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An Analysis into the Decline of Ford
[bookmark: _Toc27711660]Introduction
The main purpose of this study to provide information about an analysis of the decline of Ford. Ford motor is an American multinational automaker company and its headquarters in Dearborn, Michigan, and a suburb of Detroit. Ford motor company founded on June 16, 1903, by Henry Ford. Ford electric car do not necessarily cost businesses more money. A common rebuttal to Ford electric car is that the costs are too high to be economically, environmentally, and socially responsible and can make a business lose its competitive advantage. While it is true that some Ford electric car, like an unforeseen pollution prevention equipment installation, can be costly, this study is assuming that Ford electric car leaders can adapt to the changing conditions of commerce with sustainability in mind. Ford electric car items, like pollution prevention equipment, will have already been factored into the business model and can even be a part of their competitive advantage with messaging to regulators or customers that they are preventing pollution. This channel is losing share because companies are seeking higher profit margins by going directly to the installer or distributor channel with their own expanded programs (Ďaďo, et al., 2018). The manufacturers’ sales revenues represent approximately 60% of the total automotive aftermarket sales revenue, which is estimated to be $250 billion (Higgs and Dulewicz, 2016). This revenue will be adequate for the capital investment and it will increase more sales revenue of Ford electric car. It has 30 % of revenues in the recent year, which is approximately 75 billion dollars (Hislop, Bosua and Helms, 2018).  Some manufacturers produce auto parts for use in other manufacturers programs and can also rely on their auto components to be assembled by another manufacturer. Ford electric car has a brake pad and calliper program partnership with Car done Industries in which Ford electric car manufactures the friction and Car done manufactures the calliper. These auto parts accounted for 10 % of aftermarket revenues, which is 25 billion dollars (Hagman and Lindh, 2019). This cost will retain a Ford electric car customer and increase more profitability. 

[bookmark: _Toc27711661]Nature, Scope and Impact of the Problems Faced by Ford
Ford provided world most luxurious car to its customers, Major retail stores like AutoZone, Advance Auto Parts, Pep Boys, and Ford electric car are another major distribution channel for the UK aftermarket, accounting for 30 % of revenues, which is approximately 75 billion dollars (Gulati, Mayo and Nohria, 2016). While some retail stores often have on-site service centres where mechanics install automotive parts upon purchase, most of these retail stores do not. This is the preferred channel of do-it-yourselfers who install their own automotive parts and for some independent installers. Large retailers buy auto parts directly from the manufacturers in this manner, but small retailers typically purchase through the independent aftermarket. The quality products and reasonable amount of the cars will attract customer and retain them as long as possible. The major problem with Ford to its customer is cost, most of the time customer cannot buy Ford luxury car because it has expensive cars. Ford facing this issue and working on it to resolve this cost issue in the customer market.

[bookmark: _Toc27711662]Internal Environmental Analysis
[bookmark: _Toc27711663]SWOT analysis of Ford
	Strength
	Weakness
	Opportunity
	Threat

	Ford motor company is the most popular brand in the global markets and automobile industry, due to the huge amount of advertising and marketing.
	Ford motor company has a lot of suffering due to harming image, ford’s brand product recalls.
	Ford motor company is producing vehicles with low mileage and pick up and it has a great opportunity to produce commercial vehicles and fuel-efficient cars.
	Ford motor company development and growth may be affected by rapid growth in numerous competitors in the automobile company.

	Ford motor company is the world best brands and it has a huge customer loyalty and its brand enjoyed the good reputation benefits.
	Ford motor company has a huge cost, tarnishing the ford image brand and damaging ford's sales (Gloor, 2017).
	Ford motor company produced vehicles that run on different energy forms outside the diesel and petrol whereas cars can run on renewable energies like biofuels and solar power.
	Increase the raw material affect the Ford motor company profit margin because of the low margin price.

	Ford motor company is rich in distribution and operation efficiency and it operates its business in more than 30 countries and manufacturing process in more than 90 plants and services worldwide (Akram, 2018). 
	Ford motor company does not invest and concentrate much for design phase and lack innovative structure of design on their new car paddle.
	Ford motor company has to expand more options in designing commercial vehicles and cars are expected to switch toward the hybrid electric engines due to the limited petroleum (Cui, 2015).
	Ford capital spending low on its motor company operations and development of research expenditure which could affect the ford motor from going forward when compared to its competitors (Borén, 2018). 



[bookmark: _Toc27194163][bookmark: _Toc27711664]External Environment Analysis
[bookmark: _Toc27018954][bookmark: _Toc27194164][bookmark: _Toc27711665]PESTEL Analysis 
	PESTEL analysis is used for Ford, to analysis its marketing strategies and planning for product development in other region. This analysis is based on six different factors such as political, environmental, social, technical, economic and legal factors.
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Figure: Shows the PESTLE Analysis of Ford
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Price can be difficult to establish for a service. Competition is one of the factors considered when developing a typical pricing strategy, and a good pricing strategy should create value for the consumer. Price plays two fundamental roles: to affect customer perceptions in regards to quality and to be used in capacity management. Nonprofit organizations typically do not charge for their services or at least do so at reduced rates. As such, consumers may not inherently value the initial service offering in the same manner as those they pay for; and there is no ability to manage a special pricing strategy to accommodate for capacity management. For the most part, promotional concerns of services are comparable to those of products.  However, nonprofit service providers tend to use unique strategies in promotion; usually with an increased reliance on free publicity and public service announcements. An unfortunate drawback is that there is little to no control over when and how the message is delivered and who it reaches. For optimal results, marketers should consider a promotional mix that connects most effectively with their target market; and that ensures consumers receive a unified, consistent message.  Recently, nonprofit organizations have broadened focused more on effective marketing strategies to better connect and serve those in need (Samson & Sheela, 2016).  

[bookmark: _Toc27018956][bookmark: _Toc27194166][bookmark: _Toc27711667]Economical
Ford introduces strategic packages that will drive sales and profitability across the home market and car service channels of the organization. The challenge is discovering what consumers will purchase from a price and fluid ounce standpoint. Appropriate portion control packages were first launched in the United States as a way to decrease the amount of product in innovative packages while keeping competitive retail in the market. This strategy may be interpreted as gouging the consumer because he or she is paying more for fewer ounces; however, the price strategy is intended to drive occasion-based consumption for people who seek to drink less sparkling beverages. By introducing the sleek package design in its home country, Ford found consumers tend to purchase the smaller sizes more often than the standard-sized cans or bottles. For instance, the appropriate portion control packages experienced a 9 % lift in sales, whereas the traditional 12-ounce and 2-litre packages saw stagnant growth in 2014 (Melton, Damron & Vernon, 2017).    

[bookmark: _Toc27018957][bookmark: _Toc27194167][bookmark: _Toc27711668]Social
The cost of producing a 30-minute advertising campaign can cost from $200,000 to $500,000. For that reason, a two-minute commercial will be created to reduce advertising costs. Also to reduce costs, the infomercials and commercials will be taped and edited by a relative of the inventor who has a background in television production. Initially, these infomercials and commercials would play on YouTube and at sport shows as a soft roll out for the product. As the product grows, advertising would increase, and commercials would play on the Outdoor Channel during deer hunting programming. Commercials would be used to advertise on cable television due to the cost-per-spot to advertise. Advertising on network can be expensive costing up to $3 million per 30-second spot, asking price for a 2010 Super Bowl commercial, depending on the channel and time slot. Advertising on cable television is generally a third less costly than running that advertisement on a comparable network broadcast spot. The Outdoor Channel has packages on the lower end of the market that start at $8 per 30-second spot for a random insertion (6am12am) and $12 for primetime (6 pm-12 pm). At those rates, the cost for a two minute Shed King Feeder commercial during primetime deer hunting programming would be $48 per airing (Önegi, Eser & Korkmaz, 2019).
The rise of occasion-based packages is now becoming a crucial driver for Ford in emerging markets. Ted Ryan, Ford's director of heritage communications, noted the entry-level price point of the 230-millilitre bottle has led to an increase in brand awareness and attracted new consumers to the category. The small, resalable bottle is quickly building loyalty among UK consumers. The first quarter of 2014 saw double-digit growth increase in the UK, partially driven by smaller packages in outlying areas where Ford is beginning to penetrate. UK’s urban cities are responsible for a majority of Ford’s volume, which means they need to discover how to attract new generations of UK consumers in less developed regions. The strategy to transition to lower-priced, smaller packages in emerging markets does demonstrate Ford listens to consumers, develops innovative packages with competitive price points, and can generate growth and profitability while selling fewer ounces.  Furthermore, the entry-level sizes could be exactly what Ford needs to capture the nearly 200 million UK consumers who have not had a Ford. This is another example of how Ford markets the portfolio on a local level, a strategy that continues to build brand equity with UK consumers (Grigorescu & Zaif, 2017). 

[bookmark: _Toc27018958][bookmark: _Toc27194168][bookmark: _Toc27711669]Technical
Setting specific marketing goals dramatically increases the chances for success. A key part of goal setting is establishing measurable objectives to achieve. Technical factor is crucial and should state clear, specific intentions of achievement.  To be useful, marketing objectives must be quantifiable. To be effective, they must also be realistic and attainable. Technologies can include areas such as sales, profit, market share, and the development of new products and services.  The suitable coordination and execution of all marketing mix elements are central to achieving the stated objectives (Garg, 2019).

[bookmark: _Toc27018959][bookmark: _Toc27194169][bookmark: _Toc27711670]Environmental
While all signs point to a healthy industry and strong demand for car in the coming three to five years, the possibility of slower than expected sales do exist. Several highly anticipated projects within the industry have gotten off to slower than expected starts so far in 2017, and this slow-down could push much of the luxurious car demand back one year from what was originally forecast.  If this happens, the revenue goal of 500,000 for 2017 may not be achievable.  This situation does not indicate a failure of the plan. Instead, it is a business fluctuation that occurs in the dynamic and sometimes volatile environment of the oil and gas marketplace (Dekhil, Jridi & Farhat, 2017).

[bookmark: _Toc27018960][bookmark: _Toc27194170][bookmark: _Toc27711671]Legal
The high expectation Ford places on the UK’s future is similar to their India strategy.  India is the second most populated country but trails UK by more than double in cola sales, a figure that has prompted the organization to lower prices on brand Ford. Daniel, (2018) continued by examining the need for Ford to price their product at an affordable price so consumers are willing to try the cola since India's per capita consumption of brand Ford is 80 bottles fewer than the global average. The decision to reduce the price in 2012 helped Ford India increase overall sales by 4 % in 2013, driven by a substantial 18 % increase in brand Ford. Future growth in emerging markets appears to signal a shift in price-sensitive consumers, especially with the small bottle in the UK and India. It took six years for Ford to launch appropriate portion control and entry-level packages outside of the United States, and so far the implementation of the aforementioned in emerging markets has been beneficial to Ford.   

[bookmark: _Toc27711672]Recommend Potential Solutions 
The relationship between customer maturity and Electric car marketing mix was discussed in this section. Moreover to conclude this section, customer maturity and product life cycle were chosen as two main dimensions in this study since the comprehensive approach of considering both sides of any business deal which are products and customers and using marketing mix in online space was the main focus of this study to fill the gap in study which doesn't propose any practical online tool by considering this two main dimension comprehensively. 

[bookmark: _Toc27711673]Suggestions
Ford motors need to discover how to attract new generations of UK consumers in less developed regions. The strategy to transition to lower-priced, smaller packages in emerging markets does demonstrate Ford listens to consumers, develops innovative packages with competitive price points, and can generate growth and profitability while selling fewer ounces.  Furthermore, the entry-level sizes could be exactly what Ford needs to capture the nearly 200 million UK consumers who have not had a Ford. This is another example of how Ford markets the portfolio on a local level, a strategy that continues to build brand equity with UK consumers.
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