
When Chevrolet on April 1 an-
nounced its initial pricing, per-
formance data, and EPA fuel effi-
ciency estimates for the 2014 Sil-
verado 1500, company officials
said they were “raising the bar”
in the light-duty pickup truck
segment.
Manufacturer’s suggested re-

tail prices for the new 2014 Sil-
verado regular cab will start at
$24,585, including a $995 destina-
tion freight charge, the same
base price as the 2013 model.
For that price, the 2014 Silvera-

do regular cab, which starts pro-
duction this summer, will include
a number of improvements.
Chevrolet officials said the 2014

comes with a more powerful,
more efficient EcoTec3 engine, as
well as a six-speed automatic
transmission and a stronger, qui-
eter cab with an all-new interior.
The Silverado will also feature
four-wheel disc brakes with Du-
ralife rotors and a new bed with
standard box rail protectors and
CornerStep bumper.
The base starting prices for the

Silverado crew cab, the first mod-
el to launch later this spring, and
for the new double cab Silverado,
which replaces the extended cab,
also will be the same as for the cor-
responding 2013 models.
Buyers of all 2014 Silverados

also will receive a standard
scheduled maintenance program
for two years or 24,000 miles,
whichever comes first. Up to four
maintenance visits are included
in the price of the vehicle, each
one of which includes a regularly
scheduled oil change, oil filter re-
placement, tire rotation and mul-
ti-point vehicle inspection, based
on the schedule in the vehicle
owner’s manual.
“The 2014 Silverado is new

from hood to hitch,” said Alan
Batey, vice president, U.S. Sales
and Service. “When you combine
the innovative features of the
new Silverado with base pricing
equivalent to 2013 models and
standard scheduled mainte-
nance, Silverado becomes a great
choice for pickup customers,
helping them save money when
they buy – and when they drive.”
The 2014 Silverado launches

later this spring with crew cab
models equipped with the all-
new 5.3-liter EcoTec3 V8, which
is expected to power three out of
four Silverado 1500s.
Chevrolet also announced EPA

estimates of 23 mpg highway for
2wd models, and 22 mpg high-
way for 4x4 models, better than

any V8 competitor, say Chevrolet
officials, and beating the EPA esti-
mates for the 2013 Ford EcoBoost
turbocharged V6 for both 2wd
and 4x4 models.
Silverado’s 5.3-liter EcoTec3 V8

is SAE-certified at 355 horsepow-
er and 383 lb.-ft. of torque, with
more than 300 lb.-ft. of torque

available from 2,000 to 5,600 rpm
and is designed for responsive
performance under a broad
range of real-world conditions.
“Silverado’s available 5.3-liter

EcoTec3 V8 gives customers the
best of both worlds,” said Jeff
Luke, executive chief engineer for
Silverado.

segments – with their unique
combination of fuel efficiency,
high quality, rich content and
fun-to-drive personalities.
Through One Ford, we’re able to
bring economies of scale and fan-
tastic value to customers around
the world.”
“This is the fruit of all the la-

bor, all of the sweat and toil that
we’ve put into becoming a world-
class car maker,” said Ford Sales
Analyst Erich Merkle.
He described it as the culmina-

tion of the last five or six years of
effort to diversify the company’s
product portfolio, taking the
same intensity and drive Ford en-
gineers and designers have tradi-
tionally put into the perennially
best-selling Ford F-150 trucks and
applying that same passion to

the passenger car side of the
business.
“I’ll be honest – you go back

about five to 10 years ago and
(the passenger car area) was a
place that needed a lot of help. It
had been severely neglected,”
Merkle said. “So we set out on
this mission to create some of
the best passenger cars in the
world, and with that, we were go-
ing to be able to diversify our
portfolio offerings and not just
have the best trucks, but also
world-class passenger cars.
“We also knew we needed to

have global passenger cars. We
needed to have the Focus here in
the U.S. be the same as the Focus
in China and the same as the Fo-
cus in Europe, so we needed to
have global reach with one car,
not multiple cars in different re-
gions, and this is what we com-

mitted to five years ago, and this
is where we’re at.”
In addition to holding on to the

sixth spot in global vehicle sales
for 2012, the Fiesta earned the
top spot as the world’s best sell-
ing subcompact car, with 723,130
registrations tallied by Polk for
2012. Combined sales of Fiesta
and Focus totaled over 1.7 mil-
lion vehicles.
F-150 sales were another cause

of celebration for Ford. Merkle
said it’s been the best-selling
pickup truck in the U.S. for 36
straight years, was the third-best
selling vehicle and top-selling
truck in the world in 2012.
Merkle noted that results in

China are particularly fascinating
because Ford didn’t launch sales
of the same all-new Focus avail-
able in the U.S. until late in
March.
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gate on the 2013 Ford Escape.”
Maraone said the ad is relatable

andmeaningful to viewers. For ex-
ample, one person said, “I like
how this company thinks outside
of the box with coming up with
new features in its vehicles.”
“Why didn't anyone think of that

sooner? Like when I had two small
kids and 10 bags of groceries?”
commented another individual.
Chrysler scored a hit with a

2012 Jeep ad titled, “No Obsta-
cles.” While remaining true to
the Jeep brand as an icon for
rugged off-roading, it coyly sug-
gests that at times the Jeep
might be a bit too capable.
“This ad is slightly different than

the Ford ad in that instead of deal-
ing with a feature used for conven-
ience, it focuses on a feature for per-
formance/capability (Select Ter-
rain Dial),” Maraone explained.
“It demonstrates the vehicle’s

performanceby showing theGrand
Cherokee driving through heavy
snowwithout effort, and alsoworks
in a lighthearted joke. The ad con-
cludes with the line, ‘Even heavy
snowstorms won’t keep you from
getting to work. Our apologies.’
“This ad is also relatable and

meaningful to viewers, which
came through in the open-ended
comments: ‘Driving in bad
weather is a concern for me. This
car would make me feel safe to
do so,’ said one viewer.
“‘It is unique and hits home for

me because I always need to be
to work on time even in bad
weather,’” commented another.”

GM’s winning Luxury SUV ad
was for Cadillac, titled, “Can Han-
dle Close calls.” In the spot, a
driver avoids crashing into a bus
thanks to advanced brake tech-
nology. Viewers watch scenes
from the driver’s life flash before
his eyes in the seconds before
the car’s brakes engage.
“Similar to what we found in

the non-luxury SUV category, ads
with relatable stories, characters
and situations can have more of
an impact,” said Maraone.
“Whereas the most effective

non-luxury ads tended to be
more lighthearted or humorous,
we found that top-performing
ads in the luxury category had a
more serious tone.
“This Cadillac ad demonstrates

how its innovative auto-dry brakes
can prevent collisions when driv-
ing in slippery road conditions.
The ad suggests that because the
brakes are so effective in emer-
gency situations, your life will
have to flash before your eyes
‘even faster.’”
Maraone commented that view-

ers found the ad “impactful, relat-
able, and responded favorably” to
the tense, real-life demonstration.
Among viewer comments: “I

liked the imagery with the child,
and the message of safety being
important for your family’s sake
had an impact.”
Said another person, “Very cre-

ative, clever way to show that
Cadillacs are very safe and in-
clude a new brake technology.”
“It was emotional. It had a sto-

ry. Memorable,” remarked a third
individual.

Best SUV TV Ads Engage Consumers
With Story-Telling, Emotional Impact
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to the suppliers. He went on to
say that the suppliers pay prop-
erty taxes that support commu-
nities. It’s important that policy-
makers understand just how
much the suppliers add to the
economy.
The classic image of the auto

worker is someone working at an
OEM’s assembly line, Andrea said.
So, while GM is no longer the

biggest employer in the country,
GM and the other OEMs, through
their supplier base, support mil-
lions of jobs throughout the en-
tire country. All told, the MEMA
report states that the motor ve-
hicle parts manufacturing indus-
try accounts for 34.4 percent of
all manufacturing jobs; 24.3 per-
cent of information & profes-
sional services jobs; 12.1 percent
of wholesale and retail trade
jobs; and 8.9 percent of finance,
insurance, real estate and leas-
ing employment.
“This is not just a Michigan is-

sue,” Andrea said. “The creation
of manufacturing jobs via the au-
to industry is a national issue
and many state governments are
supporting public/private part-
nerships to attract and create
auto supplier jobs.”

Auto Suppliers
Provide Muscle
To the Economy
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‘2014 Silverado is New from Hood to Hitch’ – GM’s Batey

our global fight to end this dis-
ease is truly outstanding. We are
extremely grateful to GM and the
GM Foundation, and our spon-
sors and supporters who contin-
ue to imagine and help us work
toward a world without cancer.”
The Karmanos Cancer Insti-

tute’s 31st Annual Dinner is Sat-
urday, April 20, at the General
Motors Detroit-Hamtramck As-
sembly Center, 2500 East Grand
Blvd., in Detroit. Reuss and his

wife Kim are chairing this year’s
gala. Emcee for the event is Ruth
Spencer, reporter for WDIV.
Chevrolet is the Host Sponsor

for this year’s event. Other key
sponsors are: Executive Sponsors
– Compuware Corporation, Lil and
Alex Erdeljan, Johnson Controls
and Quicken Loans; Entertainment
Sponsor – Credit Union ONE; Din-
ner Sponsors – AVL Americas,
Becker Ventures, Crain Communi-
cations, The Delphi Foundation,
Edw. C. Levy Co., HonigmanMiller
Schwartz and Cohn LLP, Kenwal

Steel Corporation, Elizabeth and
Michael Kojaian, Lear Corpora-
tion, Leo Burnett & Digitas, The
Delphi Foundation, The Suburban
Collection, UAW-GM Center for
Human Resources and Worthing-
ton Industries; Magazine Sponsor,
Hour Detroit and dbusiness; Ra-
dio Sponsor, News/Talk 760 WJR;
and TV Sponsor,WDIV Local 4.
Tickets are $750 per person for

benefactor level, which includes
priority seating and recognition
in the program book. Patron lev-
el tickets are $525 per person.
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