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Forty forging ahead

Self-driving cars will still need self-motivating 

individuals to sell them. Whatever the future of auto 

retailing holds, a new generation of retailers will 

make it happen. Automotive News’ sixth annual 

listing of 40 up-and-coming retailers under age 40 is 

a who’s who of future leaders. Read their stories in 

this special section. I PAGES 19-46 I

PLANT LIFE
Ford’s Michigan Assembly Plant 

switched from trucks to fuel-ef� cient 

small cars in 2010. Now it’s

switching back to trucks. Ford says

the change — although expensive —

is necessary to adapt to a changing 

market. I PAGES 4, 49-51 I

AUTOMOTIVE NEWS ILLUSTRATION

Listen to � ve of our 

40 Under 40 in a live, 

interactive conversation

at 3 p.m. ET on Thursday, 

July 20. Visit autonews.

com/40Live for details.

SELF-DRIVING, MAYBE?

ARCELONA, Spain — Audi’s rede-

signed A8 � agship luxury sedan in-

troduced here last week can drive 

itself in heavy highway tra�  c — but 

only if the local law lets it.

� at’s a big problem facing all automakers 

as they push to introduce Level 3 autono-

mous driving in their vehicles: how to explain 

to customers that their car will drive itself in a 

tra�  c jam in Florida, but if those same con-

ditions happen when they cross the state line 

into Alabama, they have to keep their hands 

on the wheel, their foot on the brake and 

their eyes on the road.

It’s a case of technology outstrip-

ping humans’ ability to keep up, 

and it may take the U.S. Congress 

to solve. 
Until then, automakers will face 

problems such as Audi’s. Audi   

States join N.Y. to require 

local factors be considered

A year after a New York dealership won a 

court battle over General Motors’ use of gener-

ic sales-e� ectiveness ratings, the ruling’s im-

pact has spread across the country. Courts, 

state agencies and state legislatures have re-

peatedly decided automakers can’t evaluate a 

dealership’s performance without taking local 

factors into account.

California, Florida, Illinois, Ohio and Mary-

land are among the states that have joined 

New York in rejecting the use of generic 

sales-e� ectiveness 

ratings, and the 

practice is under 

review elsewhere.

Automakers typ-

ically use generic 

sales-e� ectiveness 

ratings to see how 

a dealership’s local 

market share com-

pares with the brand’s state average. Dealers 

argue doing so ignores local conditions, in-

cluding income disparities and geographic 

considerations. If, say, a rival automaker has 

an assembly plant 10 miles from a dealership, 

that automaker’s vehicles are likely to have a 

disproportionate local market share — a factor 

ratings often don’t acknowledge.

� e stakes are high. Dealerships with poor 

ratings don’t qualify for incentives that can of-

ten determine whether a store is pro� table.

“It’s not like a bad letter grade. It has serious 

consequences,” Zach Doran, president of the   

Dealership
performance 

ratings
under siege

Jackie Charniga

jcharniga@crain.com

see  RATINGS , Page  59 

“ “

“It’s not like a 

bad letter grade. 

It has serious 

consequences.”

Zach Doran, president 

Ohio Automobile 

Dealers Association

Mixed state laws may make Audi A8’s system inoperative in some places

Larry P. Vellequette

lvellequette@crain.com

B

 Keogh: Audi dealers may have role in 

on-demand system I PAGE 59 I

2018 A8: Is Audi 

willing to turn on 

self-drive?

see  AUDI , Page  59 
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Some Dodge
dealers giving
in to Demon
temptation 

pipeline
future

FIRST  IN  A  10 -PART  SERIES      GENERAL  MOTORS

product

Sweet spot
For General Motors, 2016 was the 
year of the car, 2017 is the year of 
the crossover, and 2018 will be the 
year of the pickup. Redesigned 
versions of four GM crossovers are 
hitting dealerships this year, giving 
retailers fresh product in several of 
the industry’s hottest segments. 
I PAGES 23, 26, 28 I

Shifting sands for sedans
fter years of subpar cars, 
General Motors hit a home 
run with the 10th generation 
of its big, cushy Chevrolet 
Impala. Consumer Reports, 
notorious in Detroit for its 
favoritism toward imports, 
called the Impala the best 
sedan it had ever tested, and 

the car became an icon of the auto-
maker’s post-bankruptcy product re-
naissance.

“It’s very luxurious,” said Jake Fish-
er, Consumer Reports’ director of au-
to testing. “In terms of ride comfort 

and quietness, it was really a stand-
out. � at’s something that has really 
trickled down through the rest of 
General Motors’ lineup.”

Just four years later, the Impala’s 
chances of reaching an 11th genera-
tion look grim. Sales are tanking. Pro-
duction has slowed to a crawl. An av-
erage Chevy dealership now sees 
about one Impala customer every 
two months.

It’s not a case of GM doing anything 
wrong, besides designing crossovers   

Impala at risk as large cars shrink into oblivion

2018 Buick 
Regal TourX

2018 Chevrolet
Camaro ZL1 1LE

AUTOMOTIVE NEWS ILLUSTRATION

EEOC complaint prompts BMW inquiry
10-year temp worker at Mini makes claims of racism, sexism

Michelle Savoy was put on paid leave 
as a Mini market coordinator.

 Buick leaves sedan 
legacy behind 
I PAGE 34 I

Which dealerships are the
best to work for? See the 
list of this year’s top 100. 

I PAGES 19-22 I

BMW of North America says it is 
investigating claims of racism and 
sexism in its Mini division after a 
decadelong temporary worker 
lodged a complaint with the Equal 
Employment Opportunity Commis-
sion. � e complaint also says the 

company retaliated against her ille-
gally, after she asked about becom-
ing a permanent employee. 

Michelle Savoy, a regional market 
coordinator for Mini’s central region 
in Illinois, said she has carried a sub-
stantial workload as a temp for 10 
years. Until she was put on paid 
leave in mid-April, her duties includ-

ed coordinating auto-show logistics, 
accounting, event planning and 
dealer communications, she said. As 
part of those duties, she regularly so-
licited contracts on behalf of the or-
ganization, created and issued legal-
ly binding vendor purchase orders,   

Vince Bond Jr.
vbond@crain.com

see EEOC, Page  35 

Nick Bunkley
nbunkley@crain.com

A
2017 Chevrolet Impalasee  SEDANS , Page  34 

Dodge said it would give priority production 
to Challenger SRT Demons sold at sticker.

EBay auctions, fan frenzy
fuel 5-� gure markups

Kuniskis: Use 
Demon as halo

Larry P. Vellequette
lvellequette@crain.com

DETROIT — � e Dodge Challenger SRT De-
mon’s short supply and salivating fans have re-
sulted in � ve-� gure markups from some  deal-
ers, despite incentives from Dodge to keep the 
drag racer at or below its $86,090 sticker price, 
which includes shipping.  

 Just 3,000 copies of the single-year, 840-hp 
Demon will be sold in the United States  and 
another 300 in Canada. Or-
dering opened last month 
for the barely  street-legal 
racer, and Dodge told deal-
ers it would give priority 
production to copies sold at 
or below sticker price  while 
those with in� ated prices 
would be made later in the 
production run.

 � at apparently wasn’t 
much of a deterrent, be-
cause some dealers found a loophole: � ey’re 
 using intermediaries on eBay to auction o�  the 
right to buy one of their Demon allocations. 
Some buyers are willing to pay $10,000 to 
$70,000 for the honor of later purchasing a 

see  DEMON , Page  33 
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N O V E M B E R  2 D E A R B O R N

LEARN TO HARNESS YOUR Personal Power 

Buyers paid $5,100 more for the Trax, left, than the Sonic last month.

 GM trade-off: Trax sizzles, Sonic suffersChevrolet crossover’s success comes at small car’s expense ETROIT — For three years, the Chevrolet Sonic was a pint-sized showpiece for General Mo-tors, proof that it’s still feasible to build a sub-compact car in the U.S. with unionized labor.
� ese days, the Sonic is all but lost in the shadow of the 

Trax, a crossover based on the same tiny architecture 
that’s built in Mexico and South Korea.� e Trax has been an outsize success story for GM, 

which presciently spotted an opportunity in an under-
served corner of the market and handily beat most com-
petitors to the punch. It’s the fastest-growing subcom-

pact crossover in the industry, with sales soaring 33 per-
cent this year through May.But its arrival at the end of 2014 triggered a tailspin for 

the Sonic, whose 45 percent sales decline this year 
through May represents the biggest drop among small 
cars still in production. Sales of the two vehicles were 
nearly equal in 2015; the Trax now outsells the Sonic 
nearly 3-to-1. 

� e two vehicles embody the speed at which consum-
er tastes have shifted from cars to crossovers, perhaps 
more than any other intrabrand pair in the industry right  

Nick Bunkleynbunkley@crain.comD

see  TRAX , Page  38 

The Mercedes 
Concept A: Basis ofa new generation

INSIDE TODAY
The Dealer SpeaksCarmakers’ overproduction is setting up a disaster, says New Jersey dealer Steve Kalafer. I PAGE 28 I

With a leannew setup,Ford can
move fastA shift from rigid controlsto collaborative teams
DETROIT — Ford Motor Co.’s  C-suite shake-up last month went much  further than simply switching the nameplate outside the CEO’s o�  ce. � e automaker drastically altered its senior management structure by bestowing wider power on three senior execu-tives, combining the critical roles of purchasing and product development and installing Executive Chair-man Bill Ford as the compa-ny’s public voice in a bid to re assert his in� uence over his family’s namesake com-pany.

One month after the shocking moves, the com-pany  still is working internally to sort out the new structure. While it may be new to Ford, management consultants say the structure is not unique in the automotive industry  and is part of a growing wave of car companies look-ing to tweak operations and get leaner.  

see  FORD , Page  38 

Hackett: Tasked 
with being faster

fter years of back and forth over whether American luxury con-sumers were ready for the A-class small car, Mercedes- Benz will � nally bring an A-class sedan to the U.S. in 2018. Mercedes-Benz USA o�  cials con� rmed the car’s arrival, slat-ed for around September of next year, to U.S. dealers at a meeting in Miami  this month, according to dealers 

who attended. Dealers saw the actual car, which was described to them as the brand’s new entry-level model slotting be-low the CLA four-door coupe. “It’s a very nice-looking vehicle,” said Ken Schnitzer, chairman of the Mer-cedes-Benz Dealer Board and owner of four Mercedes-Benz dealerships in Texas. “I’m sure it will be competitively priced.”� e A-class sedan could start in the sub-$30,000 territory. � e current base price of the CLA is $32,700 before shipping. When the CLA was introduced in 2013, it 

started at $29,900 before shipping. “I’m very excited about it,” said Je�  Aio-sa, a Mercedes dealer in New London, Conn. “It just gives us another opportu-nity to bring that youthful buyer in and have them grow up with the brand. It looked like it would be very appealing to the millennial buyer.” Aiosa described the A-class sedan’s interi-or as “cutting edge and techy.” He said Mer-cedes could conquest more than half of the A-class sedan’s buyers from other brands if the price came in just above or below the $30,000 mark. 
Mercedes-Benz USA declined to com- 

ITS ‘A’ GAME
MERCEDES BRINGS

Dealers shown sedanthat will become newentry point in U.S.

Amy Wilson
awilson@crain.com

Michael Martinezmdmartinez@crain.com

A
see A CLASS, Page  38 
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LANO, Texas — The grand opening 

ceremony for Toyota’s new North 

American headquarters featured ae-

rial dancers twirling atop polarized 

glass high above the 100-acre cam-

pus in a carefully choreographed mix 

of precision and risk.

It was a fitting tribute to Toyota’s $1 billion 

bet to uproot thousands of workers from te-

chie California to a Texas city whose name 

means “a flat place” for its barren terrain.

The logic of nestling the regional home of 

one of the world’s dominant automakers amid 

Plano’s headquarters row of financial institutions 

and insurance companies wasn’t immediately 

apparent three years ago, when stunned Toyota 

and Lexus workers got the news.

“Great place to work, until they moved to Tex-

as!” was one of the skeptical comments posted 

anonymously on job site Glassdoor by an engi-

neer at the former Torrance, Calif., headquarters 

shortly after the announcement hit like a thunder 

clap in April 2014.

Steaming-hot Texas was no match for beachy 

Southern California and its car culture, not to 

mention the potential for strained family ties  

Methodical approach and generous incentives  

prevent brain drain amid massive Texas relocation

THE TOYOTA
TWO-STEP

Laurence Iliff
liliff@crain.com

P Toyota’s Texas campus will accommodate about 

4,200 workers when the last arrive by year end. 

see TOYOTA, Page 30

n Relaxed timeline  

was a rush for  

builders I PAGE 32 I

Lentz: Toyota is 

“really creating 

an all-new 

organization.”

PHOtO gALLERY:  

For more photos of 

Toyota’s new Texas 

headquarters, go to 

autonews.com/

toyotahq

LAURENCE ILIFF

LAURENCE ILIFF

FOURTH IN A 10-PART SERIES

future product

pipeline
TIM RICE

Premium brands Jaguar, 

Land Rover and Volvo are 

having a heyday of new 

products and powertrains 

as they move into 2018 and 

beyond. I PAGES 26, 28, 29 I

More than two-thirds of U.S. Smart 

retail outlets have opted to stop sell-

ing Daimler AG’s microcar brand af-

ter it switches this year to offering 

only electric vehicles here. The 

shakeout will leave Smart with just 

27 dealerships, fewer than even 

Lamborghini and Lotus.

Mercedes-Benz USA, which dis-

tributes Smart in the U.S., asked 

dealers to decide by the end of June 

whether to continue selling the 

ForTwo two-seater, the brand’s sole 

nameplate. Of Smart’s 85 outlets, 27 

said they would remain, while 58 

said they would move to a ser-

vice-only operation, said company 

spokeswoman Donna Boland. Those 

numbers are preliminary, she said.

The 27 remaining Smart dealerships 

are largely concentrated in states with 

zero-emission vehicle mandates and 

that give Smart “the highest market 

penetration potential,” Boland said. 

Daimler executives had said they 

Microcar brand to be 

left with 27 outlets  

two-thirds 
of smart’s 
u.s. stores 
call it quits 

Amy Wilson
awilson@crain.com

Fifty-eight U.S. Smart stores plan to 

shift to service-only for the ForTwo.

see SMART,  
Page 38

ETROIT — For more than two 

years, FCA has been FSBO 

— that’s For Sale By Owner 

— with no serious offers.

Not anymore.

Representatives of a well-known 

Chinese automaker made at least 

one offer this month to buy Fiat 

Chrysler Automobiles at a small pre-

mium over its market value, Auto-

motive News has learned. The offer 

was rejected for not being enough, a 

source said. 

Meanwhile, other sources inde-

pendently identified executives from 

other large Chinese automakers con-

ducting their own due diligence on a 

potential purchase of FCA, including 

meeting last week with representa-

tives of U.S. retail 

groups about a po-

tential acquisition. 

A source said FCA 

executives have 

traveled to China 

to meet with Great 

Wall Motor Co. 

And Chinese dele-

gations were seen 

last week at FCA’s 

headquarters in 

Auburn Hills, Mich. 

Chinese companies are under 

government pressure to expand out-

side China by acquiring foreign 

companies. FCA may be a perfect 

target, given that CEO Sergio Mar-

chionne has focused on streamlin-

ing the automaker’s operations to 

make it enticing to a buyer, making 

bold moves such as exiting small 

cars and sedans and revamping the 

company’s manufacturing footprint. 

It’s unclear which Chinese auto-

maker or automakers are pursuing 

FCA. Different sources have pointed 

to involvement by different ones — 

Dongfeng Motor Corp., Great Wall, 

Zhejiang Geely Holding Group or 

FCA’s current joint venture partner 

in China, Guangzhou Automobile 

Group. But it is also unclear which 

company or companies are likely to 

follow through or succeed. 

sources: 
FCA has 
Chinese 
suitors
Jeep and Ram fit the 

bill for acquisitions

Larry P. Vellequette

lvellequette@crain.com

D

Marchionne: 

Making FCA 

enticing.

see FCA, Page 37
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future productpipeline
South Korea’s sibling rivalry is 

heating up: While Kia is outshining its 
big brother in the U.S., Hyundai has big 
things planned for 2018.  I PAGES 22-23 I

FIFTH IN A 10-PART SERIES

Great Wall wants to own Jeep

SHINY PEBBLE
It’s the most over-the-top classic-car spectacle on the 
automotive calendar, but the Concours d’Elegance in 
Pebble Beach, Calif., and other Monterey Car Week 
events are more than that. They’ve become the 
backdrop for carmakers’ coolest concepts.

M O R E  C O V E R A G E
 In� niti’s Prototype 9 roadster is a handcrafted 
silvery retro racer concept I PAGE 3 I
 The BMW Concept Z4, with its classic roadster 
look, previews the next-generation BMW Z4. I PAGE 6 I
 Mercedes-Benz’s Vision Mercedes-Maybach 6 
Cabriolet is an ultraluxe convertible of the future I PAGE 6 I
 Aston Martin to inject new life in its aging Vanquish line 
with limited-edition Zagato-bodied vehicles I PAGE 36 I

DETROIT — Maven doesn’t want to be the next 
Zipcar, Uber or Lyft. It wants to be all of them, and 
more.

As part of an ongoing expansion, the General 
Motors service brand is examining a new car-shar-
ing service for � eet and business owners of GM 
cars and trucks, including dealerships potentially 
putting vehicles into on-location Maven stations.

Maven, which launched as an app-based short-
term rental service for GM in 2016, started a pilot 
program last year with Suburban Chevrolet of Ann 
Arbor in Michigan. � e dealership owns the � ve 
loaner service vehicles and shares revenue with 
the company when they are used by Maven users.

 Maven’s 
mobility 
plans come 
into focus
 Dealer test signals broader 
push into shared economy
Michael Wayland
mwayland@crain.com

see  MAVEN , Page  33 

hinese automaker Great Wall Motor 
Co. told Automotive News it is inter-
ested in buying the Jeep brand  and 
has reached out to Fiat Chrysler Au-

tomobiles to see whether a deal can be nego-
tiated. 

� e move would slice Jeep  from the rest of 
FCA’s brands, leaving question marks over the 
future of Fiat, Chrysler, Dodge and Ram. FCA 
 already said it would consider splitting Alfa Ro-
meo and Maserati into  their own company. 

Great Wall President Wang  Fengying, listed 
by Fortune as the seventh most powerful wom-
an in Asia,  wrote in an email to Automotive 
News that Great Wall intends to buy Jeep  and is 
“connecting with FCA” to begin negotiations. 

FCA declined to comment. 
It is not surprising Great Wall wants Jeep 

only. Analysts say Jeep is unquestionably the 
most valuable part of FCA’s portfolio and the-
oretically worth more on its own than the au-
tomaker as a whole.   

Indeed, Jeep is the jewel in FCA’s crown by 

virtue of its global brand reputation and a 
mystique that goes back to its birth during 
World War II. Jeep may be the only thing that 
keeps suitors interested in FCA. It’s what has 
motivated deals going back to 1987,  when 
Chrysler bought American Motors Corp., and 
General Motors has taken a look at a tie-up 
between the companies at least three times in 
the past decade. 

And in April this year, FCA CEO Sergio Mar-
chionne told analysts it’s possible the compa-
ny could spin Jeep o�  on its own. 

Xu Hui, a spokesman for Great Wall, fol-
lowed up on the note from Fengying in an in-
terview and said the automaker has indirectly 
expressed interest in Jeep but has not yet 

 Larry P. Vellequette,
Sharon Silke Carty and Yang Jian 

scarty@crain.com

Chinese automaker is ‘connecting with FCA’

C “

“

“We are deeply interested 
in the Jeep brand and have 
paid close attention to it 
for a long time.”
Xu Hui, Great Wall Motor Co.

see  JEEP , Page  36 

 Aston Martin  and Zagato team up 
on the Vanquish Zagato Speedster 
and Shooting Brake. Autonews.com/
Zagato
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news leader to work for you.
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Sales job awaits Caddy boss

INSIDE
■ CONVENTION MUST-SEES: Don’t miss
these six products and events. | PAGE 4 |

■ TOP OF MIND: Profitability and supply
of trucks concern retailers. | PAGE 6 |

■ TALENT SEARCH: How to find and
keep the best employees. | PAGE 64 |

NADA in New Orleans. Right after a
second straight year of 17 million U.S.
auto sales.

That’s not just the backdrop for this
year’s convention. It applied to 2002 as
well, when we wrote a little story about
teenagers’ lack of interest in dealership
careers.

Fifteen years later, there’s not much
sign of progress. Getting skilled people to
consider jobs in dealerships remains a
challenge, let alone hiring and retention.
And it’s become a big drain on potential
revenue as sales begin to cool.

“We’ve just got to do a better job,” said
Craig Monaghan, CEO of Asbury

Automotive Group,
in a four-part report
that began in
Automotive News
this week.

So beyond a hard
look in the mirror,
what other avenues
might there be for
change?

That 2002 story we
wrote stemmed from a study by
Automotive Retailing Today. The oddly
named alliance included NADA and
automakers and pushed to educate the
public about auto retailing while
promoting dealerships as a good place to
work.

ART, as it was known, didn’t survive
the Great Recession. But should
something like it replace it?

It’s worth a shot. Just think of the benefit
that might come today using a tool that
wasn’t widely used then: social media.

Virginia dealer H. Carter Myers III, the
2002 NADA chairman who later led
Automotive Retailing Today, still thinks
it makes sense to work together.

After all, he said over the phone as he
exited an Uber ride in New Orleans this
week, “the manufacturers’ reputation
relies on what happens at the retail level.”

Dave Versical is Automotive News’
director of editorial operations.

by Dave Versical

Nick Bunkley
nbunkley@crain.com

ith barely two months to go
before Cadillac radically

overhauls the way it pays its
retailers and imposes stricter

standards on them in a bid to regain ca-
chet, dealers still have a lot of questions.

For some of those seeking answers at
Saturday’s meeting with brand executives,
the overarching question is whether the
factory even wants them to be a part of
Cadillac anymore — and vice versa.

Cadillac President Johan de Nysschen
insists he’s not trying to cull dealers. But
he also candidly calls the network of more
than 900 U.S. locations a disadvantage be-
cause it’s too large. An average BMW or

Mercedes-Benz dealership sells five times
as many vehicles as a Cadillac store.

Nearly half of Cadillac’s stores sell fewer
than 50 new vehicles a year. Many of those
smaller retailers view Project Pinnacle — the
name for de Nysschen’s incentive program
— as a way to ultimately weed them out.
Project Pinnacle starts April 1 and requires
dealerships in the smallest of five tiers to
let customers order vehicles through

“virtual showrooms” rather than keeping
any inventory on site.

“This is honestly intended as a collabora-
tive program that is designed to improve
dealer profitability,” de Nysschen said in
an interview this month. 

To those resisting Pinnacle, he said:
“Does a dealer want to be part of the up-
lifting of the brand or do they want to be
part of pulling it down? That’s the ques-
tion each dealer must ask themselves. If

Hannah Lutz
hlutz@crain.com

fter acquiring 18 stores last year,
Lithia Motors CEO Bryan DeBoer
said the dealership group plans to
grow at the same pace in 2017.

“There’s a fair amount of supply of
available deals right now, so prices have,
to some extent, subsided,” he said at the
Automotive News Retail Forum on Thurs-
day. “We’re able to make transactions
happen at values that both sellers and
buyers are able to pay and sell for.”

Lithia acquired the nine-store Carbone
Auto Group last year and the 27-store
DCH Auto Group in 2014.

Lithia has the “economy of scale that other
small groups don’t typically have,” DeBoer
said. “We really believe that with lots of cap-
ital in our pockets and the ability to pay top
dollar that we’re going to be able to continue
to grow at that pace from 2017 and beyond.”

Lithia typically buys average-perfor-
mance stores with the intent to share best
practices and “unlock value” that hasn’t
yet been realized, leveraging the talent
that’s already there, DeBoer said.

“When we buy average performance, we

usually believe that there’s twice the oppor-
tunity within that existing store,” he said.

When DeBoer’s father, Sid DeBoer, was
head of the dealership group, manage-
ment from the headquarters in Medford,
Ore., made decisions for all the group’s
stores. When Lithia acquired DCH, it op-
erated in the same way, DeBoer said. DCH
was making decisions that would be uni-
versal through its stores, “rather than al-
low the entrepreneurial spirit within those
stores to really grow and foster in many
different ways,” he said.

Lithia had just gone through five years of
decentralizing the business to allow deal-
ership managers to make independent de-

cisions when it acquired DCH.
“With DCH, that’s where we spent our

time,” DeBoer said, “‘How do we decen-
tralize you as an organization and allow
your people to have the power they need
to take care of their customers?’”

Innovation happens more often within
individual stores than from top manage-
ment, DeBoer said.

“We challenge our store leadership to be
able to think for themselves,” DeBoer said.
“We have almost a half a dozen stores that
run a one-price model or a very low haggle
in another half a dozen stores or so. I think
that innovation occurs because people be-
lieve” in their own models.c

Lithia CEO: 
Growth will 
keep pace

Retailers still seek
reassurance on
Project Pinnacle

Aim is to buy stores 
and ‘unlock value’ 

“
see PINNACLE, Page 64

W ■ For Cadillac and its dealers, this year will
put Project Pinnacle to the test. | PAGE 8 |

Lithia Motors CEO Bryan DeBoer, with KC Crain, group publisher of Automotive News,
says Lithia has the “economy of scale that other small groups don’t typically have.”

JOE WILSSENS

ANTV NEWSCASTS
Tom Worobec &
Jennifer Vuong
deliver 3 shows from
NADA today:
autonews.com/nada
#AutoNewsNADA
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“

“Does a dealer want to be part of
the uplifting of the brand or do they
want to be part of pulling it down?
That’s the question each dealer
must ask themselves.”
Johan de Nysschen, Cadillac president

Renewing the
push for careers
in auto retailing

A
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Visser pitches direct-sales plan

INSIDE
■ DEALERS’ ROLE: CEO says retailersare key to Ford’s mobility effort. | PAGE 3 |■ TOP OF MIND: Money and vehicle mixconcern Hyundai dealers. | PAGE 4 |■ MORE TRUCKS: Nissan plans bigrollout in 2017. | PAGE 62 |

If you truly believe that the franchiseddealer system is the best way to sell cars,then get out there and prove it.This week NADA celebrates its 100thanniversary. But Alain Visser, senior vicepresident of upstart auto brand Lynk &CO, wasn’t congratulatory at theAutomotive News Retail Forum onThursday. He said the industry operatesin ways that haven’t changed in 100 years,while consumers have changed radicallyin the last 10. It is not attuned to whatconsumers want, he argued. Lynk will sellits cars online directly to consumers aspart of its unconventional business plan.Dealers are seeking to give customersexactly what theywant, by trying retailmodels that are allover the map. Twospeakers at the retailforum are embracingdramatically
different models.

Lithia Motors CEOBryan DeBoer takes adecentralizedapproach. Each store must meet financialgoals, but DeBoer thinks each will performbest if its staff follows an entrepreneurialapproach it believes in fully.Sonic Automotive CEO Scott Smithtakes a centralized approach. Forexample, all used vehicles are priced forsale by headquarters, using proprietarytechnology to determine the optimalprice for each store’s local market.In addition, some dealerships havebegun online transactions, with the carand final paperwork coming to thecustomer, who may never set foot in ashowroom. More will follow.NADA convention workshops andexhibitors will offer ideas and technologyto support a variety of dealers’ visions forfuture retailing. Will NADA reach 200?Only if its members, every day, deliverwhat consumers want.

James B. Treece is a news editor at Automotive News.

by James B. Treece

Laurence Iliffliliff@crain.com
hen Alain Visser gave a pre-sentation for the direct-salesmodel of his new Lynk & COcar brand at the AutomotiveNews Retail Forum, he knew that he waswalking into a lion’s den of skeptics.So he got right to it.The Lynk & CO senior vice president tolda room full of dealers that the brand is go-ing to offer cars direct-to-consumerthrough a subscription model, so driverscan replace their vehicles every two years.Customers who really want to own theirvehicle will be able to buy one, but thatwon’t be the way Lynk & CO advertises itsmodels. 

The decades-old dealer franchise modelis not the right fit for Visser’s future-look-ing brand, he said. Rather than haggle withdealers, the millennial generation wouldprefer to buy a vehicle like they buy asmartphone. 
His presentation used no less than fourslides referencing Apple Inc., echoing thesimplicity of Lynk & CO’s model lineup tocontrol costs, its direct contact with cus-tomers, and taking their small-footprintstores to the heart of urban areas whereconsumers live.

Lynk & CO, which is owned by China’sGeely Automobile and built on Volvo me-chanicals, will launch its first model, the

Time to let the good times rollConvention goers celebratedNADA’s 100th anniversary at Mardi Gras World, the placewhere floats are created for New Orleans’ Mardi Gras Parade.The celebration Thursday nightincluded Cajun food, champagneand fireworks. More photos,| PAGE 64 |
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Millennials want Lynk & CO model, dealers told 
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Dealers’ quest for the best retail approach

Alain Visser: “I’m assuming that I’m notvery popular in the global dealer network.”

see VISSER, Page 62
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FCA adding up to 400 U.S. storesLarry P. Vellequettelvellequette@crain.com
iat Chrysler is in the midst ofadding as many as 400 new U.S.dealerships even as its U.S. salesappear to have stalled.Dealers familiar with FCA’s effort and aninternal FCA source confirmed the plans.A spokesman for the automaker declinedto comment. FCA has about 2,500 U.S.dealerships that sell Chrysler, Jeep, Dodgeand Ram vehicles.In some markets, such as Houston, theexpansion is already well underway, oneof the sources said. There, three new

Chrysler-Jeep-Dodge-Ram dealerships arein various stages of opening. Houston isthe fifth-largest metro area in the UnitedStates, with nearly 6.5 million people. FCAalready had 14 dealers in the metro areabefore the latest expansion.Dealers said the added points are FCA’sattempt to win additional market share.But in some locations, the new points arewithin just a few miles of existing stores,they said.
The network expansion comes at a par-ticularly difficult time for FCA dealers.After years of record dealer profits andgrowing sales, FCA sales in the U.S. have

fallen since September, even as thebroader market has stayed relatively sta-ble. FCA lost 1.5 percentage points ofmarket share in the fourth quarter of 2016in North America, compared with a yearearlier, dropping to 11.3 percent, accord-ing to its quarterly financial report thisweek.
FCA admitted in July 2016 that it hadmisreported its monthly sales reports. Theautomaker restated its monthly sales to-tals going back to 2011.“They probably did need to add morestores, but they’re about five years toolate,” said one U.S. metro dealer, who didnot want to be identified. “The market isreally tough and getting tougher.” c

Dealers: Move is an attempt to win back share

F
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adillac is modifying portions of

the dealer-incentive program that

starts in April to let retailers re-

ceive payments sooner and earn

partial bonuses even if they fall as much as

15 percent short of monthly sales targets.

The brand also is relaxing some of the

standards it plans to make dealers meet

and is creating an appeals process for

those ruled to be out of compliance. The

standards are being made “more realistic

inside the business atmosphere that we’re

in,” said Will Churchill, chairman of the

Cadillac National Dealer Council.

Executives informed dealers of the

changes at the brand’s make meeting Sat-

urday morning, about 18 hours after it

rolled them out to Churchill and other

council members.

“We want to make the program work,”

said Cadillac President Johan de Nyss-

chen. “The program succeeds when we

put money into the pockets of our dealers.

It fails if we don’t.”

Churchill said the program, known as Pro-

ject Pinnacle, might see additional tweaks

before it takes effect April 1. Until all aspects

are finalized, the council is holding off on

giving the program its full endorsement.

“Our goal is to 100 percent be able to

support it,” Churchill said. “When it’s fin-

ished, we’ll be able to look at it and then

we can say, ‘Yes, we’re 100 percent sup-

portive,’ or we’re not.”

Pinnacle has been a source of contention

among Cadillac dealers since de Nysschen

announced it about a year ago. He has said

it’s designed to make Cadillac more com-

petitive with other luxury brands.

Some dealers who learned of the changes

Saturday said they still have concerns but

that they appreciate de Nysschen’s re-

sponsiveness to negative feedback.

“They’re trying to be flexible, but it’s a lot

to swallow at one time,” said Ray Nord-

strom, president of Midway Chevrolet-

Buick-Cadillac in Pocomoke City, Md.

“We just have to find a way forward.”

De Nysschen said the brand is trying to

minimize dealerships’ cash-flow implica-

tions during the transition by giving out

credits sooner. In addition, while sales tar-

gets and the bonuses for meeting them

will remain as originally planned, stores

can earn lesser amounts when achieving

at least 85 percent of their target.

John Symes, president of Symes Auto-

motive in Pasadena, Calif., said he was

particularly relieved to find out that deal-

ers will receive a 1 percent floorplan inter-

est credit when they are invoiced instead

of when a vehicle is sold, as the Pinnacle

rules initially stated.

“That’s huge,” Symes said. “It’s still con-

tentious, but it’s getting better.”c
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Caddy gives relief on Pinnacle

INSIDE
■ DIGITAL BOOST: An NADA social media

effort will highlight dealerships. | PAGE 3 |

■ UPBEAT ACURA: Brand tells its dealers

it expects 2017 sales to climb. | PAGE 4 |

■ GOOD TIMES: Pictures tell stories of

fun at the convention. | PAGE 64 |

Big Data is trending this year at the

convention. 

And that’s exactly the purpose of Big

Data in auto retailing — to give retailers a

line of sight on what’s trending in their

customer traffic, and a glimpse of what’s

hot and what’s not.

Big Data does a lot of things. And there

has been some anxiety in that. Consumers

have feared that Big Data can throw back

the curtain on the Internet activity of

people who don’t necessarily want their

Internet activity thrust onto display. In

recent years, data vendors have struggled

to reassure the public — and even worried

government agencies in some cases —

that they are not

peddling WikiLeaks-

grade hacking

technology. They are

simply offering

customers a way to

measure real activity,

a science for

understanding where

their commercial

traffic is coming

from, and a tool to predict where it’s going.

That’s not a bad thing. 

A New York company called

automotiveMastermind is showing booth

visitors here how Big Data can help them

predict more accurately which customers

are most likely to buy. The company has

signed a deal to work with Toyota stores.

We’re hearing convention workshops

by data scientist Noah John this weekend

discuss the emerging role of Big Data.

Notable among the topics — tightening

up used-car prices. By being able to see

which vehicle price points attract online

shoppers, how quickly they drew traffic

and how fast a product turned, a used-

car manager can know specifically what

shoppers want.

It’s called predictive analytics, and car

dealers are going to hear a lot more about

all this in the years ahead.

Lindsay Chappell is a news editor 

at Automotive News.

by Lindsay Chappell
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Jamie LaReau

jlareau@crain.com

uto retailers are making signifi-

cant investments in technology

to enable consumers to do most

— and someday, all — of a ve-

hicle purchase online.

Dealers who lag behind must catch up or

face a fate similar to that of independent

bookstores in the era of Amazon, industry

experts say. But they add that catching up

is possible.

“It’s like any technological advance-

ments. You’ll have the pioneers who’ll go

out there and draft the technology,” said

David Kain, president of Kain Automotive

in Lexington, Ky. Kain Automotive pro-

vides digital marketing, sales training and

consulting to dealers. But, he added,

“What has historically happened is the

smaller dealers and the midsize dealers

are able to catch up.”

Kain said 10 to 20 percent of dealers have

software that enables them to do a car

transaction electronically up to delivery,

when state laws often require documents

be signed.

Consumers, though, are mixed in their

Dealers inch closer to full online sales

Experts: Retailers

who lag must take

steps to catch up

see DIGITAL, Page 62

COO Teresa Van Horn, with some of her

employees, says Van Horn Automotive

Group is about half finished designing

technology to do a full transaction online.

A

Brand chief: ‘We want

to make the program

work’ for dealers 

Big Data is

rising on the

dealer horizon

C

Cadillac President Johan de Nysschen greets dealers entering the make meeting. Brand

executives told retailers at the meeting of changes to the dealer-incentive program.
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David Wilson’s Villa Ford in 
Orange, Calif., pays its service crew
members when they get the ball
rolling on sales from the repair
shop.

The formula required the store to
transform the service lane into a
gateway where consumers can
learn about vehicles they can up-
grade to, even as their current vehi-
cles get fixed.

Money was the motivator that
built bridges between the show-
room and service lane.

“The key was to get the service
and sales departments to work to-
gether in this environment. The
one thing that does help in over-
coming that challenge is money.
What’s in it for me?” Scott Wade,
general manager of Villa Ford, told
Automotive News.

Initiating sales from the service
lane is a team effort.

When a customer pulls into the
service department, the adviser pre-
pares a repair order for the work
needed, and then puts the customer
in contact with an agent from the
shop’s vehicle exchange program.

The agents aren’t salespeople.
Their job is to provide vehicle in-

formation to customers and gauge
their interest in a potential pur-
chase. The agents, who also are
greeters, are often the first people
customers see when they enter the
service lane.

The agents offer vehicle test drives
and give feedback on the cars or
trucks. They also check with cus-
tomers to see if they would like an
analysis — which is completed by
the vehicle exchange program man-
ager — to see if they’re eligible for
an upgrade. If the customers say
yes, the manager reviews their cred-
it, the amount required to pay off
their loan and their eligibility for

‘Upgrades,’ not sales, 
in the service lane

Revised free-oil-change program boosts revenue

Arlena Sawyers
autonews@crain.com

tarting in 2007, Lester Glenn Auto
Group touted its service freebie:
Buy a new or used car or truck, and
get free oil changes for as long as

you own the vehicle.
But as the group’s dealership count and

customer base grew, the company knew
more than oil needed changing, said John
Perillo Jr., 40, director of variable operations
for the Toms River, N.J., group.

There was no system to track how often
vehicles were brought in for oil changes.
Freebie-seekers clogged the group’s service
departments but didn’t become loyal cus-
tomers. Costs soared.

In January 2015, the group reduced the
number of free oil changes to four over two
years. A year later, its finance and insurance
staff began using the two years of free oil
changes to promote prepaid maintenance
coverage that features services such as tire
rotation and key-fob replacement at no ad-
ditional charge and discounts on future ser-
vices and vehicle purchases.

The restructured program generates about
$150,000 in incremental revenue for the
group each month and still hasn’t reached
its potential, Perillo said.

“It just became pushing oil changes
through,” he said of the former “oil change
for life” program.

“This way, we can account for it, we can
manage it. If you [the customer] don’t want
to use it after two years because it isn’t free
and we haven’t earned your trust and your

2-year offer promotes 
prepaid maintenance

Team effort leads to vehicle purchases

respect to keep using us, then that’s our
fault. See you later,” Perillo said. 

Lester Glenn Auto Group includes seven
dealerships representing 13 brands, up from
two dealerships with three brands in 2007.
In 2016, it retailed 8,739 new and 3,164 used
cars and trucks, and handled about 147,000
service jobs. Its retail new-vehicle sales
made it No. 108 on Automotive News’ list of

the top 150 dealership groups based in the
U.S. 

Lester Glenn customers who opt for a pre-
paid maintenance plan are upgraded to syn-
thetic oil for their four free oil changes and
receive 15 percent discounts on major ser-
vices such as brake jobs and 30,000-mile
transmission service. They also receive an
additional $500 off the price of their next ve-

hicle. A three-year plan retails for $399; a
five-year plan sells for $747. 

About 15 percent of the group’s customers
buy the maintenance plan. Of the customers
who come in for free oil changes under the
new program, 40 percent spend an average
of $275 on other services per visit.

Perillo believes the program has room to
grow. The take rate should more closely mir-
ror the group’s service warranty penetration
of 35 percent, he said.

The 15 percent penetration for prepaid
maintenance “isn’t terrible,” he said, but if
customers are willing to trust the dealership
for repairs, they should also trust it for main-
tenance.

Big picture
He said at least part of the challenge is to

better present to his F&I managers the prod-
uct’s value and its relationship to customer
retention.

“You have F&I guys that make their living
off of gross and we pay a flat $50 or $100 for
selling one of these products,” he said. “I
need to do a better job at motivating them
and helping them see the value in the prod-
uct and the big picture.”

Ryan Williams agrees on the importance of
staff motivation. He’s president of Fidelis

Freebies don’t pay
Lester Glenn Auto Group stopped
offering unlimited free oil changes. It
now pairs two years of free oil changes
with a pitch for prepaid maintenance,
adding $150,000 a month in
incremental service revenue.

see OIL CHANGE, next page

see SERVICE, next page
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“If you [the
customer] don’t
want to use it
after two years
because it isn’t
free and we
haven’t earned
your trust and
your respect to
keep using us,
then that’s our
fault. See you
later.”
John Perillo Jr., Lester
Glenn Auto Group 

““The key was to get 
the service and sales
departments to work
together in this
environment. The one
thing that does help
in overcoming that
challenge is money.
What’s in it for me?”
Scott Wade, general manager
Villa Ford
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AMG chief predicts lineup of plug-ins
Amy Wilson

awilson@crain.com

EW YORK — With Mercedes-AMG’s
first plug-in hybrid coming to market
in the limited-edition F1-based hy-

percar, the performance brand’s chief ex-
pects to move to plug-in hybrids across the
lineup over the long term. 

AMG has dubbed its plug-in technology EQ
Power+, and the name showed up on the
AMG GT four-door concept unveiled in March
at the Geneva auto show. A production ver-
sion of the four-door GT is expected in 2018.

That will join the production version of the
mid-engine hypercar due at the end of 2018. 

The GT “is the next level because the hy-
percar is a very dedicated layout,” said To-
bias Moers, chairman of Mercedes-AMG.
“With the GT concept, it gives you an under-
standing of how we define the future of per-
formance in our standard platforms — in
our so-to-speak more normal cars.”

The production version of the GT will
launch with a conventional powertrain, Mo-
ers said, but a plug-in hybrid will be “not far
beyond.”

And plug-ins will
eventually migrate
across the AMG
portfolio.  

“Yeah, why not? Because
we are not able to change the future,” Moers
said. “We have to adapt to these new re-
quirements and regulations, and we have to
move forward and find new innovative solu-
tions.”

He did not offer a timetable for wide-rang-
ing adoption of plug-ins in the lineup.

Pure electric vehicles also have a place in

AMG’s future, Moers said. 
“I would be wrong to tell you no,” he said.

“I don’t know when down the road. But we
are not changing the future. It is going to
happen.” 

Mercedes sold a limited number of SLS
AMG Electric Drive vehicles in 2013. c

Chevy plans Corvette
anniversary edition

Acura’s mission for TLX: Fix styling

The 2018 Acura TLX V-6 A-Spec has 
appearance and suspension upgrades.

aguar will add the XF Sport-
brake, a four-door wagon
with a large, sloping glass

roof, to its U.S. lineup this year.
The XF Sportbrake is the first

Jaguar wagon to be offered in the
U.S. since the X-Type wagon was
available in the 2005-07 model
years. Jaguar sold only about 1,600
X-Type wagons in the U.S., a
Jaguar spokesman said.

The XF Sportbrake is closest in
size — and likely price — to the
Mercedes-Benz E-class wagon.
Other luxury wagons include the
Audi A4 Allroad, BMW 3 series and

Volvo V60 and V90. Buick has con-
firmed that it will offer a wagon
version of the redesigned Regal
called the TourX.

Jaguar has not announced pric-
ing or powertrains, but the XF

Sportbrake is likely to have the
same engines and transmissions
as the sedan versions, which in-
clude a four-cylinder diesel engine
and a supercharged V-6.

— Richard Truett

David Undercoffler
undercoffler@crain.com

OUISVILLE, Ky. — In the world of luxury automak-
ers, turbocharged engines reign supreme. Except

at Acura, which doesn’t currently offer a main-
stream model with a turbo in it — its low-volume NSX
supercar notwithstanding.

So with a refreshed TLX sedan going on sale later this
month, why not swap in a smaller, more efficient tur-
bo powertrain? Doing so would give a halo effect to
such an engine ahead of its arrival in the Accord due
for a redesign this summer.

For one, money talks. Keeping the powertrains as is
on the Accord-based TLX saved the company a bundle
of cash.

“It’s never as easy as plug and play,” Jon Ikeda, Acu-
ra’s general manager, told Automotive News at the me-
dia launch here. “The engines, the powertrains, this
chassis, dynamically, safety, everything’s been de-
signed around these engines.”

Acura says consumers who rejected the outgoing TLX
weren’t doing so because of the engine offerings. They
liked the four- and six-cylinder choices. The main issue
was tepid styling, so that’s where Acura spent its money.

The entire 2018 TLX from the A-pillar forward is new,
as well as the rear fascia and wheels. Acura also devel-
oped a new A-Spec model with appearance and sus-
pension upgrades.

Turbo TLX? That’ll need to wait until a full redesign
in roughly two years. c

XF Sportbrake to join Jaguar’s U.S. lineup

J Jaguar’s XF
Sportbrake
will join a
growing
number of
wagons in
the U.S.

Richard Truett
rtruett@crain.com

he first collectible car of the
2018 model year is a Chevro-
let.

It’s the Corvette Carbon 65, a
limited-production model that
celebrates the sports car’s 65th
anniversary. Most U.S. and Can-
adian Chevrolet dealers will nev-
er see the car. 

General Motors is building 650
Carbon 65s — 500 for U.S. sale
and 150 for export. That’s far few-
er than one car per dealer.
Chevrolet has 3,000 U.S. dealers
and 414 in Canada. The car will be
available in July or early August.

The Carbon 65 is a $15,000 trim
package option available only on

Z06 and Grand Sport models,
both hardtop and convertible.
Exterior features include a car-
bon fiber spoiler, cooling ducts
and ground effects, and a special
gray exterior with blue soft top
for convertibles. The interior has
a carbon fiber steering wheel,
special black suede upholstery
with blue stitching and special
sill plates.

Prices start at $81,490 for the
2018 Grand Sport Carbon 65
hardtop and climb to $99,490 for
the Z06 convertible. Shipping
prices have not been announced.
The Corvette began production
on June 30, 1953, and except for
1983, has been in Chevrolet’s
lineup every year since.c

Jeep Yuntu: Inspiration 
for new flagship in China?

Yang Jian
yangjian@autonewschina.com

HANGHAI — The Jeep
Yuntu, the luxury seven-
seat plug-in hybrid SUV

unveiled last month at the Shang-
hai auto show, could inspire a
new flagship for Jeep in China.

The Yuntu — Chinese for cloud
— was designed by Fiat Chrysler
Automobiles for its China joint
venture, GAC FCA.

“SUVs are the fastest-growing
segment in China,” FCA said in a
statement, “and the Jeep Yuntu
Concept showcases the potential
for the Jeep brand to keep ex-
panding in the country.”

While Jeep says the Yuntu was
designed only for China, where
government incentives are
spurring more automakers and
consumers to embrace electric
vehicles and plug-in hybrids,
some media reports speculate
the concept could also preview
styling cues for the next-genera-

tion Grand Cherokee or even the
Grand Wagoneer, which FCA
plans to revive.

“From 2018, Yuntu’s design
features will be reflected in the
new models of GAC FCA, from
fossil fuel to alternative-energy
vehicles,” Daphne Zheng, Jeep’s
sales chief in China, said in intro-
ducing the vehicle.

The Yuntu can drive up to 40.4
miles powered by batteries only.
The batteries can be recharged
wirelessly, FCA said, and the vehi-
cle has connectivity features such
as facial and voice recognition.c

Jeep’s Yuntu: Luxury SUV with a
plug-in hybrid powertrain

The 2018
Chevrolet
Corvette

Carbon 65
will be

available in
July or early

August.

Mercedes-AMG’s GT concept 
features the company’s plug-in technology.N
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