
DETROIT: Thirty-three years ago, Chrysler
invented the minivan. Now, it’s reinvent-
ing it with styling reminiscent of an SUV,
high-tech features and a first-ever hybrid
version that Chrysler hopes will make
minivans popular again. The 2017
Chrysler Pacifica was yesterday morning
at the North American International Auto
Show in Detroit.

It’s the latest incarnation of the family
hauler that took the suburbs by storm. Lee
Iacocca, Chrysler Corp’s former chairman,
drove the company’s first minivan off the
assembly line in 1983. Baby Boomers
loved its sliding doors and roomy interior,
and the minivan quickly replaced station
wagons as the vehicle of choice for shut-
tling around kids. By the early 1990s,
Chrysler was selling more than 500,000
per year. US minivan sales peaked at 1.37
million in 2000. But minivans took a hit
when car companies started making
crossovers - small SUVs that had as much
space as minivans but handled more like
cars and had better fuel economy.
Minivans suddenly looked clunky and
undesirable. General Motors and Ford

stopped making them altogether. Last
year, Fiat Chrysler Automobiles - Chrysler’s
current owner - sold less than 200,000
minivans in the US.

FCA aims to reverse that slide with the
Pacifica, which goes on sale this spring. It
replaces both the Chrysler Town and

Country and Dodge Grand Caravan.
There’s hardly anything the company did-
n’t change with the Pacifica - members of
some focus groups didn’t realize it was a
minivan, the company says. FCA’s car
chief, Tim Kuniskis, says a vehicle so differ-
ent deserved a new name; the company

settled on “Pacifica,” the name of a small
SUV Chrysler sold a decade ago.

The Pacifica has a sleeker, swept-back
look than the current boxy models, which
were last redesigned in 2008. It sits lower
to the ground and has bigger wheels, giv-
ing it a more substantial feel. It looks more
luxurious, with bright chrome strips out-
lining the windows and LED-accented
headlights and taillights.

But FCA knows looks alone aren’t
enough to fend off rivals like the Honda
Odyssey and the Toyota Sienna, which
have been eating away at Chrysler’s mar-
ket share for years.

So it’s debuting several segment firsts.
The Pacifica will be the only minivan with
a plug-in hybrid version. The hybrid will
go up to 30 miles on electric power alone
before its gas engine kicks in, thanks to a
lithium-ion battery tucked under the sec-
ond-row seats. Gas-powered models have
a 3.6-liter V-6 engine with 287 horsepow-
er. Chrysler promises the new minivan,
200 pounds lighter than its predecessors,
will have the best fuel economy in the
segment. —AP
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IDC Report: In 2014 
Kaspersky Lab grew 

faster than the market 
DUBAI: International Data Corporation (IDC) has exam-
ined the consumer and corporate endpoint security
market and issued a report based on the data for 2014.
According to this, Kaspersky Lab is growing faster than
the market as a whole: worldwide revenues for all end-
point security vendors increased by 2.6 percent in 2014,
while Kaspersky Lab’s revenues grew by 6.5 percent.

The report shows that worldwide revenues for end-
point security vendors reached a total of $9.0 billion in
2014, with four endpoint security vendors achieving rev-
enues in excess of $700 million. Between them, these
vendors account for 64 percent of total revenues.
Kaspersky Lab is one of them, holding fourth position
with revenues of $710.6 million. In 2014, the company’s
earnings grew by 6.5 percent and captured a 7.9 percent
share of the market. Kaspersky Lab was also ranked
fourth in 2013, when earnings increased by 6.1 percent,
with revenues of $667 million. 

In addition, Kaspersky Lab is named a notable gainer
by IDC for its growing share of the consumer endpoint
security market. This segment grew a paltry 1 percent
worldwide in 2014, while Kaspersky Lab’s share grew by
more than 9 percent. The low overall growth of the seg-
ment is associated largely with declining shipments of
PCs. 

Garry Kondakov, Chief Business Officer, Kaspersky
Lab, commented: “We are very glad to have been named
by IDC as one of the notable gainers. Endpoint security
has always been the core of our business, especially in
the consumer and small-to-medium-sized business seg-
ments. We will continue to provide best in class solu-
tions for them. At the same time, over the next few
years, we expect one of our main growth drivers to be in
the enterprise segment, particularly in the non-endpoint
security area. Our customers’ needs have changed in line
with the evolution of the threat landscape and the rise
of targeted attacks. Kaspersky Lab’s global cybersecurity
intelligence and advanced technologies can help them
to address the most sophisticated threats. In the near
future we will expand our enterprise portfolio with secu-
rity solutions and services that extend beyond classic
endpoint security, in accordance with our long-term
strategic plan.” 

By Jeremy Burton

It’s that time of year again, where we look ahead to determine
what tech trends will make the most significant impact in 2016.
From my view data analytics and our digital way of life will

increasingly transform the world and the nature of business. Here
are a few ways I see that playing out in the year ahead: 

Prediction 1: Digital business makes its way 
The C-suite increasingly understands the value of digital busi-

ness and the data it produces, but they
have yet to bring new executives perma-
nently into the room to drive a digital
agenda across their company. That’s
about to change. Increasingly Chief Digital
Officer’s will be appointed and tasked
with utilizing the latest and greatest tech-
nology to make products smarter and cre-
ate frictionless service experiences for cus-
tomers.  Data - the digital exhaust that
these new capabilities leave behind - will

need to analyzed and exploited for competitive advantage.   This is
not a tech industry phenomenon - it is an “every industry” phenome-
non.  Yet while the C-suite know it’s good for them, they’ll still grap-
ple with decisions about org charts, duties and turf wars. Should the
Chief Digital Officer report to the CEO, the CMO... or the CIO? 

Prediction 2: Wearables win Olympic gold
Wearable sensors will usher in a new era that will overcome

some of the, ahem, hurdles for some sports.  Swimmers already rely
on underwater cameras for stroke analysis, but those provide fairly
limited insight. Newly developed sensors for that sport will be just
one example of how 2016 will be a breakthrough year for athletes to
use data analytics to execute peak performance. Companies like
Nike - which calls data “the new voice of the athlete” - will aid them in
that pursuit as they harness data for innovation, which will be both
on display and behind-the- scenes at the Olympic Games like never
before. We’ll see sensors integrated into wearables to assess elite ath-
letes across multiple dimensions - from diets and sleep patterns to
running styles and optimum body angles - empowering athletes to

become masters of their own physical performance. But Usain Bolt is
not going to be wearing a Fitbit as he competes:  to make an impact,
wearables will be tailored to each athlete’s bespoke needs. 

Prediction 3: Wearables won’t equal personalized medicine, yet
Despite the hype generated by Jawbones and Fitbits, wear-

ables won’t make a widespread impact on personal health next
year. For wearables to deliver on the promise of personalized
medicine, healthcare professionals will need direct access to the
data they generate about their patients so that time isn’t wasted
when early warning signs surface.  Will device makers and physi-
cians connect to build out the needed back-end? Will consumers
want to grant this type of continuous access to their biometric
data? In my view, the cultural hurdle is the bigger barrier than the
technology, but neither will be addressed to make personalized
medicine a reality in 2016.

Prediction 4: The dark web: A tool for criminals in 2015, a
source of security in 2016 

In 2015, pop culture fed the legend of the dark web - the
steamy digital back alley where criminals sell their illicit goods and
occasionally order hit men. Digitally speaking, the dark web is the
dark web because it is not indexed by search engines. But that will
change - not so it can be searched by you or me (it’ll stay very
dark), but so that the dark web will actually turn into a tool for the
good guys.  Counterintuitive?  Let me explain: most companies
now understand that for security breaches it is not a question of if,
but when. With this accepted, companies will embrace technolo-
gy that minimizes risk. How? By looking for data in the place data
goes after it’s been stolen: the dark web. Software-driven tools
that trawl the dark web as a means to identify stolen info will
propagate in 2016. Eventually, use of these tools will reduce the
amount of time security breaches last, while increasing the per-
ishability of the data stolen. In doing so, companies will be able to
take corrective action much more quickly to protect customers
than they can today - all by using the dark web itself.

Prediction 5: VR will bring the stadium to your living room
Already you can buy a cheap set of VR goggles to clip onto

your smartphone, but who does that? No one - ah, ok, maybe a
couple of you. But that’s not the point. This is: Innovation in virtu-

al- and augmented-reality technology will quicken, with enter-
tainment leading the way.

Imagine going to a rock concert where you can have a front
row view of the stage and a backstage pass - without ever leaving
your living room. Led by Facebook introducing Rift, consumers
will get their hands on high quality VR. And sports leagues and
entertainers - with their eyes on turning an 80,000 seat stadium
into an 800,000 seat one - will seek to transform digitally to take
advantage of this in order to leap ahead. Sports teams and major
touring acts will offer the first of a set of totally immersive experi-
ences - a 360 degree view from inside an F1 cockpit, a front row
seat to U2 - that you can fully experience without getting off your
couch. Except to dance. Or brace for impact. 

While I still think VR live streaming will take more time than
2016 offers, these first offers will start to get people hooked.
There’s plenty of incentive. It’s a $4.5 billion opportunity for
sports and entertainment brands and it’s a way for everyone else
to avoid paying $15 for hot dogs and $100 for parking.

Prediction 6: Software eats the car
For a couple of years now I’ve been talking about how elec-

tric power is not the most interesting new innovation in the
automotive industry - software is, and specifically, automation
through software.  The mighty German and Japanese automak-
ers are in a race unlike anything they’ve ever seen before - a race
to do to the car what Apple did to the phone.  Having spent time
playing with Tesla’s new ‘Autopilot’ feature on my recent drive
down Highway 101 to Carmel I’m convinced more than ever that
every car will go this way - and the pace will accelerate dramati-
cally in 2016. And I don’t just mean a self-driving car... but a car
that connects to your Wi-Fi when you pull into your garage, a car
that is continuously updated with new features, a car that
becomes much smarter about you every time you drive it, a car
that predicts your needs before you need them.  All of this is
enabled by software ... and analytics on the data that software
collects.  In the next 10 years half the automakers we know
today will be gone - eaten by software.-Jeremy Burton is presi-
dent, Products and Marketing, EMC.
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DETROIT: After a few years of Detroit domina-
tion, two foreign automakers nabbed 2016
North American Car and Truck/Utility of the
Year honors.

A panel of about 55 independent automo-
tive journalists selected the Honda Civic and
Volvo XC90 yesterday. The winners were
unveiled at the start of press previews for the
North American International Auto Show in
Detroit.

Civic bested the Chevrolet Malibu and the
Mazda MX-5 Miata, and the XC90 edged out the

Nissan Titan XD and Honda Pilot. Chevy was a
particularly strong contender, with 2 additional
cars on the pre-finalist short list of 10. It was the
first time in the 23-year history of the awards
program that a brand had three representatives
on the short list, and General Motors Co. CEO
Mary Barra was standing close by in case the
big honor came her company’s way.

Instead the Civic became a two-time win-
ner. “What a great competitive set to be in
with Malibu and Miata. All great cars,” said
John  Mendel, executive vice president of

Honda’s US operations. The Civic also garnered
the award in 2006. Still, he pointed out the vic-
tory lap will be brief, as the award is “added
pressure” to the development team already
working on the next-generation Civic.

Volvo’s award should help the automaker
as it tries to re-establish itself in the US market
after being sold in 2010 by Ford Motor Co to
Chinese investors.

The company intends to use the award in
its marketing, especially as it rolls out other
new models, said Lex Kerssemakers, president

and CEO for the Americas. “It’s a very well-
known award, and I think people look at it,” he
said. “Customers need references. It’s a very
competitive environment outside.”

The award for the XC 90, he said, validates
Volvo’s newly designed architectures and envi-
ronmental engines and transmissions. “As we
are using in the future the same platforms, the
same drivetrains for all the other cars to follow,
this shows that were absolutely on the right
track,” Kerssemakers said.

The Detroit automakers came away with

double-barreled wins in 2013 and 2014, and
took top truck honors last year with the Ford
F-150. The last year both awards went to for-
eign manufacturers was 2012, when the
Hyundai Elantra and Land Rover Evoque won.

A vehicle must be all new or substantially
changed for eligibility. The awards program
launched in 1993, and patterned itself after
the European Car of the Year. Organizers
accept no advertising, though carmakers try
to capitalize on the marketing value of the
honors. —AP

DETROIT: John W Mendel, executive vice president of American Honda Motor Co, Inc, poses with the
Honda Civic, winner of the North American Car of the Year award in Detroit yesterday. —AP

DETROIT: Volvo Car USA Senior Vice President Americas President and CEO Lex Kerssemakers stands
next to the Volvo XC90 after winning the truck/utility of the year at the North American International
Auto Show yesterday in Detroit. —AP
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DETROIT: German automakers will continue
to push diesel sales in the United States
despite the Volkswagen pollution-cheating
scandal, the head of the VDA automaker’s
association said yesterday at the Detroit auto
show.

“Despite the resistance we are naturally
experiencing here in the US, the German
automotive industry will stand by its diesel
strategy,” VDA president Matthias Wissmann
said. Diesel engines, which are about 30 per-
cent more fuel efficient than gasoline
engines, can help the United States and other
countries meet stringent carbon dioxide
reduction targets, Wissmann told reporters.
And, despite the problems at Volkswagen,
advanced exhaust technology allows diesel
engines to “comply with the most stringent
pollutant limit values...  completely legally
without any tricks.”

“We stand firmly behind diesel vehicles,”
Wissmann said. The remarks come hours
after Volkswagen chief executive Matthias
Mueller apologized for cheating diesel car
emissions tests on his first official US visit
since the scandal broke in September. VW
admitted it installed software in around 11
million diesel cars of its VW, Audi, SEAT and
Skoda brands worldwide that helped them
evade emissions standards after US regula-

tors discovered the problem. The so-called
defeat devices turn on pollution controls
when the car is undergoing testing, and off
when it is back on the road, allowing it to
spew out harmful levels of nitrogen oxide.
“The diesel strategy that the German auto-
motive industry has been pursuing for
many years, in particular on the important
US market, has suffered considerably as a
results of the events,” Wissmann said at a
press conference on the sidelines of the
Detroit auto show.

“I am sure that Volkswagen will do the
utmost to regain lost confidence in North
America.”

While this will not happen “overnight,”
Wissmann said all German automakers will
“work hard to convince consumers of diesel’s
advantages for fuel efficiency and CO2 reduc-
tion.” German carmakers account for 95 per-
cent of diesel sales in the United States,
which comprise just three percent of overall
auto sales.

Diesel became popular in Europe after
governments shifted tax policies in the 1990s
in order to cut carbon emissions. It never real-
ly caught on with American consumers, who
face lower fuel taxes and were unwilling to
pay thousands upfront for an engine that
would save them money over time. —AFP

German automakers to push
diesel in US despite VW scandalWith SUV look, tech touches, 

Chrysler aims to revive minivan

DETROIT, MI - JANUARY 11: Chrysler introduces the 2017
Pacifica Minivan. —AFP


