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The ongoing Explorer mess ("Explorer owners seek $2 billion," May 31) is just another example of the obvious business truth that doing things poorly is, in the long run, almost always far more expensive than doing things right the first time. It is a lesson Detroit leadership still has not learned, even though it has now been thoroughly tutored by Asian manufacturers.

The fashion of late is for Detroit executives to blame their woes on health care burdens. Many companies struggle with huge health care costs. The difference is that those other companies have products customers wish to buy.

New wrinkles in the metal at the next auto show will not do it. Cost cutting the guts out of the companies will not do it. Dealership tent sales and rebates will not do it. Buying out the last of Detroit's remaining knowledgeable workers and replacing them with cheap unskilled labor certainly will not do it.

What will do it is a focus on quality, the designing and building of a good car that customers will choose over others, and selling it at a price that is a reasonable value for what is delivered.
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