
More than 70 area senior high
school girls who have gone
through the Women of Tomorrow
program were invited to join
their mentors, school coordina-
tors, scholarship partners and
the Women of Tomorrow Detroit
Scholarship Committee to learn
about the scholarship opportuni-
ties available to them through
the Women of Tomorrow organi-
zation.

The Nov. 21 event was held at
Comerica Park and was under-
written by the Detroit Tigers,
who have an ongoing commit-
ment to partner with and sup-
port Women of Tomorrow.

In attendance were the Women
of Tomorrow Scholarship Part-
ners – Central Michigan Universi-
ty, Northwood University and
Rochester College – who have all
committed a competitive schol-
arship opportunity for a Women
of Tomorrow graduate.

Representatives from the three
scholarship partners, as well as
University of Michigan and
Michigan State University, were
on hand to help students navi-
gate the various steps involved
in the scholarship process, in-
cluding how to fill out college ad-
missions and financial aid appli-
cations and other scholarship
opportunities that may be avail-
able to them.

“I believe education is the key
to change,” said advisory board
member and president of Ward
Williston Oil Laurie Cunnington.

“Thanks to the generosity of
organizations like Northwood
University, Central Michigan and
Rochester College, many of these
young women will get the sup-
port they need to fulfill their
goals and dreams of success.”

President and chairwoman of
Weight Watchers Group Florine
Mark is also an advisory board
member. She said she believes
wholeheartedly in supporting to-
morrow’s leaders.

Mark secured the first scholar-
ship partnership with Central
Michigan University.

When asked why it was so im-
portant to support Women of To-
morrow’s mission, she said,
“These young women have the
intelligence, talent and passion
needed to achieve great things;
and we are so grateful that some
of Michigan’s finest educational
institutions have not only recog-
nized their potential, but they
have stepped forward to help
the girls on their paths to suc-
cess.”

The Women of Tomorrow De-
troit Scholarship Committee
members are Cunnington, Lori
Blaker, president and CEO, TTi
Global; Joanne Faycurry, partner,
Schiff Hardin; Ellen Hill Zeringue,
vice president of Marketing, De-
troit Tigers; and Jacquise Purifoy,
attorney, Law Office of Jacquise
A. Purifoy PLLC.

“We are extremely grateful to
all our educational partners for
their commitment to the Women

of Tomorrow Mentor & Scholar-
ship Program,” said Blaker, head
of the Scholarship committee.

“Their assistance and re-
sources will provide the support
that our young women need to
thrive in the college environ-
ment.”

PAGE 4 NOVEMBER 25, 2013TECH CENTER NEWS - WARREN

HIBACHI BUFFET
LUNCH
BUFFET
MMoonn--FFrrii •• 1111aamm--33::3300ppmm $$77..9999
DINNER BUFFET
MMoonn--TThhuurrss •• 44--99::3300ppmm $$1133..9999
FFrrii,, SSaatt && SSuunn •• 44--1100ppmm $$1144..9999
BRUNCH BUFFET
SSaatt && SSuunn •• 1111aamm--33::3300ppmm $$99..9999

Price Excludes Beverages

33431 Van Dyke at 14 Mile
(Same Shopping Center as Walmart)
586-264-7000

Fax: 586-264-8080

15% Off
FOOD BILL

Up to 12 People
Not valid Saturday. One offer per table with paper. 

Not valid holidays. Not valid with any other offer or discount.
Valid at HIBACHI BUFFET.

CCAALLLL FFOORR RREESSEERRVVAATTIIOONNSS
CCAATTEERRIINNGG •• CCAARRRRYY--OOUUTT

WWee SSeerrvvee AAssiiaann && AAmmeerriiccaann CCuuiissiinnee

SSTTEEAAKK •• PPRRIIMMEE RRIIBB
SSEEAAFFOOOODD •• CCRRAABB LLEEGGSS

HHIIBBAACCHHII GGRRIILLLL
FFUULLLL SSUUSSHHII BBAARR

��������
TTrryy OOuurr NNeeww BBuuffffeett RRAATTEEDD 44 SSTTAARR!!

WARREN URGENTCARE

“We Care”
URGENT CARE FOR ACCIDENTS AND INJURY

ADULT & PEDIATRIC ILLNESS
Digital X-Rays, EKG and Lab Work, On-Site Lab Service, Strep, Mono,
Pregnancy & Urine Testing, Vaccinations, Sports & School Physicals,

Occupational Medicine, Work-Related Injuries,
Pre-Hire Physicals (BAT & Urine Screening)

SPECIAL ON SPORTS PHYSICAL $25.00 State-of-the-Art Facility

8am-10pm • 7 Days a week • 365 Days a Year
“Bringing Quality Urgent Care To Your Neighborhood”

586-276-8200
31700 Van Dyke • Warren, MI 48093

On Van Dyke Rd., between 13 & 14 Mile in
St. John’s Windemere Park

OTHER CONVENIENT LOCATIONS:

ATTENTION
Chrysler, GM, Ford

Employees, we’re within
2 miles of your plants

HAP & BCN
NO Referrals Needed!
www.warrenurgentcare.com

FLU SHOTS

Woodland Urgent Care
22341 W. 8 Mile Road

Detroit

313-387-8700

N. East Macomb Urgent Care
43900 Garfield, Suite 121

Clinton Township

586-868-2600

Focus ST is showing signs of
success in bringing younger,
more affluent customers into
Ford showrooms as the car and
the Ford ST performance brand
mark one year in the market.

Through October, U.S. sales of
the Focus ST since launch are
fewer than 12,000 units, with de-
mand strongest in Detroit, Los
Angeles, Houston and Orlando.

Among those buyers, nearly
two-thirds, or 65 percent, traded
in a non-Ford vehicle to buy their
car – the highest percentage of
conquest sales for a non-hybrid
vehicle among all Ford cars and
trucks. The most traded-in
brands: Honda, Chevrolet, Mazda
and Toyota.

And those sales numbers are
important, said Ford spokesman
Chris Terry.

“We want the Focus to be suc-
cessful beyond the usual Ford
fanboys who are based in the
Midwest,” Terry said. “So when
we see the sales figures coming
from places like Houston or Los
Angeles or Orlando, that’s very
good news for Ford.”

In addition, many Focus ST
buyers are young, with 32 per-
cent under 35, compared with 22
percent of non-ST Focus owners.
And they have higher incomes,
with an average household annu-
al salary of $127,000, compared
with $67,000 for non-ST Focus
customers.

The Focus ST is helping to
boost sales of other Ford models,

drawing to showrooms cus-
tomers who then buy a different
Ford model, most often a Fusion
sedan or Escape utility, said John
Felice, vice president, U.S. Mar-
keting, Sales and Service, citing
anecdotal evidence from dealers.

“It’s having the kind of halo ef-
fect for other vehicles we’d
hoped for when we invested in
the ST brand,” said Felice. “We
continue to build through word-
of-mouth and terrific reviews. As
an affordable high-performance
vehicle that can serve double
duty as a daily driver, it has no
equal.”

Ford recently launched the
Fiesta ST, the second vehicle in
its ST lineup. With a 197-horse-
power, 1.6-liter EcoBoost engine
and EPA-estimated highway
mileage rating of 35 mpg, Fiesta
ST essentially has no direct com-
petition in its price range.

Focus ST, Ford’s first global
performance car, integrates ad-
vanced and sport-oriented tech-
nologies previously unavailable
to North American customers.

The combination of these tech-
nologies into a refined yet high-
performance sport compact ele-
vates the category and further
cements Focus as the most com-
plete compact car range sold in
North America, said Terry.

What that means, he said, is
that buyers are going for the
more expensive trim packages.

Part of the buying experience
for both Focus ST and Fiesta ST

owners is complementary preci-
sion driving instruction at Miller
Motorsports Park in Toole, Utah.
The exclusive experience in-
cludes classroom instruction as
well as karting and autocross
driving lessons from Miller’s pro-
fessional instructors.

The sales figures are also good
for Ford because the Focus falls
in what Ford people call a “super-
segment” niche. That’s the com-
pact-subcompact-mid-size sedan
and small utility segments.

About 10 years ago, that ‘su-
persegment’ accounted for about
a third of the vehicles sold in the
country. Now, that number is
closer to 50 percent, and may go
as high as 60 percent.

“Look at it this way. If you di-
vide the motor vehicle market up
into three segments – truck, SUV
and car, Ford already has the top
selling truck and top-selling
SUVs. The only way to grow the
company is in the car segment.”

Being able to compete in this
supersegment with a car aimed
at younger buyers is a real victo-
ry for Ford, Terry said.

Ford’s Focus on Young Buyers Pays Off

2014 Focus ST

Women’s Group Grants Scholarships

The 2013 Chevrolet Detroit
Belle Isle Grand Prix generated
$46.3 million in total spending for
the Metropolitan Detroit region,
according to information re-
leased Nov. 18.

The total number represents
an increase of $1 million in
spending from the 2012 Chevro-
let Detroit Belle Isle Grand Prix,
according to a report conducted
by sports consulting firm Sport-
simpacts.

The consulting firm also pro-
vided an analysis report of the
2012 Grand Prix, said Grand Prix
spokesperson Merrill Cain.

The report stated that of the
2013 total spending number af-
fecting Wayne, Oakland and Ma-
comb counties, $17 million repre-
sents new spending to the region
as a result of non-local sources
that will be retained long term as
new income for Detroit-area
households, businesses and gov-
ernment.

This information represents a
total economic impact increase

of $1.3 million over the 2012
Grand Prix, according to Sport-
simpacts, which has conducted
more than 75 studies since 2000,
including numerous sporting
events in Metro Detroit such as
Super Bowl XL, the Ryder Cup
and the Major League Baseball
All-Star Game.

“The Chevrolet Detroit Belle
Isle Grand Prix continues to be a
very positive force for Detroit
and Southeast Michigan,” said
Bud Denker, chairman of the
Chevrolet Detroit Belle Isle
Grand Prix.

“We know that the event
shines the light on Detroit and
Belle Isle on an international lev-
el with race broadcasts seen
around the world and it’s also
great to see how much of an im-
pact the Grand Prix has on the
local economy.

“We’re very excited to report
economic growth from the 2012
event and to generate $46.3 million
in spending for the region this
year.”

2013 Grand Prix Generates
$17M in New Spending


