
stone-age way and if Lutz “stone-
aged”with the restof them,he’d last.

“That sounds funny,” Lutz said.
“But actually, that was clear ad-
vice and instructions on how to
act from a boss. In the end, it
ended up being more positive
than negative.”

Lutz then talked about Red
Poling, a former president and
CEO at Ford.

“Red was the bean counter’s bean
counter,” Lutz said. “He was hungry
for information. He’d take home a
stack of papers and read all the in-
formation until 3 in the morning.”

The result, said Lutz, was that
Poling sometimes nod off during
long meetings.

He concluded by talking about
former GM CEO Rick Wagoner. He
said that the story written by The
Detroit News about Lutz’s book
didn’t talk enough about how Lutz
praised Wagoner’s strengths.

Wagoner should get credit for
making a lot of important struc-
tural changes at GM and for set-
ting in motion the launching of
products such as the Volt and
other popular products credited
with turning GM around, Lutz
said. These projects were initiat-
ed during Wagoner’s time at GM.

Lutz said that while Wagoner
came from the finance side of the
business, he had a better sense of
auto style than he gave himself
credit for.

“After Ford relaunched the Mus-
tang, it was obvious it was going to
be a success,” Lutz said. “So it was
decided that we would bring back
the Camaro. We talked with the Ca-
maro club presidents and came up
with a design that resembled the
1967 Camaro because that’s what
people said they wanted. Rick
came by and looked at the design
and said that it looked too much
like the old Camaro.”

Wagoner told Lutz that they did-
n’t just want to sell the new Ca-
maro to 55-year-old men feeling
nostalgia for the 1960s. Wagoner
wanted a well-made rear-wheel-

drive sports car that would evoke
the heritage of the Camaro while
attracting younger buyers who
like the new, modern look.

“(Designer) Tom Peters and I
looked at each other and said, ‘Of
course,’” Lutz said, indicating that
Wagoner’s comments made sense.

The end result of Wagoner’s
advice was the new Camaro,
which turned out to be a great
success for GM. Lutz gives full
credit to Wagoner for developing
the overriding idea of what the
car should be. But ultimately, Lutz
said, Wagoner was too in love with
developing processes.

“Processes are great when you’re
talking about manufacturing and
you want to reduce as many of the
variables as possible,” Lutz said.
“But applying that notion to engi-
neers and marketers who are trying
todevelopnewwaysofdoing things,
of being creative, that just doesn’t
work.”

Far too much time was spent by
executives “box balancing” their
work, checking off the boxes on
their procedure forms. Lutz said
the Aztek was considered the per-
fect car because everyone could
tick off the boxes on the proce-
dure list, but no one stopped to ask
if the actual product was any good.

Lutz called Wagoner a good
peacetime CEO who had the bad
luck to be in charge of GM during
the worst economic downturn
since the Great Depression.

Lutz said that a good executive
shouldn’t need a piece of paper
filled out in the previous year list-
ing current goals. He quoted a
Japanese executive who said he
wouldn’t hire someone like that.

The Japaneseexecutive, saidLutz,

wanted someone who intuitively
knew how to respond to quickly
changing market forces and would-
n’t be tied to a to-do list made under
different circumstances. He said the
good executive looks forward, not
backward.

Lutz Talks About Life in the Automotive Corporate World
PAGE 2 JUNE 17, 2013OAKLAND TECH NEWS

Oakland Tech News
Reader Input or feedback:
News@OaklandTechNews.com
To Inquire about advertising:
Ads@OaklandTechNews.com

248-860-2275

Deadline: Thursday 5:00 p.m.
for the next edition of Monday.

William Springer II, publisher
and interim news editor;
Lisa A. Torretta, operations

Oakland Tech News
is a trademark of
Springer Publishing Co., Inc.
A Michigan Corporation.

www.OaklandTechNews.com

CONTINUED FROM PAGE 1

greatercylinderpressures thatcome
with a turbo-diesel engine.

A lightweight aluminum cylin-
der head and aluminum intake
manifold contribute to the en-
gine’s ability to deliver balanced
ride and handling.

Turbocharging is an increas-
ingly popular choice with au-
tomakers and car buyers.

According to LMC Automotive,
a provider of automotive fore-
casts, turbocharged passenger
vehicle production in North
America is expected to double
by 2018, from 14 percent in 2013
to 29 percent.

The increase in car produc-
tion, LMC Automotive officials
say, is mainly due to increased
diesel production, as well as
four-cylinder turbo gas engines
replacing V6 engines.

“Cruze’s turbo-diesel engine is
powerful, efficient and clean,”
Siegrist said.

“It will change perceptions of
what a diesel car can be while giv-
ing customers another fuel-efficient
choice in the Chevrolet lineup.”

Chevy Cruze’s New
Turbo ‘Overboost’
Revs on Demand
CONTINUED FROM PAGE 1

satisfaction with 51 vehicle at-
tributes ranging from interior
comfort and convenience to per-
formance and fuel economy,
based on responses from more
than 52,000 new vehicle owners.

“Vehicles that score highest in
the Vehicle Satisfaction Awards
are delivering value and satisfac-
tion across a wide range of at-
tributes,” said George Peterson,
president of AutoPacific.

“The winners perform well in
51 separate categories that ob-
jectively measure the ownership
experience.”

From Chrysler’s standpoint,
there’s a lot for customers to ap-
preciate about all three of these
products, each serving a distinct
customer demographic.

The Jeep Grand Cherokee, for
example, which Chrysler classi-
fies as a full-size SUV, is cited by
the automaker for having best-in-
class fuel economy of 30 mpg
highway when powered by the
new EcoDiesel, and a driving
range of more than 730 miles on
one tankful of gas.

The Grand Cherokee, say
Chrysler officials, also offers the
Jeep brand’s rugged off-road capa-
bility with three available 4x4 sys-
tems, as well as Selec-Terrain trac-
tion management, an improved
crawl ratio of 44.1:1, a new eight-
speed transmission and two gaso-
line-powered engine choices. The
engine choices are the 3.6-liter
Pentastar V6, which achieves up
to 25 mpg highway, and the robust
5.7-liter V8, which gets up to 22
mpg highway.

“Already the most awarded
SUV ever, Jeep Grand Cherokee
has captured this important ve-

hicle satisfaction award from
AutoPacific,” said Jim Morrison,
director – Jeep Product Market-
ing. “Customers continue to ap-
preciate Grand Cherokee’s un-
matched combination of fuel
economy, 4x4 capability leader-
ship, advanced safety and tech-
nology, world-class craftsman-
ship and on-road refinement.”

The Chrysler Town & Country
minivan is said by Chrysler to
have the highest owner loyalty
with its innovative seating and
storage system, and an award-
winning powertrain delivering
best-in-class performance with-
out sacrificing fuel efficiency.

The 3.6-liter Pentastar V6 is a
two-time “Ward’s 10 Best En-
gines” award winner producing
283 horsepower and 260 lb.-ft. of
torque, achieving 17 mpg city,
and up to 25 highway.

The minivan is also packed
with family-friendly, safety-en-
hancing features that are stan-
dard, including the ParkView
rear backup camera, advanced
multi-stage driver and front pas-
senger air bags, and electronic
stability control, which includes
Brake Assist and all-speed trac-
tion control.

Optional features that can help
make long trips with children go
more smoothly include the new
dual-screen Blu-ray DVD rear-
seat entertainment system,
which plays both standard and
Blu-ray DVDs.

For the Dodge Challenger, the
“sporty” aspect of the car goes
beyond its looks. For 2013, the
Challenger offers muscle car en-
thusiasts a lineup of powerful,
yet fuel-efficient engines, what
Chrysler cites as a “world-class
ride,” a track-tuned suspension,

Chrysler Customers Crown Three
Of Their Rides ‘Best in Class’
CONTINUED FROM PAGE 1

General Motors has created an
all-new Global Business Services
group that will streamline back-
office processes to improve serv-
ice quality, reduce complexity
and achieve cost efficiencies.

Diana Tremblay is named
Global Business Services vice
president and will report to Dan
Ammann, GM senior vice presi-
dent and chief financial officer.

Tremblay’s appointment is ef-
fective July 1, and her team, ini-
tially comprising certain groups
of employees from Finance, Hu-
man Resources, Facilities, Real
Estate and Indirect Purchasing,
will begin implementation imme-
diately.

When fully operational, Global
Business Services will manage
dozens of common processes
across GM and include thou-
sands of employees across the
globe.

The group is expected to re-

duce associated costs by at least
30 percent over the next four
years.

“Every dollar of efficiency un-
locked through Global Business
Services is a dollar we can put
back into our vehicles for our
customers or is a dollar we can
take to the bottom line,” Am-
mann said.

Tremblay, 53, most recently
was North America Manufactur-
ing vice president.

Tremblay Named
GM VP of Global
Business Services

Diana Tremblay
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