
PAGE 2 JULY 22, 2013TECH CENTER NEWS - WARREN

TechCenterNews
31201 Chicago Road South
Warren, Michigan 48093

586-939-6800

Reader Input or feedback:
News@TechCenterNews.com
To Inquire about advertising:
Ads@TechCenterNews.com

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

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

Tech Center News is a trademark
of Springer Publishing Co., Inc.

www.TechCenterNews.com

Japanese & Korean Cuisine

Healthy Food, Happy Place

– DAILY LUNCH SPECIALS from $799 –
11:00 am - 2:30 pm

5812 E. 12 Mile Rd (12 Mile & Mound • S.W. Corner near Sprint)

586.806.2210
HOURS: Monday thru Friday 11:00 am - 10:00 pm
Saturday 5:00 pm – 10:00 pm • Sunday Closed

DINE IN
CARRY OUT

TV &
WIFI

Newest Treasure In Warren’s Historic District
(former location of Knights of Columbus)

Our chefs create something exciting everyday…

Dine-In • Carry-Out • We Deliver

lView our complete menu at: www.cjscompanystore.com

6177 Chicago Road
(586) 825-0067

HOURS:
M-F 10-6
–Closed–

Sat. & Sun.

Fax
Orders

to
586-825-0068

The Republic of Myanmar used
to be called Burma. Its popula-
tion is 60 million-plus.

And, pretty soon, some of
those millions will be driving
Chevrolets.

General Motors Southeast Asia
Operations recently signed a let-
ter of intent with Pacific Alpine
Pte. Ltd., for the distribution,
sale and service of Chevrolet ve-
hicles in the small sovereign
state.

Martin Apfel, president of GM
Southeast Asia Operations, said:
“This is a significant milestone
for Chevrolet’s expansion across
Southeast Asia, and signals our
commitment to grow in the re-
gion. Myanmar has a population
of more than 60 million people.
With the market and economy
opening up, and with the increas-
ing affluence of Myanmar’s peo-
ple, the potential for growth is
very high.

“The timing is perfect. We have
a fresh and complete portfolio of
award-winning products, ranging
from pickup trucks and SUVs to
cars and fashionable people car-
riers. At Chevrolet, we believe in
building a strong brand backed
by quality products that connect
with customers everywhere.”

The country’s first Chevrolet
showroom is scheduled to open
in the fourth quarter of 2013.
Chevrolet models will be sourced
from GM manufacturing facilities
around the world to meet the
specific requirements of Myan-
mar consumers.

Chevrolet’s partners, Pacific
Alpine Pte. Ltd., and Pacific-AA
Motor Ltd., form a strategic al-
liance that was established by
Alpine Group Singapore and AA
Medical (Pacific-AA Group)
Myanmar. Alpine Motors (part of
Alpine Group) is Chevrolet and
Opel’s current exclusive dealer in
Singapore, while AA Medical (Pa-
cific-AA Group) is one of the
largest distributors of pharma-
ceutical products and petro-
chemical lubricants in Myanmar.

Pacific Alpine will leverage
Alpine Group's experience in the
automotive sector and its long-
standing relationship with
Chevrolet, while taking advan-
tage of AA Medical’s (Pacific-AA
Group’s) comprehensive nation-
wide distribution network, retail
expertise and knowledge of the
Myanmar market.

As Chevrolet’s authorized dis-
tributor, Pacific Alpine and Pacif-
ic-AA Motor will engage in sales,
marketing, training, aftersales
and customer care, and network
expansion.

“One of the most-watched sec-
tors in Myanmar is the automo-
tive industry,” said Albert Pang,
managing director of Pacific
Alpine Pte. Ltd. “About 90 per-
cent of the vehicle population in
Myanmar is more than five years
old. The change in policy to al-
low the import of new cars will
see a swift response from global
and regional players. We want to
put our foot in the door before
the floodgates open.”

“Pacific Alpine,” said Zaw Moe
Khine, chairman and CEO of Pa-
cific Alpine Pte. Ltd., “has the
combined strength of Alpine
Group’s automotive experience,
especially with the Chevrolet
brand, and AA Medical’s (Pacific-
AA Group’s) retail experience
and coverage. This gives us the
best option for a speedy market
entry and penetration.”

Gustavo Colossi, vice presi-
dent of Sales, Marketing and Cus-
tomer Care for GM Southeast
Asia Operations, said: “Both Pa-
cific Alpine and Chevrolet have a
strong operating philosophy of
quality and putting the customer
at the center of everything we
do. With Pacific Alpine, the
Chevrolet brand will be well-posi-
tioned for profitable and sustain-
able growth in Myanmar.”

Chevrolet and Pacific Alpine
also announced plans to launch a
three-tier corporate social re-
sponsibility (CSR) program in
Myanmar starting in August. In
cooperation with the One World
Futbol Project, they will distrib-
ute ultra-durable footballs
throughout Myanmar. They will
make available Find New Roads –
Chevy Cares vehicles to eight
charitable organizations. They
will also donate engines and
technical parts to mechanical
training colleges in Myanmar.

Chevrolet distributes vehicles
across Southeast Asia. In 2012, it
sold 88,400 vehicles in Southeast
Asia and had a regional market
share of 2.7 percent.

Chevy Expands in Southeast Asia Where
‘The Potential for Growth is Very High’

2013, an increase of nearly 4 per-
cent over the same period in
2012.

“Chevrolet is in the midst of
the most aggressive new product
rollout in the brand’s history,”
said Alan Batey, senior vice presi-
dent of Global Chevrolet.

“The continued sales growth
around the world is a result of a
focused effort to strengthen
Chevrolet’s presence in develop-
ing markets as well as its rela-
tionship with consumers by of-
fering the right products, tech-
nologies, and world-class cus-
tomer service.”

In the U.S., Chevrolet’s small
car lineup continues to attract
new customers to the brand,
Batey said. Sales of the Sonic,
Spark, Cruze and Volt combined
were up nearly 25 percent in the
first half of 2013. Full-size truck

sales also increased 23 percent
over the same period and dealers
are delivering the all-new Silvera-
do to consumers at a rapid pace,
averaging only 10 days on dealer
lots.

Chevrolet sales in China rose
6.1 percent to nearly 322,000
units, fueled by strong sales of
the Sail, Cruze, Malibu and Capti-
va.

The top five Chevrolet sales
markets in the first six months of
2013 were:

• United States 1.02 million –
5.6 percent increase;

• China 322,000 – 6.1 percent
increase;

• Brazil 305,000 – 5.1 percent
increase;

• Mexico 91,000 – 15.7 percent
increase;

• Russia 80,200 – 16.1 percent
decline.

GM first-half 2013 sales in
North America were up nearly 8

percent and nearly 7 percent
throughout its International Op-
erations. GM achieved a sales
record in China with a 10.6 per-
cent increase to 1,567,392 units.

The total North American mar-
ket sales, including Canada and
Mexico, were 1.641 million in
2013, versus 1.524 million in
2012, an increase of 7.7 percent.
For 2013, Chevrolet had 17.2 per-
cent of the market. In 2012, it rep-
resented 17 percent.

Sales in Europe, which in-
cludes Western, Central and
Eastern Europe plus Russia, took
a hit. In 2013, Chevy sold 797,333
vehicles, a 6.5 percent decline
from the 2012 figure of 853,059.
Market share remained virtually

the same – 8.4 in 2013, 8.5 in
2012.

South American sales stayed
pretty much the same. Chevy
sold 496,719 in 2013 and 501,510
in 2012. That is a 1 percent de-
cline in sales.

International Operations,
which include Asia-Pacific, Africa
and the Middle East, saw a 7 per-
cent increase in sales. That
comes to 1.917 million in sales
this year versus 1.790 in 2012.

Market share remained pretty
much the same – 9.4 percent in
2013, compared with 9.3 percent
in 2012. (Iran, North Korea, Syria
and Sudan are excluded from
sales volume and market share
calculations.)

Global GM Sales Up 4 Percent (Chevy Up 1.4) in First Half
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the tensioning force to be gener-
ated more quickly than with con-
ventional systems.

“Secondly, the damping behav-
ior of the plastic snake allows the
initial peak force, when impact-
ing the pinion, to be significantly
lower compared to conventional
systems where two rigid steel el-
ements impact on each other.”

When vehicle sensors trigger
the seat belt system, a pyrotech-
nical gas generator is ignited re-
leasing a “green gas,” which ex-
pands and builds up pressure in
the guiding tube. This pressure
acts on the snake-like plastic pis-
ton, which is forcefully propelled
into a pinion instead of the usual
steel balls. The pinion then
transmits a significant torque to
the belt retractor spool to pre-
tension the seat belt. The whole
process takes ten milliseconds.

This kind of lighter seat belt
system also makes sense for
OEMs to adopt, Wilkerson said.
With more stringent fuel stan-
dards coming into place, manu-
facturers are looking for ways to
save weight. While a seat belt

system might not add a lot of
weight to a vehicle, any weight
loss without sacrificing quality is
considered a good thing. A
pound or two here or there on
different systems soon adds up
to real weight savings.

Additionally, Wilkerson said,
making the system smaller is
also desirable. OEMs are looking
to save space with their vehicle
interiors and making the seat
belt system small helps them
with that goal.

TRW Launches New, Lighter, Smaller
Weight-Saving Seat Belt Assembly

The TRW SPR4
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