear permanent mag-
net synchronous motors that produce a com-
bined 406 hp. 

With awd standard, combined fuel economy 
was rated at 29 mpg, with 33 miles of electric-on-
ly range.

All models are equipped with the Lexus Inter-
face infotainment system and a standard 14-inch 
touchscreen, as well as the Lexus Safety System 
+3.0 driver assistance and safety technology 
package.

Pricing for the base model TX350 in fwd starts 

at $55,050 including shipping, with optional awd 
carrying a $1,600 premium, while the TX-500h 
hybrid models, which carry the brand’s F Sport 
performance branding and come standard with 
awd, will start at $69,350 including shipping. Lex-
us said pricing for the plug-in hybrid TX550h+ 
will be announced closer to its midyear launch.

Target audience
Shahani said he is hopeful that the marketing 

campaign for the TX, which kicked o� late last 
month with a commercial emphasizing the TX’s 
interior space, will resonate with younger luxury 
buyers, especially those who previously migrated 
to other brands.

“We haven’t seen a whole lot of these Gen Y 
families look at Lexus, for the right reasons: 
We’ve not had the product. Our RX-L just didn’t 
cut it for them,” Shahani admitted. “I do think 
there’s an opportunity to bring people back into 
the family, so to speak. It may have been a young 
[Lexus IS sedan] owner who defected from the 
brand because of life stage, but now we have the 
ability to bring them back, and I count that as a 
conquest.” ��

LEXUS
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Iacono: “Dealers 
are relieved.”

Brand hopes TX turns 
heads in a hot segment

AutoNation declined to comment to 
Automotive News last week beyond its 
previous regulatory �ling about the 
proposal that said “there can be no cer-
tainty as to whether the company will 
make a binding o�er for Pendragon.”

David Whiston, an analyst with 
Morningstar in Chicago, said it didn’t 
shock him that Penske dropped out.

“None of these dealers ever seem to 
want to do acquisitions if it’s going to 
mean a bidding war,” Whiston told 
Automotive News. “�ey usually stay 
out of each other’s way for the most 

part. Penske seems very �scally con-
servative. I don’t think they’d be inter-
ested in getting into a prolonged bid-
ding war.”

Whiston said he expects Lithia to 
complete the deal, and that it seems 
clear Pendragon prefers Lithia as the 
buyer.

Pendragon said the new Lithia o�er 
includes the 279.4 million shares that 
the Medford, Ore., retailer would have 
in a new dealership management sys-
tem company. 

Pinewood Technologies
As part of the deal, Pendragon’s DMS 

Pinewood is to be transformed into a 
standalone company, Pinewood Tech-
nologies, and Lithia would gain about 
a one-sixth ownership stake in it. 

Lithia and Pinewood plan to form a 

joint venture to bring a DMS to North 
America.

Given how the deal is structured, 
Whiston said, the Lithia o�er provides 
an option value to Pendragon share-
holders in that they will still own the 
majority of Pinewood Technologies 
post-completion, on top of the funds 
received from the sale of the dealer-
ship and �eet businesses.

“�er e could be a lot more value 
long term for Pendragon shareholders 
by going with the Lithia deal versus the 
immediate cash payout to selling to 
AutoNation,” Whiston said.

As part of its new o�er, Lithia has 
waived certain automaker consents as 
closing conditions, and the parties 
said the deal could close in the fourth 
quarter.

Lithia has about 40 dealerships in 

the U.K., with most coming from its ac-
quisition of Jardine Motors this year. 
�e a uto retailer said it obtained “pre-
liminary commitments from multiple 
major automotive retailers to contract 
and roll out the Pinewood DMS to 
their locations, representing approxi-
mately 7,500 users” in the U.K., which 
is contingent on the deal closing.

“With the updated o�er, we are more 
con�dent in our view that LAD will be 
the acquirer, but we will watch for 
more developments,” Stephens Inc. 
analyst Daniel Imbro wrote in an Oct. 
2 note to investors.

Prior to announcing the second of-
fer, Lithia CEO Bryan DeBoer indicat-
ed to BofA Securities that he was con�-
dent his company would be able to 
close the deal.

Pendragon, which has 160 retail lo-

cations in the U.K., previously said it 
was required to hold a shareholders 
meeting on Friday, Oct. 6, to approve 
or reject Lithia’s proposal. However, 
Pendragon last week said a document 
known as a supplementary circular 
would be sent to shareholders. 

Circular slated, then a vote
A circular was slated to post Monday, 

Oct. 9, and a vote will happen 16 days 
after that, a Lithia spokesperson said.

Lithia ranks No. 1 on Automotive 
News’ list of the top 150 dealership 
groups based in the U.S., retailing 
271,596 new vehicles in 2022. Lithia’s 
sales �gures include dealerships out-
side the U.S. �"

Mark Hollmer and Gail Kachadourian 
Howe contributed to this report.

LITHIA
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The deal could deliver 
more long-term value

Kia America is initiating sales activi-
ties for its EV9 three-row electric 
crossover, which will start at $54,900 
before shipping when it goes on sale 
later this year.

Consumers can request a reserva-
tion on Kia’s website starting Oct. 16 
with a $750 fully refundable deposit. 
Kia expects the EV9 to be the �rst 
mainstream three-row electric cross-
over on the market.

Eric Watson, Kia America’s sales 
chief, told Automotive News that the 

automaker worked hard to secure an 
entry price competitive enough to at-
tract consumers shopping in the 
three-row crossover segment.

“EVs are a premium to gas-powered 
cars today but there are [long-term] 
savings, and the total package will not 
be more than consumers would spend 
on a comparable gas-powered car 
when you take all those factors into 
consideration,” he said. “We expect 
very strong demand when we launch 
the car at the end of the year.”

Pricing details for the entire EV9 
lineup have not been released. �e 

sub-$55,000 entry price is for the base 
Light trim level con�gured with a rear-
wheel-drive setup and standard-range 
battery.

�ree other trim levels will be avail -
able when the EV9 goes on sale, in-
cluding the Wind, Land and a high- 
powered GT-Line. All will be available 
in rwd or all-wheel-drive setups and 
with a standard- or long-range battery 
pack.

Standard-range EV9s will carry a 
76.1-kilowatt-hour battery pack with a 
215-hp motor on the rear wheels. �e 
long-range option is a 99.8-kWh bat-
tery that can be con�gured with a 201-
hp single-motor or 379-hp dual-motor 
setup.

Kia did not provide range estimates 

for all trim levels and con�gurations 
but did say the single-motor EV9 Light 
long-range model is expected to get 
300 miles on a charge. �e GT-Line 
model could have a 260-mile range.

Kia EV9s eligible for the reservation 
program include the Light long-range 
rwd, Wind awd, Land awd and GT-
Line awd models. Kia did not specify 
which battery packs will be available 
at the time of reservation.

�e EV9 comes standard with DC 
fast charging capable of recouping 80 
percent battery power in under 25 
minutes. �"

Kia EV9 reservation activity ready to launch
Carly Schaffner
carly.schaffner@crain.com

Kia says the EV9 three-row electric 
crossover will start under $55,000.
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This feature lists dealership  acquisitions as 
 reported by brokers,  of�cial announcements and 
news  media. Submit information at  
autonews.com/buysellsubmit .

Empire/BRAM
BUYER: Empire Automotive Group
SELLER: BRAM Auto Group
OLD NAME: Route 22 Nissan in Hillside, N.J.
NEW NAME: Empire Nissan of Hillside

Denney/Long-Lewis
BUYER: Craig Denney 
SELLER: Long-Lewis Automotive Group
OLD NAME: Long-Lewis Ford of Corinth in 
Mississippi  
NEW NAME: Ford of Corinth 
MORE: Gerrick Wilkins of Dealer Support 
Network represented the buyer in the 
transaction. 

Mawani, Merchant/ 
Long-Lewis
BUYER: Hussein Mawani and Nooris Merchant 
of Merchant Automotive Group 
SELLER: Long-Lewis Automotive Group
OLD NAME: Long-Lewis Honda of Selma and 
Long-Lewis Ford of Selma, both Alabama 
NEW NAME: Merchant Honda and Merchant 
Ford 
MORE: Gerrick Wilkins of Dealer Support 
Network represented the buyers in the 
transaction. 

Long-Lewis/Greenway
BUYER: Long-Lewis Automotive Group 
SELLER: Greenway Automotive
OLD NAME: Greenway Chevrolet of the Shoals 
in Tuscumbia, Ala. 
NEW NAME: Long-Lewis Chevrolet of the 
Shoals 

Korf/McDonald
BUYER: Korf Motors
SELLER: McDonald Automotive Group
OLD NAME: McDonald Chrysler-Dodge-Jeep-
Ram of Fort Morgan in Colorado
NEW NAME: Korf Chrysler-Dodge-Jeep-Ram 
Fort Morgan

Curry/Murphy
BUYER: Bernard Curry of Curry Automotive
SELLER: Tom Murphy
OLD NAME: Colonial Subaru in Kingston, N.Y.
NEW NAME: Curry Subaru Kingston 
MORE: Drew Picon of Dave Cantin Group 
represented the buyer and seller in the 
transaction.

Fruin, Churchill/Wendle
BUYER: Craig Fruin and Greg Churchill of 
Canusa Auto Group
SELLER: Wendle Motors
NAME: Hyundai of Yakima in Washington

Gunn/Yaklin
BUYER: Sean Gunn of Gunn Automotive Group
SELLER: Eddie Yaklin
OLD NAME: Yaklin Chrysler-Dodge-Jeep-Ram in 
Seguin, Texas
NEW NAME: Gunn Chrysler-Dodge-Jeep-Ram
MORE: Paul Kechnie and Eric Scott of 

Performance Brokerage Services facilitated the 
transaction.

Graham Ourisman/McGeorge
BUYER: Graham Ourisman Automotive
SELLER: Rod McGeorge of McGeorge Family of 
Dealerships
OLD NAME: McGeorge Toyota in Henrico, Va.
NEW NAME: Ourisman Toyota of Richmond
MORE: Haig Partners, a buy-sell �rm in Fort 
Lauderdale, Fla., represented McGeorge in the 
deal. Stephen Dietrich, of law �rm Holland & 
Knight, was legal counsel and Louie Galbraith 
of Forvis, provided accounting services to 
McGeorge. Paul Rogers and Heather Haberl of 
the Covington & Burling law �rm was legal 
counsel for Graham Ourisman.

Billingsley/Wilmes 
BUYER: Craig and Mike Billingsley of Billingsley 
Family of Dealerships
SELLER: Jeff and Tim Wilmes 
OLD NAME: Wilmes Ford in Altus, Okla. 
NEW NAME: Billingsley Ford of Altus 
MORE: Paul Kechnie and Eric Scott of 
Performance Brokerage Services represented 
the sellers in the transaction.

BFR/Halterman
BUYER: BFR Investments 
SELLER: Halterman family 
OLD NAME: Halterman’s Toyota and 
Halterman’s Mitsubishi in East Stroudsburg, 
Pa. 
NEW NAME: Toyota of Stroudsburg and 
Stroudsburg Mitsubishi

Allen/Oustalet 
BUYER: Jonathan Allen 
SELLER: Butch Oustalet 
OLD NAME: Butch Oustalet Ford-Lincoln and 
Butch Oustalet Mazda in Gulfport, Miss.
NEW NAME: J. Allen Ford and J. Allen Mazda
MORE: Allen resigned the Lincoln franchise on 
Aug. 25, according to a Ford Motor Co. 
spokesperson. Laura Ryan of GX2 Partners 
represented Allen, while HHM Consultants 
advised Oustalet.

Olympic/Deniger
BUYER: Olympic Auto Group
SELLER: John Deniger
OLD NAME: Prostrollo Motor Sales, a 
Chevrolet-Buick-GMC dealership in Huron, S.D.
NEW NAME: Olympic Chevrolet-Buick-GMC
MORE: Brad Bickle of Tim Lamb Group 
represented the seller in the transaction.

Carlock/Victory
BUYER: Carlock Automotive Group
SELLER: Victory Automotive Group
NAME: Volkswagen of Murfreesboro in 
Tennessee

Sarchione/Abraham 
BUYER: John Sarchione and Joe Sarchione of 
Sarchione Auto Group
SELLER: Bruce Abraham 
OLD NAME: Charles Auto Family, a Chevrolet 
dealership, in Garrettsville, Ohio 
NEW NAME: Sarchione Chevrolet II
MORE: Paul Kechnie and Mark Shackelford of 
Performance Brokerage Services facilitated the 
transaction. 

D E A L E R S H I P B U Y - S E L L

reluctant to put its battery plants under the na-
tional contract, and the union is still pushing for 
better retirement security for members in the 
form of de�ned-bene�t pensions, which the 
companies have so far rejected. 

Meanwhile, layo�s and �nancial damage 
from the work stoppage continue to grow. At 
least 7,300 workers between the Detroit 3 and 
their suppliers have been laid o� in relation to 
the strike, according to an Automotive News tal-
ly. 

Despite listing some areas of progress, Fain 
last week did not rule out further walkouts but 
said the union was �exible. 

“Not everything is about pulling out the ba-
zooka,” Fain said. “We’ve been very careful 
about how we escalate this strike. We have de-
signed this strategy to increase pressure on the 
companies. ... We know the plants they really 
don’t want to see struck. And they know we’ve 
got more cards left to play.”

Battery plants
GM, in a statement Friday, Oct. 6, said talks 

were continuing. 
“Negotiations remain ongoing, and we will 

continue to work towards �nding solutions to 
address outstanding issues,” the company said. 
“Our goal remains to reach an agreement that 
rewards our employees and allows GM to be 
successful into the future.”

�e union did not provide spe ci�cs on what 
putting battery production under the national 
contract would mean. Fain said the move 
would “change the future of our union and the 
future of our industry.” 

It’s unclear whether battery plant workers, if 
unionized, would receive the same pay and 
bene�ts as assembly and powertrain plant 
workers, but their contracts would be subject to 
the same protections and bargaining patterns 
as the automakers’ other hourly employees. 

Until now, the battery plant issue was be-

lieved to be a permissive, not mandatory, bar-
gaining subject, meaning the two sides were 
not obligated to discuss it unless they both 
agreed to. Since most battery plants operate as 
joint ventures, they’re owned by separate legal 
entities and are not a part of the negotiations.

GM has invested more than $7 billion toward 
three Ultium Cells battery plants with its initial 
joint venture battery partner LG Energy Solu-
tion. �e �rst, in Warren, Ohio, has begun pro-
duction and voted to unionize. A second plant 
in Spring Hill, Tenn., is expected to open this 
year, while a third near Lansing, Mich., is ex-
pected to open in 2024.

�e union h as complained about the lower 
wages as well as what it said were lower health 
and safety standards at the Ohio plant. Workers 
there got raises averaging 25 percent in August. 
In September, Ultium Cells said it would in-
crease pay at the Spring Hill plant, to $20 an 
hour for production operators and quality in-
spectors and $29 to $36 an hour for facility 
maintenance technicians, depending on their 
experience.

Ford, meanwhile, said in a statement that it 
remained “open to the possibility of working 
with the UAW on future battery plants in the 
U.S.,” but said it must be able to operate them 
competitively. 

Stellantis said it continued to have good mo-
mentum at the bargaining table, though chal-
lenges remained.

“We are making progress, but there are gaps 

that still need to be closed,” Mark Stewart, COO 
of Stellantis North America, said in a letter to 
employees. 

Minimal automaker impact
While the UAW’s strike has captured head-

lines, the �nancial impact to the Detroit 3 has 
been relatively minimal. 

GM last week, in �ling for a $6 billion line of 
credit, put the cost of the strike at $200 million 
after two weeks. �e UAW’s 40-day strike 
against all of GM’s U.S. plants in 2019 cost the 
company roughly $3 billion. 

In an investor note last week, Wells Fargo ana-
lyst Colin Langan called the union’s current 
strategy “strike-lite” and said it bodes well for 
the automakers’ third-quarter �nancial results. 
DBRS Morningstar, in a separate investor note, 
noted that the companies’ market share likely 
will “remain resilient,” in part due to customer 
loyalty and production constraints for rival au-
tomakers. In addition, the �rm said it does not 
expect the automakers’ credit ratings to be low-
ered.

“Financial pro�les and liquidity positions re-
main strong,” Robert Streda, Morningstar’s se-
nior vice president for diversi�ed industries, 
said in a statement.

Health care coverage
In another sign the strike is not causing im-

mediate �nancial pain for the automakers, 
GM last week said it was continuing to pay for 
health care coverage for the workers on strike 
against the company, going beyond its con-
tractual obligation to do so and avoiding an is-
sue that sparked a backlash against GM in 
2019.

Ford and Stellantis declined to comment on 
how they are handling health care for striking 
workers, but a UAW source with knowledge of 
the situation told Automotive News that none of 
the Detroit 3 had noti�ed the union that they 
were cutting o� coverage. 

Under the terms of the union’s contracts with 
GM and Stellantis that expired Sept. 14, the 
companies’ obligation to fund health bene�ts 
stops at the end of the �rst calendar month 
workers go on strike, which in this case was Oct. 
1. If company-paid coverage ends, workers con-

tinue to receive health bene�ts through tempo-
rary COBRA plans, but the cost shifts to the 
UAW’s strike fund.

Ford’s contract has a di�erent end date for 
company coverage, although a spokesperson 
would not say when that was.

�e decision to continue paying for health 
coverage spares the union an additional drain 
on its robust but �nite strike fund. Before the 
UAW began the work stoppage the morning of 
Sept. 15, the fund had roughly $825 million. 
Striking workers are paid $500 a week starting 
on the eighth day o� the job.

Inventory update
�e strike has not sig ni�cantly dented the au-

tomakers’ U.S. inventory levels, though GM 
dealerships are the most at risk of running low, 
according to a new analysis.

Cox Automotive said last week that Chevrolet 
and Cadillac have the lowest inventory levels 
among the domestic brands, at 57 and 46 days, 
and some of the brands’ most pro�table name-
plates are in tighter supply than that, according 
to Cox’s vAuto inventory data.

Stellantis, by contrast, has the most inventory 
among the Detroit 3, Cox said, meaning it could 
be better positioned to withstand prolonged 
production stoppages.

GM said it had 442,586 vehicles in stock or in 
transit Sept. 30 and Ford had 424,000 vehicles. 
Both �gures top year-ago levels.

Stellantis did not disclose inventory levels in 
its third-quarter U.S. sales report. Cox estimat-
ed that Jeep, Dodge, Ram and Chrysler all have 
more than a 100-day supply.

“Inventory levels remain relatively stable, 
and, with the exception of some GM models, 
Detroit automakers have ample inventory for 
now to keep them operating through the com-
ing month,” Cox’s senior economist Charlie 
Chesbrough said in a statement. “Some brands 
have inventory buildup, so production disrup-
tions will take time to feed through the distribu-
tion network. However, the strike could start to 
have an impact in the coming weeks if it contin-
ues.” �,

Vince Bond Jr. and Lindsay VanHulle 
contributed to this report.
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UAW chief not ruling 
out further walkouts “ ““Not everything is about 

pulling out the bazooka. 
We’ve been very careful 
about how we escalate this 
strike. We have designed this 
strategy to increase pressure 
on the companies. ... We 
know the plants they really 
don’t want to see struck. And 
they know we’ve got more 
cards left to play.”
Shawn Fain, president, UAW
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move forward more aggressively to put 
plans in place to reduce costs and 
manage the situation,” Julie Fream, 
CEO of MEMA Original Equipment 
Suppliers, told Automotive News. “�e 
uncertainty of how long this will be, 
which plants will be impacted — all of 
that has challenged suppliers to plan 
more aggressively to ensure they can 
stabilize.”

�e results of the survey, conducted 
Sept. 29, illustrate the impact the strike 
is having throughout the auto supply 

chain, as well as the fragile state that 
many suppliers �nd themselves in fol-
lowing years of �nancial pressures 
stemming from the pandemic, in�a-
tion and material shortages.

MEMA found that 70 percent of 
automotive suppliers have concerns 
about their subsuppliers’ “ongoing �-
nancial viability.” �e health of smaller 
Tier 2 and Tier 3 suppliers during the 
strike has been a major concern for the 
industry, with some executives warn-
ing that many of those companies 
could go under or be unable to ramp 
back up to satisfy demand when the 
strike ends.

Federal help sought
On Sept. 25, MEMA sent a letter to 

President Joe Biden urging the White 

House to provide loans to suppliers 
with annual revenue of less than $200 
million, in addition to setting up an 
emergency work force training pro-
gram that would allow more workers 
to stay on the job even if production 
stops.

Fream said federal aid would pro-
vide much-needed stability for suppli-
ers that are grappling with business 
planning during the strike. 

�e walkouts’ targets have included 
assembly plants and parts distribution 
centers. 

“If we can get the administration to 
help suppliers, that will provide a lot of 
stability and take some of that un-
known out of the equation,” she said.

Keeping as many workers on the 
payroll as possible will be critical for 

suppliers as they look to ramp produc-
tion back up following the strike’s con-
clusion, industry experts have said. 
Suppliers have been looking to limit 
layo�s, fearing that workers will �nd 
jobs elsewhere and that the work force 
needed for a quick restart won’t be 
there.

�e MEMA survey found more than 
half of idled suppliers said they will 
need “at least one week” to get back to 
prestrike production levels.

MEMA said it will continue to survey 
members each week and share “criti-
cal information from the results.”

Mexico-U.S. border
MEMA also urged the White House 

to take action to ensure commercial 
vehicle crossings speed up at the 

U.S.-Mexico border amid added secu-
rity checks by U.S. and Texas authori-
ties. 

�e c hecks have slowed the trans-
portation of goods across the border in 
recent weeks.

MEMA said it met last week with the 
White House National Economic 
Council and National Security Council 
on the issue. 

It said it recommended the admin-
istration expand border crossing 
hours in El Paso, Texas, and Arizona 
“to accommodate the additional 
trucks using these locations,” and to 
ensure U.S. Customs and Border Pro-
tection works with the Texas Depart-
ment of Public Safety to “expedite 
truck crossings throughout the 
southwest U.S.” �,

SUPPLIERS
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Uncertainty clouds 
viability, staf�ng

pedestrian before she was struck by 
the �rst car and again after she toppled 
in front of the Cruise vehicle, Lindow 

said. But she did not know how the 
company’s self-driving system classi-
�ed the pedestrian while she was stuck 
atop the �rst car’s hood.

Cruise, a subsidiary of General Mo-
tors, said it is cooperating with investi-
gators from the San Francisco Police 
Department, which is seeking infor-
mation on the driver of the �rst vehi-
cle.

“We believe that another vehicle that 
was not an autonomous vehicle may 
have been initially involved in the col-
lision, but the vehicle or driver were 
not present at the scene during our in-
vestigation,” said police department 
spokesperson Eve Laokwansathitaya.

NHTSA said it “is aware of the inci-
dent and is in contact with the opera-
tor and local authorities to gather ad-

ditional information,” Reuters report-
ed.

�e collis ion is bound to raise ques-
tions about the capabilities of both hu-
man and autonomous drivers. Wheth-
er it is chalked up as a freak encounter 
or considered the type of edge case 
self-driving cars could or should antic-
ipate remains ahead.

�e cr ash comes amid heightened 

concerns about robotaxis operating in 
San Francisco. First responders have 
complained about self-driving cars in-
terfering with their work during and 
en route to emergencies. �e city’s 
transportation department fought an 
expansion of Cruise’s deployment, 
and protestors, in some cases, have re-
sorted to mischief to thwart the vehi-
cles. ��

CRUISE
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NHTSA is looking 
into the collision

“Belvidere Assembly was a pro�table plant that 
just a few years ago supported around 5,000 
workers and their families,” Fain said in a Sept. 16 
statement. “Now that number is zero, and Stel-
lantis wants to keep playing games.”

Stellantis cut the plant’s production schedule 
down to one daily shift in 2021. About 1,150 people 
worked there when it was taken o�ine last winter. 

�e decision to idle the plant “was not one that 
we took lightly because we knew that it would not 
only impact the community, but the lives of our 
employees and their families,” the automaker 
said last week in a statement to Automotive News. 
“We are grateful that many Belvidere employees 
decided to bring their skill and expertise to new 
opportunities within Stellantis.”

Scott Sooter left Belvidere last year for a job at 
Mopar’s parts depot in Romulus, Mich., just o� 
the end of a runway at the Detroit airport. He and 
his new co-workers were picketing there this 
month as Air Force One descended overhead so 
President Joe Biden could meet with workers on 
strike at a General Motors warehouse nearby.

Sooter volunteered to work at the Romulus lo-
cation or Stellantis’ Toledo Assembly Complex in 
Ohio because he knew people in the area. He 
likes the work he’s doing now and thinks turning 
Belvidere into a parts depot is a good idea that 
would bring jobs back to the region.

Would he return for job in Belvidere? It’s a 
question that churns in his mind constantly. 
Probably, if the plant becomes a parts hub. He 
enjoys the parts work more than his old assembly 
duties, but he’s missing his nephews grow up. 

“It’s hard being away from your family,” Sooter 
said. It’s a “�ve-hour drive to go see them on holi-
days. It’s a hard choice. I go back and forth all the 
time.”

Sooter’s mother also worked at Belvidere As-
sembly. She has traveled to Michigan to picket 
with her son but remains in limbo until the 
plant’s fate gets decided at the bargaining table. 

“She sold her house when they told her they were 
shutting down �rst shift because she was going to 
have to transfer,” Sooter said. “�en they shut down 
job transfers. Now there’s a bunch of people who 
want to work, are able to work, [who] can’t work.”

Forced pay cut
Lucas Napiorkowski, who also works at Mopar’s 

Romulus site, spent nine years at Belvidere. He 
had to leave behind his father, who has cancer.

Napiorkowski said he was earning Stellantis’ 

top wage rate at Belvidere but had to accept a 
50-cent cut when he transferred to the Mopar 
unit. �at pay disparity would disappear if the 
UAW accepts the company’s o�er to eliminate a 
lower tier for parts workers.

“It wasn’t even my choice to be here,” he said. “I 
was force-transferred here. I got to pick every-
where in the country, and they said whatever you 
choose is a possibility.” 

Still, he said he wouldn’t go back to Belvidere. 
His life is in Michigan now. 

Napiorkowski doesn’t like the idea of turning 
Belvidere into a parts center. He hopes the plant 
is revived and gets another vehicle to build. 

“I moved my whole life out here,” Napiorkowski 
said. “I already did the move; already su�ered. I 
don’t want to su�er again and do it all over again 
even though my family is still back there. Again, 
my dad has cancer. I didn’t want to leave in the 
�rst place, but I already did it.”

Uprooting hasn’t been easy for Ross, who worked 
at Belvidere for 10 years before moving to the Mo-
par site in New York. Her rent in Rockford, Ill., was 
$1,000 a month, but she pays $3,200 in East Ruther-
ford, N.J., which gives her a 30-minute commute.

Ross said her new colleagues have been wel-
coming — which has made the transition easier 
— but she still hopes to go home to Belvidere. She 
yearns for a “village” of support from loved ones. 

Stellantis provided her $30,000 before taxes for 

the relocation, with $8,000 coming within two 
weeks of her transfer being accepted. She got 
$16,000 after working in New York for a month 
and the remaining $6,000 after the �rst year there. 

Ross was at top pay when she transferred and lost 
only 19 cents an hour, bringing her pay to $31.57. 
Her job at the parts center isn’t easy, Ross said, but 
it’s not as hard as the assembly line. Years of factory 
work have resulted in three surgeries, including a 
bone replacement in her left thumb. She has had 
carpal tunnel syndrome in both hands.

‘It’s been rough’
Ross said she has needed her two adopted chil-

dren during this transition just as much they 
needed her. Her son, now 15, has autism and her 
daughter, 13, also has special needs. She original-
ly took them in when their parents lost parental 
rights; her brother has battled alcoholism and 
been imprisoned multiple times, while their bio-
logical mother struggled with heroin addiction 
and died in November. 

One of the �rst things Ross had to do after mov-
ing was to �nd new health care providers to meet 
the kids’ needs.  

“I can’t imagine being on this journey without 
them,” Ross said. “Yeah, it’s been rough. I’m not 
even going to lie. Yes, it’s more expensive to have 
kids, but for my mental wellness, these kids have 
balanced me out.” �"

BELVIDERE
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Workers have mixed 
feelings about returning

Lucid introduces base model of Air Pure sedan
Two years after launching the Lucid 

brand with the $170,500 Air Dream 
Edition, the electric vehicle startup is 
introducing the lowest-priced version 
yet of its executive sedan with the sin-
gle-motor Pure trim starting at 
$78,975.

Both prices include shipping.
�e Air Pure rear-wheel drive is the 

�rst variant t o o�er a single motor. It 
comes at a $5,000 discount to the exist-
ing Pure with all-wheel drive, which 
uses two electric motors, front and 
rear, according to Lucid’s website.

Lucid’s introduction of the sin-
gle-motor model comes as the auto-
maker struggles with demand for the 
large sedan in a segment out of favor 
with U.S. consumers, according to in-
dustry analysts.

In the �rst half of the year, Lucid re-
ported 2,810 deliveries. �e company 

has not reported third-quarter num-
bers.

�e base Air arrives in the U.S. mar-
ket a month after Tesla further cut the 
starting price of its Model S sedan by 
$3,500 to $76,630 including shipping. 
A year ago, the Model S base model 
started at $106,440 including shipping.

Lucid also cut prices recently, reduc-
ing the Air Pure by $5,000 in August. 
�e hi gher-end Touring and Grand 
Touring versions were reduced by 
$12,400. 

�e rwd Air Pure comes with 410 
miles of range, which Lucid said is the 
best in the industry outside of higher 
Lucid Air trims. �e Model S has 405 
miles of range and awd standard.

“�e new Lucid Air RWD has it all: 
style and technology, range and per-
formance, space and practicality,” 
CEO Peter Rawlinson said in a press 
release.

Lucid, of Newark, Calif., said the 

base model comes with ample fea-
tures, including Apple CarPlay, a 
34-inch curved glass screen, heated 
seats and over-the-air software up-
dates.

�e P ure comes with an aluminum 
roof with no sunroof. �e glass roof on 
other Air trims is not available on the 
Pure, Lucid said. �e Tesla Model S 
comes standard with a glass roof.

Options on the Air Pure include a 

driver-assistance upgrade for $2,000, a 
stereo upgrade for $2,900, a seat up-
grade from 12-way power to 20-way 
power for $3,750, bigger wheels for 
$1,750 and leather interior for $3,000, 
according to Lucid’s online order 
page.

�e automaker stepped up its mar -
keting early this year after disappoint-
ing sales results. �e marketing cam-
paign includes an ongoing 42-city tour 

with pop-up events where potential 
buyers can test drive various Air trims.

Cox Automotive estimated Lucid’s 
third-quarter sales at 1,601, compared 
with 654 in third-quarter 2022 when 
the automaker was still working out 
manufacturing issues that limited sup-
ply. Rawlinson said this year that Lu-
cid had solved production problems at 
its Arizona factory.

Cox Automotive released its sales 
forecast on Sept. 26, estimating Lucid’s 
sales in the January to September peri-
od at 4,411 compared with 1,596 in the 
year-earlier period.

Rawlinson said in August that Lucid 
was on track toward achieving its 2023 
production target of more than 10,000 
vehicles, “but we recognize we still 
have work to do to grow our customer 
base.”

Lucid cut its production forecast in 
May to “over 10,000” from its previous 
forecast of “10,000 to 14,000.” �"

Laurence Iliff
liliff@crain.com

The single-motor model starts at $78,975 including shipping.
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Oct. 25-Nov. 5, with media days Oct. 25-26.
�e rollout of EV concepts highlights Nissan Mo-

tor Co.’s redoubled focus on electri�cation, as it tar-
gets 44 percent of its global sales from EVs or 
e-Power hybrid vehicles by its 2026 �scal year. �e 
company helped pioneer electric vehicles with the 
mass-market Nissan Leaf hatchback in 2010, but 
today its lineup trails rivals, leaning mostly on the 
Leaf and all-electric Ariya crossover.

Screen is a saver
“�e whole market is moving to EVs and we 

want to make an o�ensive strike, sharpen our 
edges,” Senior Design Director Giovanny Arroba 
said of the Hyper Urban at the brie�ng.

Alfonso Albaisa, senior vice president for global 
design, introduced the chiseled Hyper Urban 
concept at a new design viewing hall with a mas-
sive, curved LED screen that allows for an im-
mersive viewing experience of up to six life-size 
digital and virtual reality vehicles. 

�e screen, supplied by Japanese electronics 
giant Sony Corp., boosts Nissan’s design process 
e�ciency by some 35 percent in terms of time 
and money saved. 

Under the old method of building physical 
models for design reviews and meetings, the 

models alone cost $300,000 apiece and took up 
to three weeks to prepare. Albaisa reckoned the 
new all-digital approach will save millions of dol-
lars for big design approval meetings.

“We’re liberating not only money, but we’re al-
so liberating time, and this is the space that will 
enable that,” Albaisa said of the new facility, 
which adjoins an open-air viewing patio. 

Nissan CEO Makoto Uchida will review the �rst 

design this way for �nal approval in the coming 
weeks. It is unclear what nameplate that will be.

Future design
�e Hyper Urban concept foreshadows Nis-

san’s future design direction, with sleek, angular, 
geometric bodywork. To improve aerodynamics, 
the concept gets a pass-through, or bridge, hood 
that allows air to �ow from the front fascia vents, 

under the hood and up the windshield. 
�e creased exterior delivers a chromatic shift 

with every change of the viewing angle.
Adding to the modern vibe, the concept gets 

front and rear scissor doors and a pointy nose.
Designers envision the Hyper Urban as having 

a full array of vehicle-to-grid charging capability 
and an arti�cial intelligence system that optimiz-
es energy �ow between surrounding buildings 
while customizing the instrument panel and dis-
play to the driver’s mood. 

�e fr ont seats collapse and fold into the back, 
creating what Nissan calls a private relaxation 
space, where people can stretch their legs. 

Nissan went so far as to say people should park 
the Hyper Urban inside their loft apartment or 
bungalow as a perfect place to unwind. ��

NISSAN
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Hyper Urban forecasts 
sleek, edgy future cars

ETROIT — Mahle CEO Arnd Franz has 
his work cut out for him. 

�e big German supplier of engine 
parts, pistons, cylinders, valvetrains 

and air management systems has been o� its 
game since 2011, Franz said. And now, the in-
dustry is racing toward electric vehicles that 
don’t require engine parts.

But the CEO is con�dent that Mahle’s new in-
novations in electri�cation technologies and 
thermal management products will propel the 
company back to its high-water performance 
marks. 

“Our goal is to bring Mahle in 2025 back to its 
historical performance,” he said in an inter-
view. “It was a long time ago.” 

Franz, 58, is at the end of his �rst year on the 
job as CEO, which he took on Nov. 1, about a 
month after Moody’s downgraded its rating on 
Mahle to Ba2, a non-investment- grade rating 
that indicates the company was open to “sub-
stantial credit risk.” 

Moody’s said the rating downgrade was a re-
�ection of higher costs and challenges in its 
thermal management and electronics divi-
sions, resulting in weak margins and elevated 
leverage.

Franz’s �nancial turnaround plan for the 
company revolves around three pillars: invest-
ing in EV-related technology such as e-motors 
and charging, boosting its thermal manage-
ment business and providing innovative new 
products for internal combustion engine vehi-
cles.

Franz wants the company to achieve a pro�t 
margin of 7 percent before interest and taxes by 
2025, compared with a 5.4-percent margin in 
2022.

News Editor Lindsay Chappell and Reporter 
John Irwin interviewed Franz at the Detroit 
 auto show in September. Here are edited ex-
cerpts.

Q: How does Mahle see the market for 
EV components evolving?
A:  In Europe, certainly due to regulations, we’ll 
see almost all internal combustion light vehi-
cles going away and being replaced by bat-
tery-electric vehicles by the middle of the next 
decade. In North America, EVs will take proba-
bly 60 percent of the market by the middle of 
the next decade. And the same is true for China. 
�e rest of the world, of course, will be a little 

di�erent because of the various complexities 
and challenges in those markets to go pure 
electric, so the combustion engine will be the 
predominant solution there. So that’s why we 
need to decarbonize the combustion engine 
when it’s used.

But one thing is very clear: Electri�cation is 
set for all the light-vehicle markets, and there-
fore we believe Mahle has to o�er very attrac-
tive technologies for electric vehicles. 

What does Mahle have planned?
We started many years ago working on tech-

nologies that take electric motors to the next 
level. Over the past two years, we’ve introduced 
two important concepts. One is our mag-
net-free, contactless transmitter, or MCT, and 
the other is the superior, continuous torque 
motor. 

Now we’re combining both solutions to o�er 
our customers. We’ve seen a good response 
from them as we’re o�ering a technology that 
would be, on the one hand, magnet-free, and 
on the other hand, provide high torque and a 
top-level permanence to peak ratio. So if a mo-
tor has a 295-kilowatt peak, we can o�er 280 kW 
permanently. 

�at’s a game changer because it enables ve-
hicle manufacturers to either deliver more 
power on a continuous basis or just to make the 
motor smaller, cheaper and more a�ordable. 

Where does that technology stand in de -
velopment?

We’ve concluded pre-development now, and 
we are in various acquisition projects. We be-
lieve that by 2027 or 2028 we will be in mass 
production.

The sourcing of the heavy, rare earth 
metals that are needed for magnets is a 
major concern for the industry. Will that 
be a major selling point for your magnet -
less motor?

It’s being picked up because of the pressure of 
cost reduction but also the scarcity of heavy rare 
earths that you need for magnet production. 
�at’s a big driver. We’ll see how fast this trend 
will arrive in the industry.

It shows that there are a lot of things going on. 
We have to make electri�cation work, and it has 
to work in a way that satis�es the needs of con-
sumers while being a�ordable. Combining 
power with durability and cost will be a key en-
abler for electri�cation.

How will Mahle’s business look different 
�ve years from now?

We need to identify where Mahle can deliver 
value to our customers. In electri�cation, we 
have identi�ed traction motors and intelligent 
charging as the key focus areas for us. 

Our biggest area of activity is thermal man-
agement. �ermal management will be grow -
ing tremendously with electri�cation — maybe 
by a factor of two or even three, which is why a 
lot of our investment and R&D resources will be 
dedicated to thermal management.

In the past, you had the powertrain and the 
cabin. You had two things, basically, that need-
ed to be cooled or conditioned. In the future, 
there are even more things. You still have the 
cabin, but you also have the electrical motor 
and power electronics. And you have the big-
gest area that requires attention from a cooling 
and thermal management perspective, which is 
the battery. 

It’s the most valuable part of the vehicle, rep-
resenting more than 30 percent of the value of 
the vehicle sitting there. You need to make sure 
that part is performing well, both in terms of 
driving but also in terms of charging and fast 
charging. And we need to make sure it has a 
long lifetime. We don’t want the battery to fail 
or degrade faster than the vehicle.

And, of course, the important message for all 
our customers is that we’ll continue to provide 
products and solutions for the internal com-
bustion engine. We believe there won’t be any 
successful decarbonization without decarbon-
izing the combustion engine.

But how do you decarbonize the internal 
combustion engine?

By changing the fuel. Right now, we operate 
on fossil fuels, whether it’s gasoline or diesel. 
We believe we have to not waste any time to 
move from those fossil fuels to sustainable fu-
els, whether it’s biofuels or synthetic fuels or hy-
drogen derivatives. 

With hydrogen and hydrogen derivatives, I al-
ways say there’s enough sun, wind and capital 
in the world. We just have to set the parameters 
right so that supply can meet demand and let 
the market decide where the right price and us-
es for those fuels are. 

� at’s a big opportunity for countries that are 
rich in sun and wind. 

Is Mahle considering spinning off ele -
ments of its business?

We’ll always take a look at our portfolio like 
every company does and come to a conclusion 
whether certain businesses make sense for our 
future. 

In areas where we are not a leader or areas 
where we can’t be pro�table enough, we’ll cer-
tainly look at divestments. We recently an-
nounced the sale of our thermostat business. 
We might see other examples like that in the fu-
ture. ��

Mahle CEO plots comeback involving EV parts

D Facts and �gures
CEO: Arnd Franz
Headquarters: Stuttgart
North American headquarters: 
Farmington Hills, Mich.
2022 global sales to automakers:  
$13.1 billion
2022 North American sales to 
automakers:  $3.74 billion
Global employees: 72,000
North American employees: 17,000
Key products: Engine components, 
pistons, cylinders, liquid management 
systems, power electronics, EV battery 
cooling
Source: Automotive News Research & Data Center, 
Mahle

QA&
ARND FRANZ

The Nissan Hyper Urban concept features front 
and rear scissor doors and better aerodynamics.

NISSAN MOTOR CO. PHOTOS
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476,000 vehicles in the fourth quarter to 
meet its goal of 1.8 million for the year. 
He said on social media last week that 
476,000 “is not that big of a stretch.”

In August, the automaker launched 
the freshened Model 3 out of its China 
factory, which builds the model for Chi-
na and Europe. �e upgraded compact 
sedan is expected in the U.S. out of Tes-
la’s Fremont, Calif., factory by early 2024.

Tesla slightly upgraded the Model Y in 
China, adding ambient lighting and a 
new wheel design, Bloomberg reported.

�e Cybertruck launch, originally 
targeted for the third quarter by Tesla, 
is expected in the coming days or 
weeks. In August, Tesla teased invita-
tions to a Cybertruck launch event that 
Tesla owners could acquire through 
the automaker’s rewards program. 
�at invitation did not include a date.

Gary Black, managing partner of �e 
Future Fund and a Tesla bull, told 
Automotive News that Tesla’s muted 

third-quarter numbers are justi�ed by 
factory upgrades that will fuel growth 
in the fourth quarter and beyond.

“It’s a supply issue; it’s not a demand 
issue,” said Black, who added that Tesla 
factory downtime went on longer than 
expected. �e upside is that a freshened 
Model 3, which Black expects to launch 
in the U.S. in the fourth quarter, will help 
drive sales, and the Cybertruck will have 
a halo e�ect over the entire brand.

“When you have two new models — 
and one is in an entire new category 
with the pickup truck — I think you’re 
going to get a halo e�ect,” Black said.

He sees global production of about 
2.7 million next year, based on expec-
tations of factory expansions in Cali-
fornia, Texas, Germany and China.

Black, who has ordered a Cybertruck, 
thinks the pickup is going to be a major 
sales success despite its unusual de-
sign and stainless-steel exterior.

“You have to go see it in person,” 
Black said. “It’s going to change the 
way people think about pickup trucks.”

Musk said on an earnings call in May 
that he expects the Cybertruck to reach 
sales of between 250,000 and half a 
million a year, but that volume produc-
tion will not begin until 2024. ��
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Cybertruck halo 
effect predicted

get awareness in the marketplace,” 
Wheeler said. “One of the things we 
felt was very important [was] to get 
more of our vehicles on the street for 
consumers to see them.”

Some dealers, who �nd it challenging 
to sell pricey EVs in a high-interest-rate 
market, view the employee lease pro-
gram as a way to shrink their slow-mov-
ing Ariya stock. According to Edmunds, 
12-month leases accounted for 45 per-
cent of total Ariya leases in September. 

Nissan launched the Ariya last fall. It 
was expected to be a shot at redemp-
tion after the EV pioneer lost its early 
lead in the segment to Tesla and oth-
ers. However, a roughly yearlong delay 
in the U.S. launch and changes in the 
federal EV tax incentive program ham-
strung the Ariya’s market prospects.

Nissan sold fewer than 10,000 elec-
tric crossovers in the year’s �rst nine 
months. According to Edmunds data, 
the Ariya’s inventory turnover rate was 
76 days in September, compared with 
59 days for the Hyundai Ioniq 5 and 39 
days for the Ford Mustang Mach-E.

“Consumers are not buying this car 
at all,” said Chadi Moussa, CEO of Car-
namic, which operates two Nissan 
stores in the San Francisco Bay Area. 

Edmunds’ director of insights, Ivan 
Drury, said the Ariya su�ers from a 
lack of awareness. 

“Ariya shoppers consistently shop 
the model against competitors at a 
higher rate than competitors to Ariya,” 

Drury said. “It is lopsided.” 
Edmunds data showed 22 percent of 

consumers considering the Ariya cross-
shop the Ioniq 5, but only 6.5 percent of 
Ioniq shoppers consider the Nissan.

�e imported Ariya has a price disad-
vantage to some North American-made 
rivals that qualify for the $7,500 tax credit 
under the In�ation Reduction Act. 

“Demand is soft because of high in-
terest rates and the lack of incentives,” 
Moussa said. “I’m accepting fewer Ari-
yas.”

But Nissan’s Wheeler argues that the 
Ariya’s momentum is building as the 
automaker dials up the supply of the 
U.S. market-geared e-4ORCE variant. 

“A lot of customers in this space want 
it all,” she said. “�ey want the all-
wheel drive, they want the technology, 
they want the higher-end vehicles. And 
we now have those on the ground.”

Ariya’s third-quarter sales nearly dou-
bled to 4,504 from the second quarter.

“We are �nally �nding our stride with 
that vehicle,” Wheeler said. “We’re sell-
ing closer to what we originally had ex-
pected to do each month.”

Nissan is working to improve the EV’s 
a�ordability. Passing along the $7,500 
U.S. commercial clean vehicle tax credit 
through consumer leases helps. 

But retailers say Nissan must eventu-
ally take the shears to the sticker price.

A price cut “is not a question of if, 
just a question of when,” said a retailer 
who requested not to be identi�ed. 

“Nissan has no choice but to get this 
price right so that it sells at a big 
enough volume,” they said.

But Wheeler isn’t telling.
“Everything will be considered in the 

future,” she said. “We’re just not ready 
to disclose what our plan is.” �!

ARIYA
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Lack of awareness 
is hurting EV’s sales

Customer incentives
Incentives in this table are a summary of retail programs offered. Programs may vary by region and model.

  Cash Finance
  rebate rate

  Cash Finance
  rebate rate

  Cash Finance
  rebate rate

BMW GROUP

2024 models
BMW iX, M8 $0-$2,000 2.9-13.9%
 8 Series, X5 $0-$1,000 2.9-13.9%
 2 Series, 3 Series, 4 Series,   
   5 Series, 7 Series, i4, i5, i7,
   M2, M3, M4, X1, X3, X3 M,
   X4, X4 M,  X5 M, X6, X6 M,  
   X7, XM, Z4  2.9-13.9%
Mini Cooper*, Countryman*  3.9-6.9%

2023 models
BMW 8 Series, M8 $0-$3,000 2.9-13.9%
 iX $0-$2,000 2.9-13.9%
 4 Series, 5 Series, X3, X5 $0-$1,000 2.9-13.9%
 2 Series, 3 Series, 7 Series,   
   i4, i7, M2, M3, M4, M5, X1,   
   X2, X3 M, X4, X4 M,   
   X5 M, X6, X6 M, X7, XM, Z4  2.9-13.9%
Mini Cooper*, Countryman  3.9-6.9%

FORD MOTOR CO.

2024 models
Ford Edge $500-$1,500 0-9.9%
 Bronco Sport, Expedition,   
   Expedition Max, F-150,   
   Mustang, Ranger $500 0-9.9%
 Bronco, Escape, Maverick,   
   Super Duty F-250 SRW,   
   Super Duty F-350 DRW,   
   Super Duty F-350 SRW  0-9.9%

2023 models
Ford F-150 Lightning $0-$7,500 0-7.9%
 Mustang $500-$3,000 0-7.9%
 Edge $500-$2,000 0-7.9%
 F-150 $500-$1,500 0-7.9%
 Expedition, Expedition Max,   
   Explorer $500-$1,000 0-7.9%
 Super Duty F-250 SRW,   
   Super Duty F-350 DRW,   
   Super Duty F-350 SRW $0-$1,000 0-7.9%
 Bronco Sport, Escape,   
   Ranger $500 0-7.9%
 Bronco, E-Transit Cargo Van,   
   Maverick,   
   Mustang Mach-E,   
   Transit Cargo Van,   
   Transit Connect Wagon,   
   Transit Crew Van,   
   Transit Passenger Wagon  0-7.9%

GENERAL MOTORS
In lieu of rebates, cut-rate financing is available.

2024 models
Buick Enclave, Encore GX,
   Envista $1,000 2.9-12.9%
Cadillac CT4 $750-$3,000 0.9-11.9%
 XT5, XT6 $500-$2,000 0.9-11.9%
 XT4 $1,000 0.9-11.9%
 CT5 $750-$1,000 0.9-11.9%
 Lyriq  0.9-11.9%
Chevrolet Blazer, Camaro,   
   Equinox, Express Cargo Van,   
   Express Passenger, Malibu,   
   Silverado 1500,  
   Silverado 2500HD,   
   Silverado 3500HD,   
   Silverado EV, Trailblazer, Trax $1,000 1.9-14.0%
 Blazer EV, Corvette,   
   Corvette Z06  1.9-14.0%
GMC Savana Cargo Van,   
   Savana Passenger,   
   Sierra 1500, Sierra 2500HD,   
   Sierra 3500HD, Terrain $1,000 1.9-13.8%
 Hummer EV, Hummer EV SUV  1.9-13.8%

2023 models
Buick Enclave, Encore GX,
   Envision $1,000 1.9-11.0%
Cadillac CT4 $750-$3,000 0.9-11.9%
 XT5, XT6 $500-$2,000 0.9-11.9%
 Escalade, Escalade ESV $1,000 0.9-11.9%
 CT5 $750-$1,000 0.9-11.9%
 XT4 $500-$1,000 0.9-11.9%
 Lyriq  0.9-11.9%
Chevrolet Blazer, Equinox $1,000-$1,250 0-13.0%
 Bolt EUV, Bolt EV,   
   Express Cargo Van,   
   Express Passenger,   
   Suburban, Tahoe,   
   Trailblazer, Traverse $1,000 0-13.0%
 Camaro, Silverado 1500 $750-$1,000 0-13.0%
 Malibu, Silverado 2500HD,   
   Silverado 3500HD $500-$1,000 0-13.0%
 Colorado, Corvette,   
   Corvette Z06  0-13.0%
GMC Acadia,   
   Savana Cargo Van,   
   Savana Passenger,   
   Sierra 1500, Sierra 2500HD,   
   Sierra 3500HD, Terrain,
   Yukon, Yukon XL $1,000 0.9-13.2%
 Canyon, Hummer EV  0.9-13.2%

AMERICAN HONDA

2024 models
Acura Integra, MDX, RDX  6.9-11.7%
Honda Accord (incl. Hybrid),   
   Civic*, CR-V, HR-V, Odyssey, Pilot  3.9-11.7%

2023 models
Acura Integra, MDX, RDX, TLX  3.9-11.7%
Honda Accord (incl. Hybrid),
   Civic*, CR-V, HR-V, Odyssey,
   Passport, Pilot, Ridgeline  0.9-11.7%

HYUNDAI-KIA

2024 models
Hyundai Ioniq 5 $0-$5,000 0.9-9.7%
 Tucson $0-$1,500 0.9-9.7%
 Elantra, Santa Cruz $0-$500 0.9-9.7%
 Venue $0-$300 0.9-9.7%

 Kona, Palisade,   
   Tucson Hybrid,   
   Tucson Plug-In Hybrid  0.9-9.7%
Kia Niro EV $0-$2,500 1.9-8.5%
 Forte, Soul $0-$300 1.9-8.5%
 Carnival, K5, Niro,   
   Niro Plug-In Hybrid,   
   Seltos, Sportage, Telluride  1.9-8.5%

2023 models
Hyundai Nexo $0-$33,000 0.9-9.7%
 Ioniq 5 $0-$7,500 0.9-9.7%
 Ioniq 6 $0-$5,000 0.9-9.7%
 Santa Fe $0-$3,000 0.9-9.7%
 Santa Cruz $500-$2,000 0.9-9.7%
 Kona, Tucson $0-$1,500 0.9-9.7%
 Sonata $0-$1,250 0.9-9.7%
 Elantra $0-$1,000 0.9-9.7%
 Kona EV $0-$750 0.9-9.7%
 Santa Fe Plug-In Hybrid,   
   Sonata Hybrid,   
   Tucson Plug-In Hybrid $0-$500 0.9-9.7%
 Venue $0-$400 0.9-9.7%
 Palisade, Santa Fe Hybrid,   
   Tucson Hybrid  0.9-9.7%
Kia EV6 $0-$5,000 0.9-8.5%
 Niro EV $0-$3,750 0.9-8.5%
 Stinger $0-$1,500 0.9-8.5%
 Sorento $0-$1,250 0.9-8.5%
 Forte, Soul $0-$500 0.9-8.5%
 K5, Rio, Rio 5-Door $0-$300 0.9-8.5%
 Carnival, Niro,   
   Niro Plug-In Hybrid, Seltos,   
   Sorento Hybrid, Sorento PHEV,   
   Sportage (incl. Hybrid),   
   Sportage PHEV, Telluride  0.9-8.5%

MAZDA

2024 models
Mazda CX-5, CX-90,   
   Mazda3 Hatchback,   
   Mazda3 Sedan $1,000 0.9-13.3%
 CX-50 $500-$1,000 0.9-13.3%

2023 models
Mazda CX-9, Mazda3*,   
   MX-30, MX-5 Miata,   
   MX-5 Miata RF $1,000 0.9-13.3%
 CX-5 $750-$1,000 0.9-13.3%
 CX-30, CX-50 $500-$1,000 0.9-13.3%

MERCEDES-BENZ

2024 models
Mercedes-Benz AMG GT, C-Class,   
   CLA, EQE, EQE SUV,   
   EQS, EQS SUV, GLA,  
   GLB, GLC, GLE, GLS, Sprinter*  4.9-9.7%

2023 models
Mercedes-Benz AMG GT,  
   C-Class, CLA, CLS, E-Class,  
   EQB, EQE, EQE SUV, EQS,
   EQS SUV, G-Class, GLA, GLB,
   GLC, GLE, GLS, Metris*,
   S-Class, SL, Sprinter*  3.9-9.7% 

NISSAN GROUP

 2024 models
In�niti  QX50, QX55, QX60,   
   QX80  2.9-8.4%
Nissan Titan, Titan XD $0-$500 0-10.0%
 Altima, Frontier, GT-R,   
   Kicks, Leaf, Murano,   
   Pathfinder, Sentra,   
   Versa Sedan, Z  0-10.0%

2023 models
In�niti  QX80 $0-$500 2.9-8.4%
 Q50, QX50, QX55, QX60  2.9-8.4%
Nissan Ariya, Leaf $1,000-$3,750 0-9.7%
 Titan, Titan XD $0-$3,000 0-9.7%
 Altima $500-$750 0-9.7%
 Frontier, Maxima, Murano $0-$750 0-9.7%
 Pathfinder, Rogue $0-$500 0-9.7%
 Armada, GT-R, Kicks,   
   Sentra, Versa Sedan, Z  0-9.7%

STELLANTIS
In lieu of rebates, cut-rate financing is available.

2024 models
Alfa Romeo Tonale $0-$7,500 8.1%
 Giulia, Giulia Quadrifoglio,   
   Stelvio, Stelvio Quadrifoglio $0-$1,750 8.1%
Chrysler Pacifica $0-$7,500 8.1%
Dodge Hornet $0-$6,750 8.1%
Jeep Grand Cherokee,   
   Wrangler 4-Door $0-$7,500 3.6-9.9%
 Grand Cherokee L $0-$2,500 3.6-9.9%
 Compass $0-$1,500 3.6-9.9%
 Grand Wagoneer,   
   Grand Wagoneer L,   
   Wagoneer, Wagoneer L,
   Wrangler 2-Door  3.6-9.9%
Ram 1500 $0-$3,000 3.9-8.9%
 2500, 3500  3.9-8.9%

2023 models
Alfa Romeo Giulia,
   Giulia Quadrifoglio,   
   Stelvio, Stelvio Quadrifoglio  8.1%
Chrysler Pacifica $0-$7,500 0-8.9%
 300, Voyager  0-8.9%
Dodge Durango $0-$2,500 8.1%
 Challenger, Charger $0-$2,000 8.1%
 Hornet $0-$500 8.1%
Fiat 500X $0-$1,000 0-8.1%
Jeep Grand Cherokee,   
   Wrangler 4-Door $0-$7,500 1.9-8.9%
 Compass, Grand Cherokee L,   
   Wagoneer $0-$2,000 1.9-8.9%
 Cherokee, Renegade,   
   Wrangler 2-Door $0-$1,000 1.9-8.9%
 Gladiator $0-$15 1.9-8.9%

 Grand Wagoneer,   
   Grand Wagoneer L,
   Wagoneer L  1.9-8.9%
Ram 1500 $0-$4,000 0-8.9%
 1500 Classic $0-$3,000 0-8.9%
 2500, 3500 $0-$2,000 0-8.9%
 ProMaster Cargo Van,   
   ProMaster Window Van  0-8.9%

2022 models
Fiat 500X  8.1%

SUBARU

2024 models
Subaru Ascent, Crosstrek,
   Forester, Impreza Wagon,
   Legacy, Outback  4.9-7.2%

2023 models
Subaru Ascent, BRZ,
   Crosstrek (incl. Hybrid),  
   Forester, Impreza*, Legacy,
   Outback, Solterra, WRX  0-6.4%

TOYOTA MOTOR NORTH AMERICA
In lieu of rebates, cut-rate financing is available.

2024 models
Lexus NX $0-$7,500 6.5-11.9%
 UX $0-$750 6.5-11.9%
 ES, LC  6.5-11.9%
Toyota RAV4 Prime $0-$6,500 6.5-11.9%
 Prius Prime $0-$4,500 6.5-11.9%
 Camry, Corolla,   
   Corolla Hatchback, RAV4 $0-$750 6.5-11.9%
 Crown, Grand Highlander,   
   Prius, Sequoia, Sienna,   
   Supra, Tundra 2WD,   
   Tundra 4WD, Venza  6.5-11.9%

2023 models
Lexus ES, GX, IS, LC, LS,   
   LX, NX, RC, RC F, RX,   
   RZ, UX  4.9-11.9%
Toyota Mirai $0-$30,000 1.9-11.9%
 BZ4X $0-$7,500 1.9-11.9%
 RAV4 Prime $0-$6,500 1.9-11.9%
 Prius Prime $0-$4,500 1.9-11.9%
 4Runner, Camry, Corolla,   
   Corolla Cross,   
   Corolla Hatchback, Crown,   
   GR86, GR Corolla, Highlander,   
   Prius, RAV4, Sequoia, Sienna,   
   Supra, Tacoma, Tundra 2WD,   
   Tundra 4WD, Venza  1.9-11.9%

VOLKSWAGEN GROUP

2024 models
Audi RS e-tron GT $10,000 6.9-11.1%
 e-tron GT $5,000 6.9-11.1%
 Q8 e-tron $1,500-$5,000 6.9-11.1%
 Q8 e-tron Sportback $1,500-$3,000 6.9-11.1%
 SQ8 e-tron,   
   SQ8 e-tron Sportback $1,500 6.9-11.1%
 Q4 e-tron,   
   Q4 e-tron Sportback $750 6.9-11.1%
 Q5 $500 6.9-11.1%
 A3 Sedan, A4, A4 allroad,   
   A5 Cabriolet, A5 Coupe,   
   A5 Sportback, A6, A6 allroad,   
   A7, A8, Q3, Q5 Sportback,   
   Q7, RS 3 Sedan, RS 5 Coupe,   
   RS 5 Sportback, RS 6, RS 7,   
   S3, S4, S5 Cabriolet, S5 Coupe,   
   S5 Sportback, S6, S7,   
   S8, SQ5, SQ5 Sportback, SQ7  6.9-11.1%
Porsche 718 Boxster,
   718 Cayman, 911,
   Cayenne, Macan, Taycan  7.7-12.2%
Volkswagen Atlas,   
   Atlas Cross Sport, Golf GTI,   
   Golf R, Jetta, Taos, Tiguan  4.9-11.2%

2023 models
Audi RS e-tron GT $20,000 7.4-11.1%
 A8, e-tron GT, S8 $12,500 7.4-11.1%
 SQ7 $1,000-$7,500 7.4-11.1%
 Q5 Sportback, SQ5 $4,000 7.4-11.1%
 A6 $2,000-$4,000 7.4-11.1%
 Q5 $500-$4,000 7.4-11.1%
 Q7, Q8 $1,000-$3,000 7.4-11.1%
 Q4 e-tron $750-$3,000 7.4-11.1%
 A5 Sportback $2,500 7.4-11.1%
 A4, SQ5 Sportback $2,000 7.4-11.1%
 A3 Sedan $1,000-$2,000 7.4-11.1%
 Q4 e-tron Sportback $750-$2,000 7.4-11.1%
 SQ8 $1,000-$1,500 7.4-11.1%
 A4 allroad, A5 Cabriolet,   
   A5 Coupe, A6 allroad, A7,   
   e-tron, e-tron Sportback,   
   Q3, R8 Coupe, R8 Spyder,   
   RS 3 Sedan, RS 5 Coupe,
   RS 5 Sportback, RS 6,   
   RS 7, RS Q8, S3, S4,  
   S5 Cabriolet, S5 Coupe,   
   S5 Sportback, S6, S7,   
   TT Coupe, TT Roadster, TTS  7.4-11.1%
Porsche 718 Boxster,   
   718 Cayman, 911, Cayenne,   
   Macan, Panamera, Taycan  7.7-12.2%
Volkswagen ID4 $1,000 3.9-11.9%
 Arteon, Atlas, Atlas Cross Sport,   
   Golf GTR, Golf R,   
   Jetta, Taos, Tiguan  3.9-11.9%

*Applies to select models only

Ford Motor Co.
Chicago   
Michigan Assembly (Wayne)   

Stellantis
Toledo, Ohio (North & Supplier Park) 

General Motors
Fairfax Assembly (Kansas City, Kan.)  
Lansing (Mich.) Delta   
Wentzville, Mo.   

Source: Automotive News Research & Data Center

Plant downtime
Production has halted at these assembly plants because of the UAW strike.



Shimmering skyscrapers, desert 
backdrops and 104-degree heat — not 

what you might expect at the Geneva 
International Motor Show, but that’s the 
setting for this year’s event as it shifts to 
Qatar’s capital, Doha.

Returning after a three-year hiatus because 
of COVID-19, the exhibition also known as 
GIMS opened last week with 30 automakers 
taking part — from luxury sports car brands 
Lamborghini and McLaren to mass-market 
names such as Toyota and Volkswagen.

But why is the Geneva International Motor 
Show taking place more than 3,500 miles from 
Geneva?

In 2021, Qatar struck a 10-year deal with 
GIMS organizers to hold the 118-year-old 
event every two years from 2023. � e spring 
exhibition in Switzerland, held annually until 
the pandemic struck, will resume in 2024.

“GIMS is excited to expand its legacy in the 
Middle East, venturing for the � rst time 
outside Geneva,” said Sandro Mesquita, the 
show’s CEO, adding that the event will bridge 
the gap between the automotive industries in 
the West and East. 

Saad Bin Ali Al Kharji, deputy chairman of 
Qatar Tourism, said hosting large, globally 
recognized events such as the Geneva auto 
show is part of a strategic vision to become the 

fastest-growing destination in the Middle East 
by 2030. 

� e 2022 FIFA World Cup is the highest 
pro� le event Qatar has hosted.

� e auto show coincides with the Qatar 
Formula One Grand Prix, which was 
scheduled to be held at Lusail International 
Circuit on Sunday, Oct. 8.

VW’s managing director in the Middle East, 
Matthias Ziegler, said the show is an 
opportunity to engage with local customers 
and exhibit new vehicles coming to the region, 
which the German automaker describes as 
pivotal.

With several major auto shows, including 
Paris and New York, rethinking how to stay 
relevant after the pandemic accelerated the 
trend of carmakers pulling back on exhibitions 
to focus instead on online launches, private 
events and test drives, Doha could provide a 
test case for reaching new audiences.
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� nal  assembly

Geneva auto show revived 
3,500 miles from Geneva

ATesla engineer in court last week rejected a 
lawyer’s suggestion that the company 

named its driver- assistance feature “Full Self-
Driving” because it wanted people to believe 
that its systems had more abilities than was 
really the case.

� e  electric vehicle maker is defending itself at 
the � rst U.S. trial over allegations that its 
Autopilot feature led to a death. � e lawsuit, � led 
in a California state court, alleges the system 
caused 37-year-old Micah Lee’s Model 3 to 
suddenly veer o�  a highway east of Los Angeles 
at 65 mph, strike a palm tree and burst into 

� ames, all in the span of seconds.
� e 2019 crash killed Lee and seriously injured 

his two passengers. � e lawsuit accuses Tesla of 
knowing that Autopilot and other safety systems 
were defective when it sold the car.

Tesla denies the claims, saying it is not even 
clear whether Autopilot was engaged at the 
moment Lee’s car crashed.

 Lee bought Tesla’s “full self-driving capability 
package” for $6,000 in 2019. At that time, the 
package performed functions such as 
maintaining distance from a vehicle in front and 
keeping the car within the lane, Tesla engineer 

Eloy Rubio testi� ed. � e automaker later added 
more advanced features to the system.

“Do I think our drivers think that our vehicles 
are autonomous? No,” Rubio testi� ed in 
response to a question from Lee’s attorney, 
according to a trial transcript seen by Reuters. 
However, Rubio also acknowledged that Tesla 
vehicles sold in 2019 might have “latent defects” 
due to the complexity of the vehicle software.

Tesla asked that Rubio’s testimony be kept 
private due to trade secrets. � e judge rejected 
that request, though he shut down the court’s 
live audio feed during Rubio’s appearance.

Engineer denies Tesla misleads customers

Many dealerships help their local school 
districts cover the cost of notebooks, pencils 

and other supplies. A $5,000 donation by a 
Chevrolet store in Oklahoma is out� tting student 
resource o�  cers at nearby schools with ballistic 
shields to be used in case of a mass shooting.

� e donation by Patriot Chevrolet is providing 
three of the shields to Bartlesville Public Schools, 

a district with about 6,000 students.
“� ey’ve been very bene� cial, just knowing 

that we have easy access to those,” Bartlesville 
Police Cpl. Caleb Samson, the student resource 
o�  cer stationed at one of the town’s elementary 
schools, told News on 6 in Tulsa last week. “We 
do have a school resource o�  cer in every school 
in Bartlesville now, starting at the beginning of 

this school year. Having a shield accessible to 
every school resource o�  cer in every school is a 
huge bene� t for us.”

Patriot Chevrolet made its donation through 
StandFirst Foundation, which is setting out to 
equip every o�  cer in an Oklahoma school with a 
shield. Advocates say having them available can 
protect o�  cers and bystanders in an emergency, 

and avoid the kind of delay in confronting a 
shooter that increased the death toll at Uvalde 
Elementary School in Texas last year.

“We’re going to start with Bartlesville and get 
everybody equipped here,” said Kevin Lynch, a 
foundation representative, “and maybe that will 
� lter out to some of the other communities and 
they can get their o�  cers equipped as well.”

Okla. dealership out� ts school police with ballistic shields

A Michigan strip club and several 
cannabis dispensaries are o� ering big 

discounts to UAW members while they’re 
on strike against the Detroit 3.

Dream Girls Detroit, which bills itself as 
the “Motor City’s premier topless 
entertainment mecca,” is admitting UAW 
members age 21 or older for free as long as 
the strike lasts.

“We’re built on the blue-collar working 
man. � e middle class is the bread and 
butter of the 
United States,” 
owner Holly 
Johnson told Fox 2 
in Detroit. “As a 
local business 
owner I’m happy 
to be one of the 
� rst to step up and 
say we have to do something, we have to 
show a little bit of respect back.”

� e o� er is worth as much as $55. While 
on strike, workers get no pay for the � rst 
week and then $500 a week from the union 
in lieu of their regular paychecks.

“We have had people take advantage of it,” 
Johnson said. “We’re not gonna say who. 
We’re not gonna say when.”

Meanwhile, Ultra Cannabis is cutting 
prices by 25 percent for UAW members. 
Another dispensary, the Greenhouse of 
Walled Lake, is giving them half o� . 
Michigan legalized recreational marijuana 
use in 2018 through a voter-approved 
referendum.

“UAW members and suppliers are not just 
customers; they are our neighbors, friends, 
and family,” Johnathan Yaldo, owner of 
Ultra Cannabis, said in a statement. “We are 
devoted to alleviating the � nancial 
hardships of the strike, and our discount 
program is one way we can contribute to 
their well-being.”

Strip club, 
weed shops 
offer UAW 
discounts

The lawsuit accuses Tesla of knowing that 
Autopilot was defective when it sold the car.

BLOOMBERG

BLOOMBERG

Attendees check out 
a Kia EV6 on opening 
day of the Geneva 
International Motor 
Show Qatar 2023, in 
Doha, last week.

UAW-Detroit 3:  Go to autonews.com for the latest 
coverage of the UAW-Detroit 3 labor situation.
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