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GM Raises Bar Connecting Quality, Customer Experience

DETROIT - General Motors is
posting its strongest quality per-
formance ever, based on outside
surveys and studies, but GM offi-
cials say the company is aggres-
sively moving to improve further
while providing the best cus-
tomer experience possible.

GM has combined its Product
Quality and Customer Experi-
ence organizations under one
leader, Alicia Boler-Davis, vice
president of Global Quality and
U.S. Customer Experience.

“Combining Customer Experi-
ence and Product Quality allows
us to infuse the voice of the cus-
tomer into the way we design our
vehicles so they exceed expecta-
tions in initial quality and long-
term reliability while providing in-
dustry-leading customer care
excellence that creates life-long
customers,” Boler-Davis said.

“Every touch point with our
customers is an opportunity to
create long-lasting relationships,”
she said. “We are training our em-
ployees and dealers to deliver ex-
cellence in customer care.”

Initiatives under way include:

e Most substantial dealer ren-
ovation project in GM history
with 88 percent of dealers having
either completed or undergoing
store renovation;

e Completion of more than
21,000 anonymous “Mystery
Shops” so far this year, helping

about 2,500 GM dealers to im-
prove their performance;

e Addition of a specifically
trained Certified Technology Ex-
pert in every dealership nation-
wide to assist customers in
learning how to use new vehicle
technologies;

e Placement of 25 Connected
Customer Specialists across the
country to support dealers and
customers on new technologies,
such as Cadillac CUE, Chevy
MyLink, and Buick and GMC In-
telliLink;

e Transformation of Call Cen-
ters into proactive Customer En-
gagement Centers intended to
promote more effective dialog
with customers;

e More empowerment for cus-
tomer engagement agents, deal-
ers and field personnel to ad-
dress and resolve sales and serv-
ice issues quickly;

e A robust Social Media team
engaging in more than 8,800
mostly proactive and unique in-
teractions per month.

“We are implementing process-
es and tools that enable us to
channel data from our customers
to our designers and engineers,”
said Mary Barra, GM senior vice
president of Global Product De-
velopment.

“This continuous feed of infor-
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Alicia Boler-Davis, Vice President for Global Quality.

Previous Role as Mgr.
At Orion, Stamping

Alicia Boler-Davis was named
U.S. vice president of customer
experience on February 7, 2012.
On June 1, she assumed respon-
sibility for GM’s global quality ac-
tivities.

Formerly, Davis was plant man-
ager of Orion Assembly and Pon-
tiac Stamping simultaneously.
This appointment included the
dual role of vehicle line director
and vehicle chief engineer, North
America Small Cars, which she
held until January 2011.

Davis began her GM career in
1994 as a manufacturing engineer
at the Midsize/Luxury Car Group
at the GM Tech Center in Warren.

Ford employees gather on the lawn outside the Glass House.

Dearborn, Four Other Cities
Witness Debut of ’13 Fusion

by Jim Stickford

Bad weather couldn’t stop
Ford Motor Co. from going for-
ward with the Dearborn portion
of a nationwide launch of the
2013 Ford Fusion.

The automaker held special
events in Dearborn, New York
City, Miami, San Francisco and
Los Angeles on Tuesday, Sept. 18.

At the Dearborn event, held
right outside the company’s
world headquarters, hundreds of
Ford employees who had worked
on the development of the new
Fusion got treated to a hot dog
and ice cream lunch, later fol-
lowed by an attempt to hold an
official Guinness World Records
game of red light/green light.

The employees who worked so
hard to make the new Fusion got
a chance to see the new vehicle,
which is now being shipped to
dealerships around the country.
The car should be for sale every
where by the middle of October.

Judy Curran, Vehicle Line di-
rector for the Fusion and all CD
platforms, spoke to the crowd

first. She thanked them for their
hard work and said the new Fu-
sion is a global vehicle devel-
oped by a global team. Its plat-
form, labeled the CD platform, is
a mid-size evolutionary platform,
Curran said.

“The Fusion is an important
car for Ford because the mid-size
market is becoming a more pop-
ular segment to the American
public,” she said. “The Fusion
will offer the public the broadest
range of powertrains in the mid-
size market. It gives the public
the power of choice.”

Group Vice President of Global
Development Raj Nair then told
the crowd that he was glad to be
in Dearborn and that Alan Mulal-
ly was participating in the Times
Square portion of the event.

Nair said the new Fusion has
five powertrains available to con-
sumers, include two eco-boost
systems. He said it “blows the
Toyota Camry away.”

The new Energi is a plug-in
that will be available next year.
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‘Trailblazer’ Marketing Award Given
For ‘Imported from Detroit’

Saad Chehab, president and
CEQO, Chrysler Brand for Chrysler
Group LLC, will be this year’s re-
cipient of the Marketing & Sales
Executives of Detroit’'s (MSED)
Trailblazer Award at the organi-
zation’s annual Black-Tie Gala to
be held at the Roostertail in De-
troit Oct. 18.

The Trailblazer Award recog-
nizes an individual whose work sig-
nificantly impacted the company
they work for and the landscape of
their industry.

As the head of Chrysler Brand,
Chehab led the team that developed
the well-known and successful
“Born of Fire” commercial and “Im-
ported from Detroit” campaign.

Chehab is also a member of the
Group Executive Council as head
of Lancia and Chrysler Brands for
Fiat S.p.A.

“We are honored to have Saad
Chehab as the Trailblazer Award
winner at this year’s Gala,” said
Dave Harries, chairman of the
MSED Gala and president of Spar-
tan Marketing Services.

“In a world where social media
has put corporate decision-making
under intense scrutiny, the launch
of the ‘Imported from Detroit’
campaign with the now-famous
two-minute commercial, ‘Born of
Fire,” was a very bold move no
company before Chrysler was will-
ing to make. It made all of us in this
region very proud of where we live
and work.”

The event celebrates the ex-
ceptional achievements of busi-
ness executives, and sales and
marketing professionals in South-
eastern Michigan. It is the 19th
annual black-tie fundraiser to be
hosted by the MSED. Proceeds
from the event benefit scholar-
ships, educational seminars and
charitable contributions.

“The Gala provides an opportu-
nity for marketing and sales pro-
fessionals to celebrate the achieve-
ments of their peers, network with
other area business professionals
and serves as a primary funding
source for MSED education schol-
arships,” said Harries.

One individual and one team of
Southeast Michigan’s top sales
and marketing professionals will
also be recognized and receive
MSED’s Platinum Award. The
award honors those whose work
distinguishes themselves in the
field and helps their companies
achieve or exceed critical busi-
ness goals.

The winners are nominated by
their professional peers and se-

lected for their outstanding sales
and marketing performance,
which led to awarding or genera-
tion of new business and/or cost
savings during 2011 and the be-
ginning of this year.

Also at this year’s Gala, Jay
Farner, president and chief mar-
keting officer of Detroit-based
Quicken Loans Inc., will be pre-
sented with MSED’s Executive
Leadership Award.

An exclusive Trailblazer spon-
sorship package is available for
this event. As one of the benefits,
two of the six seats the purchas-
ing company receives will be at
Chehab’s table during The Gala.

Tickets for the black-tie event
cost $150 for MSED members,
$195 for non-members, $1,100 for
a member’s table of eight and
$1,400 for a non-member’s table.
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The price includes a cocktail re-
ception, dinner and afterglow re-
ception.

For information about tickets,
event details or sponsorship op-
portunities, contact meeting co-
ordinators at 248-643-6590 or go
to www.msedetroit.org.
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Saad Chehab

Paris Show Floor Surface Reproduces
Real-World Terrains for Jeep Display

AUBURN HILLS - At this year’s
Paris Motor Show, the Jeep brand
will showcase to the public three
new, special-edition models.

Making their debuts are limit-
ed editions for the flagship Jeep
Grand Cherokee, the Jeep Wran-
gler and the urban compact SUV
Jeep Compass.

In the spotlights of the Jeep
stand in Paris, the new Jeep
Grand Cherokee SRT Limited Edi-
tion model is available exclusive-
ly in Bright White.

This special-edition vehicle is
based on the SRT model of the
Jeep Grand Cherokee and boasts
a distinctive look with blacked-out
details and a 6.4-liter HEMI engine
producing 468 horsepower.

The Jeep brand also debuts in
Paris the new Jeep Wrangler Moab
special-edition model. Showcased
in the all-new Rock Lobster body
color, this new factory-customized
Wrangler is inspired by the Amer-
ican region of Moab, Utah, well-
known for outdoor activities and
off-road adventures.

Showcased in Paris for its Eu-
ropean premiere, Jeep officials
say the new Jeep Compass Over-
land special-edition model brings
new elegance and premium ap-
pointments to the urban compact
SUV of the Jeep family. With a
rich offering of infotainment fea-
tures, say Jeep officials, the new
Overland is the most exclusive
model in the Compass lineup.

Other vehicles also displayed at
this year’s Paris Motor Show in-

clude the Jeep Grand Cherokee S
Limited, the new trim line of the
brand’s flagship; the Jeep Wrangler
Mountain, the special-edition mod-
el of the Wrangler launched in
Europe last June; and the new
limited-edition Jeep Compass
Black Edition introduced in the Eu-
ropean Jeep lineup in August.

Located inside of Hall 1, the Jeep
brand’s exhibition area in Paris
covers 984 square meters and is de-
signed to communicate to the vis-
itors the versatility that belongs to
Jeep SUVs as well as, according to
Jeep officials, their ability to express
the dynamic characteristics of the
brand in the most diverse environ-
ments: in the city as well as on chal-
lenging off-road tracks.

Inside the stand, the curvilin-
ear design of the floor surface re-
produces different terrains found
in the real world and suggests
their peculiarities through the
special combination of materials
and colors: the resin-treated
white pavement conveys the ef-
fect of a trail in an icy landscape;
the slate-grey material suggests
the asphalt of roadways; and the
resin-treated pavement with
beige coloring creates the effect
of sand dunes in the desert.

The backdrops and the columns
delimiting the exposition area wel-
come the visitor in a modern, con-
temporary metropolis where large
LED surfaces covering the
columns’ facades create the effect
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