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475 SUMMIT DRIVE • 248-292-2502 • 5825 HIGHLAND RD. (M59) • WATERFORD

CALL
BRUCE LITVIN
– 24/7 & 365 –

40 YEARS
OF QUALITY SERVICE

CELL # 1-586-405-5175
blitvin@lunghamer.com

1-888-665-5438

JJOOEE LLUUNNGGHHAAMMEERR''SS

CCAASSHH
FFOORR CCLLUUCCKKEERRSS
IISS BBAACCKK!!
AANNYY CCAARR 11999999 OORR NNEEWWEERR,, RRUUNNNNIINNGG NNOO SSAALLVVAAGGEE TTIITTLLEE

$$22,,000000 OONN PPUURRCCHHAASSEE
OORR LLEEAASSEE OOFF AA NNEEWW CCAARR

*All payments plus tax, lisc. transfer and dealer doc fee.  
No security deposit required.  

Must quality for GMS GM employee purchase.

‘14 CHEVROLET VOLT

Lease for 36 months

$219*
mo
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Wally Edgar
Chevrolet Employee HQ

Be treated with the respect you deserve.
TOP DOLLAR FOR YOUR TRADE & the Best Deal PERIOD!!

Wally Edgar
Chevrolet

Located right o!
I-75 onM-24,

2minutes N. of the
Palace of Auburn Hills

1-866-906-0279

JAY CHAISER x117
Fax: 248-391-0189
Cell: 248-821-8026
Email:
jchaiser@wallyedgar.com

SalesHours:
Mon. - Thur. 8:00am-8:00pm
Fri. 8:00am-6:00pm
Sat. 9:30am-3:00pm
Sun. Closed

CHEVY DEALER CODE 44085

www.wallyedgar.com • www.wallyedgar.com • www.wallyedgar.com • www.wallyedgar.com
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Make us your Michigan P.E.P. Car Connection

*Lease payment examples based on GM Employee Discount price plus tax, title, plate and first month payment due at singing with all
rebates including USAA military rebate assigned to dealer. Lease responsible for excess wear and tear as well as exceeding contracted
mileage. Security deposit may be required by lender. Due to advertising deadlines, price subject to change.

2014 IMPALA

$175*

36MONTH • 10K LEASE
$999 DOWN

2014 TRAVERSE

$177*

36MONTH • 10K LEASE
$999 DOWN

2014 SILVERADO DOUBLE CAB

$162*

36MONTH • 10K LEASE
$999 DOWN

Chevrolet has launched “What
Do You #PlayFor?” – a new social
and digital global campaign to in-
spire and bring football fans clos-
er to the sport than ever.

The brand also will be unveil-
ing a new initiative to make last-
ing impacts in developing areas
where play and recreation is
most needed, said Cristi
Vazquez, Chevrolet’s Advertising
and Promotions spokesperson.

“The act of play is a fundamen-
tal human need that transcends
cultures and impacts all ages,”
said Alan Batey, General Motors
executive vice president, Global
Chevrolet.

“Joyful play is the fuel of inge-
nuity and imagination for chil-
dren and adults alike, driving a
sense of what is possible.

“Through our partnership with
Manchester United and One
World Futbol Project, Chevrolet
is harnessing the passion for
play to bring everyone closer to
the game. The message we’re
sending to football fans around
the world is that at Chevrolet, we
play for you.”

Chevrolet used the Sunday,
March 16, Premier League match
between Manchester United and
Liverpool FC to globally launch
“What Do You #PlayFor?” – in-
cluding asking the question on
social media and sharing fans’
answers in words and images at
www.chevroletfc.com, Vazquez
said.

“From the beginning of our
partnership nearly two years
ago, Chevrolet has followed
through on its pledge of bringing
fans closer to our Club and using
football to do good around the
world,” said Richard Arnold,
Manchester United group manag-
ing director.

“Chevrolet’s ‘What Do You Play
For?’ campaign will stimulate
global discussion and engage-
ment amongst Manchester Unit-
ed’s 659 million followers world-
wide and create meaningful
change around the world.”

Chevrolet and One World Fut-
bol Project are collaborating to
bring the “power of play” to chil-
dren around the world by donat-
ing and distributing 1.5 million
nearly indestructible footballs,
or soccer balls, to organizations
working in developing communi-
ties. According to a statement re-
leased by One World Futbol Proj-
ect, One World Futbols have
been delivered to more than 50

countries affecting the lives of an
estimated 21 million children.

Chevrolet and Manchester
United also announced that well-
known players affiliated with the
club will be deployed this year to
work with coaches and children
in developing regions around the
world.

Chevrolet is currently working
in Bandung, Indonesia, to revital-
ize the community’s pitch on be-
half of Rumah Cemara, a local or-
ganization that uses peer inter-
vention and football to increase
the quality of life for people with
HIV/AIDS and people who use
drugs. The story is told through
videos at www.chevroletfc.com.

“One World Futbol Project’s
goal is to bring the power of play
to children everywhere in the
world, especially those living in
disadvantaged communities
where play opportunities are
scarce and where children play
in harsh environments,” said Tim
Jahnigen, co-founder and chief
innovation officer of One World
Futbol Project.

“Chevrolet’s commitment to
creating a positive, lasting im-
pact through play makes Chevro-
let an ideal partner to support
our mission to help youth
around the world realize their
potential through play.”

Chevrolet is planning several
additional announcements and
fan engagements around the
world this year regarding its
Manchester United sponsorship,
other partnerships, and the
“What Do You #PlayFor?” cam-
paign, including the July reveal of

the Chevrolet-branded Manches-
ter United match shirt, where
Chevrolet will ask fans to take
part in a unique digital experi-
ence, Vazquez said.

Michael Bernacchi, professor
of marketing at U-D Mercy, said
the moves Chevy is making by
using soccer as a promotion
make sense.

“This is a way to connect with
the public,” Bernacchi said. “Es-
pecially with Hispanic buyers
and with the Latin American mar-
kets.”

Bernacchi said World Cup soc-
cer games are coming up. This
year’s Cup is being hosted by
Brazil. He said other world-wide
brands, such as Anheuser-Busch,
are beginning to debut their
World Cup promotions.

“The buying power of the His-
panic community here in the
U.S., and the economies of Latin
America are becoming stronger,”
Bernacchi said. “The need for
companies like GM to compete
with these demographics and
markets is strong. Any foothold
that they can get is very impor-
tant.”

Using soccer as a way to con-
nect with these potential buyers
is just a good idea, Bernacchi
said.

“I’m sure Chevy understands
this and will use both traditional
and the new social medias to
help forge this connection,”
Bernacchi said.

“It’s especially important to
use social media, because that’s
where the young people are,
both here and in Latin America.”

Play is the Name of the Game at Chevy

“What Do You #PlayFor?” is a new global campaign aimed at football.

Because the SAE is a technolo-
gy-based organization, the six
main topics or themes at the up-
coming Congress will reflect that,
Schutt said. One of the most im-
portant areas of discussion will
be on connected vehicles.

He said that new partnerships
between Detroit and Silicon Val-
ley are being formed all the time.
Connected technology includes
vehicle-to-vehicle connections,
vehicle-to-infrastructure connec-
tions and vehicles-to-grid con-
nections.

Each kind of connection pres-
ents its own challenges in terms
of elements like speed of connec-
tion and security of connection,
Schutt said, adding that this is
only going to get bigger and
needs international standards
that everyone can follow and
work with.

Electric vehicles aren’t going
away, Schutt said, and the SAE
will continue to work on setting
standards for those vehicles.
There will also be discussions on
EVs in Detroit next month.

The question of battery re-
search is very important to au-
tomakers, Schutt said, noting
that questions of how batteries
will be charged in the future will
be a major topic at the Congress.

He said battery research deals

with items like infrastructure at
both the individual, local and re-
gional levels.

And, Schutt said, cyber securi-
ty has come to the auto industry.
Today’s automobiles are con-
nected to “the cloud” in ways
that were inconceivable only a
few years ago, he said, adding
that this requires new thinking
by automotive engineers and
new technologies with new pro-
tocols that everyone can agree
on.

Questions of autonomous driv-
ing and the standards and tech-
nology needed to make that real-
ity will also be discussed at the
Congress.

But this year’s Congress will be
more than about standards and
technology, Schutt said. It will be
about developing the next gener-
ation of automotive engineers, he
added.

Andy Smart, the SAE’s director
of Industry Relations and Busi-
ness Development, said that dur-
ing the last recession, the auto
industry took a big hit not only
to its pocketbook, but to its repu-
tation.

Simply put, Smart said, a lot of
young engineers stopped looking
at careers in the industry be-
cause it wasn’t the “cool” place
to be.

So part of what the SAE will be
doing at the Congress is selling

the auto industry to the next gen-
eration, Smart said. And that, he
added, will be only part of a
longer-term effort to promote the
industry.

As the auto industry truly be-
comes international after it de-
veloped regionally, the need for
common standards will become
more important, Schutt said. As
the industry becomes ever more
competitive, he added, the need
for continuing education will be
greater than ever before.

SAE World Congress to Focus on Technology
CONTINUED FROM PAGE 1

MILAN (AP) – European car
sales grew for a sixth consecu-
tive month in February but re-
mained at a low level as the mar-
ket recovered slowly from the fi-
nancial crisis.

The European carmakers’ as-
sociation said that sales of new
passenger cars in the EU grew 8
percent last month to 861,058
units. Carlos Da Silva of IHS Au-
tomotive said this compares
with “dreadful” lows recorded in
six years of contraction and “the
overall situation remains more
tense that it might appear.” Feb-
ruary’s sales were at the second-
lowest level ever for the month.

In major markets, only France
saw sales drop, by 1.4 percent.

Europe Car Sales
Up in February


