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 sometimes-controversial clause 
in franchise agreements ultimate-
ly helped Alex Medina realize a 
lifelong dream of owning his 

own dealership.
Someone else had negotiated with sell-

ers Patrice Ross and Mark Phelps to buy 
Oracle Ford, a store outside Tucson, Ariz. 

But Ford Motor Co. exercised its right of 
�rst refusal: �e move blocked that sale, 
and Ford redirected the deal — at the 
same price and terms — to Medina.

He had 90 days to complete the acquisi-
tion, which he did on May 10, renaming 
the store Oro Ford.

“Being a minority, I don’t think I would 
have gotten it otherwise,” said Medina, 
particularly because Ford “required that I 

be at least 40 percent” owner.
Collaborating with fellow Ford dealers 

Eddie Stivers of Stivers Automotive, Tim 
Hovik, chairman of the Ford National 
Dealer Council, and John Bernath, Medi-
na was able to get the funding he needed 
to close. And Ford, through a minority

Arizona dealer 
Alex Medina 
says the right of 
�rst refusal 
helped him ful�ll 
his dream of 
owning a store. 
“Being a 
minority, I don’t 
think I would 
have gotten it 
otherwise.”

Dealers see refusal right as both helpful and harmful
Automakers exert more control in buy-sells

Jackie Charniga
autonews@crain.com
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�„ Done Deals: Fight with GM delays 
Neb. transaction 18 months I PAGE 26 I

see BUY-SELL, Page 10
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�„ LAST IN AN 11-PART SERIES:
Most new nameplates headed to market 
are now electric. Chevrolet, Dodge,
Jeep, Kia, Rolls-Royce and Volkswagen 
are among the brands with EVs coming
by the end of 2024. I PAGES 16-24 I

TOYOTA CITY — Toyota may be late to the electric 
vehicle race. But the world’s biggest automaker is 
embarking on an urgent and radical reboot of its 
famed production machine that executives say will 
help it leapfrog Tesla and other ri-
vals in just a few short years. 

�e overhaul hinges on a host of 
breakthrough technologies that 
are �rmly rooted in its stalwart 
Toyota Production System but 
turbocharged with digital tools 
for the EV era.

�e approach — which in -
cludes cars that drive themselves 
through plants, hyperautomated 
factories, the use of giga-casting 
techniques and far fewer workers — isn’t just happy 
talk.

Toyota Motor Corp.’s production engineers are im-
plementing the techniques in test bed factories 
across the company’s Toyota City stronghold in Ja-
pan’s industrial heartland. 

�e pace of change is picking up as Toyota rushes 
to ready the manufacturing makeover for a new gen-
eration of Tesla-�ghting EVs it promises to start 

Kazuaki: “Utilize 
Toyota’s skill.”

Hans Greimel
hgreimel@crain.com

Toyota’s 6 steps 
to reboot plants 
as Tesla �ghters
EV shift: Digital tools, robots

see TOYOTA, Page 34

President Joe Biden joins the picket line with UAW President Shawn Fain outside GM’s Willow Run Redistribution Center in Belleville, Mich.
REUTERS

U
AW President Shawn Fain, bol-
stered by a historic show of 
support by U.S. President Joe 
Biden, ramped up pressure on 
the Detroit 3 last week as frus-

trations on both sides of the bargaining ta-
ble spilled into view amid the ongoing 
strike. 

�e union sent 7,000 more workers in 
Michigan and Illinois onto picket lines Fri-
day after progress stalled with Ford Motor 

Co. and no signi�cant headway was made 
with General Motors. A last-minute o�er 
by Stellantis prompted Fain to call o� a 
new walkout against that company. 

Ford CEO Jim Farley accused Fain of 
holding the automakers “hostage” over is-
sues related to electric vehicle battery 
plants. Farley said the union leader wasn’t 

being upfront with his membership about 
what Ford is o�ering them and warned that 
the UAW’s demands could push jobs and 
production of vehicles such as the Explorer 
out of the U.S. GM and Stellantis denied 
Fain’s accusations that they had enabled 
violence against picketing workers, with 
GM complaining that Fain escalated the 
strike last week to make headlines rather 
than in the interest of reaching an agree-
ment.

As the strike expands, UAW and Detroit 3 insults intensify
Michael Martinez
mdmartinez@crain.com

�„ Smaller auto suppliers ask for federal 
aid as UAW walkout goes on I PAGE 3 I
�„ Tesla’s labor cost advantage likely will 
only grow once strike is settled I PAGE 3 I

FIERY WORDS

see STRIKE, Page 36
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Tesla Inc. is losing a high-pro� le customer after 
Democratic Congresswoman Alexandria Oca-
sio-Cortez vowed to ditch her Model 3 for a union-
made electric vehicle in a sign of solidarity with 
striking UAW workers.

But Tesla is likely to gain in other ways from the 
dispute, analysts say, as its rivals become saddled 
with higher labor costs once the union settles with 
General Motors, Ford Motor Co. and Stellantis.

“In our view, Tesla’s the biggest winner,” said 
Garrett Nelson, vice president of equity research 
at CFRA.

“Already, their labor costs were an estimated 35 
percent to 40 percent lower than the Detroit 3, and 
that cost advantage will be widening when a deal 
is eventually reached,” Nelson told Canadian 
broadcaster BNN Bloomberg  last week.

Nelson estimated that the union is asking for an 
overall wage increase of about 36 percent com-
pared with about 21 percent o� ered by the auto-

makers. Whatever the � nal number is when a deal 
is reached, it’s going to make the EV transition 
more costly for the Detroit 3 compared with Tesla, 
which  makes only EVs.

“� is strike, in our view, is really going to hamper 
the Detroit 3’s ability to compete in the EV market, 
just with the much higher labor costs,” Nelson said. 
CFRA rates Tesla stock a buy with a 12-month price 
target of $325 per share. Tesla’s stock closed  � urs-
day, Sept. 28, at  over $246 per share.

Tesla already has about 60 percent of the U.S. 

Detroit 3’s labor costs are Tesla’s gain, analysts say 

Analysts say the Detroit 3’s higher labor costs 
will make it harder to compete with Tesla, 
whose Fremont, Calif., plant is shown above.

1 estimate: EV maker’s numbers could be 48% lower
Laurence Iliff
liliff@crain.com

see  TESLA , Page  36

� ree top dealership groups are vying for 
U.K. auto retail giant Pendragon, but Lithia 
Motors  CEO Bryan DeBoer indicated to BofA 
Securities last week that he believes his com-
pany, which was � rst to strike a deal with Pen-
dragon , will win the bidding war.

DeBoer was con� dent Lithia “would be able 
to close the deal despite two competing bids, 
but also emphasized the importance of disci-
pline,” BofA Securities analyst John Murphy 
wrote  to investors � ursday, Sept. 28 . DeBoer 
spoke with the � rm  Wednesday , the day after 

AutoNation   submitted a 
nonbinding preliminary pro-
posal for Pendragon. Auto-
Nation’s bid followed two 
joint bids — including one 
rejected and one that re-
mains under consideration 
— from Penske Automotive 
Group  and Sweden’s Hedin 
Mobility Group. 

“At this time, the only le-
gally binding o� er Pen-

dragon has received is from Lithia Motors,” 
Lithia spokesperson Michelle Watson -
Schwartz told Automotive News in an email. 

Pendragon, which has 160 retail locations in 
the U.K., said it is required to hold a share-
holders meeting Friday, Oct. 6,  to approve or 
reject Lithia’s proposal.

“To move forward, the shareholder vote on 
Oct. 6 will require 51 percent or more,” Lithia’s 
Watson-Schwartz said.

Lithia on Sept. 18 said it planned to buy Pen-
dragon’s dealership and � eet businesses in a 
$350 million deal. As part of that deal, Pine-
wood, Pendragon’s dealership management 
system, would be transformed into a standalone 
 company, Pinewood Technologies . Lithia 
would gain about a one-sixth ownership stake in 
that entity. Lithia and Pinewood plan to form a 
joint venture to bring a DMS to North America.

In a regulatory � ling last week , Pendragon 
said it received an unsolicited proposal from 
AutoNation to acquire the company for 32 
pence, or 39  cents, per share in cash. Reuters 
valued the AutoNation o� er at $544.2 million.

Pendragon, in the � ling, said its board will 
consider the proposal and “provide an update 
in due course.” It said AutoNation has until 
Oct. 24 to announce a “� rm intention” to make 
an o� er for the company.

AutoNation, also in a Tuesday regulatory � l-
ing,  said there can be no certainty as to wheth-
er it will make a binding o� er for Pendragon.

Lithia’s CEO 
con� dent in 
its deal for 
Pendragon
AutoNation, Penske also 
vying for U.K. group
Gail Kachadourian Howe 
and Jack Walsworth
gail.howe@crain.com

DeBoer: Focus 
on discipline. UAW strike prompts smaller 

suppliers to seek federal aid

S
uppliers are asking the federal 
government to quickly pro-
vide aid to smaller parts mak-
ers that are facing major � -
nancial trouble as the UAW 

strike enters its third week. 
“� e supply chain, particularly smaller 

suppliers, came into this strike in a very, 
very fragile position,” said Ann Wilson, se-
nior vice president of government a� airs at 
Motor & Equipment Manufacturers Asso-
ciation, which represents more than 1,000 
auto companies at multiple tiers. “We 
need to make sure that we provide them 
with the resources necessary to both make 
it through to the other side of the strike and 
ramp up, but also make the transition to 
zero-emission vehicles.”

Wilson told Automotive News that about 
75 percent of the organization’s members 
indicate they will be forced to lay o�  em-
ployees if the strike lasts for one month, 

which would be mid-October.
On Sept. 25, the group sent a letter to 

President Joe Biden urging the adminis-
tration to provide federal assistance to 
help suppliers stay 
a� oat amid the strike, 
to help them ramp 
back up once it ends 
and make the invest-
ments necessary to 
transition to electric 
vehicle-related pro-
duction. � e group re-
quested loans for sup-
pliers with annual rev-
enue of less than $200 
million, in addition to setting up an emer-
gency work force training program to al-
low workers to stay on the job even if pro-
duction is stopped.

Lingering problems
� e strike comes at a precarious moment 

for small to medium-sized suppliers, 

whose � nancial health has been spotty 
since 2020 because of in� ation and uneven 
assembly schedules, even as automakers 
have racked up high pro� ts. A survey of 
small and medium-sized suppliers con-
ducted by Harbour Results Inc. this year 
found 30 percent of them were in “poor � -
nancial health,” and 21 percent were strug-

gling “somewhat.”
“We’ve seen a signi� -

cant increase over the 
past year of small to 
medium-sized suppli-
ers in � nancial di�  cul-
ties,” said Julie Fream, 
CEO of the Motor & 
Equipment Manufactur-
ers Association’s Origi-
nal Equipment Suppli-
ers group. “� e [compa-

nies placed on] watchlists that the industry 
uses, whether it’s an OEM watchlist or one of 
the larger Tier 1 suppliers, have gone up in 
multiples, not percentages. � ere are three 
or four times more suppliers on those lists 
now.”

Workers rally at their union hall in Chicago ahead of the strike’s expansion to Ford’s assembly plant there that builds the pro� table Explorer.

REUTERS

Group says 75% of parts makers expect to lay 
off workers if the strike reaches one month

John Irwin
jirwin@crain.com

Wilson: Chain is 
very, very fragile

Fream: Financial 
problems are up

see  SUPPLIERS , Page  36

see  PENDRAGON , Page  38
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Ford Motor Co.  last week said it stopped con-
struction of its $3.5 billion electric vehicle bat-
tery plant in Marshall, Mich., a decision the UAW 
blasted as “a shameful, barely-veiled threat” to 
cut jobs amid tense contract negotiations.

“We’re pausing work and limiting spending 
on construction on the Marshall project until 
we’re con� dent about our ability to competi-
tively operate the plant,” Ford spokesperson 
T.R. Reid told Automotive News. “We haven’t 
made any � nal decision about the planned in-
vestment there.”

 Ford in February revealed 
plans for the site, which is to 
be known as BlueOval Bat-
tery Park Michigan. It origi-
nally was slated to open in 
2026 as a wholly owned 
Ford subsidiary using tech-
nology from Contemporary 
Amperex Technology Co. 
Ltd., based in China.

It was not immediately 
clear what, if any, impact the pause would have 
on Ford’s ability to source batteries for future 
EVs. Reid said the company remained commit-
ted to being an EV leader.

� e plant is slated to employ 2,500 workers 
and have the capacity to build 35 gigawatt- 
hours of lithium iron phosphate cells a year, 
which is enough to power about 400,000 EVs, 
Ford said. � e automaker, which announced it 
would partner with CATL  in  February, said 
lithium iron phosphate chemistry will help it 
increase production of EVs and make them 
cheaper to build.

Republican lawmakers later probed the deal, 
and Ford’s partnership with the Chinese com-
pany, scrutinizing issues around American 

While Honda’s Prologue EV 
relies on GM architecture, it is 

clearly a Honda. It has 25.2 
cubic feet of cargo capacity in 

the back, maximized ef� ciency, 
tweaked suspension and even 

extra-large cupholders.

The planned plant in Marshall, Mich., had 
come under � re for its ties to China’s CATL.

Ford blasted, 
praised for 
halting EV 
battery plant 
UAW sees ‘threat’; GOP 
lawmakers ‘encouraged’
Michael Martinez
mdmartinez@crain.com

Whitmer: Keep 
jobs in Michigan. 

see  FORD , Page  37

�„  Honda plans 3 electrifying debuts
for Japan show I PAGE 6 I

Sporty ’24 Prologue heats up 
midsize crossover segment
Despite collaboration 
with GM, the EV is 
distinctly a Honda

Carly Schaffner
carly.schaffner@crain.com

merican Honda Motor Co. has a 
lot riding on the launch of the 
Prologue electric crossover. 

As its name suggests, Honda’s 
� rst new-era EV marks the be-
ginning of the automaker’s am-
bitious push to hit half a million 
EV sales in North America by 
2030, and convert 100 percent 
of its sales from gasoline en-
gines to zero emissions by 2040.

Many have viewed Honda, the largest 
maker of internal combustion engine vehi-
cles in the world, as being slow-moving on 
EVs, and some worried that the Japanese 
brand’s � rst volume entry in the growing 
market — a collaboration with General 
Motors that leverages the Ultium battery 
electric platform and is based on the Chev-
rolet Blazer EV — would not be “Honda” 
enough.

But now that the wraps are o� , the Pro-
logue appears to deliver a distinctly Honda 
experience, even though the automaker’s 
foray into the EV market depends on GM 
architecture.

� e Prologue’s low roof, clean lines and 
boxy silhouette look more like a next-evo-
lution Honda design than a quirky, futuris-
tic EV. Its sporty aesthetic — which Honda 
is calling “neo-rugged” — was crafted by 
its in-house design team. 

� e Honda name is prominently splayed 
across the rear in big letters and an e:series 
badge that promotes the brand’s global 
electric plans appears for the � rst time on a 
U.S. model.

Honda said its engineers optimized the 
Prologue’s aerodynamics for maximized 
e�  ciency but tuned the suspension to  

A
see  PROLOGUE , Page  37

Owners of Tesla electric vehicles are 
the most brand-loyal in the industry, 
but they do face limited choices with 
the automaker’s current four-vehicle 
lineup of two sedans and two cross-
overs.

� e Cybertruck pickup, which is ex-
pected to launch in the coming weeks, 
could provide some needed variety, 
according to S&P Global Mobility, 
which tracks Tesla loyalty data.

“Cybertruck is vital to keeping Tesla 

fans within the brand, along with oth-
er products to expand the portfolio,” 
said Kent Chiu, associate director of 
consulting services at S&P Global Mo-
bility.

“� e Cybertruck, a second-gen 
Roadster and a vehicle positioned be-
low the Model 3 have all been prom-
ised and should migrate existing own-
ers up or perhaps sideways within the 
brand,” Chiu said in a Sept. 13 blog 
post. “Now, Tesla needs to get them to 
market.”

� e Model 3, starting at $41,880 with 

shipping, is Tesla’s least expensive 
model.

Strong numbers
Tesla’s overall loyalty rate is 68 per-

cent, meaning just 32 percent of own-

ers leave the brand to buy a new vehi-
cle, S&P Global said. But when Tesla 
owners speci� cally purchase a new 
battery-electric vehicle — not a gaso-
line or hybrid model — that loyalty 
rate rises to 90 percent, a big number 
as the industry shifts to EVs.

Tesla will have about 60 percent of 
the EV market through the third quar-
ter of this year, according to an esti-
mate last week by Kelley Blue Book.

� e automaker’s CEO Elon Musk 
“has succeeded in creating this image 
of a brand that’s seen as very, very 
leading edge and very much ahead of 
everybody else,” Tom Libby, associate 

director of industry analysis at S&P 
Global Mobility, told Automotive 
News. “� at’s helping the brand tre-
mendously and that’s going to be very 
hard for another brand to create.”

S&P Global’s loyalty numbers are 
based on 12-month data through 
June.

In another study of brand loyalty 
by J.D. Power that considers only au-
tomakers with franchised dealers, 
which excludes Tesla, Porsche ranks 
highest among premium brands with 
a 57 percent loyalty rate, followed by  

High Tesla loyalty could soar with Cybertruck 

The electric pickup will introduce 
some needed variety to the brand.  

S&P says truck critical to retaining owners  
Laurence Iliff
liliff@crain.com

see  LOYALTY , Page  37
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at autonews.com/carsconcepts .

 Porsche will switch its � agship model — the 
Cayenne midsize crossover — to battery 
power in 2027, and it is broadening the 

nameplate’s lineup with plug-in hybrid o� erings.
� e 2024 Cayenne S E-Hybrid, available in 

coupe and crossover body styles, will be the 
third electri� ed Cayenne when it arrives in the 
U.S. in the spring. � e S E-Hybrid  crossover will 
start at $100,750, while the coupe launches at 
$105,650. Both prices include shipping.

 � e Cayenne is Porsche’s second-best seller 
after the Macan compact crossover, accounting 
for 8,911 U.S. sales in the � rst half of this year.

 � e new  variant slots between the E-Hybrid 
and the performance Turbo E-Hybrid  models.

� e Cayenne S E-Hybrid targets Porsche custom-
ers who want a� ordable performance, relatively 

speaking. � e top-of-the-line V-8 twin turbo-pow-
ered Turbo E-Hybrid carries a  more than 50 per-
cent premium, with a $153,050 starting price.

� e S E-Hybrid has a high-power  3.0-liter V-6 
turbo engine  compared with a V-8 on the gaso-
line-powered equivalent. � e  plug-in hybrid’s 
348-hp engine is paired with a 174-hp electric 
motor, delivering a combined output of 512 hp 
and 553 pound-feet of torque. � at power pro-
pels  it from 0 to 60 mph in 4.4 seconds, and it 
reaches the quarter-mile marker in 13 seconds  
— a tenth of a second quicker than its nonhy-
brid twin-turbo V-8 counterpart.

� e S E-Hybrid is powered by a 25.9-kilo-
watt-hour battery mounted below the trunk. An 

11-kilowatt on board charger can juice  the vehicle in 
about 2.5 hours with a Level 2 charger on a 240-volt 
circuit. While Porsche has not disclosed EPA esti-
mates on the S E-Hybrid’s electric-only range, the 
base E-Hybrid with a similar-sized battery goes 
about 55 miles  based on European test cycles.

� e Cayenne’s gear selector is moved to the right 
of the steering wheel, making space for a large 
air-conditioning controller on the center console. 
� e vertical air outlets ditch their traditional louvers.

An optional 10.9-inch passenger display takes the 
fun beyond the driver’s seat. Passengers can use the 
touchscreen to operate the navigation system or se-
lect media content. Screen-dimming technology 
prevents the driver from viewing the  screen. ��

Before going electric, Cayenne adds third plug-in hybrid 
Urvaksh Karkaria

ukarkaria@crain.com

Cayenne S E-Hybrid: Middle of the models

TOKYO — Honda Motor Co. aims to wow with 
three world premieres at  the Japan Mobility 
Show this month, including a concept model 

of an electric sports car that could be a spiritual 
successor to the Acura NSX.

Also on tap will be a pint-size  electric concept 
called the Sustainia-C made of recycled acrylic res-
in .  And a two-seat  electric pod car called the CI-
MEV  uses “cooperative intelligence” and automat-
ed driving technology to deliver easy last-mile mo-
bility for people in areas with no public transporta-
tion.

Honda outlined the debuts in a  statement last 
week as it detailed  plans for the  show.    

 It  o� ered only this insight about the electric 
sports car, which  it’s calling the Specialty Sports 
Concept: “� e concept model of an electric sports 
car  ... will enable the driver to experience the pure 
joy of driving  ... and transcend the constraints of 
time, even in the era of electri� cation for carbon 
neutrality and the popularization of automated 
driving technology.”

Last year, CEO Toshihiro Mibe said Honda wants 

to launch two  electric sports cars in the mid-2020s: 
one  specialty  vehicle  and one � agship model. 

Teaser shots  at the time depicted cars under 
wraps with low-slung silhouettes reminiscent of 
the NSX. Acura retired the NSX hybrid supercar last 
year, capping its run with just 350 of the high-per-
formance NSX Type S variant. � e Integra Type S 
will � ll the role of Acura’s halo performance vehicle 
for now, but it’s possible an  electric NSX could pop 
up in 2026.  ��

Hans Greimel
hgreimel@crain.com

The Sustainia-C electric 
concept is made of 
recycled acrylic resin.

The CI-MEV electric 
pod car uses 
“cooperative 
intelligence.” 

GV80 gets a fastback
Genesis’ GV80 Coupe was unveiled in South Korea alongside  the redesigned 
GV80, marking the second generation of the midsize crossover.  The pair are 
expected to  arrive stateside in mid-2024 for the 2025 model year. The GV80 
Coupe will largely mirror the concept shown at  the New York auto show in April. 
The sporty, fastback version of the standard GV80 will offer three powertrains: a 
turbocharged 2.5-liter inline-four engine with 300 hp and 311 pound-feet of 
torque; a twin-turbo 3.5-liter V-6  with 375 hp and 391  pound-feet of torque; and 
a supercharged version of the  V-6 with 409 hp and 405  pound-feet of torque.  

M ercedes-Benz will launch its 
Level 3 automated  driving 
technology in the Western 

U.S. in the fourth quarter.
� e service, approved for use in Cali-

fornia and Nevada , will initially be 
available in a limited number of Mer-
cedes’ � agship electric EQS sedans. 
Next year, Mercedes will expand the 
Drive Pilot technology to the gaso-
line-powered S-Class sedan.

Drive Pilot will be available as an an-
nual subscription, priced at $2,500 in 
the � rst year.

 � e system allows the car to take con-
trol of driving functions under certain 
conditions . But  it can ask the driver to 
take control at any time, a prerequisite 
for Level 3 autonomy. If the driver does 
not respond within 10 seconds, the car 
will come to an emergency stop.

Level 3 on the SAE International scale 
is approved by the states to operate on 
highways at up to 40 mph, meaning its 
primary use  could be in congested traf-
� c .

Drive Pilot uses radar, lidar, cameras, 
ultrasound and moisture sensors to 
provide data on road conditions to ve-
hicle computers. It controls speed, 
braking and lane position.

In May, Mercedes began o� ering 
Drive Pilot, the � rst Level 3  system ap-

proved for European public roads, as 
an option on S-Class and EQS models.

Mercedes-Benz USA CEO Dimitris 
Psillakis described the technology as a 
“game changer.”

Drive Pilot “reinforces our intention 
to lead in safety and technology while 
giving precious time back to our cus-
tomers during heavy tra�  c situations,” 
Psillakis said in a statement. 

But Mercedes might not have the 
market to itself for long. 

Luxury competitor BMW plans to 
bring similar technology to its � ag-
ship 7 Series sedan in Germany  this 
year.

 Volvo and Audi tried to o� er such 
systems years ago  but abandoned 
them after � nding they needed help to 
untangle the legal, regulatory and 
safety challenges involving Level 3 
driving. ��

M-B’s Level 3 system 
will drive up to Nevada 
and California � rst 

Urvaksh Karkaria
ukarkaria@crain.com

The Drive Pilot system allows the car 
to control certain functions, but it can 
ask the driver to take over.

Honda plans
3 electrifying 
debuts for 
Japan show 
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t is not an easy time to be a lidar company.
Money is tight. Patent infringement claims 

and expensive litigation have created a ter-
rain littered with legal land mines. And com-
panies are under pressure to shrink their 

sensors’ size and power consumption, boost their 
range, and slash prices while scaling production 
— or risk a competitor doing it � rst.

Mergers and acquisitions have consolidated the 
industry, and analysts and company leaders proj-
ect there will be more.

“� ere’s literally billions of dollars, if not tens of 
billions or hundreds of billions 
of dollars, of opportunity for 
the lidar players in the space to 
go and capture in the next 10 
to 20 years,” said Angus Pacala, 
CEO of Ouster Inc., a San Fran-
cisco lidar company. “� ere’s 
high stakes because it’s winner 
take most.”

But that huge market oppor-
tunity is dependent on lower-
ing the cost of lidar technolo-

gy. Lidar isn’t widely used in advanced driver-as-
sistance systems yet but is expected to become a 
crucial component as the capability of the systems 
expands and prices drop.

Pairings such as Innoviz Technologies Ltd. and 
BMW, Luminar Technologies and Volvo Cars, 
Ouster and Motional, and others have showcased 
new driver-assist and automated technology pow-
er couples — and cemented some long-term rela-
tionships, securing future revenue and boosting 
adoption of lidar systems across a wider range of 
vehicles.

Lidar, which stands for light detection and rang-

ing, is a type of sensor that uses lasers to generate a 
rendering of the world and detect obstacles. It is 
used in automotive, agriculture and mapping, 
among other industries. Along with radar and 
cameras, it is one of the key sensors that allows for 
autonomous functions in cars and trucks.

After years of working on Level 4 automated sys-
tems, which enable autonomous driving but only 
under certain conditions, many automakers are re-
directing their energy toward less complex Levels 2  

LASER FOCUS
Lidar companies under pressure see risks, rewards

Molly Boigon
molly.boigon@crain.com

I

The lidar landscape is complicated by legal action 
and mergers. From top: Hesai’s AT128 lidar unit; 
Velodyne’s Alpha Prime lidar; a Hesai demo car   

Pacala: “Winner 
take most”

see  LIDAR , next page

Grenadier debuts as 
‘spiritual successor’ 
to classic Defender 

� e Grenadier, a rugged, boxy 
BMW-powered four-door o� -road ve-
hicle made in France by Ineos Auto-
motive, will arrive at the company’s 18 
U.S. dealerships in about eight weeks.

Production of the U.S. ver-
sion of the Grenadier began 
Sept. 22 at the company’s 
Hambach, France, plant. In-
eos has 7,200 � rm orders 
from U.S. customers who 
con� gured the vehicle and 
are ready to take delivery, 
said Greg Clark, Ineos’ exec-
utive vice president for the 
Americas.

� e next step, which Ineos 
refers to as Dealer Day, got underway 
on � ursday, Sept. 28, when dealers 
could access customer information 
and contact buyers to � nalize their 
purchase. Deliveries are expected to 
start around � anksgiving.

“Back in May, we announced pricing 
and opened up the order banks,” said 
Clark. “We’ve had a really positive re-
sponse as we moved from reservation 
to pre-order.”

Of 8,200 reservations, 7,200 are � rm 
orders, he said. “Each one of those 
customers has not only built their 
Grenadier, but they’ve elected when 
they’d like to take delivery,” Clark said.

Three models
� e � ve-seat Grenadier, an old-

school gasoline-powered body-on-
frame SUV, is available in three models 
— base, Trialmaster and Fieldmaster. 
� e base model is priced at $73,100, 

while the Trialmaster and Fieldmaster 
start at $80,790. Prices include $1,600 
for shipping.

Ineos aimed to build the spiritual 
successor to the classic Land Rover 
Defender that ended production in 
2016 and was replaced with a modern 

unibody version. � e De-
fender, a 4x4 icon, is highly 
coveted by collectors who of-
ten pay more for a restored 
old model than what a new 
Grenadier costs.

Reviews of the rugged, 
four-wheel-drive Grenadier 
are largely positive. Its basic 
styling is designed to last for 
decades, and the vehicle will 
receive only minor face-lifts 

and cosmetic updates.

Landing a franchise
Ineos on � ursday announced the 

� rst 18 U.S. dealers, all of which are in 
areas where SUV sales are strong. Each 
of them were set to get two demonstra-
tion vehicles starting last week. Test 
drives could help close the deal for 
customers who reserved a Grenadier 
but have not yet ordered.

Clark said more than 150 dealers ap-
plied for an Ineos franchise. � e com-
pany plans to expand its U.S. footprint 
with the announcement of a second 
wave of dealers in late 2024.

“� ere are geographies where we 
made the decision not to have repre-
sentation there because we did not 
want to jump into bed with somebody 
we were not comfortable with,” Clark  

18 U.S. dealerships get SUVs in November
Richard Truett
r truett@crain.com

Clark: 7,200 � rm 
orders in hand  

Production of the U.S. version of the SUV started last month in Hambach, France.

see  INEOS , Page  35

New Jeep leader  to face sales, EV challenges

Christian Meunier has led Jeep through a trans-
formational period that saw its share of hurdles. 

� e SUV brand stepped into electri� cation, 
moved upstream with the luxurious Wagoneer 
and Grand Wagoneer SUVs, and expanded the 
reach of the Grand Cherokee with a roomier vari-
ant that added a third  row of seating . 

But Jeep has had a more di�  cult time than ma-
ny rivals rebounding from the pandemic and 
chip shortage that stymied production across the 

industry. Its U.S. sales are on 
pace to decline for a � fth con-
secutive year,  and Stellantis 
idled the Illinois plant that 
built the Jeep Cherokee in 
February after demand for 
that vehicle plunged.

Now Meunier, who joined 
the automaker in 2019 from 
In� niti, is stepping aside. An-
tonio Filosa, Stellantis’ COO 
in South America, will replace Meunier on Nov. 1, 
the automaker said last week.

Meunier will leave to focus on “personal proj-
ects and interests,” he said in announcing his de-
parture on LinkedIn. In the post, Meunier said he 

was “� ercely protective of the 
brand as we worked to boost 
its image with electri� cation 
and technology.”

“Jeep is one of the most 
beautiful and powerful 
brands in the world,” he 
wrote. “It is a brand I loved 
well before I answered the 
call to lead it, and I will con-
tinue to do so. It’s crazy to 

think about what we managed to do during some 
of the most challenging times for our industry.”

Filosa will assume control of one of the indus-
try’s most iconic brands as it continues to evolve. 
� e U.S. product portfolio will get its � rst EVs in 

2024 with the Wrangler-inspired Recon and up-
scale Wagoneer S. Jeep made its global debut in 
the EV space this year in Europe with the Aveng-
er, a nameplate it has declared too small for 
American tastes. 

With the upcoming EVs, Jeep will look to build 
on the success it has had with the Wrangler 4xe, 
the top-selling plug-in hybrid in the U.S. since 
2021, and the Grand Cherokee 4xe, which has 
moved into second place among PHEVs this year. 
A Grand Wagoneer 4xe is expected to join the 
lineup in 2024.  

Jeep’s U.S. sales nearly touched 1 million in 
2018 before falling below 800,000 in 2020 and 

COO of Stellantis South 
America to join brand
Vince Bond
vbond@crain.com

Meunier: Loves 
the iconic brand

Filosa: In charge 
of rebound

see  JEEP , Page  35
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and 3. At those levels, as de� ned by SAE International, hu-
mans are still required. � is shift is the equivalent of return-
ing to the tennis ball machine after playing Serena Wil-
liams. But legal, regulatory and safety quandaries remain 
with Level 3, including how quickly a human can retake 
control of the vehicle and where liability lies in the event of 
a crash.

Automakers are outsourcing a hugely expensive and 
complex technology to manufacturing partners. As an 
added bene� t, those companies can be sure that their li-
dar technology is competitive, rather than being devel-
oped in a silo in-house.

“� is is the most exciting year,” said David Li, CEO of He-
sai Group, a lidar company. “� is is the year some of us 
have made it.”

Litigation land mines
� e industry saw a rash of lidar companies go public 

through special purpose acquisition companies in 2020 
and 2021. � e roster includes Aeva Technologies Inc., 
AEye Inc., Cepton Inc., Innoviz, Luminar, Ouster, Quaner-
gy Systems and Velodyne Lidar. Some of these reached 
stock market valuations in the billions of dollars.

� e market valued Quanergy, for example, at $1.4 billion 
when its SPAC deal was announced in 2021. Just 10 
months after it went public in 2022, it � led for bankruptcy 
protection.

� e space has also been marked by cannibalism and in-
� ghting.

In 2019, Velodyne � led a complaint with the U.S. Inter-
national Trade Commission against Hesai and Robo-
Sense, alleging that the companies were importing and 
selling lidar devices that infringed upon Velodyne’s pat-
ented technology. � e companies ultimately settled. Hes-
ai agreed to a one-time payment and annual royalties to 
Velodyne through 2030, and Velodyne and Hesai formed a 
patent cross-licensing agreement.

From 2021 to 2023, Ouster acquired Sense Photonics in 
an all-stock deal valued at roughly $68 million, Velodyne 
� led another trade commission patent infringement com-
plaint, this time against Ouster, and Velodyne and Ouster 
merged. Megan Kathman, a spokesperson for Ouster, said 
the complaint was unrelated to the merger.

Now, Ouster and Hesai are locked in a patent dispute, 
complicated by the settlement agreement Hesai 
has with Velodyne, which is now a part of Ouster.

All of this braided con� ict has costs, literally 
and � guratively.

Hesai spent more than $20 million on litigation 
settlement expenses in 2019, according to a Se-
curities and Exchange Commission � ling. � e 
price for the Velodyne merger was $306.6 mil-
lion, according to Ouster’s most recent quarterly 
SEC � ling.

“As the wider ADAS market has become a bit 
harder and a bit tougher,” companies “had to 
then shrink down and start acquisitions and mergers,” 
said Ewan Laidlaw, a consultant at TTP, a technology and 
product development company. Companies “also realized 
this is a long game. � is isn’t something where a load of li-
dar sensor manufacturers can all keep a� oat at exactly the 
same time.”

‘A rich people’s toy’
As companies pay out for lawsuits and mergers, they are 

facing intense pressure to drop prices while keeping reve-
nue up.

Not only are lidar companies facing competition from 
one another, they are facing o�  against camera and radar 
systems, which cost as little as $100 or less per unit, said 
Pacala, of Ouster.

If lidar sensors are still “$100,000 each, which used to be 
the case, it isn’t for everyone. � en I would say it’s useless, 
right? It’s a rich people’s toy,” said Li, of Hesai. “But if you 
can make it below $1,000, that’s something people will 
consider as additional safety to greatly reduce the chances 
of crashing.”

Hesai says it has shipped more than 100,000 lidar units at 
below $1,000 per sensor this year, and Ouster shipped 
more than 3,000 sensors in the second quarter for an aver-
age price of $6,300. 

Pacala said Ouster is working on a low-cost digital � ash 
lidar sensor that “can hit low $100 price points,” and he 
stressed that the company has a diversi� ed revenue pro-
� le, as it sells lidar to other industries.

A Luminar spokesperson declined to provide the current 

cost per sensor or the number of units shipped but said the 
company is targeting a price of about $1,000 per sensor by 
2025 and a production capacity of 250,000 units by the end 
of this year.

At the same time, even the most stable companies have 
limited cash reserves. As of their last quarterly SEC � lings, 
using cash, cash equivalents and restricted cash, Ouster 
had about six months’ worth of cash left, and Luminar, 

which said its cash burn was caused by “getting 
our high volume manufacturing facility online 
before we have generated material revenue from 
that facility,” had roughly four.

Hesai, which � les di� erent quarterly metrics to 
the SEC because of its status as a foreign private 
issuer, had nearly 16 months of cash left at the 
end of 2022. Hesai said that its position has im-
proved signi� cantly since then, with its cash, 
cash equivalents and restricted cash adding up 
to nearly $285 million in the second quarter 
compared with about $133 million at the end of 

last year.

Power couples
� e patent disputes and the push for lower prices and 

scalability are converging just as automakers form new 
partnerships and lock down existing tie-ups.

While automakers are turning renewed focus to Level 2 
and Level 3 automation, they are still engaged in fully 
autonomous vehicle development, sometimes partnering 
with lidar companies. In May, for example, Ouster an-
nounced it would be the exclusive provider of long-range 
lidar systems for Motional, a robotaxi joint venture be-
tween Hyundai and Aptiv.

But Level 4 “hasn’t taken o�  and reached a sense of scale 
that I think everybody thought” it would “six or eight years 
ago,” said Colm Boran, a former chief engineer of ad-
vanced driver-assist systems at Ford Motor Co. So auto-
makers decided, “rather than trying to shoot for the moon, 
maybe we can still do something that’s very e� ective and 
pleasing for our customers with a little bit more limited 
target in mind.”

In February, Luminar and Mercedes-Benz expanded 
their partnership to include Luminar’s Iris lidar in vehicles 
to scale Mercedes’ Level 3 system. In April, Luminar an-
nounced its lidar will be standard on all of Volvo’s EX90 
vehicles in China.

Innoviz and BMW are developing lidar to underpin Lev-
el 3 functions, and the pair announced a new phase of de-
velopment in August. Innoviz is also ful� lling a contract it 
won last year to supply lidar to Volkswagen. ��

LIDAR
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Levels of automation
The SAE Levels of Driving Automation describe 
the capabilities of automated driving systems. 
After years of working on Level 4 automation, 
many automakers are redirecting their energy 
toward Levels 2 and 3 in passenger vehicle 
applications. Here are the levels and examples 
of their use.
Level 0: A human is driving at all times. Features 
are limited to warnings and momentary active 
assistance, such as automated emergency 
braking.

Level 1: A human is driving at all times. Features 
support steering, braking or throttle inputs. 
Adaptive cruise control is an example.

Level 2: A human is responsible for driving, even 
if the system is sustaining active control of the 
vehicle. Features provide steering and throttle 
control, such as lane-centering and adaptive 
cruise control, at the same time. General Motors’ 
Super Cruise system and Tesla’s Autopilot are in 
this category.

Level 3: An automated system drives when 
engaged in a speci� c area, such as a highway. 
The human is not considered the driver but must 
take over when the system requests they do so. 
Mercedes-Benz’s Drive Pilot is an example.

Level 4: An automated system drives, and a 
human has no role in the driving process. These 
systems may operate in speci� c conditions and 
limited areas. No vehicles with these types of 
systems are for sale to consumers. Waymo and 
Cruise have deployed and commercialized 
robotaxi services, which are considered Level 4.

Level 5: The same as Level 4, except these 
vehicles can drive everywhere in all conditions. 
This level is not commercially available.

Financial stress, in� ghting 
add to industry concerns

Li: “Some of us 
have made it.”



dealership program, “forgave a large amount of 
my debt,” said Medina, who has worked in deal-
ership operations and sales for more than 25 
years.

“I’m not a young man, I’m 57. It’s a dream I 
thought would never be ful�lled.”

For Medina and other would-be buyers from 
minority communities, the right of �rst refusal 
provides much-needed assistance navigating a 
prohibitively expensive buy-sell landscape by 
opening up purchase opportunities. But for 
others, the practice means automakers can de-
rail long negotiations and deals between buyers 
and sellers.

Some see negatives
Buy-sell experts say the refusal right has the 

potential to harm dealer-factory relationships,
strips the dealer’s ability to choose his or her 
own successor and spooks would-be buyers 
over concerns automakers will snatch away the 
store. 

An exemplary Toyota dealer, as one dealer-
ship broker described him, was close to buying 
his �rst Honda dealership and initial California 
store last year when shortly before closing, the 
automaker intervened.

�e original buyer met factory quali�cations 
for sales and customer satisfaction and had no 
expectation the deal would fail to close with 
him as the new owner, said Alan Haig, president 
of Haig Partners, a Fort Lauderdale, Fla., buy-
sell advisory �rm, who represented the un-
named seller in the deal.

“Not only is [the rejected dealer] really upset 
with Honda, but he’s not going to buy another 
store in California now,” Haig told Automotive 
News. 

Haig warned in his fourth-quarter 2022 Haig 
Report published in March that Honda in par-
ticular has been active in exercising its right 
and that if the trend continues, de-
mand for Honda dealerships will cool 
because dealers “won’t want to waste 
time and the risk of embarrassment of 
being denied at the end of a buy-sell 
process.”

Jessica Fini, a spokesperson for 
American Honda Motor Co., did not 
comment on the Honda deal but said 
in an email that the automaker “�nds 
�rst right of refusal an important and 
fair tool to ensure a quality and diverse 
dealer body that bene�ts the community and 
consumers.” 

Automakers not only can use the right as a 
tool to boost minority dealership ownership 
but also to assign deals to operators vetted by 
the company and weed out those whom they 
may see as unsuitable, experts say. And auto-
makers can exercise the right in order to close 
stores, but it doesn’t happen often, said Ste-
phen Dietrich, a partner with Holland & Knight 
law �rm in Denver. In those cases, the deal just 
isn’t assigned to anyone new. In some states, 
the right also allows an automaker to buy a 
store back itself.

Legislative action
Dealership buy-sell experts say the use of the 

right by automakers is on the rise, with some 
having aggressively increased involvement in 
managing their dealership networks since 2015.

California and West Virginia both put forth 
bills this year aiming to curtail the power, which 
is largely banned in at least 11 states, Automo-
tive News found. 

Automakers use the right of �rst refusal as a 
way to exert more control over who owns their 
branded dealerships, while some use buyouts 
to reduce overall dealership footprints, accord-
ing to Kerrigan Advisors’ 2022 Blue Sky Report 
published in April. 

While the refusal can be inconvenient for a 
single-point dealer exiting the business, it can 
be disastrous for larger deals, experts say. Deal-

ership sales several months in the making con-
taining numerous brands and stores could be 
unwound if one automaker decides to invoke 
the right.

And automakers who overly rely on the refus-
al tool can harm dealership blue sky values — 
the intangible value of a dealership, including 
goodwill — as some buyers will skip making an 
o�er, according to the report published by Ker-
rigan Advisors, a sell-side �rm in Incline Vil-
lage, Nev.

“When the buyer pool for a franchise is re-
duced for this reason, the laws of economics 
come into play — less demand often results in 
lower prices,” the report said. 

�ese circumstances largely factored into 
California’s bill introduced this spring, the sec-
ond attempt in the state in the past �ve yearsto 
eliminate the right, according to Brian Maas, 

president of the California 
New Car Dealers Association.

“In California, we’ve got a 
huge new-car market, we’ve 
got several large dealership 
groups, and we’ve seen cir-
cumstances where manufac-
turers step in with ROFRs, 
much to the chagrin of the 
selling dealers,” Maas said. “To 
have a manufacturer, especial-
ly later in the process, say, ‘No, 

we’re exercising our right to �rst refusal,’ it’s re-
ally problematic.”

�ere was an attempt to strike the practice 
under a bill introduced in the state in 2018, but 
the provision was taken out in committee. �is 
year’s bill is similar, with the right of �rst refusal 
among many dealer association concerns. 

�e bill passed both the Senate and Assembly 
in September and awaits the signature of Gov. 
Gavin Newsom, who has until mid-October to 
take action. If signed by Newsom, the law would 
be updated to say, “�e franchisor does not use, 
or threaten to use, the exercise of the right of 
�rst refusal in bad faith,” according to Maas.

“Adding the ‘bad faith’ provision was an im-
provement on existing law, and it was what we 
could accept,” Maas said, describing negotia-
tions from the introduced bill. “It allows a deal-
er to challenge a right of �rst refusal where 
they’re just doing it to harass the dealer, for ex-
ample.”

Expanding minority network
Proponents of the tool, meanwhile, argue that 

the right is one method of expanding minority 
dealership ownership.

�ree years after the murder of George Floyd 
and an outpouring of automaker promises to 
diversify dealership footprints, the industry has 
made meaningful strides, with the number of 
minority-owned dealerships in the U.S. reach-
ing levels not seen since the Great Recession. 

Automakers in 2022 added more than 100 mi-

nority-owned stores for the second year in a 
row, according to the National Association of 
Minority Automobile Dealers.

Still, minority-owned dealerships remain well 
below historical levels, and marketplace factors 
including high dealership prices aren’t favor-
able to minority dealers inheriting a deal, ac-
cording to Damon Lester, vice chair of NAMAD 
and owner of Nissan of Bowie in Maryland.

Minority buyers may have di�culty acquiring 
the capital to match deals put together for a dif-

ferent buyer, Lester said. 
While the refusal right re-

mains a viable option to in-
crease the minority dealership 
network, Lester said the time 
crunch — often about 30 to 45 
days to close once the deal is 
reassigned — also is tough for 
many would-be buyers. 

“�ere’s really a �nite num -
ber of people who can execute 
on an opportunity that fast at 

these blue sky levels,” Lester said. “�e price and 
the times are deterrents, but let’s keep the oppor-
tunity in play as an option.” 

In West Virginia, the bill to prohibit right of 
�rst refusal failed in the House of Delegates in 
March, in part because Delegate Evan Hansen 
expressed concern that prohibiting it could in-
fringe on automakers’ e�orts to expand diversi-
ty among their dealership networks.

But some critics believe automakers may 
overstate how often it is used for the reason of 
expanding minority ownership. Johnnie 
Brown, outside general counsel for the West 
Virginia Automobile Dealers Association, said 
of the three buy-sell deals he worked on in 
2022, automakers exercised the right on two — 
and neither store was reassigned to a minority 
buyer. 

Two states — Illinois and Virginia — allow the 
right only in the event the reassigned dealer-
ship goes to a minority dealer, Lester said.

Lester worked on both laws. A third bill pend-
ing in New Jersey was interrupted by the 
COVID-19 pandemic, he said.

Since 2019, the right can be used in Virginia 
only if a minority dealer is granted at least 51 
percent ownership, according to Don Hall, the 
Virginia Automobile Dealers Association CEO, 
who worked with Lester on the bill. �is en -
sures the automaker cannot try to reassign the 
store to someone else later, Hall said, because 
the dealer has a majority stake.

“�is is a real way for minorities to have real 

ownership, not as a token,” Hall said. “�is was 
the right thing to do.”

Why automakers like it
Automakers say state franchise laws make it 

extremely di�cult for them to end a franchise 
with one of their dealers or add another in the 
same area. 

Right of �rst refusal allows automakers to exert 
more control over their footprints, according to 
David Bright, senior attorney for the Alliance for 

Automotive Innovation, a lobbying 
group that represents many automakers.

“State e�orts to eliminate ROFR in 
the automobile franchise space are 
misguided, not in the best interests of 
consumers and don’t re�ect the chang-
ing auto market and evolving customer 
expectations,” Bright said in a state-
ment.

Mercedes-Benz told Automotive 
News that it leverages the right “where 
we believe prudent to support our 

business objectives and advance e�orts to best 
serve our customers and brand experience,” the 
company said in an emailed statement.

Some automakers say they try to �nd oppor-
tunities for minority candidates whenever they 
can. General Motors, for example, has a process 
where buy-sell applications may be screened by 
members of its minority dealer development 
program to determine whether the dealership 
and location would be a good �t for a minority 
owner, according to GM spokesperson Sabin 
Blake.

“Usage of the right of �rst refusal is not used 
exclusively for minority dealers but is a tool 
used in some cases to increase our representa-
tion and help foster a diverse dealer network 
that’s re�ective of our customer base,” Blake 
said. 

“�e overarching goal is to get the best dealer 
in the best location that can deliver the best 
customer experience.”

A longtime employee of Earnhardt Auto Cen-
ters, Ford dealer Medina has seen the right of 
�rst refusal from both sides. While he was an 
Earnhardt general manager and a part owner, 
he said GM squashed the group’s purchase of a 
Buick-GMC dealership in the middle of the pro-
cess. 

“We were already moving our IT equipment 
in, and they said, ‘We don’t want you to have it, 
we’re going to give it to a minority,’ ” Medina 
said. “As far as how they determined who gets 
what, I have no idea.” ��

BUY-SELL

continued from Page 1
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Alex Medina had 90 days to complete the acquisition of a Ford dealership in Oracle, Ariz. Partners helped him come up with the funding.

Refusal right can harm 
relations, experts warn

The right of �rst refusal allows an 
automaker, through the franchise 
agreement, to reject a dealership buyer 
in a presented buy-sell deal and 
replace that buyer with one of its own 
choosing, though with the same terms 
and conditions agreed upon by the 
original parties. Automakers also can 
use the tool to close a dealership. In 
some states, the right also allows an 
automaker to buy a store back itself.

What is the right
of �rst refusal?

Haig: Risk of 
embarrassment

“ “

“There’s really a 
�nite number of 
people who can 
execute on an 
opportunity that 
fast at these blue 
sky levels. The 
price and the 
times are 
deterrents, but 
let’s keep the 
opportunity in play 
as an option.”
Damon Lester, vice chair, 
NAMAD 

Maas: “Really 
problematic”

Hall: “The right 
thing to do”
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China is set to become the global lead-
er in automated driving technology.

� at’s the takeaway of a market fore-
cast issued last week by S&P Global 
Mobility. � e consulting � rm expects 
China to attract more sales volume 
than any other region by 2035 in both 
the advanced driver-assist and full ro-
botaxi markets.

“We’ve seen so much activity from 
automakers, and commitments made 
in China that it starts to signal a level of 
maturity in the approach there,” Jere-
my Carlson, associate director for the 
autonomy practice at S&P Global Mo-
bility, told Automotive News.

China’s ascendance comes amid a 
more tepid global outlook. Once prev-
alent optimism of a quick path toward 
full autonomy has vanished, the report 
said, and the possibility of personally 
owned autonomous vehicles remains 
more than a decade away.

For now, self-driving vehicles will re-
main in the realm of robotaxis that op-
erate in speci� c geographies, the report 
said. S&P Global Mobility estimates 
that fewer than 800,000 robotaxis will 
be sold and operating on worldwide 
roads by the middle of next decade. � e 
majority, about 57 percent, will be in 
mainland China, the forecast said.

A lack of national regulations is not 
necessarily hindering deployments in 
the U.S., Carlson said. But China has de-
veloped a cohesive national strategy 
supporting deployments, one in which 
� rms are accommodated with infra-
structure improvements while individu-
al companies work closely with city and 
regional governments in speci� c areas 
to fast-track commercial operations.

Chinese robotaxi provider Baidu, for 
example, has rapidly scaled its pres-
ence in Wuhan. � e company operated 
� ve robotaxis there in August 2022 and 
has increased that to approximately 
300 today. Wuhan is one of four Chi-
nese cities where Baidu now operates.

S&P Global Mobility said technical 
and infrastructure challenges remain 
formidable in all global regions. Unlike 
some of the ups and downs in the U.S., 
with city o�  cials in San Francisco ex-
pressing frustration about problematic 
behavior from self-driving taxis on 
their streets, there’s no signal of angst 
or retrenchment from China.

“I routinely ask our team in China, 
‘Do we think there’s any resetting of 
expectations or a reality check that 
may take place,’ ” Carlson said. “� ey 
haven’t said yes yet.”

� at’s particularly true at lower levels 
of automation — those de� ned as Lev-
el 2 or Level 3 by engineering standards 
organization SAE. Cars with these lev-
els of automation continue to be the fo-
cus of industry development world-
wide, the S&P report said.

Chinese auto companies are well- 
positioned to add automated features 
in greater number, in part because ma-
ny have designed newer electric vehi-
cle models from scratch. Cutting-edge 
electronic architectures make it easier 
to add more sophisticated automated 
systems. � at has readied the country’s 
supply chain for a new generation of 
automated driving.

“� ere’s not a single company carry-
ing this,” Carlson said. “We’ve seen 

S&P: China poised to lead 
in automated driving tech
Country has built a ‘strong’ supply chain
Pete Bigelow
pbigelow@crain.com

more of the supply chain develop in 
China. It’s not just chip companies, it’s 
sensor suppliers and companies that 

have software running on those [sys-
tems on chip]. � ey’ve built a strong, 
broad-based supply chain.”

Across China and every other region, 
commonalities remain. Driver -assist 
technology is costly, and 63 percent of 
global vehicle sales in 2035 will contain 
no such technology or only basic driv-
er-assist functionality, according to S&P.

More sophisticated driver-assist sys-
tems — those that permit hands-o�  
driving or allow for the vehicle to take 
responsibility for operations — will 
reach about 31 percent of new vehicles 
in 2035, according to the forecast. �"

A Baidu robotaxi on the streets of 
Shenzen, one of four cities in China 
where the company operates. 



12 • OCTOBER 2, 2023

L E T T E R S

T H E  W E E K LY  N E W S P A P E R  O F  T H E  I N D U S T R Y
Established in 1925, published every Monday by Crain Communications Inc.

KC Crain, Publisher

Keith E. Crain, Editor Emeritus

Website: autonews.com
EDITORIAL STAFF

autonews@crain.com
313-446-0463
ADVERTISING
313-446-0496

CUSTOMER SERVICE
New subscriptions  |  Renewals  |  Address changes  |  Delivery problems

customerservice@autonews.com
877-812-1584 (U.S. or Canada)  |  313-446-0450 (all other locations)

opinion You’re entitled to more opinion!   Sign up for Automotive Views, the weekly 
newsletter featuring the best of the Automotive News opinion pages, plus a selection of 
staff blogs, columns, reader comments and insights and ideas from around the industry, 
delivered to your inbox every Tuesday. Sign up at autonews.com/automotiveviews .

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII

 Bolder action by Fed
needed on in� ation
TO THE EDITOR:

Regarding the editorial “Fed needs to 
stop interest rate hikes,” autonews.com, 
Sept. 10: � e Federal Open Market 
Committee has not been aggressive 
enough, even with 11 rate increases. 
In� ation went up in August compared to 
July . � e timidity and timing are exactly 
why the rates will be higher for longer. 
Additionally, the  forecast  the Fed shared 
shows that rates approximately 50 basis 
points  higher will stay in place over the next 
two years.

Previously, the committee had discussed 
rates beginning to drop in June 2024. Now, 

it is likely that rates will stay higher through 
2025. � is will have negative impact on 
consumers, who have seen shelter costs 
increase for 40 months  in a row and food 
and energy costs continue to rise.

Being timid in addressing the in� ationary 
pressures will hurt the economy longer.

CHUCK JONES
Dahlonega, Ga.
The writer is the retired COO of Truist 
Dealer Financial Services.

 Time to add unions
to automaker boards
TO THE EDITOR:

Regarding “UAW spokesman’s messages 

reveal e� ort to keep automakers ‘wounded 
for months,’ ” autonews.com, Sept. 21: 
Looks like it may be time to get the unions 
on the automakers’ boards, like they are in 
Germany, so they know the real � nancial 
situations instead of guessing and 
assuming. 

� ey would also have a say in the 
astronomical executive compensation 
awards that so incense them.

JIM RICHTER
Owner
Warwick InfoTech
Calera, Ala.
Warwick InfoTech provides parts 
operations support to a major auto group 
in Texas. 

C O M M E N T

hances are you’ve already formed 
an opinion about the negotiations 
between the Detroit 3  and the 
UAW, and  the union’s limited 

“stand up” strike to win new contracts. � at 
opinion — to which you’re certainly 
entitled — is not at issue. 

Instead, what is di� erent and noteworthy 
 is just how deeply and quickly this round of 
UAW quadrennial contract discussions 

seems to have 
burrowed into the 
national zeitgeist, and 
what the long-term 
implications will be for 
the rest of the industry 
once all the dust is 
� nally settled in and 
around Detroit.

It all seems di� erent 
than before, and I think 
I know  why.

Even before the 
previous contract expired and the � rst 
 workers picked up a picket sign in the early 
hours of Sept. 15, the  negotiations were 
already a hot topic  almost everywhere I 
went, more so than I can ever recall. 
“Civilians” outside  the industry were and 
are paying attention, debating the merits or 
lack thereof of each side’s proposals in 
diners and bars  across the country, over 
the phone  and on social media. 

In those private conversations,  at least 
the ones I’ve overheard, the request for the 
40-plus  percent wage increase seems to 
elicit discussion of executive 
compensation. � e union’s request for a 
shorter work week seems to drive debate 
about fairness and equity of sacri� ce, 
especially during the pandemic, often 
involving personal experiences far away 
from  vehicle assembly plants. And requests 
for  restoring de� ned bene� t pensions and 
“taking care of retirees”  prompts talk about 
Social Security and the merits of 401(k) 
plans.

It’s all unusually public and open to 
debate, and I’m pretty sure the driving — 
though not exclusive — reason is the UAW’s 
new outwardly facing communications 
strategy.

For at least the last 40 years, the UAW’s 

messaging has been focused inward, 
talking primarily to its own membership 
about one issue or another, with little 
concern or e� ort (outside  the occasional 
political season) for what was happening in 
the outside world. � at’s not to say the 
union didn’t participate in broader social 
movements; it did and does, frequently. But 
the UAW’s leadership always seemed more 
worried about their own re elections and 
currying favor with their members than 
they did with engaging with the public or 
taking their � ghts to the court of public 
opinion.

Whatever else you may think of his 
strategies, UAW President Shawn Fain’s 
embrace of social media to communicate 
directly with his members, in nearly real  
time, is an under appreciated departure 
from the union’s past practices. And the 
fact that those messages are also shared 
openly and transparently with the public is 
giving many unrepresented workers 
nationwide their � rst authentic taste of 
what it’s like to be a member of a union.

So how does this all play out? For the 

Detroit 3 and their 146,000 UAW-represented 
hourly employees, only time will tell. But I’m 
more curious about what the knock-on 
e� ects will  be in places like Chattanooga;  
West Point, Ga.; and Vance, Ala., as well as in 
automotive supplier plants across the 
country.

If the UAW wins even a substantial 
portion of what it’s asking for, and does so 
in this new open, transparent and 
aggressive way, will that be enough to 
impact potential future organizing drives in 
the South? 

At the very least, it is likely to drive up 
wages there to keep pace with gains in 
Detroit. But could it also  wash away the 
reputation of a culture of corruption that 
likely cost the UAW an organizing victory at 
VW’s Chattanooga plant in 2019?

It’s hard to say, of course.  But the UAW is 
behaving di� erently  and that is changing 
how it’s seen — even far beyond its 
 membership.

You may email Larry P. Vellequette
at lvellequette@crain.com.

LARRY P.
VELLEQUETTE

REPORTER

C

 ‘Open’ UAW could make things 
interesting beyond Detroit 3 

  he UAW targeted a key source of  dealership pro� ts 
 with walkouts at General Motors and Stellantis  parts 

distribution centers in  its strike against the Detroit 3. 
 Now, retailers are the ones who will have to face 

frustrated consumers and make the best of it.
As of  press time, UAW members at 38  GM and Stellantis parts 

distribution centers in 20 states were on strike, joining union 
members at three Ford, GM and Stellantis assembly plants .

� e  expansion to the parts depots takes aim at  disrupting a 
key area of GM and Stellantis dealers’ businesses: Service 
and parts  departments typically account for about half of a 
dealership’s annual pro� ts.

� e e� ect of the work stoppage at the distribution centers 
might  quickly become apparent at dealerships and make it 
impossible for them to perform crucial  repairs.  As the 
industry’s  primary face-to-face touch point with consumers, 
dealers will likely bear the brunt of  customers’ annoyance 
when they are unable to have work done because of the  strike.  

Dealers are, of course, powerless to do anything directly to 
resolve a labor dispute between their manufacturer and the 
union that represents its factory workers. � e matter is 
simply outside  their control — not unlike interest rates, 
 electric vehicle tax credits or natural disasters.  

“Hurricane Fain,” is how Bloomberg News described UAW 
President Shawn Fain’s leadership. So it might be 
appropriate for Chevrolet, Buick-GMC, Cadillac and 
Chrysler-Dodge-Jeep-Ram dealers to turn to their natural 
disaster playbook: Work together to trade remaining parts 
and vehicles in inventory. (And look for opportunities of 
freshly unmet need, such as for used vehicles of varying 
vintages.)

 Dealers can try  to minimize their customers’ irritation 
while the situation plays out. As with most things, honest 
communication   is key.

  Dealers should explain the situation  to customers directly 
 and ensure  they  do all they can to limit  inconvenience.  If  a 
service appointment needs to be canceled because parts 
aren’t available,  cancel it early,  explain the reason  and try to 
reschedule.

Few would envy GM and Stellantis dealers’ position, as 
UAW members on the picket lines make things harder for 
retailers on the front line. But  customers, now and always, 
will be looking to them for answers.

UAW strike puts 
dealers in path 
of consumer pain

T
FACEBOOK LIVE

UAW President Shawn Fain’s embrace of social media has been a game changer.
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86%
86% don’t end up buying 

what they said they wanted.

Salespeople just need to 
learn how to make that 86% 

work for your dealership!

JVTN® is my online training 
network, and we have doz-
ens of sales courses plus new 
content added every week for 
your salespeople. 

Whether it’s selling new or 
used, closing, dealing with 
price, holding more gross or 
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sell more units at higher gross 
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Call us today – we’ll show 
your salespeople how to  

sell more tomorrow!
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ENGINEERING

PROMOTION 
Mitch Hourtienne
Vice President, Business Development
Cepton
San Jose, California

See listings and post your own: autonews.com/people

Mitch Hourtienne was recently promoted to 
Vice President, Business Development, at Cepton, 
a leading provider of state-of-the-art lidar-based 
solutions. Based out of the company’s metro Detroit 

o�ce, Mitch joined Cepton in 2018 establishing a foothold in the automotive 
capital. Since then, he has helped Cepton to secure the largest win for lidar for 
advanced driver-assistance systems in the auto industry. Mitch will continue 
to leverage and grow Cepton’s commercial success and work to maintain its 
position as the No. 1 supplier of lidar for ADAS.

People on the Move
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OPINION
Automotive News encourages industry leaders to address our readers directly.

To submit an opinion piece, email it to AutomotiveViews@autonews.com.

he combination of new safety 
standards and tougher 

emissions standards has left 
auto manufacturers between a 

rock and a hard place.
NHTSA sets corporate average fuel 

economy standards, which regulate 
fuel e�  ciency. In July, the nation’s top 
safety agency proposed a change that, 
if � nalized, would require a � eetwide 
industry average of around 58 mpg for 
passenger cars and light trucks by 
2032, an increase of 2 percent a year 
for cars and 4 percent a year for light 
trucks. 

� ese standards have intensi� ed the 
industry’s focus on lightweighting as 
the quickest way to improve fuel 
e�  ciency.

At the same time, NHTSA’s crash 
test requirements are getting stricter. 
Smaller, lighter, more e�  cient cars 
don’t o� er as much protection in 
crashes, especially to rear seat 
passengers. Traditionally, improving 
crash test results means adding more 
steel — but more steel equals a 
heavier vehicle. 

� e way out of this quandary is 
through materials engineering. 
Materials engineering is increasingly 
becoming an area of interest for 
automakers, as many applications of 
advanced materials that were once 
niche — such as parts for small-
volume cars and racing vehicles — are 
now being scaled up and used on 
high-volume vehicles.

Thinking beyond steel
� e quest for lighter-weight vehicles 

has led to an increased use of 
aluminum in automobile 
manufacturing. 

In 2020, aluminum was the fastest-
growing automotive material, a trend 
that’s expected to continue. A turning 
point in the transition was when Ford 
made the bold move to use an 
aluminum body for its F-150 pickup in 
2015. Truck bodies had always been 
made of steel, for many reasons: 
Consumers weren’t keen on pickups 

made of the same materials as soda 
cans, plus aluminum was more 
di�  cult to repair because auto shops 
are set up to work with steel parts. So 
when Ford made the switch, there was 
an outcry and some name-calling — 
but the F-150 remains one of the 
bestselling vehicles in the U.S. Other 
manufacturers have followed.

Advances in materials science have 
enabled the use of large-scale 
aluminum castings to create what 
traditionally would be many separate 
parts welded together. � e result is a 
single, much lighter cast aluminum 
part that frees up weight for high-
strength steel on crash-critical 
components. � is process is relatively 
new and largely pushed by Tesla, 
though several automakers are 
looking at how to adopt large-scale 
castings like this. 

Magnesium is another example of 
materials innovation entering the 
mainstream auto market. Historically, 
magnesium was reserved for niche 
parts, such as wheels on race cars. But 
advances have led to its use in certain 
Jeep tailgates.

Jeep owners tend to carry huge 
spare tires, which have to be bolted 
onto the tailgate without warping it. At 
the same time, the tailgate can’t be so 
heavy that a driver is unable to open it. 
Magnesium provides a material sti�  
enough to support the weight of a 
heavy tire but lightweight enough to 
function as a tailgate.

Gen3 steel
� ough the switch to aluminum for 

many parts is well underway, 
advanced high-strength steels, or 

Gen3 steels, also have untapped 
potential for auto manufacturers. 
Gen3 steels were preceded by dual-
phase steels, which involve two 
phases of steel combined to create an 
alloy that is strong and formable. But 
dual-phase steels are di�  cult to form 
into deep drawn geometries.

� e promise of Gen3 steel is that it 
o� ers the bene� ts of high-strength 
steel with the formability of a milder 
steel. 

Gen3 steel allows a part to be made 
entirely of the same material, whereas 
dual-phase steel had to be 
manufactured as multiple pieces that 
were then welded together. Similar to 
large-scale aluminum casting, 
something that would have been 20 or 
30 separate stampings joined together 
can now be formed as one part using 
Gen3 steel. 

It’s faster, cheaper and stronger. It 
improves the entire process of car 
manufacturing and provides 
lightweighting opportunities while 
adding to safety.

Getting the desired properties out 
of steel requires very complex 
chemistry along with complex post-
casting processing and heat 
treatment. � e digitization of 
materials science makes that process 
achievable.

Whereas previously, designing a 
material with the desired properties 
involved a great deal of trial-and-
error, digital tools can now predict 
material performance, helping 
engineers greatly narrow the � eld 
before experimentation. � ese tools 
can also help to predict variation in 
properties as production scales, and 
identify potential weaknesses in the 
production process.

In industries such as aerospace, 
manufacturers that leverage novel 
materials obtain a competitive 
advantage and unlock new heights of 
performance. 

Automakers facing simultaneous 
pressure from e�  ciency standards 
and safety requirements have little 
choice but to do the same.

Materials science advances can 
move carmakers beyond steel  
Keith Fritz

T Keith Fritz
is director
of client 
solutions
at QuesTek 
Innovations.

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. 

“The largest retailers in our 
industry are all seeking 
growth. They’re willing to 
spend hundreds of millions of 
dollars, travel across oceans, 
in the search of dealership 
opportunities. And the 
appetite we have across the 
country is undiminished, I 
would say, from last year, even 
the year before.”  
Alan Haig, president of Haig 
Partners, on the state of the 
dealership buy-sell market  

“There’s just things that 
maybe the dealership doesn’t 

understand or doesn’t realize 
that there are special things 
that they need to do, to be 
able to even have those things 
on-site or utilize those things.”  
Glorianna Reeser, senior risk 
management consultant at 
environment, health and safety 
consulting � rm KPA, on the proper 
procedures and safety gear needed 
to repair electric vehicles in 
dealership service departments   
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Financial technology company Upgrade re-
cently moved into the shifting market of auto 
lending. 

Upgrade’s new lending product sources capital 
from 220 partners ranging from small communi-
ty banks to asset managers, CEO Renaud 
Laplanche  said. � e company uses that capital to 
serve customers with credit scores that range 
from 580 to 850, while other banks tighten � -
nancing  on even prime customers, he said. 

“Having all these di� erent sources of capital will 
pretty much guarantee that we can always � nd the 
best pricing or at least very competitive pricing for 
every type of customer,” Laplanche said. 

Upgrade enters the � eld as lenders such 
as Citizens,  KeyBank  and Mechanics 
Bank  recently exited. High interest rates 
and in� ation have strained the industry 
as more electric vehicles debut, inventory 
shortages continue and the UAW strike 
disrupts a previously predictable market, 
TransUnion Senior Vice President Satyan 
Merchant told Automotive News. 

“� e crisis  from earlier in the year with the fail-
ures of Signature Bank and Silicon Valley Bank 
 was a wakeup call,” Merchant said. “It made 
banks take a hard look at what is generating the 
most pro� ts.” 

Nevertheless, the exit of these lenders creates 
an opportunity for captive lenders,  credit unions 

 or even a new entrant to “soak up their 
market share,” Merchant said. 
Laplanche believes Upgrade will 
weather the headwinds because of its 
marketplace strategy.

“Upgrade has been able to drive 
down the cost of capital,” Laplanche 
said. Even if the company experiences 
“slightly higher losses, Upgrade is still 
OK because of our costs model.” 

� e forwar d � ow model has been 
around for decades but is being optimized today 
with advanced data usage, Merchant said. Com-
panies “have much more data available at their 
� ngertips,” and “they are taking advantage of 
their pro� ciency with using data and creating 
more sophisticated models,” he said.

� e company’s operational costs also are lower 

than a typical bank because it relies on a technology 
platform instead of many branches, Laplanche said. 

Upgrade’s auto lending product was designed 
by a team led by Scott Raymer, who Laplanche 
described as a “veteran of the auto lending mar-
ket.” � e team wanted the product to be opti-
mized by both technology and statistical models, 
but also grounded by a human element that can 
“explain every decision,” Laplanche said. 

“As soon as the underwriting of the decision to 
approve or decline a loan is based purely on [arti-
� cial intelligence] models, it becomes a blank 
box,” he said. 

� e auto lending product launched with 30 deal-
ers, and the company hopes to expand to about 300 
stores by the end of this year. Laplanche said deal-
ers can access Upgrade’s product on Dealertrack 
and it will be available on RouteOne soon. �"

As others go, Upgrade enters lending market

Laplanche : Uses 
a tech platform 

Fintech � rm aims to drive down cost of lending
Paige Hodder
paige.hodder@crain.com

he shifting preferences of car 
 shoppers, plus their access to down 

payments and ability to a� ord them have 
profoundly impacted the auto leasing 

 industry. On the whole, the auto industry faced 
considerable challenges throughout 2022. 
 Supply chain shortages,  higher interest rates 
for consumer loans,  in� ation and economic 
uncertainty kept new- and used-vehicle 
 shoppers away from dealerships.

New-car sales in the U.S. were down nearly 8 
percent last year while used-car sales fell even 
more, declining to levels not seen since 2013. 
At the same time, we saw changes in the 
leasing market  as consumers increasingly 
stepped back from renewing their car leases, 
according to TransUnion’s study “� e State of 
Leasing.”

� e market for auto leases fell to 18 percent 
last year, a signi� cant drop from 30 percent in 
2019, according to the study’s results. Over the 
same period, that’s more than double the 
decrease in auto � nancing.

On the rebound?
“� e State of Leasing” found that in 2022, only 

28 percent of lease returnees chose to lease 
again — down from nearly half in 2019. � ese 
consumers often looked instead to � nance a 
new-car purchase, even if that resulted in 
higher monthly payments, or to buy a vehicle 
outright with little to no � nancing. However, an 
early read on the � rst half of this year shows 
leases may once again overtake car loans 
among lease returnees.

� is potential rebound is vital as last year’s 
shift in purchasing behavior had rami� cations 
for dealers and the leasing industry. Of all the 
consumers who ended their leases last year, 26 
percent ended them signi� cantly earlier (six 

months or more) than the lease’s expected 
termination date. � at’s a 63 percent increase 
over the same totals in 2019.

For dealers, the unsettled environment 
around leasing serves as a reminder to focus on 
customer loyalty — to look hard at how to keep 
existing leasing customers in lease products 
and returning to the dealership as regularly as 
possible. 

� ere are several ways to approach that. � e 
� rst is to � nd ways to increase brand loyalty, 
the second is to better meet consumer 
demands and preferences, and the third is to 
take advantage of advanced marketing identity, 
consumer insights and audience-building 
solutions. 

� ese e� orts enable automotive clients to 
glean actionable understanding about 
consumers, to reach them through high-
performing, addressable marketing tactics and 
send them relevant messaging to convert them 
to loyal customers. � ese software-as-a-service  
solutions can help dealers identify customers 
who are interested in leasing or who previously 
leased a vehicle.

Areas for dealer opportunity
To capitalize in a rebounding auto leasing 

market, dealers must look for opportunities 
 wherever they exist. Indeed, many declines can 
be o� set, and customer lease renewal rates can 

be improved with focused and strategic e� orts 
by auto lease marketers.

A strong leasing market remains crucial to 
the � nancial strength of the automotive 
industry right down to the dealer level for 
several reasons:

Leasing is an essential part of a dealership’s 
success

���� �„ Leasing brings consumers back to the show-
room.

���� �„ It provides a reliable supply of gently used 
vehicles for resale.
�„ It increases dealer pro� tability as it extends 
lifetime value for a consumer.

Leasing provides consumers with a viable 
alternative to acquiring a vehicle

���� �„ Leasing often provides an a� ordable 
alternative to � nancing new vehicles — partic-
ularly nonluxury vehicles.

���� �„ � e average monthly loan payment for a 
nonluxury vehicle is $650. 

���� �„ � e average monthly lease payment for a 
nonluxury vehicle is $476.

Leasing offers consumers the bene� ts that 
they want

���� �„ � e newest car/technology
���� �„ A subscription-like product
���� �„ No late-in-life maintenance

Our study showed some auto leasing 
customers are prone to demonstrate loyalty 
tendencies toward car make or model. By 
employing good audience awareness and 
analytics software tools, auto lease marketers 
can bring back former customers and reach out 
to new ones.

Dealers can look to uncover new 
understandings about their potential new 
lessee audience with a few marketing insights. 
� ey can lean on � rst-party data or the right 
third-party attributes to identify loyal 
consumers, and they can use propensity 
models to help identify new lease consumers. 

By targeting customers with better payment 
options vs. loans, dealers can entice them to 
stay with a lease. And improved marketing 
tactics can lead to a sharper understanding of 
the di� erent types of leasing consumers.

Maintaining brand loyalty
Brand loyalty can be � ckle. When consumers 

who were once brand-loyal lessees � nance 
their next vehicle transaction, they are more 
likely to defect from their current make. Buyers 
returning to the market soon after a lease will 
have many considerations for their next 
vehicle. 

Two items at the top of consumers’ list are 
model availability and a� ordability.  

� e short answer for dealers looking to 
maintain brand loyalty in this uncertain 
economy is for them to seek out opportunities 
to use more targeted marketing strategies and 
proactively reach out to consumers returning 
to the market.

Dealers can bring back their leasing 
customers by maximizing the e� ectiveness of 
their marketing campaigns through better 
consumer insights. Doing that may mean new 
tools and strategies to ensure they get the right 
messaging to the right customer at the right 
time. 

Gain better consumer insights to win back lease customers
Satyan Merchant

Satyan Merchant 
is a senior vice 

president and 
auto business

 leader at 
TransUnion.

COMMENT

T
How can auto lease 
companies maintain brand 
loyalty in this uncertain 
economy? The short answer 
is that dealers must seek 
out opportunities to use 
more targeted marketing 
strategies and proactively 
reach out to consumers 
returning to the market.
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lmost every new nameplate  coming to market 
in the U.S. by 2028 will be electric, but the 

industry needs a� ordable electric vehicles 
and widespread, reliable public chargers 

for mainstream consumers to buy in.  
More than 80 percent of all new 

models arriving within the next � ve years — excluding 
redesigns and minor updates to current o� erings — will 
be battery-electric, according to the Automotive News
Future Product Pipeline series, which forecasts product 
plans for more than three dozen automotive brands from 
late this year through 2028. Just over 10 percent will be 
hybrid and about 7 percent will be powered by gasoline.  

EVs make up a small but growing share of the new 
light-vehicle market, claiming 7.2 percent of registra-
tions through July, according to Experian, a boost from 
4.9 percent a year earlier. Still, the segment faces signi� -
cant hurdles including limited public charging infra-
structure that has a 20 percent failure rate and vehicles 

that are too expensive for the mass market, at least at � rst 
glance.

“� e problems that we have now are about to become 
ampli� ed,” said Brent Gruber,  executive director of the 
EV practice  at J.D. Power. “If we are not making solid 
progress now when the market is smaller, then these 
problems are going to become much bigger when EV 

adoption accelerates.”
Federal and state incentives have driven much of the 

EV push. President Joe Biden wants half of new-vehicle 
sales to be zero-emission by 2030. � e Infrastructure In-
vestment and Jobs Act, which he signed into law in 2021, 
provides $5 billion to states through 2026 to build EV 
chargers along U.S. highways and interstates via its Na-
tional Electric Vehicle Infrastructure Formula Program. 

� e federal government and some states have also in-
centivized consumers to purchase EVs with tax credits 
and other spi� s. � ose discounts should continue to en-
courage mainstream buyers to consider EVs, Gruber said.

“For somebody who’s considering a mass market vehi-
cle, those incentives are the No. 1 driver of the EV pur-
chase,” he said. “� at’s where we’re going to break 
through to mass adoption.” 

Many EVs on sale today are luxury models with six-� g-
ure price tags rather than the a� ordable crossovers, SUVs 
and pickups most popular with American consumers. 

More than 50 EVs to join next wave through ’24

CHARGING AHEAD

But until EVs are affordable 
and a broad infrastructure is
in place, the brakes are on

Hannah Lutz
hlutz@crain.com

ack in 2017, the Chevrolet Bolt was 
newly available nationwide, and 
Tesla CEO Elon Musk was promis-
ing a $35,000 electric vehicle called 
the Model 3. � at’s also when Auto-

motive News added a bonus installment of the an-
nual Future Product Pipeline listing all of the plug-
in vehicles  headed to market.

Six years later, the � rst-generation Bolt is on its 
way out, and the Model 3 is one of the top-selling 
cars in the U.S., though Tesla never managed to hit 
that $35,000 price target. As for the auto industry’s 
product pipeline, it would be easier to list all the 
non-EVs now on the way instead.

Although some brands have yet to join the EV fren-
zy, a number have set dates later this decade when 
they plan to no longer sell products containing a gas-
oline engine. EVs still account for a small fraction of 
sales today, but automakers are counting on that 
percentage to rise quickly as they � ood the market 
with hundreds of battery-powered models in the 
near future. Here’s what is expected to arrive just 
over the next 15 months, through the end of 2024. 

Acura ZDX: Acura’s debut electric crossover will 
go on sale in early 2024. Acura unveiled the
production version of the ZDX during Monterey 
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““The problems that we have 
now are about to become 
ampli� ed. If we are not making 
solid progress now when the 
market is smaller, then these 
problems are going to become 
much bigger when EV adoption 
accelerates.”
Brent Gruber,  executive director 
of the EV practice, J.D. Power

see FUTURE, Page 18

�Acura ZDX

see  ARRIVALS, Page 18 

More than 80 percent of all new models arriving within the next � ve years — excluding redesigns and 
minor updates to current offerings — will be battery-electric. Details at autonews.com/futureproduct
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LIGHTEN UP!

The Formula for Better Mobility

Some things are just worth celebrating. Enlightened engineering is one of them. 

teijinautomotive.com

From our award-winning lightweight composites to our cutting-edge designs, we’ve spent the 
last 50-plus years reveling in the realm of reduced emissions and increased fuel e�ciency.

Car Week in August . � e ZDX is part of 
a collaboration with General Motors 
and will ride on GM’s Ultium bat-
tery-powered platform. � ough its de-
sign and driving characteristics will be 
distinctly Acura, it’s based on the Cad-
illac Lyriq built at GM’s factory in 
Spring Hill, Tenn. Both have a 
102-kilowatt-hour battery providing 
more than 300 miles of range. A 
 dual-motor,  awd is expected in early 
2024.

Audi A6 E-tron: � e midsize electric 
sedan will debut in 2025 and carry the 
A6 family nameplate on the PPE plat-
form. � e current combustion-pow-
ered A6 sedan is expected to live on as 
an A7.

Audi Q6 E-tron: � e midsize electric 
crossover will debut Volkswagen 
Group’s next-generation PPE platform, 
which Audi shares with Porsche, in the 
second half of 2024. � e Q6 E-tron is 
roughly the same size as the brand’s 
popular Q5 crossover. Audi says the 
platform is scalable in terms of both 
vehicle and battery size.

BMW i5:  BMW will roll out several 
variants of its newest electric name-
plate, including rear- and all-wheel-
drive variants. � e all-electric midsize 
sedan arrives this month. � e � agship 
i5 M60 xDrive delivers M perfor-
mance, producing 590 hp and a 0-to-
60 mph acceleration in 3.7 seconds. 
� e entry i5 eDrive40  rwd sedan trades 
horsepower for range, delivering 335 
hp and 295 miles.

BMW i7:  � is fall, BMW is expanding 
its electric 7 Series lineup with a single -
motor,  rwd variant. � e i7 eDrive50 
rear axle-mounted motor delivers 449 
hp. A more powerful 650-hp, dual -
motor i7 M70 xDrive arrives later this 
year.

BrightDrop Zevo 400:  � e Zevo 
400, from GM’s electric delivery van 
unit, o� ers more than 400 cubic feet of 
cargo space for shorter and more-fre-
quent deliveries, such as groceries. 
Production is expected to begin in the 
fourth quarter.

Buick electric crossover:  Buick has 
said its � rst EV will arrive by 2024. It’s 
not clear what Buick will bring to market 
� rst, but the brand con� rmed the � ve-
seat Electra E5 crossover for China late 
last year — while leaving room for the 
possibility that the E5 could come state-
side. Forecasters say Buick does not 
have plans to build an EV in North 
America next year but could import one 
to the U.S. GM con� rmed during its in-
vestor day that Buick will sell an Electra 
EV in the U.S. in 2024, though the small-

Automakers also face an unprecedented in-
frastructure challenge with their new power-
trains. � ey need to ensure EV chargers are 
available and reliable.

Availability issues
� e top reason consumers give for rejecting 

an EV is the lack of public charging station 
availability, according to reports from J.D. Pow-
er and other companies.

As of Sept. 21, the U.S. has more than 57,000 
charging stations with nearly 151,000 plugs, ac-
cording to the Department of Energy. But near-

ly 4,000 of those stations — accounting for more 
than 7,000 plugs — are temporarily unavailable, 
according to a Joint O�  ce of Energy and Trans-
portation database. 

About 50,000  of these stations have Level 2 
chargers, which take several hours to power a 
battery. Level 2 chargers are typically used at 
home or at work, or to top o�  during daily activ-
ities, such as shopping or dining at a restaurant.

About 8,000  are the Level 3 fast chargers that 
many policymakers are clamoring for. Fast char-
gers can take 20 minutes to restore power to 80 
percent and are typically used when a driver is 
traveling long distances and the battery is de-
pleted or won’t get the car to the destination. 

Both types of chargers are unevenly distribut-
ed across the U.S. California, for example, has 
more than 15,000  stations, while Wyoming has 
fewer than 90 .

Recent public and private investment is de-

signed to scale infrastructure. � e Biden admin-
istration set a goal to install 500,000 chargers by 
2030 , and charger infrastructure funding from 
the National Electric Vehicle Infrastructure For-
mula Program is being distributed to states.  

Scaling challenges
But there are impediments to scaling infra-

structure. Utility companies often must expand 
energy supply to power the chargers, and wait 
times for essential equipment, such as trans-
formers, can stretch to a year or more. 

Charger performance is another obstacle. 
One in � ve charging attempts failed in the � rst 
quarter, according to J.D. Power. � at’s com-
pared with just a 3.9 percent fail rate for Tesla 
drivers using the Tesla Supercharger network .

Automakers want to expand their charging ac-
cess and improve the experience, so many of 
them including Ford Motor Co., General Motors, 

Nissan Motor Co. and Mercedes-Benz partnered 
with rival Tesla to give their customers access to 
its Supercharger network starting in 2025.

For now, non-Tesla owners can use a Magic 
Dock adapter at Superchargers. Early customer 
experience data from J.D. Power shows that 
charging performance for non-Tesla drivers us-
ing the adapter is worse than it is for Tesla drivers.

“I’m cautiously optimistic that this will work,” 
Gruber said. “But I think there’s going to be 
some growing pains.”

In July, BMW, GM, Honda, Hyundai, Kia, 
Mercedes-Benz and Stellantis said they will cre-
ate their own charging network joint venture. 
� e network will include 30,000 fast chargers 
open to EVs of any brand, starting next year.

“It helps with the scarcity and … availability 
issue we have,” Gruber said. “But whether or 
not it improves the experience, the jury is going 
to be out on that one for a while.” �"

ARRIVALS
continued from Page  16

see  ARRIVALS, next page

FUTURE
Chargers are unevenly 
distributed across the U.S.
continued from Page 16
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Innovation and workforce 
training join forces at Georgia 

Quick Start, the nation’s #1 
training program. Delivering 
customized training free of 

charge to qualified companies 
is just one of the ways Georgia 

prepares the workforce 
to meet your needs.

Georgia.org/automotive

GEORGIA’S INNOVATIVE 
WORKFORCE SOLUTIONS

er Electra E4 will be for China only.
Cadillac Escalade IQ: � e 2025 Es-

calade IQ o� ers a slate of advanced 
technology, luxury comforts and sleek 
design cues that carve out a distinct 
identity while also respecting the equi-
ty that the SUV has built with consum-
ers for 25 years. It comes with an 
eye-popping base price — around 
$130,000 with shipping, more than  
 every con� guration of today’s Esca-
lade except the V-series performance 
version — and a GM-estimated 
450 -mile range. Production is set to 
begin in summer 2024 at GM’s Factory 
Zero electric vehicle assembly plant in 
Detroit.

Cadillac Celestiq:  � e Celestiq, a 
sleek, futuristic-looking � ve-door elec-
tric sedan, will begin production in De-
cember and go on sale early next year. 
It can accelerate from 0 to 60 mph in 
about 3.8 seconds. All versions are 
equipped with front and rear electric 
motors, for 600 hp total. Rear-wheel 
steering and  awd is standard. Cadillac 
estimates driving range will be more 
than 300 miles. Body and interior con-
sist of 300 fabricated pieces and 115 
3D-printed parts. It will be hand-built 
in small quantities at GM’s Global 
Technical Center in Warren, Mich., 
and start around $340,000.

Chevrolet Blazer EV: Sales of the 
electric version of the Blazer midsize 
crossover, built at GM’s Ramos Arizpe 
plant in Mexico, are likely to begin be-
fore the end of 2023.

Chevrolet Bolt EUV/EV:  Chevrolet 
will end production of the Bolt EUV 
and EV, built on GM’s previous battery 
architecture, at the end of 2023. Orion 
Assembly in suburban Detroit, where 
the Bolt is manufactured, will be re-
tooled to build Silverado and Sierra 
EVs. GM CEO Mary Barra in July said 
the automaker plans a next-genera-
tion Bolt using the automaker’s  Ultium 
batteries. No timetable was given for 
the Bolt’s return, but Barra, citing the 
EV’s appeal with current customers 
and ability to draw new buyers to 
Chevrolet, said it will launch on an ac-
celerated schedule with “signi� cantly 
lower engineering expense and capital 
investment.”

Chevrolet Equinox EV: � e 2024 
Equinox EV’s base model will have a 
250-mile driving range, with high-
er-priced trims o� ering up to 300 
miles. Chevy will continue making the 
gasoline-powered Equinox, long one 
of GM’s bestsellers, after the electric 
version arrives this year. � e base 
model EV won’t be available right 
away, though. Chevy will begin selling 
a midlevel version before adding the 
$30,000 LT1 and three other trims later 
in the same model year. All versions 
above the base model will have an es-
timated 300 miles of range with fwd 
and 280 miles with awd, Chevy said. To 
accommodate the battery pack, the EV 
is 7 inches longer and 3 inches wider 
than the gasoline-powered Equinox. 
� e Equinox EV’s $30,000 starting 
price excludes shipping, which adds 
$1,395 to the price of today’s Equinox.

Chevrolet Silverado EV: Production 
of the � eet-oriented Chevy Silverado 
EV 4WT has begun at GM’s Factory Ze-
ro plant in Detroit. � e 4WT provides 
an estimated 450-mile range and starts 
at $79,800 including shipping. A sec-
ond � eet version, the $74,800 3WT, 
will follow with a GM-estimated range 
of 350 miles. A fully loaded retail trim 
level, the $106,895 RST First Edition, is 

scheduled to arrive this fall with a 
GM-estimated 400-mile range. Addi-
tional trim levels, including an entry -
level version, will follow next year.

Cruise Origin: Production of the Ori-
gin is slated to start imminently at Fac-
tory Zero in Detroit. GM developed the 
Origin with Honda as a self-driving 
ride-hailing and delivery van. It has 
two benches that face each other and 
no steering wheel, pedals or space for 

an operator. � e doors slide open, and 
the entry is low to the ground and 
three times larger than that of the aver-
age car to make room for passen-
gers or cargo to get in and out.

Dodge Challenger EV: � e 
gasoline version of the Chal-
lenger, like the Charger, goes 
out of production at the end 
of 2023. � e next-generation 
battery-powered model on 
the STLA Large platform for 
electri� ed vehicles could ar-
rive in 2024.

Dodge Charger EV: Dodge gave 
the world a peek at its EV plans in 2022 
with the Charger Daytona SRT Con-
cept. � e concept coupe is loaded with 
an industry-� rst “exhaust” system for 
the segment and an 800-volt battery. 

� e � rst electric Charger will arrive in 
2024 as a two-door model, and Auto-
Forecast Solutions says a four-door 
version could go into production soon 
after. Production of the gasoline Char-

ger concludes at the end of 2023.
Fiat 500e:  � e redesigned 500e is 

scheduled to reach the U.S. in the � rst 
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quarter of 2024. � e reveal is slated to take 
place at the Los Angeles Auto Show in Novem-
ber.

Ford Mustang Mach-E: Ford plans to intro-
duce a Rally performance variant of its electric 
crossover this fall.

GMC Sierra EV: � e Sierra EV Denali Edition 
1, the � rst of three planned trim levels, is pow-
ered by a pair of electric motors, for a rating of 
754 hp. GMC says the truck will have a range of 
400 miles, towing capability of 9,500 pounds 
and a 0-to-60 mph time of 4.5 seconds. Its 
350-kilowatt charging system can inject 100 
miles of range into the Ultium batteries in 10 
minutes, GM says. � e $107,000 GMC Sierra EV 
Denali Edition 1 arrives in early 2024. After that, 
GMC plans to � esh out the lineup with two ad-
ditional models — the entry-level Elevation 
and the o� -road-oriented AT4 in early 2025. 
Duncan Aldred, global vice president of Buick 
and GMC, said the Elevation model will have a 
starting sticker price of around $50,000. � e 
 Sierra EV will be built at GM’s Factory Zero 
plant in Detroit.

Honda Prologue: Honda’s � rst new-era EV 
will go on sale in early 2024. � e Prologue is the 
result of a collaboration between Honda and 
GM and will use GM’s Ultium battery-electric 
platform. It will be based on the Chevrolet Blaz-
er EV but with interior and exterior styling by 
Honda designers. Like the Blazer, the Prologue 
is expected to be assembled at GM’s factory in 
Ramos Arizpe, Mexico. 

Hyundai Ioniq 5: A freshening of Hyundai’s 
� rst dedicated electric o� ering is due in late 
2024, when a performance technology-loaded 
N variant expected to deliver more than 600 hp 
could come out as well.

Hyundai Kona Electric: � e second-genera-
tion of the battery-powered crossover is expect-
ed on sale in late 2023. � e styling is more 
EV-leaning, with a light bar that stretches across 
the model’s front end. It’s equipped with a stan-
dard 48.6-kWh battery o� ering a 197-mile 
range and 133 hp. When equipped with a 64.8-
kWh battery, range increases to 260 miles and 
horsepower goes up to 201. � e larger battery 
can recoup 80 percent of its power in 43 
minutes using 400-volt fast charging.

Jeep Recon: � e electric Re-
con is an eco-friendly 
o� -roader inspired by 
the Wrangler that 

will have removable doors and glass to o� er 
open-air experiences. Production begins in 
2024.

Jeep Wagoneer S: � e Wagoneer S EV is an 
upscale midsize entry with a design language 
that separates it from its larger three-row coun-
terparts. Jeep is targeting a range of 400 miles 
and aims to have 600 hp and a 0-to-60 mph 
time of around 3.5 seconds. Production will 
start in 2024. It will be sold in major markets 
around the world, including Europe.

Kia EV5: Kia revealed its EV5 compact cross-
over in concept form, sized close to the top-sell-
ing Sportage and sharing boxy styling cues with 
the EV9. It is expected to launch in the U.S. in 

late 2024 as a 2025 model.
Kia EV9: Kia unveiled its boxy, Telluride-size 

EV9 electric crossover in April at the New York 
auto show, promising premium accommoda-
tions, a target all-electric range of 300 miles and 
ultrafast charging thanks to its E-GMP architec-
ture. � e people hauler is going on sale late this 
year as a 2024 model. Its standard battery pack 
will be rated at 76.1 kWh, with an option to up-
grade to a 99.8-kWh pack. Although the � rst 
EV9s will be imported from South Korea, the 
vehicle will be moved to Kia’s plant in Georgia. 
Pricing is still unknown, but the EV9 could start 
around $55,000, with higher trims climbing 
north of the $70,000 EV tax credit eligibility cap 
set by the In� ation Reduction Act.

Land Rover Range Rover: An electric ver-
sion, using the MLA platform, arrives late in 
2024. � e Range Rover will have two motors, 
one for each axle. � e estimated range is 300 
miles.

Land Rover Range Rover Sport: An electric 
model arrives late in 2024. Two motors will 
drive all four wheels. Blistering performance 
over o� -road capability will be the recipe for the 
Range Rover Sport.

Lucid Air: Lucid is adding a Sapphire ultra-
performance luxury version of its four-door se-
dan this year. � e three-motor, 1,234-hp Air 
Sapphire will come fully loaded at $250,575 
with shipping. � e company is estimating ac-
celeration of 0 to 60 mph in 1.89 seconds, beat-

ing Tesla’s Model S Plaid.
Lucid Gravity: Lucid is applying the 

Air’s in-house technology to a three-
row crossover. � e Gravity has been 

testing on roads in the U.S. with a 
camou� age wrap. Lucid has not an-

nounced pricing, but it should be 
similar to or greater than the Air se-
dan on which it’s based. In addition 
to a larger interior than the Air, the 
Gravity will have new, high-resolu-
tion interior displays. A reveal of the 
crossover is expected in November, 
with production in 2024. AutoFore-
cast Solutions expects the � rst 
Gravity deliveries in the third quar-
ter of 2024.

Maserati GranTurismo: � e 
coupe and its convertible counter-
part get all-electric variants this 

year. � e electric option will top 1,200 
hp.
Mercedes-Benz eSprinter: A battery- 

powered U.S.-made version of the Sprinter van 
arrives in the fourth quarter. Built on the Elec-
tric Versatility Platform, the eSprinter will be 
available in Europe with three battery options 
and can be con� gured as a delivery van, � atbed 
truck or ambulance. Mercedes initially will 
bring the cargo van’s longest-range version to 
the U.S. Based on European testing cycle esti-
mates, the high-roof, long-wheelbase model 
has a 113-kWh battery that delivers a driving 
range of up to 249 miles. It has 488 cubic feet of 
cargo capacity.

Mercedes-Benz EQB: A freshening of the 
compact electric crossover is due in the � rst 
half of next year.

Mini Cooper EV: � e electric Mini Cooper SE 
ends production next year in Oxford, England. 
Mini will replace it globally with a subcompact 
hatchback EV built in China on a new platform 
smaller than the current Hardtop. � e EV will 
pack 40 kWh and 54 kWh batteries and go more 
than 200 miles on a single charge. In contrast, 
today’s 181-hp electric Mini Cooper delivers an 
EPA-estimated about 114 miles of range from a 
32.6-kWh battery. � e new model features a re-
design with newly styled headlights and tail-
lights and a new octagonal grille design. � e in-
terior has a minimalist dashboard anchored by 
the � oating round OLED touchscreen teased in 
the Aceman concept.

Polestar 3:  � e midsize crossover, built on 
the new SPA2 all-electric platform, sports dual 
motors and has an estimated EPA range of up to 
300 miles. It should arrive by the second half of 
2024. � e Polestar 3 o� ers a crossover’s higher 
riding position but in a low-to-the-ground 
package designed to maximize aerodynamics. 
� e debut model delivers 483 hp with an op-
tional Performance Pack that provides an addi-
tional 27 hp. � e vehicle’s CATL-made battery 
promises 107 kWh of usable power. � e cross-
over will be Polestar’s � rst U.S.-built model. 
Production at Volvo’s Ridgeville, S.C., factory 
begins next summer, according to AutoForecast 
Solutions.

Polestar 4:  � e Polestar 4, which the auto-
maker calls a reinterpretation of a coupe-style 
crossover, will be the electric carmaker’s fastest 
model when it reaches Europe and the U.S. in 
early 2024. � e Polestar 4, underpinned by the 
version of the Sustainable Experience Architec-
ture for larger cars, has no rear window and of-
fers a new twist on the rearview mirror. � e 
driver will rely on a high-de� nition screen that 
shows a real-time feed from a roof-mounted, 
rear-facing camera. Polestar 4 production be-
gins in 2023 at a Geely plant in Cixi, China.

Porsche Macan: U.S. deliveries of a bat-
tery-powered version of the Macan will begin in 
the � rst half of 2024. Production starts at a plant 
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People on the Move

in Leipzig, Germany, this fall. � e 
auto maker said the 600-plus-hp elec-
tric Macan will be the “sportiest model 
in its segment.” � e dual-motor EV is 
the � rst Porsche model on Volkswagen 
Group’s Premium Platform Electric ar-
chitecture. Based on European tests, its 
100-kWh battery pack should deliver 
more than 300 miles of range. Like the 
Taycan fastback, the Macan crossover 
will use 800-volt technology, which can 
recharge the EV’s battery from 5 to 80 
percent in about 25 minutes.

Porsche Taycan: � e sports car 
maker’s � rst EV receives a freshen in 
the � rst half of 2024 that will tweak the 
headlights and front and rear fascia. 
� e update will bring faster charging 
speeds and a performance boost. 
Porsche could bring out a perfor-
mance variant alongside the fresh-
ened vehicle.

Ram 1500 REV: Ram will begin sell-
ing an electric version of the 1500 pick-
up in 2024. � e truck w ill o� er a stan-
dard 168-kWh battery pack with a 
range of up to 350 miles, and Ram is 
aiming for up to 500 miles with an op-
tional 229-kWh battery pack. An ex-
tended-range variant with a gaso-
line-powered engine to charge the 
battery also is in the works and could 
arrive around the same time as the 
electric-only versions.

Ram ProMaster: � e large van is 
getting an electric variant this year. It 
will be the brand’s � rst electric vehicle. 

Rivian R1S/R1T:  � e R1S crossover 
and R1T pickup will get new battery 
packs this year. For the R1T, the Max 
pack option o� ers up to 400 miles of 
range for a $16,000 upgrade over the 
standard pack rated at 270 miles. � e 
Max pack boosts the R1S to 390 miles 
of range. Rivian also plans to o� er a 
lithium iron phosphate battery pack 
on future vehicles to save costs, which 
should be ready by next year. 

Rolls-Royce Spectre: � e electric 
coupe arriving in late 2023 � lls a gap in 
the lineup left by the Wraith, which 
was discontinued in 2022. Built on the 
Architecture of Luxury aluminum 
platform shared with the combus-
tion-powered Cullinan and Ghost, the 
Spectre is the most aerodynamic 
Rolls-Royce, with a 0.25 drag coe�  -
cient. Aided by a fastback design and 
lightweight all-aluminum doors — the 
largest ever � tted on a Rolls — the 
Spectre delivers a combined 584 hp 
and 664 pound-feet of torque. It clocks 
0 to 60 mph in 4.4 seconds. A 102-kWh 
lithium ion battery pack powers the 
dual-motor beast for up to an EPA-es-
timated 264 miles on a single charge. 
� e Spectre sports a suspension tech-
nology that scans the road surface 
ahead and adjusts ride quality. � e 
Spectre will arrive late in 2023. A vari-
ant from the engineering and perfor-
mance subbrand Black Badge arrives 
in the fall of 2024.

Tesla Cybertruck: � e angular, 
wildly styled pickup is the electric ve-
hicle maker’s most anticipated vehicle 
since the Model Y in 2020. Tesla teased 
a Cybertruck delivery event at its Aus-
tin, Texas, plant but has not given a 
date. CEO Elon Musk posted a picture 
of himself Aug. 23 on social media 
driving the latest  “production candi-
date.” Tesla has said volume deliveries 
will come next year. Musk said in May 
that annual demand for the pickup 
could be from 250,000 vehicles to half 
a million. In 2019, Musk said it would 
start at $39,900 excluding shipping. 

But he has since suggested the base 
price will be higher. � e Cybertruck 
will have  awd, rear-wheel steering and 

stainless steel exterior body panels. 
Musk has also promised up to 500 
miles of range on a single charge. 

Tesla Model 3: � e compact sedan, 
which launched in 2017 as Tesla’s en-
try model, is getting its � rst freshen. 
� e automaker presented an updated 
version on Aug. 31 that adds premium 
features, including a rear-seat info-
tainment screen and turn signals that 
have been moved to the steering 
wheel. “More sophisticated materials, 
ventilated seats and customizable am-
bient lighting,” Tesla said of the fresh-
ened Model 3. “More re� ned and re-
laxed ride quality, thanks to a combi-
nation of sti� er body and updated 
suspension tuning.” Media reports 
said the sedan’s electric motors and 
battery options are the same but that 
other changes, including a more aero-
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dynamic body with new front and rear 
styling, increases e�  ciency by 8 per-
cent. � e updated 3 is launching in 
some markets in coming months but 
may not launch in the U.S. until early 
next year. Tesla has not announced U.S. 
pricing, but in China the base sticker 
rose by 12 percent as of early Septem-
ber. Tesla has constantly adjusted 
 prices this year depending on demand.

Tesla Roadster: Tesla’s second-gen-
eration Roadster was � rst teased in 
2017, but it has been delayed multiple 
times. Musk’s latest estimate is for 
2024. Some forecasters say that could 
happen late in 2024, while others an-
ticipate another delay. Tesla originally 

said its price would be $200,000 for the 
base and $250,000 for a limited-edi-
tion model. Tesla has not said whether 
those prices would be updated.

VinFast VF 6: � e subcompact VF 6 
is scheduled to debut next year with 174 
hp on the base trim level and 248 miles 
of range using the European standard. 
� e Plus series is rated at 201 hp and 237 
miles of range. � e VF 6 will have a 
12.9-inch center screen compared with 

the 15-inch screen on other models. 
VinFast VF 7: � e compact VF 7 is 

expected to arrive in 2024 from Viet-
nam before U.S. production starts in 
2025. VinFast said the crossover’s base 
Eco version will have 201 hp and a 
75.3-kWh battery. Range is estimated 
at 280 miles on Europe’s Worldwide 
Harmonised Light Vehicle Test Proce-
dure standard. � e Plus version will 
have 348 hp, awd and 268 miles of es-
timated range using the European 
standard. Pricing has not been an-
nounced. 

VinFast VF 9: � e three-row VF 9, 
the � agship of the lineup, arrives this 
year with seven seats and a starting 
price of $84,200 with shipping. VinFast 
said the large crossover comes with 
402 hp, standard  awd, imitation leath-
er seats and advanced driver-assis-
tance features. � e 123-kWh battery is 
estimated to deliver 330 miles of range 
on the Eco trim level and 291 miles on 
the top Plus series, based on the EPA 
test cycle. Using a fast charger, VinFast 
said, the battery can be charged from 
10 to 70 percent in 35 minutes under 
ideal conditions. 

Volkswagen ID Buzz: � e retro-style 
Microbus, which has  been shown in � -
nal form, will arrive in dealerships in 
the second half of 2024 and will con-
tinue to be built in Hanover, Germany. 
� e version coming to the U.S. is a 
model of the European version, with 
more room from the B-pillar rearward 
and a longer wheelbase.

Volkswagen ID4: � e U.S.-made ID4 
will be reengineered in the � rst half of 
2024 with improved range and a new 
infotainment system, similar to that in 
the ID Buzz, to address consumer con-
cerns.

Volkswagen ID7: � e MEB-based 
EV sedan will arrive in the U.S. in the 
second half of 2024 and will be import-
ed from Europe. It features a 15-inch 
touchscreen, augmented reality head-
up display and an electrochromatic 
glass roof. � e U.S. version, the VW 
ID7 Pro, is roughly the size of a Passat 
and will come equipped with an 82-
kWh battery pack capable of fast-
charging at up to 170 kW. It will be 
powered by a 282-hp permanent mag-
net synchronous motor and two-stage 
single-speed gearbox, a powertrain 
combination that VW developed for 
the ID7. � e brand is targeting a range 
of 300 miles under the EPA test cycle.

Volvo EX30: � e China-made com-
pact crossover arrives in the U.S. in the 
� rst half of next year. � e EX30 sits 
atop the Sustainable Experience Ar-
chitecture platform, which underpins 
vehicles from other Geely Group 
brands. � e crossover has a wheelbase 
of 104.3 inches.  A 69-kWh battery de-
livers 275 miles in the single-motor 
version and 265 miles in a dual-motor 
performance variant. � e EX30 battery 
can charge to 80 percent from 10 per-
cent in 26.5 minutes. In 2024, Volvo 
plans  a Cross Country variant, tricked 
out with skid plates, black panels on 
the front bumper and trunk lid and a 
small, hood-mounted Swedish � ag.

Volvo EX90: � e seven-seat large 
premium crossover, built on the all- 
electric SPA2 platform, will be avail-
able in a twin-motor,  awd version at 
launch. Its 111-kWh battery delivers 
496 hp and an EPA-estimated range of 
up to 300 miles.  � e EX90 interior es-
chews hardware knobs and buttons for 
a digital dashboard anchored by two 
screens.  � e crossover enters produc-
tion in April 2024 and is likely to go on 
sale in the third quarter, according to 
AutoForecast Solutions. ��

ARRIVALS
continued from Page  23

VinFast VF 9

Volvo EX90
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Long-Lewis Automotive Group, of Tuscumbia, 
Ala., had an active spring and summer with buy-
sell transactions, selling three dealerships and 
purchasing one.

Todd Ouellette Sr., CEO and majority share-
holder of Long-Lewis Automotive, told Automo-
tive News that his strategy was “a quest for scale 
and e�  ciency,” seeking to increase his group’s 
footprint in bigger markets.

Business partners Hussein Mawani and Nooris 
Merchant, co-owners of Merchant Automotive 
Group in Birmingham, Ala., purchased two deal-
erships in the state from Long-Lewis Automotive 
in June.

Long-Lewis Honda of Selma and Long-Lewis 
Ford of Selma were renamed Merchant Honda 
and Merchant Ford. Mawani said in a phone in-

terview that he is dealer principal of the Honda 
store, and Merchant is dealer principal of the 
Ford store.

� e Selma dealerships are the duo’s second and 
third new-vehicle stores. � e partners bought a 
Nissan dealership in Troy, Ala., in January 2022.

Mawani said they already owned Birmingham 
Luxury Motors, a used-only dealership, since 2015.

� e partners were attracted by the opportunity 
to purchase dealerships for large-volume brands 
with a full lineup of light trucks, Mawani said. 
“Selling trucks in southern Alabama? It’s a 
no-brainer,” he said.

In addition, he said Selma is a desirable loca-
tion, considering their other properties. It is 
about 85 miles from Troy and about the same 
distance from Birmingham, he said.

Long-Lewis also sold Long-Lewis Ford of 
Corinth in Mississippi to Craig Denney. He re-

named it Ford of Corinth.
� at transaction closed May 31, Denney said in 

a phone interview, adding it helped increase his 
presence in Corinth and gave him a more diverse 
group of brands.

Denney said he owns two other dealerships, 
Nissan of Gadsden in Alabama and a dualed 
store in Corinth that sells Nissan and Chrysler-
Dodge-Jeep-Ram vehicles.

Gerrick Wilkins, vice president and buyer’s 
broker representative for Dealer Support Net-
work, represented the buyers in both transac-
tions. Dealer Support Network has o�  ces in 
Winnsboro, Texas, and Leeds, Ala.

Meanwhile, Ouellette said his group on July 10 
bought Greenway Chevrolet of the Shoals in Tus-
cumbia from Greenway Automotive, of Orlando. 
� e dealership was renamed Long-Lewis Chevrolet 
of the Shoals. Tuscumbia is in northern Alabama.

� e Chevy dealership purchase was a good � t 
with the Tuscumbia location and the Long-Lewis 
group’s growth strategy, Ouellette said.

Long-Lewis has seven dealerships across Ala-
bama, and some have been honored as part of 
Automotive News’ Best Dealerships To Work For 
program.

“We already have Ford, VW and Mitsubishi in 
this market, and our corporate headquarters is 
also located here,” said Ouellette, a past Time 
Dealer of the Year nominee. “� is acquisition 
just made sense as it relates to our quest for more 
scale and e�  ciency.”

� e selling dealer was Carl Atkinson, Ouellette 
said. Atkinson could not be reached for comment.

Greenway Automotive ranks No. 17 on Auto-
motive News’ list of the top 150 dealership groups 
based in the U.S., retailing 31,064 new vehicles in 
2022. ��

Long-Lewis sees 4 dealerships change hands 
Jim Henry
autonews@crain.com

Longtime dealer Rod McGeorge  last 
week sold McGeorge Toyota in Henri-
co, Va., to an expanding Graham 
Ourisman Automotive.

Publicly traded Graham Holdings 
Co. has a partnership with Ourisman 
Automotive Group for dealerships.  

  “ Anything that we can do to deepen 
our relationship with Toyota and Lex-
us is something that we very much as-
pire to do and look forward to,” Chris 
Ourisman, president of Ourisman 
Automotive, told Automotive News. 

� e dealership will be renamed 
Ourisman Toyota of Richmond.

Ourisman said he likes the Rich-
mond, Va., market and noted a shared 
culture with the McGeorge organiza-
tion was the driving factor in the ac-
quisition.

Graham Holdings, which has six 
dealerships in the Washington, D.C., 
area,   also said last week that Graham 
Ourisman Automotive has been 
awarded a Kia open point dealership 
in Bethesda, Md. It is expected to open 
by the end of 2023.

 McGeorge Toyota, in business for 
more than 50 years, was described as a 
high-performing Toyota store in Vir-
ginia by Haig Partners, a buy-sell � rm 
in Fort Lauderdale, Fla., that repre-
sented the seller in the transaction. 
Kevin Nill, managing director of Haig 
Partners, was the broker.

� e dealership was part of the Mc-
George Family of Dealerships, found-
ed in 1960.

 Graham Holdings, of the Arlington, 
Va.,  said it had second-quarter automo-
tive operating income of nearly $9.5 
million, up 27 percent from nearly $7.4 
million  in the same period a year earlier.

Ourisman Automotive, of Marlow 
Heights, Md., ranks No. 16 on Automo-
tive News’ list of the top 150 dealership 
groups, retailing 31,682 new vehicles 
last year. �"

Virginia 
store sold 
to Graham 
Ourisman
Gail Kachadourian Howe
gail.howe@crain.com

The dealership will be renamed 
Ourisman Toyota of Richmond.
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on Huber, the former longtime owner 
of Huber Chevrolet and Huber Cadil-
lac in Omaha, Neb., attempted to pre-
vent General Motors from being able 

to exercise its right of �rst refusal and assign a 
new dealership buyer when he included a spe-
cial provision in his November 2021 purchase 
agreementwith Woodhouse Auto Family. 

�e stipulation, which was intended to disin -
centivize automaker interference in the trans-
action, included Huber’s right to terminate the 
deal if he wasn’t satis�ed that certain condi-
tions would be approved before closing, in-
cluding GM approvingWoodhouse Auto for the 
purchase.

�e right of �rst refusal is largely prohibited in 
Nebraska, though state franchise law says a 
manufacturer can exercise the provision if it 
can prove that the would-be owner would be 
“substantially detrimental to the distribution of 
the franchisor’s motor vehicles.” And the auto-
maker has a short window in which to do so. 

GM steps in
In March 2022, GM informed Huber it was ex-

ercising its refusal right and assigned the deal 
to H&H Automotive of Omaha, according to a 
federal lawsuit GM ultimately �led against Hu-
ber Chevrolet, Huber Cadillac, other entities 
and Woodhouse Auto.

Huber that same month wrote to Woodhouse 
Auto that he was providing notice to terminate 
the purchase agreement because the right of 
�rst refusal had been exercised.

Woodhouse Auto reached out to both Huber 
and GM, alleging the action would be invalid 
under Nebraska law and requested both parties 
proceed with the original purchase agreement, 
according to GM’s breach-of-contract lawsuit 
�led in April 2022 in U.S. District Court for the 

District of Nebraska.
GM alleged “tortious inter-

ference with business rela-
tions.”

In its complaint, GM ar-
gued that its right of �rst re-
fusal was consistent with 
state law, which required the 
automaker “give e�ect” to a 
change such as a sale or 
transfer of dealership assets. 
By notifying Huber that the stores would go to 
another buyer, GM “gave e�ect” to “a change,” 
according to the complaint.

Woodhouse Auto disagreed, and that June, it 
�led a motion to dismiss the case.

Lawyers for Huber and Woodhouse Auto de-
clined to comment, as did a spokesperson for GM.

Senior U.S. District Judge Joseph Bataillon ul-
timately sided with Woodhouse Auto, and the 
case was dismissed Feb. 14.

In May, Huber sold the two dealerships to the 
original buyer — Woodhouse Auto — about a 
year and half after signing an agreement.

Huber acknowledged the ownership transi-
tion in an April Facebook post on the Huber Ca-
dillac page, which said Huber Automotive had 

been in business for 47 years 
and was passing the torch to 
Woodhouse Auto “with faith 
they will continue to elevate 
the automotive services and 
experiences.”

Woodhouse Auto, which has 
new-vehicle dealerships in Ne-
braska and Iowa, renamed the 
stores Woodhouse Chevrolet 
and Woodhouse Cadillac.

‘I felt like a spectator’
Erin Kerrigan, managing director of dealer-

ship sell-side �rm Kerrigan Advisors in Incline 
Village, Nev., called Woodhouse Auto’s victory a 
“bene�t to all dealers considering a sale.”

“�e buyer and the seller negotiate a very de-
tailed transaction with lots of give and take that 
they get comfortable with because they know 
the other side,” she told Automotive News. “To 
suddenly have the other side be an unknown 
buyer is very disconcerting. �ere are hundreds 
of deal terms in every transaction, and then to 
have that change adds risk to the seller.”

After more than a year, H&H Automotive ulti-
mately was left without the dealerships to buy.

Steve Hinchcli�, co-owner of H&H Automotive, 
who was not a party to the lawsuit, said his group 
had never had an acquisition be subject to the 
right of �rst refusal. �e group includes a Chevro -
let dealership in Papillion, Neb., near Omaha. 

“We had lots of discussions. We had a limited 
amount of information. GM came to us, asked 
for a �nancial commitment,” he told Automo-
tive News. “We met with the selling dealer. �e 
process was over a year. I felt like a spectator, 
even though I was the one buying the store.”

Hinchcli� said GM did not o�er the group 
other dealerships once it lost out on the Huber 
deal, and the group didn’t ask for any. 

“We weren’t looking for this deal to start with,” 
he said. “�ey knocked on our door.” ��

Stores sold — 18 months after agreement
Fight with GM over right 
of �rst refusal delays 
Nebraska transaction

Jackie Charniga
autonews@crain.com

R

Nebraska battle
General Motors’ lawsuit against both 
the original buyer and the seller delayed 
a planned acquisition of 2 Nebraska 
dealerships by over a year.
November 2021: Ron Huber signs a 
deal to sell Huber Chevrolet and Huber 
Cadillac in Omaha to Woodhouse Auto 
Family.
March 2022:  GM exercises its right of 
�rst refusal and assigns H&H 
Automotive to instead buy the 
dealerships; Huber informs Woodhouse 
that the purchase agreement will be 
terminated; Woodhouse replies that GM 
can’t exercise its right and urges Huber 
to keep the agreement intact; 
Woodhouse also asks GM to reconsider.
April 2022:  GM �les a federal lawsuit in 
Nebraska against the Huber dealerships 
and Woodhouse, alleging breach of 
contract.
February 2023: Senior U.S. District 
Judge Joseph Bataillon dismisses the 
lawsuit.
May 2023:  Huber sells his 2 
dealerships to Woodhouse.
Source: Lawsuit

A judge dismissed General Motors’ lawsuit against Huber Chevrolet and Huber Cadillac, above.

Kerrigan: New 
buyer adds risk

Hinchcliff: “GM 
came to us.”

Kunes/Jones
BUYER:Kunes Auto Group
SELLER:Jones family
OLD NAME: John Paul’s Buick-GMC in 
Green�eld, Wis.
NEW NAME: Kunes Buick-GMC of Green�eld 

Baum/Wilson
BUYER: Baum family
SELLER: Steve Wilson and Karol Wilson
OLD NAME: Wilson Chrysler-Jeep in Clinton, Ill.
NEW NAME: Baum Chrysler-Jeep
MORE:The Law Of�ce of Julie A. Cardosi 
represented the seller in the transaction, while 
Mark Lyman of Lyman Law Firm represented 
the buyer.

Bergstrom/Cuene
BUYER: Bergstrom Automotive
SELLER: Michael Cuene and David Cuene
OLD NAME: Broadway Chevrolet, Broadway 
Volkswagen, Broadway Ford and Broadway 

Hyundai, all in Green Bay; and Broadway 
Chevrolet-GMC-Cadillac in Manitowoc, all in 
Wisconsin
NEW NAME: Bergstrom Chevrolet of Green 
Bay, Bergstrom Volkswagen of Green Bay, 
Bergstrom Ford of Green Bay, Bergstrom 
Hyundai of Green Bay and Bergstrom Chevrolet-
GMC-Cadillac of Manitowoc 

Manning/Moore
BUYER: Tatton Manning 
SELLER: Mark Moore of Bob Moore Auto Group
OLD NAME: Bob Moore Chrysler-Dodge-Jeep-
Ram of Tulsa in Oklahoma
NEW NAME: Patriot Chrysler-Dodge-Jeep-Ram 
of Tulsa 
MORE:Paul Kechnie and Eric Scott of 

 Performance Brokerage Services facilitated the 
transaction.   

Kardar/Victory
BUYER: Kardar Automotive
SELLER: Victory Automotive Group
OLD NAME: McConnell Chrysler-Dodge-Jeep-
Ram and McConnell Chevrolet in Healdsburg, 
Calif.
NEW NAME: Healdsburg Chrysler-Dodge-Jeep-
Ram and Healdsburg Chevrolet
MORE:Phil Vogel of Vogel Strategies 
represented the seller in the transaction.

Oakes, Hill/Kinney
BUYER: Dan Oakes of Oakes Auto Group and 
Stephen Hill
SELLER: Doug Kinney
OLD NAME: MainStreet Buick-GMC in Kansas 
City, Mo.
NEW NAME: Oakes Buick-GMC 

Alpha/Biener
BUYER:Alpha Auto Group
SELLER: Biener Auto Group
OLD NAME: Biener Ford, Biener Audi, both in 
Great Neck, N.Y.
NEW NAME: Biener Ford, Audi Great Neck 

Fregia/Klinck
BUYER: Rik Fregia
SELLER: Jeff Klinck
OLD NAME: Galesburg Nissan in Illinois
NEW NAME: Nissan of Galesburg
MORE:McNulty Automotive Business 
Consultants represented the seller.

Stuckey/Price
BUYER: Stuckey Automotive
SELLER: Fred Price and Susan Price
OLD NAME: Price Motor Sales, a Chrysler-
Dodge-Jeep-Ram dealership in Cassville, Pa.
NEW NAME: Stuckey Chrysler-Dodge-Jeep-Ram

This feature lists dealership  acquisitions as 
 reported by brokers,  of�cial announcements and  
news  media. Submit information at  
autonews.com/buysellsubmit .
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As dealers navigate a downturn in dealership prof-
its, one thing remains abundantly clear: The buy-sell 
market remains remarkably active. For the �rst half of 
2023, an estimated 270 dealerships changed hands. If 
the current pace continues, 2023 will turn out to be the 
third-most-active year for transactions and more than 
50% higher than a typical year before the pandemic. 
What are the compelling reasons behind the contin -
ued interest in buying and selling dealerships? Pete 
Thiel, managing director at Haig Partners, provides 
insights. Thiel has been involved in the purchase or 
sale of more than 150 dealerships and has evaluated 
more than 1,000 acquisition opportunities. His back-
ground includes more than 20 years at AutoNation, where he served as vice 
president of corporate development, leading all acquisitions and divestitures.

Q: What is driving the vibrant buy-sell market we are currently experiencing?

Pete Thiel:  The market moves in cycles. During the recession back in 2008-
2009, transactions slowed to almost zero because buyers were nervous about 
the future, and sellers didn’t want to sell at a low price. We have seen a remark-
able increase in post-pandemic dealership pro�ts – more than three times 
higher – primarily due to the supply/demand imbalance on new vehicles as 
supply chain disruptions dramatically reduced dealership inventories. As prof -
its tripled, blue-sky values doubled, as most buyers assumed that pro�ts would 
decline when COVID dissipated. Many sellers took advantage of the higher 
values, so the number of transactions exploded. For reference, more than 700 
transactions occurred in 2021 and more than 600 in 2022. The environment has 
been good for both buyers and sellers, and it takes two motivated parties to 
complete a transaction. Buyers have had plenty of cash and optimism about 
the future. Sellers have obtained record prices.

Q: Are there any headwinds in the industry that could slow buy-sell activity?

Thiel:  Most dealers are experiencing declining pro�ts as certain economic 
conditions create headwinds for auto retail. In�ation skyrocketed to levels not 
seen in decades, and the Federal Reserve has raised the federal funds inter-
est rate 5-plus percentage points, to a level not seen in 22 years. Higher inter-
est rates make everything more expensive, whether it’s monthly payments for 
consumers or �oorplan expenses and acquisition loans for buyers. Dealers 
are beginning to feel the effects of lower margins, higher expenses and lower 
pro�ts. Declining pro�tability, combined with the economy entering a reces -
sion as opposed to a soft landing, could dramatically slow activity. Dealers are 
also monitoring the negotiations between the United Auto Workers union 
and each of the Big Three automakers. As of this writing, the UAW called a 
strike at three plants. A prolonged strike could be economically devastating 
for the industry.

Q: Why are buyers still so active in a declining market?

Thiel:  Despite these recent headwinds, auto retail conditions are still strong 
and many dealers are con�dent about the long-term outlook for the industry. I 
get calls every week from dealers looking to grow. For many reasons, it is still a 
good time to buy a dealership:

Resilient Economy:  While higher interest rates have 
put negative pressure on dealership �nancial results, 
there are some bright spots in the economy that are 
showing positive signs for buyers. The annual in�a-
tion rate slowed to 3.2% in July, much lower than July 
of last year, at 8.5%. Many economists believed we 
would need to see signi�cant job losses and a reces-
sion to curb in�ation, but this has not been the case 
thus far. Unemployment is still low at 3.8%, and the 
economy is still adding jobs, albeit at a slower pace. 
With in�ation declining, many analysts expect the 
Federal Reserve to begin cutting rates at some point 
in 2024. While a recession may still occur in the next 

12 months, it should be short-lived, if it occurs. 

Strong Balance Sheets:  Pro�tability is declining but remains much higher 
than pre-pandemic results. This has generated large cash balances on �nancial 
statements and low levels of debt. Dealers need to put this money to work, 
and many prefer reinvesting in auto retail versus other �nancial markets where 
returns may not be as robust.

Pent-Up Demand:  We estimate that dealers will experience tailwinds for some 
time in selling new vehicles. The supply chain disruptions caused by the pan-
demic have limited production of new vehicles the past few years. Prior to the 
pandemic, car buyers were purchasing 17.3 million vehicles on average each 
year. If we assume that this continued for the next four years, there could be 
as many as 11.2 million units that would have sold, had they been produced. 
Even if we cut this number in half, it appears that pent-up demand will keep 
consumer demand higher than supply, which will drive elevated margins and 
pro�tability for the foreseeable future.

Fixed Operations Growing:  Gross pro�ts for service and parts have steadily 
increased since the pandemic. With new vehicles in short supply, vehicle 
owners have been keeping their vehicles longer and spending more money 
to maintain them. The average age of a vehicle is now 12½ years, a record for 
American car ownership. Dealers have also done a good job raising their labor 
rates to keep pace with in�ation. As a result, �xed operations gross pro�t for 
the public companies was up 9.7% through the second quarter compared with 
the same period last year. And as vehicles become more complex, dealers 
should be able to compete better against independents.

Consolidation Continues:  When I started working at AutoNation in 1999, con-
solidation was the big topic in the industry. We all thought the public companies 
would grow to more than 1,000 stores and dominate the industry. That didn’t 
happen. Consolidation has picked up speed again in the last few years as public 
and private companies have aggressively acquired stores. We believe that smaller 
dealers and auto groups need to grow to thrive in the future. Customers want a 
huge selection of vehicles to select from, a fair price and a seamless transaction 
process. It is all about digital now as the pandemic accelerated the shift to online 
shopping. Larger dealership groups will have an advantage as inventories con-
tinue to rise and dealers start to compete for customers again. They can offer a 
wider variety of vehicles to consumers as they combine all their individual store 
inventory on their main websites. Many large dealers have an advantage because 
they’ve been able to spend millions of dollars designing and re�ning their digital 
offerings. Growing in size to an eight- or 10-store group – or even larger – will 
enable dealers to compete regionally with larger players in the industry.

Higher Earnings:  Dealerships are making more money today compared to 
pre-pandemic. Most dealers believe pro�ts will land somewhere between 2019 
and 2021 levels, permanently higher than in the past. Although dealerships are 
more expensive today vs 2019, this structural lift in earnings still allows buyers 
to generate strong returns.

BUY-SELL Q&A
VALUE OF BUYING vs. BENEFIT OF SELLING DEALERSHIPS TODAY

Pete Thiel

I get calls every week from dealers 
looking to grow. For many reasons, it is 
still a good time to buy a dealership.



Q: What are some of the reasons sellers are motivated right now and 
driving transaction volume?

Thiel:  The primary reason is that blue-sky values are high right now relative to 
the past. Sellers like to sell at high prices! We estimate that the average blue-sky 
value per publicly owned dealership in the second quarter only declined by 7.3% 
compared with year-end 2022, which was the peak. Blue-sky values remain very 
strong. There also is a lot of discussion and concern today regarding the transi-
tion to electric vehicles. Many dealers are concerned that OEMs are pushing EVs 
too quickly and outpacing consumer demand, which could substantially lower 
front-end gross pro�t in the future. Some dealers also are unhappy about large 
capital expenditure requirements, the potential for declining �xed-operations 
gross pro�ts, and complicated dealer reward and incentive programs related 
to the transition to EVs. These are examples of current industry-speci�c reasons 
why many dealers are contemplating a sale today. These are separate and dis-
tinct from typical reasons dealers consider selling, such as retirement, burnout, 
diversi�cation, lower risk, partner issues and so forth.

Q: Why would it be more bene�cial for a dealer to sell today vs. tomorrow?

Thiel:  In a declining market, sellers will typically generate higher blue sky pro-
ceeds today vs. the future. Assuming dealers are correct, and pro�ts end up 
somewhere between 2019 and 2021 levels, pro�ts could fall another 30+%. The 
higher blue sky offset by the income generated from the store over time could 
lead to higher net proceeds for a seller today.

Q:  Would you recommend selling now if a dealer was considering retiring 
in a few years?

Thiel:  It is an extremely dif�cult decision for most dealers, as they must weigh 
many con�icting factors. Focusing solely on the numbers, yes, it is still a great 
time to sell, as blue-sky values remain elevated relative to pre-pandemic levels. I 
often tell dealers that if they are considering retirement in the next three to �ve 
years, they should think about a sale sooner rather than later. Our �rm can help 
dealers who are thinking about a sale by providing no-cost valuations and advice 
on what we are seeing in the market today. We also routinely provide honest 
qualitative advice dealing with all the ups and downs of deciding to sell, as well
as the sales process itself, which can be quite an emotional roller coaster.

Q: You were responsible for buying and selling stores for one of the largest 
auto retailers in the industry. What advice do you have for dealers who are 
talking directly to a consolidator or larger retailer about selling?

Thiel:  When I was at AutoNation buying stores, we always wanted to work with 
sellers directly because we knew we would be able to purchase the store at a lower 
price vs. a sale via an advisor. We didn’t want to compete against other buyers in 

the market. At Haig Partners, we utilize our experience, industrywide network and 
highly effective sale process to generate higher proceeds for our clients. Having 
worked on buying or selling almost 540 dealerships, we have also encountered 
almost every issue that comes up in a transaction. We know what market value 
is, and we can protect our clients on issues that arise during due diligence and 
legal-document negotiation. Working with a buyer directly could cost a seller 
money at closing and leave them exposed to unnecessary liability after the sale.

Q: Any other thoughts or advice for dealers considering a purchase or 
sale of a dealership?

Thiel:  As discussed, the buy-sell market is still very active. We expect this to 
continue for the next several years, so it still is a great time to both buy and sell 
a store. My favorite part of my job on the sell side is using my experience to truly 
help clients generate a favorable outcome. It is not easy! Don’t be afraid to lever -
age the experience of a trusted advisor; values are too high today to risk selling a 
dealership yourself. It is an enormous amount of work to buy or sell a store and it 
is extremely important to not get distracted and to keep your operations running 
strong. We would be pleased to discuss current market conditions and help you 
navigate the intricacies of buying or selling a dealership. Reach out to us today 
for expert guidance and unmatched service.

ABOUT HAIG PARTNERS

Haig Partners LLC helps dealers maximize the value of their businesses when 
they are ready to sell. The team at Haig Partners has unmatched experience, 
with executives from leading retail dealer groups and �nancial institutions. The 
team has advised on the purchase or sale of more than 540 dealerships worth 
more than $9.4 billion and has represented 26 groups that qualify for the annual 
Automotive News  list of Top 150 Dealership Groups, more than any other �rm. 
Haig Partners leverages its expertise and relationships to lead clients through 
a con�dential and customizable sales process that also maximizes the value of 
their businesses. It publishes the Haig Report, the industry-leading quarterly 
report that tracks trends in auto retail and their impact on dealership values, 
and co-publishes the National Automobile Dealers Association’s guide, Buying 
and Selling a Dealership. For more information, visit www.haigpartners.com or 
contact Pete Thiel at pete@haigpartners.com  or (954) 478-5784 .
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HUB-TO-HUB HAUL
Volvo says service could speed up the shipment of goods by 40%

n a blow to labor interests, California Gov. 
Gavin Newsom vetoed a bill  that would have 
essentially prohibited self-driving trucks 
from traveling on the state’s public roads.

Assembly Bill 316 would have mandated that 
autonomous trucks carry a human backup 
driver behind the wheel, a stipulation that au-
tonomous-vehicle executives bemoaned would 
negate the purpose of deploying self-driving 
technology.

� e bill was “unnecessary for the regulation 
and oversight” of self-driving trucks, Newsom, 
a Democrat, wrote to members of the Califor-
nia Assembly in explaining his decision.

 � e bill had gained considerable momen-
tum. It passed the state’s assembly by a 69-4 
vote in May and the state senate by a 36-2 vote 
 last month.

� e  Teamsters union, which views auton-
omous trucking as a threat to union jobs, was a 
prominent backer of the bill.

But even as government leaders of all stripes 
seek to curry favor with union workers , New-
som sided with Big Tech, another powerful 
constituency.

His veto did not go unnoticed  by Teamsters 
leadership.

“Gavin Newsom doesn’t have the guts to face 
working people,” Teamsters General President 
Sean O’Brien  said in a Tweet. “Any politician 
who turns their back on workers to curry cam-
paign contributions from Corporate America 
and Big Tech better square up.

“Teamsters will not walk away from this 
� ght.”

� e legislature could overturn Newsom’s ve-
to with a two-thirds majority in each house, 
but it is unclear whether there’s appetite for 

Gov. Gavin Newsom’s move indicates the state 
will continue to evaluate autonomous trucking.

Bill limiting 
self-driving 
trucks in 
Calif. vetoed
Measure mandated having 
a human backup at wheel

Pete Bigelow
pbigelow@crain.com

I

see VETO , next page

OTHENBURG, Sweden — Un-
locking a southern tier of 
freight routes from Southern 
California to Florida would 
create an annual $42  billion  

market for autonomous trucking. 
� at’s the estimate of Volvo Autonomous 

Solutions, the self-driving truck division of 
commercial vehicle maker Volvo Group 
that has already launched in some Europe-
an mines and quarries and is now  eying 
the U.S. cargo market. 

“We can all agree it is a massive and big 
opportunity to commercialize,” Nils  Jaeger , 
president  of Volvo Autonomous Solutions , 
said at a recent brie� ng at the division’s 
headquarters here. 

Volvo Autonomous Solutions is looking 
to jump into the market by o� ering a 
freight service. Customers would pay the 
truck unit to move goods via autonomous 
vehicles between highway-adjacent cargo 
transfer centers.  

Such a service could speed up goods ship-
ment by 40  percent, Jaeger said. One advan-
tage: Trucks wouldn’t be subject to the 

11-hour  federal limit for human drivers. 
Jaeger outlined the creation of a spider-

web of routes across the southwest, even-
tually extending east in regions where good 
roads and sunny weather lend themselves 
to autonomous truck operations.

Volvo is using technology from  Pitts-
burgh  self-driving technology developer   
Aurora Innovation  as it works to create 
autonomous trucking lanes in Texas. Auro-
ra provides the autonomous driving sys-
tem for Volvo’s VNL tractor. Volvo has start-
ed manual operations simulating auton-
omous cargo transport in Texas as it works 

toward a commercial launch — with a safe-
ty driver onboard at the start — next year. 

Hauling freight among Houston, Dallas 
and El Paso, Texas, represents a $5  billion  an-
nual market, according to Volvo. � at nearly 
doubles once the routes extend to Tucson, 
Ariz.; Austin, Texas; and San Antonio.

It balloons to $23  billion  as self-driving 
truck lanes extend through Phoenix to Los 
Angeles. � e autonomous freight market 
soars to $42  billion  as the southern tier grows 
east into Florida and north to Oklahoma. 

Autonomous trucking activity on these 
routes is currently part of various test pro-
grams, and the freight market is part of a 
three-pronged approach to autonomous 
truck development underway at Volvo 
Group , which is a separate company from 
Volvo Car Group. 

In the U.S., Volvo plans to pursue what 
the freight industry calls hub-to-hub oper-
ations. In this scenario, a human truck 
driver would ferry the freight through an 
urban area from its origin to a highway-ad-
jacent transfer hub. � e load would then 
transfer to an autonomous tractor to haul 

Volvo autonomous truck at a mine in Norway, 
left. The self-driving truck division of Volvo Group 
now has designs on the U.S. cargo market. 

Jerry Hirsch
jerry.hirsch@crain.com

JERRY HIRSCH

Jaeger: “We can all agree it is a massive 
and big opportunity to commercialize.”

G

see VOLVO , next page

States where the
EV share has reached 
at least 10 percent, 
according to 

BloombergNEF.  In California, 
Washington, Oregon, Hawaii, 
Nevada, Colorado, New Jersey, 
Massachusetts and Virginia,
at least 1 in 10 new cars sold 
in the � rst half of 2023 was 
electric.

9
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such reconsideration.
Many self-driving trucking companies, including Ko-

diak Robotics, TuSimple, Aurora and Gatik, call Califor-
nia home. � ey say their technology can help with hu-
man-driver shortages and make port operations in plac-
es such as Oakland, Long Beach and Los Angeles more 
e�  cient.

“We commend Governor Newsom for vetoing AB 316,” 
said Je�  Farrah, executive director of the Autonomous 
Vehicle Industry Association. “As a result, California’s 
safety experts can continue to evaluate autonomous ve-
hicle technology.”

� e veto does not mean self-driving big rigs are free to 
roll.

� e state  prohibits the testing of autonomous-driving 
systems in vehicles that weigh more than 10,001 pounds. 
Companies have tested their self-driving trucks in places 
with industry-friendly regulations and laws — Texas has 
become a hotbed of self-driving truck activity.

� e bill would have made California’s prohibition per-
manent. Instead, Newsom indicated the California De-
partment of Motor Vehicles will continue to examine its 
current regulations. � e DMV held two public work-
shops regarding autonomous trucking this year, consid-
ered the start of a rule-making process.

� e veto marked the second  victory for the self-driving 
vehicle industry in California this year.

� e state’s Public Utilities Commission voted 3-1 in 
August to allow more extensive robotaxi deployments in 
San Francisco. � at vote came despite concerns that ve-
hicles are interfering with � rst responders in emergency 
situations and blocking tra�  c when they experience 
glitches. �"

VETO

continued from previous page

Companies say autonomous 
tech can ease driver shortage

the freight on the highway to a distant trans-
fer hub. At that point, a human driver would 
take the cargo to its destination. 

More jobs
� e system requires new trucking  infrastruc-

ture including the hubs and associated fueling 
and maintenance locations , Jaeger said. 

“But there’s also new tasks which we don’t 
have today,” he said. “If you work with an 
autonomous truck, you need to do a pre-trip 
inspection and a post-trip inspection. Actu-
ally, a lot of new jobs will be created.” 

It’s a model other autonomous truck tech-
nology companies are developing. Volvo’s 
U.S. partner Aurora also is  testing auton-
omous freight runs separately using Peterbilt 
trucks with safety drivers. Next year, it plans 
to pull the safety drivers to drive freight fully 
autonomously along the Dallas to Houston 
route. 

In its second business strategy segment, 
Volvo Autonomous Solutions provides 
autonomous trucking at the Bronnoy Kalk  
mine in Norway. Seven autonomous Volvo 
FH trucks traverse a three-mile stretch 
through narrow tunnels between the lime-
stone mine and the crusher. � ey operate ful-
ly autonomously without human safety 
monitors in the cabin.

Volvo also partnered with cement supplier 
Holcim Switzerland  to test and develop its 
Tara autonomous haulage system at a lime-

stone quarry in Siggenthal,  Switzerland.
Finally, Jaeger said Volvo Autonomous 

Solutions is looking at supplying autonomous 
trucking in enclosed areas such as ports and 
distribution centers but does not have a test 
program operating in that segment now. 

Volvo has developed the autonomous driv-
ing technology for its mining, quarries and 
ports business but will rely on Aurora’s robotic 
system for its over-the-road work, Jaeger said. 

� e Swedish company’s approach is an ex-
ample of how autonomous driving has splin-
tered into niches with distinct robotaxi, on-
road trucking and o� -road applications. 

One set of developers including Cruise, 
Motional, Waymo and Zoox focus on robo-
taxis. Waymo was looking at autonomous 
trucking but pulled back to focus on its bur-
geoning taxi business.

Aurora, Kodiak Robotics, Stack AV, Torc Ro-
botics, Volvo Group and Wabbi Innovation 
Inc. are developing autonomous truck tech-
nology. 

Volvo and others, such as self-driving elec-
tric tractor company Monarch Tractor and 
Pronto AI, are pursuing autonomous o� -
road and structured markets.Autonomous 
technologies are re� ning their focus as de-
velopment expenses balloon, said Jeremy 
Carlson , associate director for the autonomy 
practice at S&P Global Mobility.

Aurora, for example, is still looking at robo-
taxis. It has a small � eet of autonomous Toyota 
Sienna minivans with safety drivers operating 
in Dallas-Fort Worth. And while the company 
is developing one self-driving system it be-
lieves can be used for both applications, it has 
shifted its primary e� orts to commercializing 
an autonomous driver for trucks. 

Waymo, meanwhile, sees a faster path to 

revenue with robotaxis. “Given the tremen-
dous momentum and substantial commercial 
opportunity we’re seeing on the ride-hailing 
front, we’ve made the decision to focus our ef-
forts and investment on ride-hailing,” Waymo 
said in a July announcement.

� e company said it will continue to work 
with Daimler Truck North America on the 
technical development of an autonomous 
Freightliner truck platform, following up on 
the investments it already made. 

For now, use cases diverge
Carlson said such a strategy makes sense. 
“While there is a lot of similarity in the 

technology, the use cases ultimately begin to 
diverge,” he said. 

Trucks operate in a signi� cantly di� erent 
environment than robotaxis. � ey drive 
along divided highways with little cross-traf-
� c, encountering only rare pedestrians or cy-
clists and only an occasional signal. And they 
require a di� erent level of validation. For ex-
ample, the autonomous system that actuates 
braking must be able to stop an 80,000-pound 
big rig rather than a passenger car. Sensors 
are mounted in di� erent places and must be 
able to see behind a trailer. 

Robotaxis, however, must navigate far 
more complex tra�  c environments with fre-
quent random actions by human drivers and 
other road users. 

Down the road, the technology commer-
cialization e� orts will likely converge again, 
and many of these companies could be oper-
ating in both markets. 

But for now, “a single platform and sin-
gle-use case will help ensure progress,” Carl-
son said. “You need to focus on something so 
that you can bring it to market.” �"

VOLVO

continued from previous page

Autonomous truck unit 
chases $42 billion market
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HELPING DEALERS

FILL MANAGEMENT 
POSITIONS SINCE 1989

References available, upon request. 
Send resumes: richhrabak@yahoo.com

Or call: 515-573-4414
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Project Manager
Fixed Ops/Equipment background. Great 
communication skills needed. Travel 
required.  Construction experience and 
CAD design are a plus.  High profile 
position. Working with auto dealerships 
country wide.

Please send resume to: 
ANBoxreply@autonews.com

Reference Box #0860 in subject line

All questions & replies are strictly confidential.

949. 461. 1372     PERFORMANCEBROKERAGESERVICES.COM

NORTH AMERICA’S HIGHEST VOLUME 
DEALERSHIP BROKERAGE FIRM
NORTH AMERICA’S HIGHEST VOLUME 
DEALERSHIP BROKERAGE FIRM

949. 461. 1372     PERFORMANCEBROKERAGESERVICES.COM

� � � � � � � � � � � � � � � � �

STANLEY FORD 
ANDREWS

ANDREWS, TEXAS

ACQUIRED BY 

Blake Fulenwider Automotive Group 

from Stanley Auto Group

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

ACQUIRED BY

DEALERSHIPSSERVICES

DEALERSHIPSAVAILABLE

DEALERSHIP BUSINESS 
EVALUATIONS

Complying with IRS Requirements 

Contact Dan Murphy 
dtmurphy.com ~ 973 809-9311

Independent Dealership Available                 
Hamden (New Haven) Connecticut. 75 Car Capacity. Very special, unique facility. 
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Peter Saldamarco - 203-397-6000 x 101 or peter@valuect.com

DEALERSHIP ACQUISITION FINANCING

CHIEF FINANCIAL OFFICER
Southern California Dealer Group is looking for a CFO 
with multi-rooftop experience, top tier compensation 

package is available for the right candidate.

Please send resume to ANBoxreply@autonews.com
Reference Box #0855 in the subject line 

General Manager Needed                                                                      
Independent Dealership located in Hamden (New Haven) Connecticut. Must be 
willing and able to establish sales and F&I departments then work into GM position 
and ultimately ownership position. Buy in / Buy out arrangement possible for right 
individual as current owner wishes to retire. This is a very unique opportunity for 
those who wish to own their own store. 

Peter Saldamarco - 203-397-6000 x 101 or peter@valuect.com   

DEALERSHIPSAVAILABLE

MARKETING SERVICES

Together, let’s prevent 
1.35 mil tragic deaths 

every year!

AUTONOMOUS PATENTS
• COLLISION AVOIDANCE

• HARM MINIMIZATION

AutonomousRoadwayIntel.com

SAVING LIVES

JOBS.AUTONEWS.COM
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200,000 Conquest
(Sales or Service)

Emails--$3,495.00 in the mailbox!
We Guarantee Results---All Brands!

Clayton Perry
704-231-4809

3-2-1 Automotive Services
claytonperry7@yahoo.com
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delivering  in 2026. 
To prove it’s serious, Toyota hosted a two-day 

tour of the sites in September, o�ering an un-
precedented peek behind the curtain. From 
Chief Production O�cer Kazuaki Shingo down, 
the message was loud and clear: Toyota is get-
ting its groove back.

“We have been late in starting the progress, 
but we hope to leapfrog ahead of Tesla this 
way,” said Akihisa Shirao, project general man-
ager of Toyota’s newly established BEV Factory, 
a business unit set up to spearhead the next-
gen EV strategy.

Factory of the future
Toyota executives say the high-stakes trans-

formation is as revolutionary as the shift to uni-
body from body-on-frame vehicles decades 
ago. And the automaker’s success is anything 
but guaranteed.

Even for a production-proud company such 
as Toyota, rolling out largely untested factory 
technologies promises to be a delicate, prob-
lem-prone task. And as Toyota improves its pro-
cesses, its international competitors will be 
plowing ahead with their own innovations as 
well. 

Nevertheless, Toyota has high hopes for its re-
make. 

�e company expects to halve production 
lead time and reduce equipment costs by 25 
percent through digitalization. And on its new 
dedicated EV lines, Toyota predicts productivity 
will double. 

Meanwhile, planners reckon a new modular 
EV architecture will require half the investment 
and development resources, while the vehicles 
double their range, thanks to better batteries. Of 
the 3.5 million EVs Toyota aims to sell in 2030, 
some 1.7 million will be next-gen EVs built this 
way.

“I’m going to utilize Toyota’s skill to change 
the future of car making,” pledged Kazuaki, who 
was tapped this year by newly appointed CEO 
Koji Sato to lead global production. 

“Sometimes, we might have to destroy the 
conventional way of production.”

Step by step
�ere ar e no o�cial names for what Toyota 

will call its next-generation EVs. �e �rst market 
appearance will be a nameplate under the Lex-
us premium brand in 2026. 

�e following steps, for a hypothetical car 
called the Toyobev, show how the changes may 
unfold.

Before Toyota can produce the Toyobev, it 
needs to build the lines and machines to make 
it.

Enter the use of digital-twin technology. �is 
high-powered software allows engineers to 
speed the creation, testing and veri�cation of 
new line designs by creating a virtual-world 
doppelgänger. Toyota says this allows the com-
pany to halve mass-production preparation 
lead times by improving the accuracy of repro-
ducing line layouts to 1-millimeter precision. 

Engineers use a wall-size video screen to in-

teract with these 3D digital models of possible 
line designs that are overlaid onto existing fac-
tory �oors . �e life-size models are twirled, 
tweaked and repositioned. �en, engineers don 
virtual reality goggles and head into a green 
room where they roam this digital landscape 
and try their hand at assembling mock-ups of 
components.

Before, Toyota had to set up equipment on the 
�oor and make it �t together in a glori�ed tri -
al-and-error method. Now, they do it with a 90 
percent reduction in rework. �is halves the 
time needed to retool a new vehicle line and 
cuts equipment costs by a quarter.

Engineers also leverage digital tools to auto-
mate jobs previously done by humans. �ey 
look to the example of Toyota’s Teiho machin-
ing plant. Engineers there modeled worker 
movements of loading jigs into a cutting ma-
chine. �ey replicated it with a robotic arm that 
can work all night and on holidays. �e workers 
who used to hand-feed the machines are re-
trained in these new digital planning tools.

By adopting these measures, Toyota hopes to 
triple the productivity of machining at its 
plants. 

�e Toyobev takes shape through a 
breakthrough casting process that slashes 
process time and the number of components 
needing assembly. Using massive die-casting 
machines, Toyota forms the vehicle’s basic 
architecture in just three big modules: the 
front, middle and rear.

�e approach, called giga casting, was pio-
neered by Tesla and is now being adopted by 
others, including Volvo. Toyota is verifying it on 
reworked sections of the Toyota bZ4X electric 
crossover at its Myochi casting plant with a 
4,000-ton behemoth from Japanese press mak-
er Ube Corp.

�e under-rear section of the bZ4X, for exam-
ple, is a complex amalgam of 86 parts that are 
manufactured through 33 processes. But Myo-
chi’s giga-casting press forms the same module 
as one piece from one process, saving stamping 
time and assembly complexity. 

�e process has high upfront costs because of 
the giant machines. But Toyota ekes additional 

savings through a proprietary technology that 
slashes the die-changing process to a 20-min-
ute turnaround from an ordeal that used to last 
up to 24 hours. 

At a Myochi demo, the giant die-caster clamps 
shut with a �utter of buzzing, whirring and 
shuddering sounds as molten aluminum is in-
jected into the mold at 1,292 degrees Fahren-
heit and �ash-cooled with water to 482 degrees 
Fahrenheit in a matter of seconds. 

�e press then clanks open with a giant plume 
of steam as a Fanuc robot reaches in to clutch 
the �nished underbody module and pull it out. 
�e machine can churn out a module every 150 
seconds or so, and Toyota wants to speed that 
up to one part every 100 seconds.

�e company thinks it can improve casting 
productivity by 20 percent through giga casting. 
But its engineers caution that there is still a lot 
of work to do before mass production can be-
gin. For now, Toyota has only one giga press. 
Not only will it likely need more machines by 
2026, it may need to scale up to bigger ones. 

Now that the Toyobev’s front, middle and rear 
modules have been cast, it’s time to ready the 
advanced batteries that will go under the �oor. 
Here at clean rooms in the Teiho plant, Toyota is 
prototyping and developing the cells and packs 
that will power the next-gen EVs.

�e �rst of these is a bipolar lithium iron 
phosphate battery that arrives around 2026 or 
2027. Bipolar batteries boost power density by 
combining anode and cathode terminals into 
the same current collector. Anodes and cath-
odes normally have their own collectors.

�is battery’s range will exceed 373 miles, a 20 
percent gain over today’s bZ4X lithium ion bat-
tery, while reducing its cost by 40 percent 
thanks to less expensive chemistry.

Toyota will begin output of the bipolar cells 
on a demonstration line next year. 

Teiho also is the site for developing Toyota’s 
upcoming solid-state batteries. �e �rst of two 
versions will arrive around 2027 to 2028. Toyota 
targets a range of more than 621 miles, and the 
battery should recharge in about 10 minutes. 
Cost is still to be determined.

When it comes to solid-state batteries, the 
trick will be stacking the layers of cathode-an-
ode cells precisely and at high speeds. When af-

�xing two layers as they spin o� rollers, it is dif -
�cult to get them to line up exactly. But using its 
expertise in karakuri , a kind of mechanical 
manufacturing gadgetry that doesn’t use elec-
tricity, Toyota says it was able to overcome the 
problem of synchronizing the stacking. 

Toyota engineers say they have cracked the 
code of solid-state battery materials. �e next 
challenge will be speeding up output while 
maintaining quality and safety, they say.

With the battery tucked under the middle sec-
tion of the Toyobev’s three giga-cast modules, 
the next-gen EV now heads into the body and 
paint shops. 

With the Toyobev broken into three sections, 
workers gain easy 360-degree access to install 
parts and components before the modules are 
joined. 

Toyota’s engineers say they are still debating 
the best way to connect them.

In today’s factories, the skeletal steel vehicle 
bodies run a gantlet of welding robots that 
shower sparks in all directions. But that won’t 
work for the new modular method.

�at is partly because ther e is a �re concern 
with the battery on board. But also, the mod-
ules at this stage are expected to be already out-
�tted with plastic interior trim, steering wheels, 
tires and other �nishin g �ourishes that the en-
gineers don’t want damaged by welding debris.

So instead of welds, they are considering 
bolts, adhesives or �ow-drill screw fasteners.

�e exterior body paneling will probably be 
aluminum or resin, engineers said.

If resin, Toyota has pioneered a way of achiev-
ing a high-gloss, paint-like �nish without actu -
ally needing to paint. �e process involves 
hand-polishing the metal molds to a perfect 
mirror luster. It takes teams of two to three peo-
ple working in two shifts over two weeks to get 
the polish just right. But when black resin is 
poured into the mold, it comes out looking like 
a shiny black piano. Toyota will use the tech-
nique in the upcoming Crown Sport. 

When it comes to real painting, Toyota plans a 
dramatically downsized process. 

A new booth, introduced by Toyota at a Chi-
nese plant last year, is 60 percent smaller in vol-
ume than the company’s traditional setup. �at 
allows a 15 percent reduction in paint usage 

STEP 1
PRODUCTION ENGINEERING

TOYOTA
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Step breakdown
Here’s a look at how Toyota plans to 
radically change its manufacturing for 
its next-generation electric vehicles.
Step 1: Digital-twin technology will 
speed the creation, testing and 
veri�cation of new factory layouts. 
Step 2: Giga-casting technologies will 
create vehicles in 3 large modules: 
front, middle and rear. 
Step 3: New methods will quickly and 
safely manufacture advanced batteries. 
Step 4: Parts will be installed in each 
module before they are joined. 
Step 5: The EVs will drive themselves 
down the line using radio signal-
controlled technology. Automated 
forklifts, transporters and robotic arms 
will work to install components with 
minimal human involvement. 
Step 6: Logistics robots will move 
vehicles around the parking yard and 
into position to load onto car carriers, 
relieving the need for human drivers. 

Automaker expects to cut 
costs, boost productivity

Engineers speed the creation and testing of 
new factory lines by planning them virtually.

STEP 2
CASTING

Giga casting forms the vehicle’s architecture in 
three modules, which could boost productivity. 

STEP 3
BATTERIES

At clean rooms in the Teiho plant, Toyota is 
developing advanced solid-state batteries.

STEP 4
BODY AND PAINT SHOP

Toyota can create resin body panels with a 
high-gloss �nish without the need of paint.

�z�z�z

�z�z�z

�z�z�z

�z�z�z

see TOYOTA, next page

Toyota plans a paint shop that will be 60 percent smaller in volume than its traditional setup.  
The differences are marked here with a red line for the new dimensions vs. green for the old.
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said. “My commitment to this network and to the 
customer is to really make sure we are doing things 
right, we are embedding processes, and to make 
sure the customer experience is outstanding.”

Landing an Ineos franchise brings a lot of scru-
tiny, said Clark. Dealers must commit to a sepa-
rate showroom for the Grenadier and an upcom-
ing pickup. �ey must have high customer satis-
faction ratings for service, and pledge to take an 
active role in working to establish the brand 
among o�-road enthusiasts. �at means organiz -
ing gatherings, o�-road driving events and other 
activities that help build a Grenadier community.

Ineos o�ered customer test drives of the Grena-
dier this summer throughout the country.

Dealers
Lyle Pearson Auto Group in Boise, Idaho, is 

building a separate showroom for the Grenadier 
and assigning the brand a dedicated sta�.

Travis Brandenburgh, COO for the group, said 
it already has more than 100 pre-orders in hand. 
“�ere were a lot of people who took advantage 
of the road shows Ineos did around the country 

and became early adopters,” he said.
Lyle Pearson also markets other brands with a 

focus on SUVs, including the Land Rover De-
fender. �e Grenadier occ upies a di�erent place 
in the market, Brandenburgh said.

“Ineos has done an incredible job identifying, 

really, a hole in the market, where 
people who want this type of vehicle 
aren’t being served or there is a huge 
wait list to get the kind of vehicle that 
will ful�ll that need for them,” he 
said. “We are also seeing people 
spend hundreds of thousands of dol-
lars on old classic Broncos and De-
fenders and real rustic, distinctive 
4x4s. And we think those are the 
same people who are just champing 
at the bit to get something like this.”

Clark said Canadian sales of the 
Grenadier are expected to begin in 
January. Two dealers are planned for 
that launch, one in Toronto and one 
in the Vancouver, British Columbia, 
area.

“We have a lot of interest up there, 
a lot of reservation holders,” Clark 
said. “It’s Grenadier country. We are 
very much looking at expansion in 
Canada.”

�e Grenadier will also be avail -
able in Mexico and South America.

Clark believes servicing will be key to customer 
satisfaction.

Ineos is opening a North American parts distri-
bution center in Je�ersonville, Ind., where it aims 
to ship parts for next-day delivery if a Grenadier 
dealer doesn’t have the component in stock.

Clark also con�rmed Ineos will next year ex-
pand its lineup with a four-door pickup called the 
Quartermaster, despite having to pay a 25 percent 
tari� known as the chicken tax to sell the vehicle 
in the U.S. No prices have been announced.

Enthusiasm galore
“�ere is no alternative,” Clark said. “We have 

taken a lot of counsel from our prospective deal-
ers. We’ve been very forthright. �e level of en-
thusiasm we have had for the Quartermaster, 
particularly in the U.S. from dealers — they all 
know it is subject to a 25 percent duty, and they 
don’t care. �e �rst question dealers ask is ‘When 
is it coming?’ �ey want it.”

Clark believes the Quartermaster will be a hot 
item in Canada, where it will not be subject to the 
chicken tax.

It’s possible, he said, that Ineos could eventually 
assemble the Quartermaster in the U.S. from what 
are known as completely knocked down kits. �ese 
are vehicles that are assembled overseas, then tak-
en apart, shipped and reassembled. �e strategy 
enables an automaker to avoid the chicken tax.

“It’s something we are de�nitely looking at, but 
we have to reach a critical mass of volume,” Clark 
said. “It has impact on both sides of the Atlantic.”

�e Grenadier is the �rst automotive product 
from Ineos, one of the world’s largest petrochem-
ical companies. In 2021, Ineos had sales of $65 
billion. �"  

INEOS
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Quartermaster will come, 
despite 25% chicken tax

Grenadier U.S. dealers
���� �„ Sierra Ineos Grenadier, Irvine, Calif.

���� �„ Rusnak Ineos Grenadier, Pasadena, Calif.

���� �„ Mossy Ineos Grenadier, National City, Calif.

���� �„ Kuhn Ineos Grenadier, Redwood City, Calif.

���� �„ Red Noland Ineos Grenadier, Colorado Springs, Colo.

���� �„ Holman Ineos Grenadier, Fort Lauderdale, Fla.

���� �„ Crown Ineos Grenadier, St. Petersburg, Fla.

���� �„ Regal Ineos Grenadier, Roswell, Ga.

���� �„ Lyle Pearson Ineos Grenadier, Boise, Idaho

���� �„ Knauz Ineos Grenadier, Lake Bluff, Ill.

���� �„ Ko Ineos Grenadier, Framingham, Mass.

���� �„ Triad Ineos Grenadier, High Point, N.C.

���� �„ RTGT Ineos Grenadier, Wilsonville, Ore.

���� �„ RDS Ineos Grenadier, Devon, Pa.

���� �„ Mossy Ineos Grenadier, Houston

���� �„ Sewell Ineos Grenadier, Plano, Texas

���� �„ Warner Ineos Grenadier, West Valley, Utah

���� �„ Elliot Bay Ineos Grenadier, Seattle

and 10 percent cost reduction, plus a 17 percent 
decrease in carbon dioxide emissions, engi-
neers reckoned. 

Now the Toyobev enters perhaps the most 
radical area of Toyota’s future factory — what 
the automaker calls the self-propelled assembly 
line. �e idea is to ditch costly, in�exible an -
chored assembly lines.

Instead, Toyota wants its battery-powered 
cars to drive themselves through the plant.

A demonstration line at Toyota’s Motomachi 
assembly plant shows how it could unfold.

�e car rolls down the factory �oor using a ra -
dio signal-controlled technology, similar to that 
used in a remote-controlled toy car. �is can be 

done indoors because EVs emit no noxious 
fumes.

Camera and lidar sensors installed along the 
factory’s pillars keep the car on track and clear 
of workers. �e steering wheel eerily rotates 
back and forth by itself as the car inches along 
at just 0.22 mph. �at yields a plant takt time of 
one car a minute. 

Don’t expect a lot of two-legged employees 
milling about. Automated robot forklifts and 
Roomba-like automated pallets shuttle parts to 
the passing cars from nearby storage. And ad-
vanced robots will take over human �nal as-
sembly tasks such as installing seats.

�e goal is having enough space and �exibili -
ty to let the cars drive closer to the parts racks 
for shorter shuttle times.

Overall, Toyota expects to halve investment 
because there will be no �xed conveyors or pit 
lines hauling cars through the factory. �e pro-
cess will also reduce the required amount of la-
bor per vehicle. And it will allow for more com-
pact layouts and more �exible parts storage. 
Toyota says it could save hundreds of millions 
of dollars in plant investment just by ditching 
the conveyors. 

“�ere is a wide scope for improvement in 
this area,” one production engineer said.

�e �nished Toyobev now drives itself right 
out of the factory and into the parking yard 
outside. Because there is no human driver 

who needs space to open a door, the cars can 
park extremely close together, saving valuable 
space.

�e robotic driving addresses two challenges 
confronting automakers in Japan. �e �rst is an 
increasingly chronic labor shortage amid an ag-
ing population. �e other is a labor law taking 
e�ect next year that restricts the work hours of 
such drivers. 

Once the parked cars are ready to be loaded 
onto car carriers, a �eet of newly developed Ve-
hicle Logistics Robots move them to the loading 
area. 

�ese boxy self-guided haulers have adjust-
able cargo beds that slide under a car like a 
spatula to lift it up and carry it.

Before, workers would log about 5 miles a day 
crisscrossing the yard, picking up cars and driv-
ing them onto the trucks. Now, humans will still 
drive onto the trucks, but the logistics robots 

eliminate all that walking time by bringing the 
cars straight to the dock.

At the Motomachi yard, where Toyota began 
trials of the technology this year, the company 
wants to eventually supplant the lot’s 22 human 
workers with 10 robots, managers said. 

In a pinch
Toyota executives are betting their vision for 

this factory of tomorrow will help keep the car-
maker’s next-gen EVs cost competitive and at 
the front of the pack in an uncertain new era.

“We have a long history of success,” Takahiro 
Imura, chief o�cer of Toyota’s production 
group, told Automotive News. “�is can be both 
a strength and a weakness.

“It is sometimes di�cult to have a break-
through. But we like to say that in times of a 
pinch, there also comes an opportunity. �is is 
a big turning point in our competitiveness.” ��

700,000 last year. Its 12 percent drop in 
the �rst half of 2023 was the steepest 
decrease among the industry’s 33 larg-
est brands and contrasted with a 13 
percent gain for the industry overall.

Possible sales solutions 
�e brand is banking that the Recon, 

the Wagoneer S and a potential Chero-
kee replacement down the line could 
be the remedy. 

“What I’m seeing speci�cally for 
Jeep is that they made a concerted ef-
fort to go a little bit more upmarket, 
their vehicles are more expensive than 

they ever were,” Jessica Caldwell, di-
rector of insights at Edmunds, told 
Automotive News. “�ey introduced 
pretty pricey vehicles with the Grand 
Wagoneer. Even the Jeep Grand Cher-
okee three row starts at over [$40,000]. 
Right now is an interesting time be-
cause for a long time, people wanted 
the highly contented and more expen-
sive larger SUVs, and I think that they 
still do, but people can’t a�ord them 
because interest rates are so high.”

Caldwell said eliminating the Chero-
kee leaves a hole in Jeep’s lineup be-
tween the Compass, which starts 
around $30,000, and the Grand Chero-
kee, which starts at more than $41,000 
for the two-row version, both before 
shipping costs. 

“You’re either going to have to move 
consumers down, or move consumers 
upmarket, which I think is pretty chal-

lenging,” Caldwell said. “It’s a bit of a 
hole. It is in a bit of a sweet spot in 
terms of pricing, so I’d imagine that 
they’d want to �ll that hole at that price 
point.”

Extensive experience
Filosa will have plenty of experience 

to draw from when he confronts the 
obstacles facing Jeep. He has been a 

member of the top executive team at 
Fiat Chrysler Automobiles and then at 
Stellantis since 2018.

�e Italian joined Fiat in 1999 and 
has a background in business man-
agement and strategy as well as “ex-
tensive experience in purchasing and 
manufacturing operations,” the com-
pany said.

“It is a great honor to become part of 
the legendary Jeep brand,” Filosa said. 
“I am looking forward to relocating to 
the U.S. and working with the team as 
we continue with the electri�cation of 
our global portfolio and the growth of 
the brand across the world.”

Meunier was a proponent of deliver-
ing a dealership experience that cap-
tured the brand’s spirit. He said in 
April 2022 that more than 300 dealer-
ships would be adding Jeep-focused 
showrooms over the next two years.

Although Jeep has a healthy product 
pipeline, Meunier admitted that some 
dealers weren’t sold on making the in-
vestment to build a specialized show-
room.

It will be up to Filosa to show that 
Jeep can recapture the momentum it 
had before the pandemic, while going 
up against competition that has gotten 
tougher in the meantime.

“�ey occupied such a niche in the 
marketplace, and everyone else just 
came up to date with introducing so 
many more SUVs,” Caldwell said. “Ve-
hicles like the Ford Bronco are eating 
into their share. With all the other au-
tomakers creating so much product in 
that area, I think it’s going to be tough 
for them to continue with those high 
volumes, particularly since they have 
moved a little bit more upmarket and 
the pricing is high.” �,

JEEP
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Filosa needs to move 
ailing brand forward

STEP 5
FINAL ASSEMBLY

Automated pallets shuttle parts from nearby 
storage to cars on the assembly line. 

TOYOTA
continued from previous page

STEP 6
TRANSPORT

�z�z�z

�z�z�z

Logistics robots move vehicles around the parking yard and into position for loading onto car carriers. 

Jeep has a hole in its lineup after 
ending production of the Cherokee. 
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Fain, in return, said Farley was “lying 
about the state of negotiations” and 
blamed Ford for holding up talks. 
While the companies continued to 
hammer the union over leaked mes-
sages saying it wanted to keep them 
“wounded for months,” Fain said he’s 
been open to making deals since be-
fore the strike started Sept. 15. 

“Bargaining’s always a two-way 
street,” he said Friday outside UAW 
headquarters. “We’ve been willing to 
move on things, we’ve made move-
ment on things, we’ve tried to accom-
modate some of the concerns the 
companies have had. But at the end of 
the day, then they seem to move the 
goal line. We come back with some-
thing and they want to move the goal 
posts again.”

More join picket lines
�e union last week expanded the 

strike to include Ford’s Explorer facto-
ry in Chicago and a GM crossover 
plant near Lansing, Mich. �e addition 
brought the number of workers on 
strike to about 25,000, or 17 percent of 
UAW membership at the automakers. 

�e companies contended that the 
expansion wasn’t necessary. 

“If the UAW’s goal is a record con-
tract, they have already achieved this,” 
Farley said shortly after the walkout 
expanded. “It is grossly irresponsible 
to escalate these strikes and hurt thou-
sands of families.”

Farley argued that giving the union 
everything it wants would endanger 

STRIKE
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market for full battery-electric vehicles 
over the �rst three quarters of this year, 
according to an estimate last week by 
Kelley Blue Book.

And Tesla’s healthy pro�t margin al-
lowed it to reduce its average vehicle 
prices from nearly $70,000 in July 2022 
to just under $55,000 in July this year, 
Kelley Blue Book data shows.

Tesla CEO Elon Musk has said re-
peatedly this year that the automaker 
is willing to sacri�ce some pro�ts to 
reach its 50 percent annual sales 
growth target. Experian said in Sep-

tember that Tesla’s U.S. new-vehicle 
registrations in the January to July pe-
riod were 50 percent higher than in the 
same period last year, at 390,377.

Tesla’s price cuts have pressured ri-
vals, including Ford, to increase incen-
tives on EVs that were already losing 
money. Ford said in March that it ex-
pected its EV business to lose $3 bil-
lion this year.

Challenges ahead
To be sure, Detroit automakers have 

a slew of EVs that will launch in com-
ing years that are expected to chip 
away at Tesla’s market share.

Ocasio-Cortez, who said on “Face 
the Nation” on Sept. 24 that she sup-
ported the UAW’s demands, was asked 
why she owns a Tesla, which is not 
made by union workers. �e New York 

representative said she bought the car 
during the pandemic because it had 
the range to drive from New York to 
Washington, D.C.

“But that was prior to some of the 
new models coming out on the market 
that had the range available,” Oca-
sio-Cortez said, according to the CBS 
News transcript. “But we’re actually 
looking into trading our car now.”

�e few union-made EVs now on the 
market include the Chevrolet Bolt, Ca-
dillac Lyriq, Ford F-150 Lightning, 
Chevrolet Silverado EV and GMC 
Hummer EV pickup and SUV. Stellan-
tis does not make any full BEVs in the 
U.S. �e Ford Mustang Mach-E is 
made in Mexico.

�e EV market is critical to the future 
of all automakers, and legacy brands are 
pouring billions of dollars into the de-

velopment of new electric models and 
the construction of battery factories.

‘A major force’
Cox Automotive estimated in its 

third-quarter sales forecast that EVs 
would have an 8 percent share of the U.S. 
light-vehicle market, with about 308,000 
deliveries. Year-over-year EV sales were 
likely to be higher by 80 percent com-
pared with the same period last year, and 
full-year EV sales were expected to break 
1 million for the �rst time.

“Even though Tesla is expected to 
give up some percentage points in 
share, there’s little doubt Tesla re-
mains a major force in today’s EV mar-
ket,” said Stephanie Valdez-Streaty, di-
rector of industry insights at Cox Auto-
motive. Cox presented its third-quar-
ter sales forecast last week.

Gene Munster, managing partner at 
Deepwater Asset Management, esti-
mated that once the Detroit 3 and the 
UAW reach an agreement, Tesla’s labor 
costs will be 48 percent lower than the 
Detroit automakers’.

Munster said in September on the 
social media platform X, formerly 
Twitter, that when pension plans, in-
�ation protection and pr o�t-sharing 
are included, UAW worker labor costs 
could rise 64 percent to $105 per hour.

In contrast, Munster puts Tesla’s av-
erage labor cost at $55 per hour, which 
includes a 15 percent increase “likely 
in the next six months.”

Notably, Munster’s estimate does not 
include Tesla’s cost of stock options 
that workers receive because, he said, 
“it’ s di�cult to predict where TSLA 
[stock] will be in a year.” ��

TESLA
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Price cuts lead rivals 
to step up incentives

�e number of suppliers in �nancial distress 
could grow more in the weeks ahead should the 
strike continue. While some suppliers already have 
been forced to lay o� workers, most are looking to 
delay doing so for as long as possible. �e compa-
nies fear those employees might seek other jobs 
while production is stopped and won’t return when 
the strike ends and automakers want to quickly 
ramp up production to catch up with demand.

Filling factory jobs has been a challenge since at 
least 2020, when the pandemic hit. Wilson said an 
emergency work force training program should be 
set up “right now, while we have some downtime 

to make sure that workers are staying in the facili-
ties, are training for the new technology coming, 
are satis�ed with the continuation of the employ-
ment, and so the supply chain knows we’ll have 
enough work force there for the future.”

Keeping workers
Some are already looking for ways to keep 

workers on the job, even if production orders 
have stopped. A source at one Tier 1 supplier said 
the company has been able to maintain its work 
force — despite eight of its plants being impacted 
— by having employees do di�erent tasks, such 
as facility maintenance or organizational chores. 
But the supplier remains “concerned” about 
what will happen as the strike escalates.

“Our goal has been to maintain the work force 
for as long as we possibly can,” said the source, 
who asked not to be identi�ed.

A source at another Tier 1 supplier said that 

while the strike has had a somewhat limited 
scope early on and has yet to bring about the “life 
or death” stakes for the supply chain the industry 
has feared, things could change if it escalates.

Matters were already “getting ugly” at the Tier 2 
and Tier 3 levels, the source said. To compensate, 
the larger company was accepting bigger invento-
ries of unneeded parts from its supply chain, sim-
ply to help keep those smaller companies in oper-
ation. It will no longer be able to do that, however.

“We’re going back to our Tier 2s and Tier 3s and 
saying, ‘We know you need to keep shipping, but 
we can’t continue to take it because we don’t 
have the room to maneuver with cash anymore, 
because we’re paying you for this stu� that we 
don’t need,’ ” the source said.

Some suppliers hope automakers will step in to 
provide relief to the broader supply chain.

“We can’t do it anymore,” said the Tier 1 supplier 
source. “If sales don’t recover this year and we’re 

already in critical condition with the supply chain, 
at what point does this tip over into a crisis?”

Receptive
Wilson said talks with the White House have been 

productive. “We’ve had a lot of open dialogue about 
where the supply chain �nds itself, and they’ve 
been very receptive to our concerns,” she said.

�e Motor & Equipment Manufacturers Associ -
ation asked for the establishment of a “scalable pro-
gram” through the Small Business Administration 
or another agency to provide loans with low interest 
rates an� even loan forgiveness. �e loans should 
be for a minimum of $500,000, capping out at $10 
million, and structured with “capital accessible on a 
stated-need basis with up to 50 percent of the loan 
value for payroll,” the group’s letter to Biden reads.

“Without federal assistance,” the letter said, 
“the ability of the automotive industry to resume 
full manufacturing capacity is at risk.” �"

SUPPLIERS
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‘At what point does this 
tip over into a crisis?’

Rami�cations loom 
large in UAW talks

UAW President Shawn Fain talks to the media after a rally at UAW headquarters.
MARISA MARCINKOWSKI

the jobs Fain is �ghting for.
“A bad deal would threaten midsize 

or expensive larger vehicles like Es-
cape and Explorer,” Farley said. “We’d 
have to choose to cut future invest-
ments in those products, restructure 
and reduce our head count through-
out the company, including UAW 
workers.”

Although Fain suggested that Ford 
and the union had made progress on 
wages and bene�ts, he later said they 
remained “far apart on core economic 
proposals” including retirement bene-
�ts and job security. 

Farley said the union was holding up 
talks over the EV battery plants. A 
source in the UAW said the union 
wanted “job security in the EV transi-
tion” and that it was “�exible on what 
that looks like.”

Ford plans to build four battery 
plants, three of which would be joint 
ventures. �e company halted con -
struction last week at a fourth plant, in 
Marshall, Mich. (see Page 4), and Far-
ley warned that the ultimate size of 
what had been billed as a $3.5 billion 
project could depend on whether Ford 
signs a competitive UAW contract. 

Biden, Trump visit
�e union’s cause received national 

attention last week when Biden be-
came the �rst sitting U.S. president in 
modern history to walk a picket line. A 
day later, former President Donald 
Trump visited a nonunion auto sup-
plier in suburban Detroit to rail against 
the industry’s transition to EVs and ask 
for the union’s endorsement. 

While visiting with UAW members 
on strike at a GM parts depot, Biden 
said he supported the union’s demand 
for raises totaling 40 percent over the 
next four years. 

“You deserve what you’ve earned, 
and you’ve earned a hell of a lot more 
than you’re getting paid,” he told the 
workers. 

Meanwhile, Trump told an invited 
group of supporters that EVs would 
“spell the death of the U.S. auto indus-
try” because they cost too much and 
consumers don’t want them. 

Fain has yet to make an endorse-
ment in the presidential race, but he 
declined to meet with Trump.

“When we win this �ght ... it won’t be 
because of any president,” Fain said. 
“It will be because ordinary people did 
extraordinary things. Our solidarity is 
our strength, and right now, our 
strength is the hope of working-class 
people everywhere.”

Fain has cast the ongoing strike as a 
broader battle against employers that 
are pro�table but stingy.

“Our anger is righteous and our 
struggle is just,” Fain said Friday. “We 
are fed up with corporate greed and 
we’re fed up with corporate excess. 
We’re fed up with breaking our bodies 
for companies who take more and 
more and give less and less.”

On the newly formed picket line at 
GM’s Chevrolet Traverse and Buick 
Enclave plant, workers echoed Fain’s 
comments.

Middle-class �ght
Isaiah Fuller, vice president of UAW 

Local 602, has worked at the Lan-
sing-Delta Township plant since 2013. 
He said many employees live pay-
check to paycheck and want better 
protection against in�ation.

Yet the strike is not just about GM 
and the other automakers, Fuller said.

“�is is about the middle class,” he 
said. “�e middle class has been stag-
nant for a long time and hasn’t been 
able to keep up as a whole. So we’re 
not just taking on the Big 3. We’re tak-
ing on the �ght for the middle class, 
and we hope that they join us.”

Ryan Eding, Local 602’s shop chair-
man, said he hired in as a temporary 
worker in 2006 and became a full-time 
employee after two years. He wants to 
see the wage structure �attened so all 
employees are paid the same.

“Equal pay for equal work is very 
necessary,” Eding said. “When I hired 

in, I was working next to the individual 
that was making top rate and I was 
making $14 an hour. It wasn’t neces-
sary. We were willing to take that to 
help make the company survive, and 
hoped it’d be returned to us in the fu-
ture, and it hasn’t been yet.”

Less bluster
In addition to the �ve assembly 

plants where the UAW is on strike, 38 
sites that ship critical parts to GM and 
Stellantis dealers remained shut down 
by pickets, threatening retailers’ lucra-
tive service business. 

Nyle Maxwell, chairman of the Stel-
lantis National Dealer Council, said he 
hopes to see more progress in the ne-
gotiations and fewer verbal attacks.

Maxwell, who owns four Stellantis 
stores in central Texas, said when the 
strike started that it would need to last 
30 to 45 days to put a crunch on Jeep 
Wrangler and Gladiator inventory at 
his stores. �e Ohio plant that makes 
those vehicles was among the �rst 
three where workers went on strike.

Maxwell said his dealerships began 
stocking up on “fast-moving parts” 
such as brake calipers two months ago 
in case the distribution centers went 
o�ine.

“From here on out, any additional 
strike targets are just going to cripple 
the entire supply chain and hurt our 
dealer body,” Maxwell said. “What I’m 
most concerned about, as you can 
imagine, is the well-being of 2,600 Stel-
lantis dealers in this country. Hopeful-
ly, there’s some more strategic thinking 
and less bluster from now on. I think 
that would behoove Stellantis and the 
UAW if that were to happen.” ��

Vince Bond Jr. and Lindsay VanHulle 
contributed to this report.
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jobs, technology-sharing and links to 
forced labor. �e automaker had pre -
viously characterized most of the con-
cerns over its ties with a foreign com-
pany as inaccurate and stressed that 
CATL would not receive any subsidies.

“After months of investigation by the 
Select Committee on the Chinese 
Communist Party, we’re encouraged 
to see Ford take a crucial �rst step to 
reevaluate its deal with Chinese Com-
munist Party-aligned EV battery �rm, 
CATL,” U.S. Rep. Mike Gallagher, 

R-Wis., chairman of the committee, 
said in a statement. “CATL’s deep ties 
to CCP forced labor have no place in 
the American market and make the 
company exceptionally un�t to re-
ceive American taxpayer dollars. Now, 
Ford needs to call o� this deal for 
good.”

Incentives
�e Marshall plant was approved for 

$1.7 billion worth of incentives, in-
cluding a $210 million Critical Indus-
try Program grant to Ford, a Renais-
sance Zone tax exemption worth $772 
million over 15 years, $630 million for 
the Michigan Department of Trans-
portation and the Marshall Area Eco-
nomic Development Alliance, and 
$120 million for other site prep work.

“Michigan is home to world-class 
automakers whose iconic vehicles are 
built by the best auto workers in the 
world — and the governor is commit-
ted to keeping it that way,” a spokes-
person for Democratic Michigan Gov. 
Gretchen Whitmer said in a state-
ment.

“�at’s why we’ve been aggressively 
pursuing deals that support working 
men and women, while also bringing 
supply chains back home from over-
seas for the �rst time and securing re-
cord-breaking investment that will 
guarantee jobs for decades. Ford has 
been clear that this is a pause, and we 
hope negotiations between the Big 3 
and UAW will be successful so that 
Michiganders can get back to work do-
ing what they do best.”

Jim Durian, CEO of the Marshall Ar-
ea Economic Development Alliance, 
said in a statement: “We are aware of 
the current pause on work and we re-
main con�dent of the enormous po-
tential of Ford’s BlueOval Battery Park 
project to create local opportunities 
and thousands of local jobs. We hope 
current negotiations between Ford 
and the UAW conclude in a mutually 
bene�cial manner and we remain 
con�dent this project will continue as 
planned once these negotiations are 
complete.”

‘Barely-veiled threat’
In a statement last week, UAW Presi-

dent Shawn Fain blasted the move.
“�is is a shameful, barely-veiled 

threat by Ford to cut jobs,” Fain said. 

“Closing 65 plants over the last 20 
years wasn’t enough for the Big �ree, 
now they want to threaten us with 
closing plants that aren’t even open 
yet. We are simply asking for a just 
transition to electric vehicles and Ford 
is instead doubling down on their race 
to the bottom.”

Since the plant will be a wholly 
owned Ford subsidiary, it is expected 
to be covered under the automaker’s 
national union contract and would 
not require a separate unionization 
vote, only a “card check” from work-
ers.

�e union has prioritized �ghting for 
better wages at EV battery plants, most 
of which are owned by joint ventures 
between automakers and other com-
panies. ��

FORD
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Marshall of�cial still 
‘con�dent’ in project

retain a sportier driving dynamic. A 
Sport mode is available for a more en-
gaging driving experience with a 
quicker throttle and steering response, 
�rmer steering and increased braking 
power.

‘Aggressive’ sales target
�e Prologue also is loaded with new 

Honda technology, such as Google 
Built-In with wireless Apple Car Play 
and Android Auto compatibility and 
over-the-air update capability. �e 
Honda Sensing suite of advanced driv-
er assistance safety features includes 
new rear-cross tra�c braking, blind 
zone steering and rear pedestrian 
alert.

�e Prologue sits squarely in the 
midsize segment and so far has few 
rivals. �e Prologue will go on sale in 
early 2024; initial deliveries are now 
underway for the Chevrolet Blazer 
EV.

 Honda expects to sell 30,000 to 
45,000 Prologues by the end of next 
year, Jonathon Rivers, product plan-
ning manager for American Honda, 
told Automotive News. �e lon -
ger-term goal for full-year sales is 
70,000. 

“It is going to be a very aggressive 
target,” Rivers said.

As far as being reliant on GM for a 
smooth launch, Rivers said Honda has 
“very good con�dence in their pro-

duction capabilities to meet our plans 
for this vehicle.” 

�e Prologue is powered by an 
85-kilowatt-hour battery that will trav-
el an estimated 300 miles on a single 
charge when con�gured with front-
wheel drive. When hooked up to a DC 
fast charger, it will be able to add back 
65 miles of range in 10 minutes. 

Price points
Honda has not provided speci�c 

pricing plans but said the new model 
will start in the “upper $40,000s.” 
�at’s in line with the Blazer, which 
could start around $47,595 without 
shipping.

By comparison, the Tesla Model Y 
compact crossover starts around 
$50,490 before a $1,390 destination 
fee.

Rivers said the Prologue’s pricing 
will be reasonable considering all of 
the technology and connectivity it will 
o�er. Honda o�cials have not yet con -
�rmed whether the Prologue will 
qualify for the federal $7,500 EV tax in-
centive but said they expect it to.

�e electric �ve-seater is a true mid -
size crossover that is 192 inches long 
— just a bit longer than the 189-inch 
Passport and 8 inches longer than the 
CR-V. �e brand’s three-row Pilot is 
200 inches long. 

No shortage of storage
�e Prologue’s 136.9-cubic-foot in -

terior will appeal to four-person fami-
lies who want an EV but don’t want to 
downsize into compact-segment di-
mensions. Rear seats even o�er two 
angles of recline for extra comfort.

�e vehic le o�ers 25.2 cubic feet of 

cargo capacity in the back, as well as a 
hidden cubby under the �oor to keep 
the chargers untangled when not in 
use. With the 60/40-splitting rear seats 
folded �at, cargo capacity expands to 
57.7 cubic feet. 

Prologue will come in three trims: 
EX, Touring and Elite. 

Elite comes standard with a du-
al-motor, all-wheel-drive setup that 
delivers 288 hp and 333 pound-feet of 
torque. Awd is available on EX and 
Touring.

Buttons and knobs for climate con-
trol and audio volume are comple-
mented by an 11.3-inch center touch-

screen and 11-inch instrument display 
behind the steering wheel. All trims 
also get two USB-Cs in the front and 
two in the rear.

Smart features
A two-level center console has 

enough space for two smartphones to 
sit side-by-side on a grippy �at surface, 
and an upright, pocket-type wireless 
charger is standard. Two cupholders 
�t 32-ounce bottles.

�e Touring and Elite trims come 
with 12-speaker Bose premium audio 
and a 7-inch head-up display is stan-
dard on Elite.

Honda has not o�cially revealed the 
Prologue’s production location, but it’s 
likely to be built at GM’s plant in Ra-
mos Arizpe, Mexico. �,

PROLOGUE
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Mainstream EV crossovers for U.S. market
CROSSOVER SEGMENT LENGTH (INCHES) PRICE (BEFORE SHIPPING) MAX. RANGE

Chevrolet Blazer EV* Midsize 192.2 $47,595 (est.) 320 miles

Honda Prologue** Midsize 192 High $40,000s 300 miles (est.)

Tesla Model Y Compact 187 $50,490 330 miles

Ford Mustang Mach-E Compact 185.6 $42,995 312 miles

Subaru Solterra Compact 184.6 $44,995 228 miles

Toyota bZ4X Compact 184.6 $42,000 252 miles

Kia EV6 Compact 184.3 $42,600 310 miles

Nissan Ariya Compact 182.9 $44,525 304 miles

Hyundai Ioniq 5 Compact 182.5 $41,450 303 miles

Volkswagen ID4 Compact 180.5 $38,995 275 miles

Kia Niro EV Subcompact 174 $39,550 253 miles

Hyundai Kona Electric Subcompact 165.6 $33,550 258 miles

*1st deliveries shipping now        **On sale early 2024        Source: Automotive News Research & Data Center

Honda: You’ll get a 
lot for your money

Mercedes-Benz at 51 percent. J.D. Power said last 
week that its loyalty numbers are based on 
12-month data through August.

Tesla, Rivian and Lucid are among the EV 
brands that sell direct to consumers.

Another opportunity
While the Cybertruck pickup is an unusual ve-

hicle because of its wild styling and stainless steel 
exterior, current Tesla owners have said on fo-
rums that they are eagerly awaiting its debut.

An uno�cial online tally of Cybertruck reser-
vations estimates the total number at 2 million 
for the U.S.-built pickup. Tesla has only produced 
5 million vehicles globally in its history, accord-
ing to a Sept. 16 social media post by the auto-
maker.

Musk said in May that Cybertruck sales could 
be anywhere between 250,000 and half a million 

a year, depending on demand. When the pickup 
was �rst shown in 2019, Tesla said the starting 
price would be around $40,000 but Musk has 
since said it will be higher, without giving a num-
ber.

In a survey of Model 3 owners published by 
Bloomberg in July, about half of those planning 
to buy a new vehicle in the next two years said 
they were considering a Cybertruck. Bloomberg 
said more than 7,000 veri�ed Model 3 owners 
completed the survey. �e Model 3 launched in 
2017 and the Model Y in 2020.

According to S&P Global’s loyalty data through 
June, 40 percent of Model 3 owners buying a new 
car chose a Model Y and 26 percent went with 
another Model 3. 

�e compact sedan received a freshen in Eu-
rope and China this past August, prior to its arriv-
al in the U.S., probably in early 2024.

“Tesla is very successful at migrating custom-
ers from a Model 3 to a Model Y, which contrib-
utes to high loyalty rates,” Chiu said. “Tesla has 
taken advantage of the industry’s shift toward 
CUVs. 

“By putting the Model 3 to market �rst, fol-
lowed by the Model Y shortly after, it gave cus-

tomers a path to migrate through the portfolio,” 
Chiu added.

Hitting a wall?
But the compact Model Y may be the end of 

that path for many U.S. households, Chiu said, 
because the price jump to Tesla’s midsize Model 
S or Model X is so signi�cant. �e base Model Y 
starts at $52,130 with shipping, while the Model X 
starts at $81,630 with shipping.

About 30 percent of Model Y owners leave Tesla 
for a gasoline or hybrid model, S&P Global said. 
�at shows there’s room for an intermediate step 
in the brand lineup.

Rival luxury brands often have multiple models 
at di�erent price points, which helps keep cus-
tomers loyal as they look for something new.

“BMW, Lexus and Mercedes have a ladder of 
utilities going all the way from the subcompact 
up to full size,” said S&P Global’s Libby. “So the 
migration pattern with Tesla is unique because 
they really only have two products that are medi-
um-priced or lower.”

Kelley Blue Book said in July it expects the Cy-
bertruck to start around $50,000, which would be 
similar to the Ford F-150 Lightning electric pick-

up that has been on sale since last year. Rivian’s 
R1T pickup, which is slightly smaller than the full-
size Cybertruck, starts at $74,800 with shipping.

Not all Tesla owners stick with the brand. Ac-
cording to S&P Global’s loyalty data, when Tesla 
owners do move to a di�erent brand for an EV, 
Rivian gets 3.6 percent of them, Mercedes gets 
1.4 percent and BMW gets 1 percent. From there, 
no other conquest brand gets more than 1 per-
cent. Lucid is at 0.9 percent, Ford at 0.7 percent 
and Chevrolet at 0.4 percent. Hyundai, Porsche 
and Audi are at 0.3 percent.

To be sure, Tesla has been slashing prices as it 
seeks a 50 percent increase in global sales this 
year, while its legacy counterparts are still rela-
tively new to the EV market. But competition is 
heating up, and despite its sales growth, Tesla has 
lost market share in the U.S., where EV sales are 
expected to reach at least 1 million this year, ac-
cording to industry analysts.

“Tesla’s product portfolio has its limits, so when 
owners leave, it tends to be for a vehicle-type that 
Elon Musk doesn’t (yet) o�er,” Chiu wrote in his 
blog post. “An increasing number of luxurious 
EVs from established brands are hitting the mar-
ket, wooing some early EV adopters away.” �"

LOYALTY
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Analysts say EV conquest 
of Tesla owners only 10%

The rear seats have two 
reclining angles and when 

folded �at expand cargo room.
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 Mercedes seeks tax relief for 2 U.S. projects 
Mercedes-Benz has applied for tax breaks for potential projects at two 
of its U.S. plants under the In� ation Reduction Act.

Unifor rati� es Ford deal with 54% approval
Unifor said 5,600 members at Ford workplaces in Canada voted on 
the deal.

 Samsung plans $41M Mich. battery expansion  
A $5 million performance-based grant, approved by the Michigan 
Strategic Fund Board, was needed to keep the investment from going 
to Kokomo, Ind.

BMW extends CEO  contract , subs sales boss
Oliver Zipse will lead BMW Group until 2026, including the launch of 
the Neue Klasse EV platform. Jochen Goller, head of BMW China, 
replaces Pieter Nota as head of sales.

From Automotive News, Reuters and Bloomberg

>>Most-read story: UAW slams Ford for halting 
work on $3.5 billion EV battery plant in Michigan

on our
radar

�„  10.03:  September and third-quarter sales reported
�„  10.05:  NHTSA public meeting on airbag in� ator probe
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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 $0-$2,000 2.9-13.6%
 2 Series, 3 Series, 4 Series,   
   5 Series, 7 Series, 8 Series,   
   i4, i5, i7, M2, M3, M4, M8,  
   X1, X3, X3 M, X4, X4 M, X5,   
   X5 M, X6, X6 M, X7, XM, Z4  2.9-13.6%
Mini Cooper*, Countryman*  3.9-6.9%

2023 models
BMW 8 Series, M8 $0-$3,000 2.9-13.6%
 iX $0-$2,000 2.9-13.6%
 4 Series, 5 Series, X5 $0-$1,000 2.9-13.6%
 2 Series, 3 Series, 7 Series,  
   i4, i7, M2, M3, M4, M5, X1,   
   X2, X3, X3 M, X4, X4 M,  
   X5 M, X6, X6 M, X7, XM, Z4  2.9-13.6%
Mini Cooper*, Countryman  3.9-6.9%

FORD MOTOR CO.

2024 models
Ford Edge $1,000-$1,500 2.9-9.9%
 Bronco, Bronco Sport, 
   Escape, Expedition,  
   Expedition Max, F-150,
   Maverick, Mustang, 
   Ranger, 
   Super Duty F-250 SRW,  
   Super Duty F-350 DRW,  
   Super Duty F-350 SRW  2.9-9.9%

2023 models
Ford Mustang Mach-E $2,000-$3,000 0-7.9%
 Mustang $1,000-$3,000 0-7.9%
 Edge, Expedition,
   Expedition Max, F-150, 
   F-150 Lightning $500-$2,000 0-7.9%
 Escape $500-$1,000 0-7.9%
 Explorer,  
   Super Duty F-250 SRW,  
   Super Duty F-350 DRW,  
   Super Duty F-350 SRW $0-$1,000 0-7.9%
 Bronco, Bronco Sport,
   E-Transit Cargo Van,  
   Maverick, Ranger,  
   Transit Cargo Van,  
   Transit Connect Wagon,  
   Transit Crew Van,  
   Transit Passenger Wagon  0-7.9%

GENERAL MOTORS

2024 models
Buick Enclave, Encore GX,
   Envista $1,000 7.6-8.1%
Cadillac XT5, XT6 $500-$2,000 0.9-10.9%
 CT4, CT5 $750-$1,000 0.9-10.9%
 XT4 $500-$1,000 0.9-10.9%
 Lyriq  0.9-10.9%
Chevrolet Blazer, Camaro,  
   Equinox, Express Cargo Van,   
   Express Passenger, Malibu,   
   Silverado 1500,
   Silverado 2500HD,
   Silverado 3500HD,
   Silverado EV, Trailblazer, Trax $1,000 6.8-7.6%
 Blazer EV, Corvette,  
   Corvette Z06  6.8-7.6%
GMC Savana Cargo Van,  
   Savana Passenger,  
   Sierra 1500,
   Sierra 2500HD,
   Sierra 3500HD, Terrain $1,000 4.1-12.2%
 Hummer EV,  Hummer EV SUV  4.1-12.2%

2023 models
Buick Enclave, Encore GX,
   Envision $1,000 1.9-11.9%
Cadillac CT4 $750-$3,000 0.9-10.9%
 XT5, XT6 $500-$2,000 0.9-10.9%
 Escalade, Escalade ESV $1,000 0.9-10.9%
 CT5 $750-$1,000 0.9-10.9%
 XT4 $500-$1,000 0.9-10.9%
 Lyriq  0.9-10.9%
Chevrolet Silverado 1500 $750-$1,750 0-13.0%
 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, Malibu $750-$1,000 0-13.0%
 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 0.9-12.6%
 Canyon, Hummer EV  0.9-12.6%

AMERICAN HONDA

2024 models
Acura Integra, MDX, RDX  6.8-11.7%
Honda Accord Hybrid,
   Accord Sedan,
   Civic Hatchback, Civic Sedan,     
   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 Hatchback,
   Civic Sedan, CR-V, HR-V,  
   Odyssey, Passport, Pilot,
   Ridgeline  0.9-11.7%

HYUNDAI-KIA

2024 models
Hyundai Tucson $0-$1,500 2.9-9.7%
 Santa Cruz $0-$500 2.9-9.7%
 Ioniq 5, Kona, Palisade,
   Tucson Hybrid,  
   Tucson Plug-In Hybrid, Venue  2.9-9.7%
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-$30,000 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 $500-$1,500 0.9-9.7%
 Tucson $0-$1,500 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-50, CX-90,
   Mazda3 Sedan, 
   Mazda3 Hatchback $1,000 3.9-13.3%

2023 models
Mazda CX-9, Mazda3 Sedan,
   Mazda3 Hatchback, MX-30 $1,000 0.9-13.3%
 MX-5 Miata, MX-5 Miata RF $750-$1,000 0.9-13.3%
 CX-30, CX-5, CX-50 $500-$1,000 0.9-13.3%

MERCEDES-BENZ

2024 models
Mercedes-Benz AMG GT,  
   EQE SUV, EQS SUV, GLE,   
   GLS, Sprinter Cargo Van,  
   Sprinter Crew Van,  
   Sprinter Passenger Van  6.7-9.5%

2023 models
Mercedes-Benz AMG GT, CLA, 
   C-Class, CLS, E-Class, EQB, 
   EQE, EQE SUV, EQS, EQS SUV, 
   G-Class, GLA, GLB, GLC, GLE, GLS, 
   SL, Metris Cargo Van, 
   Metris Passenger Van, 
   S-Class, Sprinter Crew Van, 
   Sprinter Cargo Van, 
   Sprinter Passenger Van  6.7-9.5%

NISSAN GROUP

2024 models
In� niti QX50, QX55, QX60,
   QX80  2.9-7.4%
Nissan Titan, Titan XD $0-$500 0.9-10.0%
 Altima, Frontier, GT-R, 
   Kicks, Leaf, Murano, 
   Pathfinder, Sentra,  
   Versa Sedan  0.9-10.0%

2023 models
In� niti  QX50 $700 2.9-8.4%
 Q50, QX55, QX60, QX80  2.9-8.4%
Nissan Ariya $1,000-$3,750 0-9.7%
 Leaf $0-$3,750 0-9.7%
 Titan, Titan XD $500-$3,000 0-9.7%
 Maxima $0-$750 0-9.7%
 Murano $0-$600 0-9.7%
 Altima, Frontier,  
   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 7.9%
 Giulia, Giulia Quadrifoglio, 
   Stelvio, 
   Stelvio Quadrifoglio $0-$1,750 7.9%
Chrysler Pacifica  7.9%
Dodge Hornet $0-$6,750 7.9%
Jeep Grand Cherokee, 
   Wrangler 4-Door $0-$7,500 7.9%
 Compass,     
   Grand Cherokee L, 
   Grand Wagoneer, 
   Grand Wagoneer L,
   Wagoneer, Wagoneer L, 
   Wrangler 2-Door  7.9%
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  7.9%
Chrysler Pacifica $0-$7,500 6.9-8.9%
 300 $0-$2,000 6.9-8.9%
 Voyager  6.9-8.9%
Dodge Durango $0-$2,500 6.9-8.9%
 Challenger, Charger $0-$2,000 6.9-8.9%
 Hornet $0-$500 6.9-8.9%
Fiat 500X $0-$1,000 0-7.9%
Jeep Grand Cherokee,
   Wrangler 4-Door $0-$7,500 1.9-8.9%

 Compass, Gladiator,  
   Grand Cherokee L, Renegade $0-$2,000 1.9-8.9%
 Cherokee, Wrangler 2-Door $0-$1,000 1.9-8.9%
 Grand Wagoneer,  
   Grand Wagoneer L, 
   Wagoneer, Wagoneer L,   1.9-8.9%
Ram 1500 $0-$4,000 0-8.9%
 2500, 3500 $0-$1,500 0-8.9%
 1500 Classic $0-$1,000 0-8.9%
 ProMaster Cargo Van,  
   ProMaster Window Van  0-8.9%

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 Sedan, 
   Impreza Wagon, Legacy,
   Outback, Solterra, WRX   0.9-6.4%

TOYOTA MOTOR NORTH AMERICA
In lieu of rebates, cut-rate financing is available.

2024 models
Lexus NX, RX $0-$7,500 6.5-11.9%
 UX $0-$750 6.5-11.9%
 ES, LC  6.5-11.9%
Toyota Prius Prime $0-$4,500 6.5-11.9%
 Camry, Corolla,  
   Corolla Hatchback $0-$750 6.5-11.9%
 Grand Highlander, Prius,  
   Sequoia, Sienna, Supra,  
   Tundra 2WD, Tundra 4WD  6.5-11.9%

2023 models
Lexus NX, RZ $0-$7,500 4.9-11.9%
 UX $0-$750 4.9-11.9%
 ES, GX, IS, LC, LS,
   LX, RC, RC F, RX  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,
   GR Corolla, GR86,
   Highlander, Prius,  
   RAV4, Sequoia, Sienna,  
   Supra, Tacoma, Tundra 2WD,   
   Tundra 4WD, Venza  1.9-11.9%

VOLKSWAGEN GROUP

2024 models
Audi Q8 e-tron $800-$5,000 6.9-10.8%
 Q8 e-tron Sportback $800-$3,000 6.9-10.8%
 A3 Sedan, A4, A4 allroad, 
   A5 Cabriolet, A5 Coupe, 
   A5 Sportback, A6, A6 allroad, 
   A7, A8, e-tron GT, Q3, 
   Q4 e-tron, Q4 e-tron Sportback, 
   Q5 Sportback, Q7, 
   RS e-tron GT, RS 3 Sedan, 
   RS 5 Coupe, RS 5 Sportback, 
   RS 6, S3, S4, S5 Cabriolet, 
   S5 Coupe, RS6, RS 7, S3,
   S4, S6, S7, S8, S5 Cabriolet,
   S5 Coupe, SQ5, S5 Sportback, 
   SQ5 Sportback, SQ7, SQ8 e-tron,
    SQ8 e-tron Sportback  6.9-10.8%
Porsche 718 Boxster,
   718 Cayman, 911,
   Cayenne, Macan, Taycan  7.4-11.9%
Volkswagen Atlas,
    Atlas Cross Sport,    
    Golf GTI, Golf R,
    Jetta, Taos, Tiguan  4.9-11.2%

2023 models
Audi RS e-tron GT $17,500 7.1-10.8%
 A8, e-tron GT, S8 $12,500 7.1-10.8%
 SQ7 $1,000-$7,500 7.1-10.8%
 A6 $5,000 7.1-10.8%
 Q8 $1,000-$5,000 7.1-10.8%
 SQ5 $4,000 7.1-10.8%
 Q7 $1,000-$4,000 7.1-10.8%
 Q5 $500-$4,000 7.1-10.8%
 Q5 Sportback,
   SQ5 Sportback $3,000 7.1-10.8%
 Q4 e-tron $1,500-$3,000 7.1-10.8%
 A5 Sportback $2,500 7.1-10.8%
 Q4 e-tron Sportback $1,500-$2,000 7.1-10.8%
 A3 Sedan $1,500 7.1-10.8%
 A4 $1,000 7.1-10.8%
 A4 allroad, A5 Cabriolet,
   A5 Coupe, A6 allroad, A7,
   e-tron, e-tron Sportback,
   Q3, R8 Coupe, R8 Spyder,   
   RS Q8, RS 3 Sedan, RS6,
   RS 5 Coupe, RS 5 Sportback,   
   RS 7, S3, S4, S5 Cabriolet, S6,   
   S5 Coupe, S5 Sportback, S7,   
   SQ8, TT Coupe, TT Roadster,   
   TTS  7.1-10.8%
Porsche 718 Boxster,  
   718 Cayman, 911, Cayenne,   
   Macan, Panamera, Taycan  7.4-11.9%
Volkswagen ID4 $1,000 3.9-11.6%
 Arteon, Atlas,
   Atlas Cross Sport, Golf R,
   Golf GTI, Jetta, Taos, Tiguan  3.9-11.6%

*Applies to select models only

Plant downtime

As of Friday, Sept. 29, production was halted because of a strike by UAW members at various 
Detroit 3 assembly plants.

Resumes
Ford Motor Co.
Chicago  TBD
Michigan Assembly (Wayne)  TBD

General Motors
Fairfax Assembly (Kansas City, Kan.) TBD
Lansing (Mich.) Delta  TBD
Wentzville, Mo.  TBD

Resumes  

Stellantis
Toledo, Ohio (North & Supplier Park) TBD

Source: Automotive News Research & Data Center

AutoNation said it will make a “fur-
ther announcement if and when ap-
propriate.”  

Pendragon is led by CEO Bill Ber-
man, the former AutoNation COO. 
Under Lithia’s proposal, Berman 
 would stay on as CEO of Pinewood.

Just two days after Lithia’s deal was 
announced, Pendragon said it re-
ceived a joint o� er from Penske, 
through its PAG International subsidi-
ary, together with Pendragon share-
holder Hedin Mobility, which owns 
about a 28 percent stake in Pendrag-
on. Pendragon rejected that deal.

On Sept. 22, Penske and Hedin sub-
mitted a revised o� er, upping the price 
 to 39 cents per share. Reuters valued 
that second  bid at about $548 million. 
Pendragon said it is considering that 
proposal. And Penske and Hedin have 
until Oct. 18 to make their � rm o� er.

Rob Kurnick Jr., president of Penske 
Automotive Group, last week declined 
to discuss details of Penske’s pursuit of 
Pendragon .

Some, such as analyst Steve Young, 

managing director of U.K. retail auto-
motive research � rm ICDP,  wonder if 
public auto retailer Group 1 Automo-
tive , which also has U.K. dealerships, 
will put in a bid. Group 1 did not re-
spond to a request for comment.

Young said it’s possible Lithia may 
increase its bid to match the others 
and if so he thinks “the shareholders 
will vote in favor and this will still rep-
resent good value for Lithia given cur-
rent exchange rates,” he wrote in an 
email to Automotive News. 

He said higher o� ers also could come 
from Penske-Hedin or AutoNation 
ahead of Friday’s shareholder vote.

“� is becomes the e� ective deadline 
by which point they will either have 
had to muddy the waters su�  ciently 
that the shareholder meeting is de-
ferred, or put in a su�  ciently higher 
o� er that the board feels obliged to 
drop their recommendation of the as-
set sale and back one of the other bid-
ders,” he wrote.

      AutoNation, of Fort Lauderdale, Fla., 
ranks No. 2  on Automotive News’ list of 
the top 150 dealership groups based in 
the U.S., with retail sales of 229,971  
new vehicles in 2022. Lithia is No. 1  on 
that list, and Penske is No. 3 . �"

Mark Hollmer, Paige Hodder and 
Reuters contributed to this report.

PENDRAGON

continued from Page 3

Some wonder if 
Group 1 will bid



OCTOBER 2, 2023• 39

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII

� nal  assembly

Volvo has gotten nearly 2 million views 
on YouTube for a short � lm called “� e 

Unboxing” that it made for the global debut 
of the EX30 small  crossover.

� e end product is only  six minutes long, 
but it took six 12-hour days to shoot the � lm.

CEO Jim Rowan — who stars in the � lm, 
taking on a number of roles as well as 
exaggerated sizes ranging from a giant to a 
“mini me” — worked from 8 a.m. until 8 
p.m. on the last two days of the shoot to 
 complete his part.

“Jim invested a lot of time to make this 
great idea come to life,” a Volvo 
 spokesperson told Automotive News 
Europe.

Volvo received the � rst raw edit the week 
after the shoot, around April 10, and 
continued tweaking and adjusting the � lm, 
which was created with the help of digital 
design and communications agency AKQA 
and London-based visual e� ects specialist 

� e Mill, until May 31. 
Rowan was presented the idea  late last year 

by the communication, brand and marketing 
team. What was his initial reaction?

“� is was a weird one!” the  spokesperson 
remembered Rowan saying about the idea, 
but he meant that positively because he 
could envision what the � nal product 
would look like.

“He saw how excited we were about it and 
gave his full trust to the team to execute the 
idea to the fullest,” the  spokesperson said.

When asked whether there were concerns 
that Rowan might face criticism because 
the � lm was not what one might expect 
from a Volvo CEO, the  spokesperson said 
the company  believed a more playful tone 
was needed for a car that would target a 
much younger audience.

“From Day 1 of � lming, we were fully 
con� dent it would work,” the  spokesperson 
said. “We could all see it come to life.”

Volvo CEO goes big 
for small crossover

Initially taken aback, Volvo 
CEO Jim Rowan was all-in on 
starring in the � lm promoting 
the EX30. Visual effects and 
the playful tone are meant to 
draw in a much younger 
audience to the small 
crossover.

Daimler touts 650-mile trip in fuel cell truck
Daimler Truck said it achieved a 

milestone with its Mercedes-Benz 
fuel cell truck last week by exacting 650 
miles from just one tank of hydrogen.

� e Mercedes-Benz GenH2 truck is 
powered by a hydrogen fuel cell 
system built by Cellcentric, a joint 
venture with truck rival Volvo Group.

� e truck, which has a gross 
combined vehicle weight of 40 tons, 
began its journey last Monday 
afternoon in Woerth am Rhein, 
Germany, and � nished the next 

morning in Berlin.
Such long distances will be necessary 

to meet demand for zero-emission 
trucks that can travel as far as their 
diesel counterparts. Daimler is 
developing fuel cell technology for both 
European markets and the U.S., where 
it owns the Freightliner truck brand.

� e truck features a di� erent 
architecture from most of the fuel cell 
commercial vehicles under 
development and the small number of 
passenger cars on the road. It uses a 

liquid hydrogen fuel tank.
� ere’s a debate developing about 

whether liquid or gaseous hydrogen is 
the best way to store energy in fuel cell 
vehicles. Liquid hydrogen holds 
greater energy density and provides a 
longer range. But both the storage and 
fuel pump technology must function at 
an extreme minus 253 degrees Celsius.

Gaseous hydrogen requires 
pressurization and more extensive 
fueling infrastructure but doesn’t have 
the same temperature constraints. Daimler Truck says its fuel cell rig achieved 650 miles on one tank of hydrogen. 

ATesla store in Colorado has racked up more 
than $34,000 in unpaid tolls, according to a 

lawsuit � led against the electric vehicle maker.
Northwest Parkway LLC, a private group that 

operates a nine-mile toll road outside Denver, 
says it’s owed that money for vehicles with 
license plates registered by the Tesla store in 
Littleton. Tolls on the highway range from $1.70 
to $5.20 for two-axle vehicles, meaning Tesla is 

accused of skipping out on tolls as many as 
20,000 times, BizWest reported last week.

It’s not clear how far back the alleged 
delinquencies go. � e Northwest Parkway, 
which forms a portion of the beltway around 
Denver, opened in 2003 and started collecting 
tolls in 2004.

“� e failure to pay Go-Pass toll bills on time is 
a breach of the contract for use of the Northwest 

Parkway and subjects defendant Tesla Inc. to 
additional fees and legal action,” the toll road 
operator said in its lawsuit � led Sept. 23 in 
Broom� eld County District Court.

Tesla, which disbanded its media relations 
department several years ago, didn’t respond to 
requests for comment from BizWest.

� e report said Tesla is not the only business 
run by Elon Musk being accused of nonpayment 

in Colorado courts. A judge in June approved 
evicting X Corp. — the Musk-owned social 
media site formerly called Twitter — from one 
o�  ce in Boulder, and a notice posted by the 
landlord of another X Corp. o�  ce said it was 
nearly $179,000 behind on rent.

A Boulder cleaning company sued X Corp. in 
May, saying it had nearly $100,000 in unpaid 
bills.

Tesla store dodged $34,000 in tolls, lawsuit claims

Amassive Canadian � ag that’s been � ying over a 
General Motors dealership on Vancouver 

Island for decades has disappeared.
� e � ag, which measures 30 feet by 15 feet, didn’t 

just come loose and blow away. Employees at Laird 
Wheaton Chevrolet-Buick-GMC found metal 
shavings around the base of the pole, suggesting it 
was the work of an ambitious, well-prepared thief. 
Pulleys 20 feet from the ground appeared to have 
been cut with a grinder, General Manager Ross 
Barnard told TV station CHEK.

“� is has never happened before,” Barnard said. 
“We’re concerned about theft in the area regarding 
catalytic converters, but the last thing I would have 
ever thought is that someone would scale up that 
pole and steal the � ag.”

Replacing the � ag would cost about $1,500, 
Barnard said. � e dealership’s surveillance cameras 
didn’t capture  what happened.

Since the theft, the store has been hearing from 
passersby who were sad to see the empty pole and 
had used the � ag to see which direction the wind 
was blowing.

“� at’s an iconic � ag. It’s a landmark,” Barnard 
said. “� is is probably the only one of this size on 
Vancouver Island.”

Laird Wheaton Chevrolet-Buick-GMC is missing its 
trademark � ag after a daring thief made off with it.

Pole-scaling 
thief takes 
GM dealer’s 
maple leaf

UAW-Detroit 3:  Go to autonews.com for the latest 
coverage of the UAW-Detroit 3 labor situation.
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