
“‘Driving America’ is more
than an exhibition with cars
on display,” said Patricia
Mooradian, president of The
Henry Ford.
“It is really an interactive,

state-of-the-art story of us –
us as drivers, consumers and
enthusiasts. It examines the
car as an innovation and ex-
plores how it has changed al-
most every aspect of our lives
and heavily influenced the de-
cisions we make.
“It is an exhibition that res-

onates with us all and it will
challenge us to think differ-
ently about what we drive.”
One of the largest automo-

tive-centric exhibitions of its
kind, “Driving America” is a
sweeping 80,000 square feet
and includes 130 vehicles and
more than 60 cases of arti-
facts.
Sprinkled throughout the

experience are 18 interactive
42-inch touchscreens offering
thousands of additional de-
tails, images, videos and oral
histories, all of which give the
visitor greater access, beyond
the museum floor, to the col-
lections of The Henry Ford.
Guests can create their own
custom collection that can be
accessed through their mo-
bile device or home computer
for viewing later.
“We wanted to develop con-

tent around what the visitor
was seeing,” said Mooradian.
“All of the interactives are de-
signed to be learning experi-
ences and activities that uti-
lize artifacts from the exten-
sive Henry Ford collection.”
The breadth and depth of

the Museum’s overall car col-
lection, including new ones
on display, is downright
breathtaking, even for a
metro Detroit auto facility.
“We truly believe in inter-

generational learning,” said
Christian Overland, executive
vice president, The Henry Ford.

“So, we still have the story
of Henry Ford as an innovator
– we actually tell that story
better than we ever have. We
actually take people (from)
his 1896 invention of the
Quadricycle going through all
of the failures in his motor
companies until 1903, then all
the way to the Model T, and
how he designed and
achieved all that, going
through that process.
“There’s Model Ts, there’s

World War II vehicles, we still
have the Jeep, we still have
the Mustangs, we still have
people’s favorites.
“But we’ve added things

that may not be ‘the usual
suspects.’ We’ve added a 1971
Chrysler New Yorker, we’ve
added a 1990 Explorer, we’ve
added a Plymouth Horizon.
We added a Dodge Ram . . . we
added a Toyota Prius, too.
Those are cars that started
changing the world and defin-
ing the 21st century. “We’ve
been looking at the tool kit for
yesterday and tomorrow, too.
“So we have Gottlieb Daim-

ler’s original calipers used to
build the original car. His
daughter gave Henry Ford his
original tool chest, we have
one of the tools on display.
“Now, we also have a Nissan

Leaf electric plug-in coupler.”
“Driving America” offers up

a stellar and unprecedented
collection of some of the most
important and significant ve-
hicles of the modern era, in-
cluding an 1896 Duryea, the
last remaining example of
America’s first production
car; the 1865 Roper, the old-
est surviving American car,
and the 1931 Bugatti Royale,
the third of only six ever built
in the world.
Century-old electric cars,

current hybrids, muscle cars,
racers and modern-day SUVs
fill the exhibition’s 20 focal
areas that cover everything
from hot rods and road trips
to road food and racing.
“What makes this exhibi-

tion different from most is
that it looks at cars through
the eyes of the people who
use them, or in some cases,
don’t use them,” said Bob
Casey, senior curator of trans-
portation for The Henry Ford.
“Visitors will be asked to

think about what attracted
them to automobiles in the
first place.”
Note that the McDonald’s

sign at the exhibit is a 1960-
era artifact that the Museum
gathered from the Madison
Heights burger shop.

By DEE-ANN DURBIN
and TOM KRISHER
AP Auto Writers

DETROIT (AP) – Fiat hopes
to start fresh in North Ameri-
ca after a disappointing first
year in the market.
The Italian brand sold fewer

than 25,000 Fiat 500 subcom-
pacts in the U.S. and Canada in
2011, only halfway to its goal of
50,000. Its network of new deal-
ers was slow to get up and run-
ning. Awareness of the brand
was low. Fiat was returning to
the U.S. for the first time since
1983, when it pulled out of the
market because of quality
problems.
Sergio Marchionne, the chief

executive of Fiat SpA and its
partner, Chrysler Group, said

the company shouldn’t have
set such a high target. He said
Fiat based its numbers on
sales of its closest competitor,
Mini, which sold more than
62,000 vehicles in the U.S. and
Canada last year.
“We set ourselves up for the

fall. We really did,” Machionne
said during an interview at
the Detroit auto show.
“And then people are say-

ing, ‘What’s the future of Fiat?’
Well, the future of Fiat was ex-
actly the same future that we
had in mind when we
launched the 500.”
Marchionne said the brand

now expects to sell between
25,000 and 35,000 vehicles in
the U.S. next year and 5,000 in
Canada.
Olivier Francois, the mar-

keting chief for Fiat and
Chrysler, said Fiat should
have a much better year in
North America. The company
now has 137 dealers, com-
pared with 70 six months ago.
It’s also rolling out two Fiat
500 variants: the upscale
Gucci addition and the sporty
Abarth.
“We needed better depth

than just one car,” Francois
said. Marchionne confirmed
that Fiat is also planning to
launch a small minivan to the
U.S. in 2013.
Francois said awareness of

Fiat is growing since the com-
pany launched ads with
singer Jennifer Lopez in Sep-
tember.

Francois said the ads are
helping position Fiat as an ur-

ban car with a lot of attitude.
Later, the brandwill focusmore
on its Italian heritage, he said.
After the disappointing first

year, the head of U.S. Fiat,
Laura Soave, was replaced in
November by longtime
Chrysler marketing executive
Timothy Kuniskis.
Kuniskis said his top priori-

ty is increasing awareness of
the Fiat brand. But in the
meantime, he’s happy with
the customers Fiat is drawing,
who come from many differ-
ent ages and income levels.
“We’re getting people from

every demographic who just
want something different,” he
said.
“These are customers that

Chrysler, Jeep and Dodge
have never seen before.”
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YOUR OFFICIAL CHRYSLER • JEEP • DODGE LEASE TURN-IN HEADQUARTERS

3800 S. Lapeer Rd., LAKE ORION

†Prices for well qualified Chrysler employees. WAC.Must have conquest All rebates to dealer. Sec.
deposit waived with S Tier credit. In stock units only. Offer expires 1-16-12.

2012 DODGE JOURNEY
CREW Leather, Buck Seats,

Trailer Tow Prep
Group, 19” Alum.
Wheels, Chrome
Clad Wheels.

MSRP $30,320

2012 CHRYSLER
TOWN & COUNTRY

TOURING
3.6L V6,

Flexible Fuel,
16”Alum.Wheels

MSRP $29,435

2012 JEEP LIBERTY
SPORT
4X4

MSRP $25,770

2012 JEEP GRAND CHEROKEE
LAREDO 4X4

3.6 V6, Bucket Seats
with Adjustable Head

Restraints

MSRP $31,820

2012 JEEP WRANGLER
SPORT 4X4

3 Piece Hardtop,
Connectibity Group,

Automatic

MSRP $26,295

2012 DODGE RAM
SLT CREW CAB 4X4

WAS $38,540

2012 CHRYSLER 300C
MSRP $41,285

5.7 Hemi, 20”
Alum. Wheels

MSRP $22,380

Remote Start System,
Sirius Satelite Radio

2012 JEEP PATRIOT
LATITUDE 4X4

YOUR OFFICIAL CHRYSLER • JEEP • DODGE LEASE TURN-IN HEADQUARTERS
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2011 CHRYSLER
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$169†

$1995 DOWN
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$205†
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$159†

$1995 DOWN

36 Mo. 10/K Lease

$249†

$0, ZIP, ZILCH, ZERO
$209†

$1995 DOWN

36 Mo. 10/K Lease

$279†

$0, ZIP, ZILCH, ZERO
$236†

$1995 DOWN

36 Mo. 10/K Lease

$286†

$0, ZIP, ZILCH, ZERO
$245†

$1995 DOWN

36 Mo. 10/K Lease

$259†

$0, ZIP, ZILCH, ZERO
$217†

$1995 DOWN

36 Mo. 10/K Lease

$318†

$0, ZIP, ZILCH, ZERO
$276†

$1995 DOWN

MSRP $29,440
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Chrysler Seeking to Stoke Fiat Sales in N. America

Touch-screen interaction for visitors is a major part of the expe-
rience at the new state-of-the-art “Driving America” exhibit,

Model Ts, a Plug-in and 1896 Duryea
Among New Exhibit at Henry Ford
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ANN ARBOR – As the 2012
campaign chair for the United
Way for Southeastern Michi-
gan, Chrysler Chairman and
CEO Sergio Marchionne, rec-
ognizes the need to transform
the region through several
means, including education, a
United Way key focus area.
In keeping with that theme,

Marchionne addressed nearly
500 business students last
week at the University of

Michigan’s Ross School of
Business, discussing the char-
acteristics of a leader, what
can be accomplished as peo-
ple remove barriers and the
moral responsibility that
touches those who aspire to
be leaders.
“Closing our eyes, or think-

ing that finding a solution is
someone else’s role, makes us
part of the problem,” Mar-
chionne said.

Marchionne Speaks on Leadership

By DEE-ANN DURBIN
AP Auto Writer

DETROIT (AP) – Ford Motor
Co. marketing chief Jim Farley
has a busy year ahead, with
the launch of major products
such as the Ford Escape and
the revamp of the luxury Lin-
coln brand.
And as the new Ford Fusion

was debuting at the North
American International Auto
Show in Detroit, the new Ford
EcoSport, a compact SUV for
developing markets, was un-
veiled in New Delhi. Both will
go on sale later this year.
The company is accelerat-

ing its plan to make global
products instead of produc-
ing different cars for each
market, Farley said last week
at the Detroit auto show.
Farley says 85 percent of

Ford’s products will be built
on just nine basic platforms
by 2013. That’s a year earlier
than its original plan. It’s also
a major change from five
years ago, when just 29 per-
cent of Ford’s volume was
built on shared platforms.
In North America, Farley is

also tasked with reinventing
the Lincoln brand, which was
the top luxury brand in the
U.S. 15 years ago but has fall-

en to last place after years of
neglect.
Ford debuted the new Lin-

coln MKZ midsize sedan at
the auto show, and will try to
create a new image for Lin-
coln with advertising and
spruced-up dealerships. It’s a
challenge Farley relishes.
“It will take all of our energy

to get Lincoln back,” he said.
Farley talked about new

products, gas prices and even
Ford’s crosstown rival, Gener-
al Motors Co., at the confer-
ence. Here are two questions
and his answers:
Q: Countries like India,

Brazil and China are seeing
big growth in auto sales. Will
the U.S. become a has-been?
A: “No. The United States

has never been more vibrant.
Detroit is back. Walking
around the auto show, I
haven’t felt this vibrancy in
our industry in a long time.
What’s really exciting is that
there’s now equal footing
among all the brands, and the
customer is going to have a
lot of great choice. The funda-
mental difference about the
U.S. is that it’s a healthy in-
dustry. The capacity and the
demand are aligned. The cus-
tomers are expecting more
around fuel economy, they’re

open to new technologies,
and because of all that, and
the pricing environment, and
the fact that we have a
healthy industry without too
much overcapacity, I think
we’re entering a golden time
for us. The industries like
Brazil and India are excited
because of their growth, but
everyone’s adding capacity,
too, so the question is, are
they adding too much capaci-
ty?
Q: At what point do gas

prices affect what people
buy?
A: “What we’ve learned

over the last two years in the
U.S. is that it’s not the price, it
is the rate of change in the
price. If the slope of the curve
changes dramatically, seg-
ments and choices change
dramatically. If the slope is
gradual, say 10 cents a quar-
ter, customers adjust. But
when it changes dramatically
like it did in the summer of
2008, that’s when people
change. The one thing that
has really changed is that
every American now knows
that it just takes one day –
one natural disaster – and to-
morrow could be very differ-
ent from today in terms of the
gas price.

Ford Eyes Future of Lincoln Brand


