


become the centerpiece of the city's efforts to revive its downtown
and develop its riverfront.

General Motors and Fortune have grown up together too. As
Time Inc. founder Henry Luce was creating the modern busi-
ness magazine at the end of the 192os, GM was passing Ford to
become the world's largest automaker. In 1930, when—Depres-
sion be damned—Luce launched Fortune, GM showed its grit
by introducing the first Cadillac with a 16-cylinder engine.
When GM's legendary CEO Alfred P. Sloan
published his landmark memoir, My Years
With General Motors, in 1963, the title page
bore the name of his collaborator, a Fortune
editor named John McDonald.

With this issue, Fortune commences its
contribution to Time Inc.'s "Assignment
Detroit" series with a look at two sides of
GM: its management under the new leader-
ship of president and CEO Fritz Henderson,
and its manufacturing, as seen in the Pole-
town plant, one of two factories still assem-
bling cars within the Detroit city limits.
Poletown, symbol of decades of strategic
misdirection, represents the actions of an
arrogant company that still believed, long
after it had any reason to, that what was good for GM was good
for the city of Detroit and the country.

Henderson's strategy for GM is simple: to focus on the car
business again. Past CEOs were distracted by corporate debt
and legacy costs, work rules, and franchise laws. Now those
concerns have been mostly eliminated, stripped out during the
bankruptcy process, and Henderson can apply his energy where
it is most needed.

Henderson will be finding out what customers think by going
out and talking to them, forcing his executive team to pay more
attention to the competition, and applying more intellectual and
financial capital to the creation of new products. Board chairman
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Ed Whitacre has given him his orders: GM needs to generate
more revenue and more profit. There is no question where the
buck stops.

Now that GM has decided to focus on four brands—Chev-
rolet, Cadillac, Buick, and GMC—Henderson's challenge is to
persuade customers to take a look at them. The new model to
watch next year won't be the overpriced Chevy Volt but a small
car called the Chevy Cruze. Since the 196osGM has failed to

build a small car that could compete with
foreign brands. If it can't compete with the
Cruze, it might as well throw in the towel.
So far, reports on its design, fit, and finish
are encouraging.

Henderson's biggest challenge is to find a
way to change GM's thinking. Bankruptcy
notwithstanding, there remains a tendency
to explain away shortcomings. GM could
use some outside talent, but so far it has
found none. Henderson promises to recruit
managers from other companies but says
government restrictions on compensation
have prevented him from doing so.

GM's CEO won't like to hear it, but he
could learn a thing or two from Alan Mu-

lally, his competitor across town at Ford. Mulally has identified
a clear vision of the future, gotten his managers behind it, and
created a no-excuses culture. Ford executives today are dealing
with the world as it is, not as they wish it would be.

Can Henderson do it? Yes, he can. I have never met an execu-
tive who was better prepared for his job. But can GM do it? There,
I'm not so sure. With a few exceptions, there haven't been enough
signs of fresh thinking or new ways to convince hie that the new
GM is a winner. All the ingredients are there, but they have to be
successfully mobilized for GM to succeed. For the sake of Detroit,
all of America should hope that it does.
FEEDBACK ataylor@fortunemail.com
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IF YOU WANT TO UNDERSTAND how the old General Motors stumbled for 30
years until it collapsed into bankruptcy, consider the story of GoFast.

GoFast was a program started in 2000 by Rick Wagoner, then the compa-
ny's president (and later CEO), to untangle bureaucracy. The idea was simple:
When negotiations over an issue reached an impasse, all the interested
parties would be put together in one room until they agreed on a decision.
Human resources was assigned to spread GoFast through the company. It
trained GoFast coaches, arranged thousands of GoFast workshops, staged
GoFast feedback sessions, and distributed GoFast coffee mugs. At one point,
GM claimed savings of more than $500 million from GoFast.

But the program took on a life of its own. GoFast workshops were held to
eliminate other meetings; eventually the number of workshops reached more
than 7,000. In other words, GM held more than 7,000 meetings to discuss



how it could hold fewer meetings. Managers might see their per-
formance evaluations downgraded because they weren't holding
enough GoFast meetings. "The whole premise of GoFast became
going slow," complained one executive.

Don't expect to see many more GoFasts under Fritz Hender-
son, the man who succeeded Wagoner as CEO last March. It
"wasn't helpful for decision-making," he says.

A Detroit rival describes the situation facing Henderson suc-
cinctly: "There is a competitive company inside GM. The question
is, Can it come out?" Henderson is trying his best. He likes to cir-
cumvent rules to make quick decisions on his own. When Buick
was mulling names for three new models
recently, Henderson approved its recom-
mendations overnight. (The process might
have taken months at the old GM.) When
potential customers gave a thumbs-down
to a proposed Buick crossover in August,
Henderson killed the program in a matter
of hours. "We need to be faster, without
any doubt," he says in a recent interview
in Detroit. "As a company we should take
more risks. Part of it is how you behave. It
starts at the top and moves down the orga-
nization. When people realize speed has
real value, they will change."

GM's new board of directors has Henderson on a very short
leash. It didn't choose him—the government's auto task force
did—and he is under exceptional scrutiny. "He has to produce,"
says GM chairman Ed Whitacre, the plainspoken former head of
AT&T. "We want him to succeed, but he's under the gun. Some-
thing has to ignite this company." To make sure it was getting all
the facts on the sale of Opel, the board held up the decision until
it could thoroughly analyze its options. Henderson has gotten the
message. "I think my job is always on the line, but that's okay,"
Henderson says. "In my case, there are no guarantees."

The city of Detroit wants Henderson and GM to succeed too.
Since GM moved its headquarters down-
town a decade ago, it has poured hundreds
of millions of dollars into the area. Now,
though, its Renaissance Center headquar-
ters (developed, ironically, by Henry Ford II
in the 197os) stands one-third empty, and
most of the shops and restaurants once pa-
tronized by GM employees have closed.
There are persistent rumors, that GM will
move out of town; that would be an eco-
nomic blow from which the city would be
unlikely to recover.

For the next three years Henderson will
be selling a lineup of cars developed under
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Wagoner's regime, which, short of cash, scrimped on product
development. GM is introducing some attractive new models,
such as the Chevrolet Equinox crossover and Buick LaCrosse.
Early indications are that the new models are doing well, but GM
is launching them at a slower rate than its competitors. According
to an analysis by Merrill Lynch's John Murphy, GM will be replac-
ing an average of only 11% of its product line between 2010 and
2013, compared with 17% for Toyota and
25% for Ford. Murphy believes GM's 18% to
19% market share target is optimistic, and a
more realistic range is 15% to 16%. (GM calls
his data worthless.) There is no room for
mistakes. "The days when GM would launch
eight or nine cars, and two would be hits,
four would be average, and the rest would be
okay is just no longer the case," Henderson
says. "We don't have the money to do that,
and the market is far more demanding."

Yet GM finds itself in a better place than
it has in a decade. The company that Hen-
derson led out of bankruptcy on June 10 is

smaller, nimbler, more focused, and less financially stretched. GM
will have 34 assembly, powertrain, and stamping plants in 2010,
down from 47 in 2008, and 68,500 hourly and salaried employees
in 2009, down from 91,650 in 2008. It will market and distribute
four brands with 34 nameplates, compared with eight brands and
48 nameplates a few months ago. Just as important, its overhead
will be sharply reduced. Structural costs are projected to decrease

from $51.5 billion in 2008 to about $30.4
billion in 2010. GM's U.S. hourly labor costs
have been reduced from $7.6 billion in 2008
to an estimated $5 billion in 2010.

SOMETHING ELSE HAS SHRUNK at GM too:

its attitude. The old cocky, we're-GM-and-
we-know-best way of thinking is begin-
ning to disappear. "Bankruptcy was very
humbling," Henderson admits. At times
GM seems to be enjoying the unfamiliar
emotion of humility. Around headquarters
you feel as if you are watching an organiza-
tion go through a 12-step recovery program.



GM is somewhere between Step 5—"admitting the exact nature
of our wrongs"—and Step 8—"making a list of all persons we had
harmed and being willing to make amends to them all."

For sure, there is no room for hubris. By the end of the year
Henderson will have swept out 450 of the company's 1,300 execu-
tives, including a dozen of the highest ranking. He's replaced them
with younger managers who
weren't around when GM domi-
nated the U.S. market. In one
unorthodox move, he switched
designer Bryan Nesbitt from the
styling studio to the front office,
making him general manager of
Cadillac. One holdover is Bob
Lutz, who exchanged his job as
head of product development for
a new one running marketing
and communications. Now 77,
Lutz worked at BMW, Ford, and
Chrysler before rejoining GM in
2001 and has been campaigning
against GM's old, slow-moving,
counterintuitive ways. Lutz re-
gales audiences with bureau-
cratic horror stories, like the one
about the engineer who designed
Cadillac ashtrays that met an an-
cient standard that they operate
at -40 degrees, but were so rigid
they could barely be opened.
"GM had a zillion regulations
that products had to meet," says
Lutz. "Fritz hates to waste time
and believes in a lean organization. He looks
at the data and then decides."

Sometimes Henderson's speedy deci-
sion-making inflicts casualties, and earlier
this year Lutz took a hit. Lutz had decided
that the Australian-made Pontiac G8 sedan
should be renamed the Chevrolet Caprice,
since the Pontiac brand was being discon-
tinued. But while Lutz may have decided,
Henderson hadn't. He griped publicly that
"there's way too much speculation" about
the car, and noted, as an aside, "Bob Lutz
says a lot of things, but he works for me."
Lutz quickly backpedaled. In his blog on
GM's FastLane website, he announced, "The G8 will not be a
Caprice after all." Summing up the episode later, Lutz said, "I said
yes, Fritz said no. It was a 48-hour job."

AT 50, HENDERSON IS THE THIRD-YOUNGEST CEO in GM's 101-year
history—and the first to get his job from the U.S. government. After
accepting the resignation of CEO Wagoner on April 30, Steven Ratt-

DURING AN
ONLINE PRESS
CONFERENCE,
HE ANSWERED
30 QUESTIONS
IN 45 MINUTES.

THEN HE
SWITCHED

OVER TO
TWITTER.

ner of the Treasury Department's auto task force asked that Hen-
derson replace him. The government is now majority owner of GM.
After investing some $50 billion of public money, it owns 60.8% of
the company and nominated 10 of the 13 members of the board of
directors, including chairman Whitacre. Another board represen-
tative came from the governments of Canada and Ontario, which

have a combined 11.7% stake
in the company, and the 12th
was nominated by the UAW's
Retiree Medical Benefits Trust.
Henderson, the sole insider, was
notified of the nominees but had
no role in their selection.

Overseeing GM in Wash-
ington is Ron Bloom, who is
a senior adviser to Treasury
Secretary Timothy Geithner
as head of the auto task force
(he recently added the title of
senior counselor for manufac-
turing policy). Bloom helped
arrange GM's federal bailout
and push the company through
bankruptcy. From his years ad-
vising labor unions, he knows
the auto industry inside and
out, and while he promises not
to meddle in GM's operations,
he has no problem conferring
with Whitacre or checking in
with Henderson and other top
executives. Bloom wants GM
to start paying the government

back next year, and he will watch closely to
see how the company performs under new
management. "GM has to make great cars,
not just okay cars," he says. "The current
lineup is not all great cars. They understand
what it takes, but now they have to do it."

If GM does, it will be the first time in
three decades. When Henderson joined
GM in 1984, the company still controlled
40% of the U.S. market, and the famous
Sloan ladder was occupied by five brands,
starting with Chevrolet and going up to
Cadillac. Toyota accounted for just a sliver
of the market, and Hyundai hadn't even

arrived in the U.S. Besides being the sales champ, GM was the
technology leader, its latest achievement being the development
of the catalytic converter for exhaust emissions. Today GM ac-
counts for less than a fifth of U.S. car sales, and it is being chal-
lenged by Toyota and Ford for leadership. Hyundai, meanwhile,
outpaces every GM brand in quality and outsells every GM brand
except Chevy. Unlike Toyota, GM has not developed a successful
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alternative-fuel strategy and concedes that its much-heralded bat-
tery-powered Chevy Volt will be unprofitable for years.

Henderson has spent enough time around the company to
know all the key players, but not so much time at headquarters as
to have picked up a lot of bad habits. He grew up in Detroit, where
his father, a Buick sales executive, worked for GM for 39 years.
After the University of Michigan, where he got a degree in ac-
counting and finance, he, like Wagoner, graduated from Harvard
Business School, and then, again like Wagoner, went on to GM's
renowned New York treasurer's office. That was followed by stints
with GMAC, GM's old finance arm, and the former Automotive
Components Group (renamed Delphi Automotive). Henderson's
personnel file was clearly stamped "high potential."

At age 38, Henderson again followed Wagoner, this time to
Brazil, GM's biggest market in South America. Three years later he
took over all of Latin America, along with Africa and the Middle
East (LAAM). He was already building a reputation as an unusu-
ally efficient and decisive manager. Retired GM executive Warren
Browne remembers Henderson asking his
staff for 10% reductions in their budgets to
cope with an economic downturn. Most
agreed, but one manager protested. "You
don't understand," he complained. "We
have a heavy workload with all these prod-
uct programs." Henderson looked up, and
said, "I understand completely. Let's you
and I spend two or three hours together,
and I'm sure you can convince me." They
did. "When the guy left," says Browne,
"he was happy to escape with just a 30%
budget cut."

After tours in Asia and Europe, Hender-
son was named president in March 2008,
and CEO effective March 29, 2009.

Some worry that Henderson has been
immersed in GM culture for so long that he will be unable to
make the necessary changes. All his new appointees, for instance,
have been GM veterans. Consultant Rob Kleinbaum, who worked
for GM for 24 years, nine years as an employee, says that's too
much. "There has been more of a reshuffling of people than a
meaningful change of leadership. So while Fritz genuinely wants
to make the changes, I am not sure he 'gets it' enough to actually
do so. We could be seeing the old trait of just doing enough to get
by but not doing enough to really solve the problem." Henderson
says there are more changes coming in the next 60 to 90 days.

If life were like college, Wagoner would be the class president and
captain of the basketball team, while Henderson would be the guy
who collects the tickets, runs the concessions—and makes money
at both. By his own admission, he is less than imposing: Henderson
is 5-foot-8 and has a chubby body and a receding hairline. He cer-
tainly isn't a showoff. With a journalist riding shotgun, Henderson
negotiated a driving course at GM's Milford, Mich., proving ground
in a new Cadillac this August without knocking over any cones
but at a speed that wouldn't scare your grandmother.
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Appearances don't tell the whole story, though. Henderson played
varsity baseball in college, and associates describe him as a physi-
cal fitness buff who runs and lift weights, is fanatical about golf,
and drives a 2006 candy-apple-red Corvette. More stylish than the
typical GM executive, he sports Hermes ties, owns a Patek Philippe
instead of a Rolex, and is self-confident enough to wear a small brush
moustache, the first GM CEO to do so since Harlow Curtice retired
in 1958. Henderson dispatches even the most mundane duties with
a brisk, personable self-confidence that some find inspiring but oth-
ers may find intimidating. Once you have completed your business
with him, you find yourself graciously, yet firmly, dismissed. When
the situation calls for it, Henderson can moderate his normal impa-
tience, and adversaries praise his skills as a negotiator.

TO THOSE WHO WORK CLOSELY WITH HIM, Henderson is known as
"the Machine," and it is easy to see why. During an online news
conference with journalists this past summer, he typed 30 answers
in 45 minutes on everything from engine options for the upcom-

ing Chevy Cruze to the amount of tax-loss
carry-forwards GM would enjoy—and did
so in carefully composed paragraphs with-
out typos. He answered one question from
Brazil in Portuguese. Between answers,
Henderson traded quips with his aides.
When a touchy question about govern-
ment influence at GM came up, Henderson
joked, "[Ford CEO] Alan Mulally gets the
softballs. Where are the easy questions like
'What about the new Camaro?'"

Besides blogging, Henderson can
tweet. When he finished with the me-
dia, he shifted to Twitter and answered
30 questions from employees in 30 min-
utes, this time in a 140-character format
and again without a typo. When, after

11 minutes, his desktop computer shut down for a soft-ware
update, he shifted over to a laptop without complaint. Hender-
son dodged several abusive questions, sarcastically referring
to one particularly offensive one as "highly constructive," but
sympathizing with the sender by noting, "It is good to take a
shot once in a while."

In the end, Henderson's success or failure may depend on one
factor he has no control over—timing. By taking over as CEO dur-
ing the depths of the recession, he has the wind at his back: The
economy is picking up, auto sales are starting to recover, and GM
has a strong lineup of new models to sell in the next two years.
The key will be maintaining a sense of urgency and humility. Step
10 on the 12-step ladder is "Continue to take personal inventory
and when wrong, promptly admit it."

The role of underdog is an unfamiliar one at GM, but as
long as Henderson can maintain that kind of feeling, the once
above-it-all automaker has a better chance of succeeding the
second time around.
FEEDBACK ataylor@fortunemail.com





HERE'S GEORGE MCGREGOR, autoworker. He's 63 years old, a gregarious, barrel-chested graybeard
with a gold stud in his ear and a gold cross around his neck. This is his story. It's a particular
story, all his own. It's also an American story, specifically, a Detroit story, about a time that has
passed and a city that will never be the same. And it's a story about a factory—GM's Detroit-
Hamtramck assembly plant—one of only two factories still making cars in the city where car-
making was born.

GM first pitched the idea for a new Cadillac assembly plant on land straddling the line be-
tween Detroit and the municipality of Hamtramck almost 30 years ago, during a time of crisis
in the auto industry. American carmakers, under attack from Japanese imports, needed to cut
costs, and GM believed that a new factory with robots and other cutting-edge technology was
just the answer. To Coleman Young, Detroit's mayor at the time, the new plant was a godsend.
Mayor Young believed so strongly in the project that he agreed to level an entire neighborhood
known as Poletown—465 acres of homes, businesses, and churches—to make room for it. An epic



showdown ensued. The mayor prevailed.
Poletown was obliterated, and the facility
was built. The experiment didn't work out
as hoped. Over the years demand for GM's
cars waned, and the original 6,000 workers
at the plant shrank to 4,000, then 3,000,
and ultimately fewer still.

Today the U.S. automobile industry is
again in crisis, and GM, in an eerie repeat
of the past, is betting that technology is the
answer. This is the factory where, late next
year, GM plans to begin building the Volt,
Chevy's $40,000 plug-in electric car. The
stakes have never been higher: for GM, which recently emerged
from Chapter 11; for taxpayers, who wrote GM checks totaling
more than $50 billion and now own 60% of the company's de-
pressed assets; for the American auto industry, as it struggles to
reinvent itself in the twilight of the internal combustion age; and
not least for the city of Detroit, still betting, however improbably,
on a Motor City renaissance.

"Detroit has been and always will be the home and epicenter
of auto innovation," argues Mayor Dave Bing, a former NBA star
with the Pistons. He sees his city as the logical place for the next
generation of battery-powered cars to be engineered, designed,
and built; it's an exciting opportunity to spur job and economic
growth. And he will have help implementing this vision. Earlier
this year Gov. Jennifer Granholm and the state legislature, despite
crushing fiscal woes, approved $945 million in tax credits and
grants to encourage the development of alternative vehicles in
Michigan. In August, Vice President Joe Biden came to Detroit to
distribute to the state $1.35 billion in DOE grants, courtesy of the
American Recovery and Investment Act. But will it be enough and
in time, or will Detroit once again fall short of its dreams?

FEW HOPE FOR THE SUCCESS of the Volt
and a bright future for Detroit more than
McGregor. He came here 41 years ago, a
Southerner with a high school education,
searching for a better life. He was there at
Det-Ham the day it opened in 1986. Today
he's president of the plant's union, United
Auto Workers Local 22. "I will do anything
I can to keep my people working," McGregor
says with a grim conviction that belies his
private doubts. "As many as I can."

When McGregor was a teenager, he
worked in a factory in Memphis, making

handles for hoes and axes and earning minimum wage. "We sent
handles all over the world," he says. "Dollar and a quarter an hour.
Got my paycheck, $46, had to give my momma $20 of that, so
that made me have $26 left." He might be working there still if he
hadn't been drafted. One night in the barracks at Fort Campbell in
Kentucky, while everybody was sitting around shining shoes, the
talk turned to jobs left behind. "There was this guy that worked
for Chrysler," McGregor says. "He brought out his check stub. I
looked at his check stub. I said, 'I'm going to Detroit when I get out
of the Army.' I got out of the Army in '68—January the 2oth, 1968.
February the 7th, I hired in at Fleetwood Fisher body."

McGregor was almost too late. He arrived six months after
the '67 riots, and long after Detroit's population had peaked in
the 195os at around 2 million and the city had begun emptying
out. Today barely 900,000 inhabitants remain, spread thinly
across 138 square miles, about a quarter of which, incredibly, are
not just uninhabited, they're utterly empty. No people, no struc-
tures—just tall grass bending in the summer breeze, mixed with
nodding blue cornflowers and Queen Anne's lace. But Detroit in
the late '6os was still the bustling hub of the automobile universe.



General Motors was still the biggest, most profitable corporation
in America. Hudson's colossal redbrick department store on
Woodward Avenue still towered over a vibrant downtown shop-
ping district. "The city was beautiful," McGregor remembers.
"It was alive!"

McGregor built bodies for Cadillac in a six-story factory on
Fort Street in the West End. Two miles north, at the corner of
Michigan and Clark, was an even larger factory that received
the bodies and married them to chassis. Together those two
factories employed 18,000 dues-paying, health-insured, pension-
accumulating members of the UAW, many of whom didn't just
build Cadillacs, they bought them for themselves. McGregor has
in his East End garage a 1977 Cadillac DeVille d'Elegance with
a 425-cubic-inch V-8 and an eight-track tape player. His current
ride is a Cadillac CTS (it's a little cramped for his taste), but he'll
never sell the DeVille. It's a relic of a bygone era whose demise
began with the coming of the oil crisis in 1973 and the subsequent
invasion of the Japanese imports.

Throughout the 197os, as Japanese automakers steadily gained
market share, Washington threatened to impose tariffs. Japan
responded by shifting production to North America, starting with
Honda's Marysville, Ohio, plant, which opened in 1982. By 1990
every major Japanese carmaker had at least one "transplant" in
the U.S. Because the transplants were heavily automated, typi-

cally non-union, and often located south of
the Mason-Dixon line, they only accelerated
Detroit's decline.

Det-Ham was supposed to reverse that
alarming trend. It would be ultramodern in
every way, an efficient, single-level facility
stuffed with the latest technology, and it
would be in Detroit. The last time anyone
had built a new car factory in Detroit was in
the 195os. The city establishment went gaga,
and instantly the fate of Poletown's 4,200
blue-collar Polish- and African-American
residents was sealed.

"They were lining up against these ma-
jor forces," says documentary filmmaker
George Corsetti, who chronicled their
struggle. "You had the archdiocese, who
wanted to dump these churches. [It quickly
sold two, St. John's and Immaculate Con-
ception, to the city for $2.39 million.] You
had General Motors, of course, that at the
time was one of the biggest corporations
in the world. You had the city of Detroit,
which was desperate. And the UAW. The
residents weren't going to win this fight, and
I knew that from the beginning."

They did fight, though. There were
marches, demonstrations (joined by lefties
as well as libertarians), and on the summer
morning that the wrecking ball arrived to

demolish Immaculate Conception, a final, heroic occupation
that resulted in 12 arrests. Throughout, Mayor Young professed
bafflement at why anyone would oppose what he viewed, grate-
fully, as a gift to his beleaguered city. On the day in January
1982 that the new plant's first structural column was lifted into
place, Young, looking on with CM chairman Roger Smith, told
the Detroit Free Press that GM had been the victim of a "vicious
and unreasonable assault." "I don't know," Young said. "It's like
shooting Santa Claus."

McGregor agreed with Young. He viewed the new factory as a
blessing—a modern, spacious, air-conditioned facility with "a place
for everything and everything in its place." Standing on the roof on
a clear day, he could see the old GM headquarters building on West
Grand Boulevard. "We all felt good about it because it was an ideal
place to work," McGregor says. "Everybody was proud of it."

Of course it was heartbreaking for the many people who would
lose their jobs. McGregor remembers walking through the plant
in the days after it opened, listening to co-workers complain,
"Oh, man, that's my job, and the robot's doing it!" (There were
problems with the robots from the outset—serious accidents, not
all of them easily explained. That led some workers to cast a wary
eye on an old cemetery, hidden behind high walls on the northern
edge of the property—it's all that's left of Poletown—and conclude
that the plant was cursed. "We always had problems," McGregor



says. "Lights would go off, couldn't get noth-
ing to work. Like an omen or something.")

But McGregor above all was a realist.
"I knew there was no way in the world
General Motors could survive building
cars in a factory six stories high, then
shipping them down the highway so they
could be completed," he says. "No way."
So McGregor made his peace with prog-
ress; with the closing of two obsolete fac-
tories and the elimination of 18,000 jobs
in exchange for the promise of 6,000
supposedly rock-solid jobs at Det-Ham.
It turned out to be a bad bargain. Over the next quarter-cen-
tury GM's sales faltered, and the factory shed all but 1,300 jobs.

IT'S 2009 NOW, A HOT AND WINDY Thursday in August. Det-Ham's
vast parking lot is mostly empty. The plant is slowly gearing up to
resume production after an extended two-month summer layoff.
"We'll start to be in full rock-and-roll position early next week," says
plant manager Teri Quigley, who greets me in the lobby. Quigley's
dad was a PR man for GM in the days of Roger Smith. Of the 14 as-
sembly plants GM operates in the U.S., only two are run by women.
Quigley is one of them. She's vibrant and
disarmingly petite ("five-two on a good
day"), a self-described "manufacturing
rat all my life" with long brown hair that's
pulled back into a bun for safety as we
head for the plant floor.

Rock and roll, Quigley explains, is
not what it used to be. Production of
Det-Ham's current line—the Cadillac
DTS and the Buick Lucerne, two closely
related luxury sedans—is at a fraction of
capacity. The hope for growth lies with
the Volt. If you want to see one today,
you need to drive 10 miles north of Det-
Ham to GM's Tech Center in Warren,
Mich. There, vehicle line director Tony
Posawatz ("Sounds like kilowatts—I was
born to do this program!") shows off a
third-generation test Volt, the version
where "everything comes together."
Outwardly it's a conventional compact
sedan, with space, barely, for five, and
a body that's unlikely to turn heads on
the highway. The instrument panel is pretty cool—vaguely sug-
gestive of an iPod. Otherwise the justification for the $40,000
price tag for a Chevy is hidden: Under the back seat, where the
4OO-pound cross-shaped lithium-ion battery resides and under
the hood, where there's a 1.4-liter gasoline engine whose sole
purpose is to recharge the battery, extending the Volt's 4O-mile
range to more than 300 miles.

Back at Det-Ham, Quigley is on schedule to begin limited pro-
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duction of the Volt as early as next March.
Workers will get some special safety train-
ing so they don't electrocute themselves,
says Quigley, but otherwise the Volt is an
assembly job like any other, requiring no
special processes and no additional staff.
She is looking forward to when "the spot-
light comes on" in November 2010, and
road-ready Volts start rolling off the line.
Rolling slowly. GM isn't talking exact num-
bers, but Quigley says the initial output
will be "low." That means no more than
a few thousand units in the first year. She

adds, "As we prove out the technology and the market demand
comes, we can run this plant to full capacity."

Whatever benefit Detroit gets from the Volt, if any, won't be
felt for years. Even if Volt sales climb into the tens of thousands,
Det-Ham could handle that annual volume with only one shift.
That would hardly put a dent in an unemployment rate in Detroit
that, at 29%, is nearly three times the national average. And
where would those workers come from? Probably not Detroit.
More than 70% of Det-Ham's current workforce lives outside
the city. GM is also investing $43 million in a renovated facility

in southeastern Wayne County, where
it plans to build the Volt's battery packs.
(Assemble them, that is. The battery
cells themselves will be manufactured
in Troy, Mich., by Compact Power, a sub-
sidiary of Korea's LG Chem.) All that
may help Michigan but not Detroit.

Even so, Quigley has no illusions about
what's at stake here. GM, remember, is a
ward of the U.S. Treasury. Its CEO is a
government appointee. Its track record
in green tech is spotty at best, even when
compared with its laggard U.S. competi-
tors. Now it's proposing to leapfrog its ri-
vals with a hastily developed, expensive
technology, knowing it needs nothing less
than a grand slam if it's going to regain the
confidence of investors, begin paying back
the taxpayers, and jump-start the green-
car economy that may well be Detroit's
last hope. How important, then, is the
Volt? Quigley doesn't hesitate: "How much
more important could it possibly be?"

Right. And honestly, who in his right mind isn't rooting for GM
to pull this off? At the same time, who in his heart really believes
that it can? Does McGregor even think so? "It's lijse this," he says
carefully. "A drowning man will grab anything. That's what we
do. Guys are losing their jobs, their 4Oi(k)s. So they throw us
the green jobs and the small electric car, and guess what?" He's
laughing now. "Here we go!" Or not. 
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