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[bookmark: _Toc202088719]Introduction
Ford Motor Company is making big changes to its business plan in the UK car industry. As the auto industry moves towards electric vehicles, sustainability, and digital transformation, Ford's strategy management needs to change with it. Using tools like PESTLE, Porter's Five Forces, Value Chain, VRIO, and SWOT analysis, this study looks at how Ford's UK operations are affected by both the internal and external environments. The Resource-Based View, the idea of core competencies, and strategic management models are all used in this paper. There are strategic options put forward, with a focus on EV leadership, the growth of the digital ecosystem, and partnerships in the local supply chain. I will finalize the paper with recommendations for the future of Ford, based on the situation analysed.

[bookmark: _Toc202088720]Strategic management
According to Saloner et al. (2005) a ‘strategy reflects the understanding of key relationships among actions, context, and performance and is crafted to guide the firm’s decisions. This type of management gives companies a structure on how to use and organize their internal resources to better position themselves in a position of taking advantage of opportunities and becoming resilient and adaptable to threats, in this way they can have a competitive advantage. The automobile industry needs to be adaptable because of the many quick changes that are going in the industry lately, such as the shift to electric cars and stricter environmental legislation by governments all over the world, as Wingender et al. (2024) said, we have a good example of this as ‘European countries have set ambitious goals to reduce their carbon emissions’.
Ford is a global company that ‘quickly grew to become one of the largest motor companies in the world to reach the current level with revenue soaring at $136 billion’ as said by Frampton et al. (2025). The UK strategy of Ford is currently focused on car sales, and specially research and development as they are trying to switch to electric solutions, ‘providing electrification technologies is a key element of Ford's broader strategy of producing vehicles that have improved fuel economy and reduced greenhouse emissions’ says Hughes-Cromwick (2011).

The strategic direction of ford is based on their mission, ‘to help build a better world, where every person is free to move and pursue their dreams.’ Corporate Ford (2025).
As such ford is dedicated to be socially responsible and innovate constantly while remaining accessible so everyone can be free to move.
environmental and regulatory rules are followed.

This report's goal is to critically look at the internal and external strategic environment in which Ford UK works, given these goals. 
[bookmark: _Toc202088721]External Environment Audit
[bookmark: _Toc202088722]PESTLE Analysis
Political: Supply chains are not what they used to be, there are a lot more trade barriers due to Brexit in the UK and this has impacted how smoothly operations go. As a result of this, according to Moradlou et al. (2021), ‘the majority of companies planned or have relocated production facilities from the UK to the EU, and distribution centres (DCs) from the EU to the UK’
Economic: Inflation and consumer buying power affect the likelihood of people purchasing a new car, there is also government incentives for sustainable vehicles, according to Ramji et al. (2024) ‘fees on high-polluting vehicles—and rebates on clean ones—have become an effective and increasingly common strategy in European countries’
Technological: AI technology, new battery designs and self-driving cars are the latest technological advancements in the industry, which enable new business models to appear but also require fast adaptability. There are many things to consider when designing a car, such as safety, handling, fuel consumption etc. Oktav (2017) says that ‘due to environmental and energy concerns, fuel consumption is the foremost design parameter’.
Legal: There are new regulations constantly on the safety standards of vehicles and now as well, on the pollution standards of vehicles since many governments aim to reduce the ecological impact of transportation. This is because as Kouroutakis (2019) said, ‘laws at the national level have become obsolete as technological changes have created new realities’.
Environmental: Low-carbon emissions align with current modern corporate social responsibility and many recent and upcoming regulations that the UK government is implementing to achieve net emissions. Specifically the UK has ‘an ambitious climate policy’ that aims to achieve net emissions by 2050 says Pye et al. (2017)
Also, according to Basse Mama et al. (2022) ‘Investors increasingly require that environmental, social and governance (ESG) factors are included in investment and security analyses’, which means the company must take these factors into account when developing further.
[bookmark: _Toc202088723]Porter’s Five Forces
There is a lot of competition in the UK industry for vehicles due to the constant developments in the technology of cars.
This puts more pressure on well-known companies like Ford to speed up innovation, make their products better, and improve the customer experience in order to keep their market share.

New companies coming into the auto business don't pose a major threat. Technology companies can grow quickly because they are good at software and digital services, but they face big problems like strict rules from regulators, needing to spend a lot of money, and customers being loyal to certain brands in the car industry. In addition, making cars requires complicated supply lines and a lot of infrastructure, which slows down the rate at which new companies can start making more cars. Still, these companies keep challenging the status quo by providing alternative ways to get around, such as public transport and micromobility services like bike-sharing and e-scooters. These services offer indirect competition by reducing the need for personal cars.

Buyer power has grown a lot, mostly because so many people use digital tools that make things more clear and make it easier to compare prices. People are now better educated because they can find a lot of information about car specs, prices, and services after the sale. This gives consumers more power and forces companies to offer better products, lower prices, and better customer service in order to get and keep customers. The growth of online platforms and direct-to-consumer sales models has also given buyers more buying power by making them less reliant on traditional dealerships.

Supplier power is still high, especially in key areas that are important for making EVs, like battery technology and chip parts. Because there aren't many companies that can make the high-quality, reliable batteries and chips that electric cars need, these suppliers have a lot of power. Geopolitical tensions, limited supplies, and rising demand for these parts have made supplier leverage stronger. To reduce risks and ensure steady production, automakers like Ford need to form strategic relationships with their suppliers and broaden their supplier base.
[bookmark: _Toc202088724]Internal Environment Audit
[bookmark: _Toc202088725]Value Chain Analysis
Ford's plans for making and bringing in cars have mostly worked out, but outside events like Brexit and other global political events have made things much harder for the supply chain and logistics. These problems have caused costs to go up, deliveries to be delayed, and the need for more flexible sourcing techniques to keep production and delivery going.

Ford is moving towards electrification, which means that most of its manufacturing is moving to important European centres, including Cologne, Germany, and Turkey. Ford chose these places because they already have a good manufacturing infrastructure, a competent workforce, and are close to big markets. This lets the company make the most of its production efficiency while adjusting to the new needs of electric vehicle (EV) assembly. This change in location helps Ford grow its electric vehicle (EV) business while also lowering the risks in its supply chain that come with political and economic uncertainty.

Ford's marketing strategies are also changing, with a clear move towards digital platforms to reach a wider and more tech-savvy group of customers. Even while this change has happened, Ford's digital marketing efforts still aren't as creative and cutting-edge as those of its competitors and industry leaders. Ford needs to improve its digital marketing inventiveness and use data-driven customer insights to get people more interested in its brand and stand out in a crowded market.

Also, when people start using new car technologies, it can be both good and bad. Some customers are sceptical or sluggish to adopt new technologies like connected cars and digital services, but Ford has made big progress with platforms like FordPass. This app-based service shows how dedicated the corporation is to using digital technologies to make things easier for customers. It includes features like remote car monitoring, repair scheduling, and easy connectivity. The slow acceptance of these new digital technologies shows that the industry is moving towards a more connected and tech-enabled driving experience. This puts Ford in a good position to take advantage of the fact that more and more of its customers are using digital technologies.
[bookmark: _Toc202088726]Resource-Based View (RBV)
Sustainable competitive advantage arises from resources that are valuable, rare, inimitable, and organisationally embedded (VRIO). Ford’s brand equity, engineering know-how, and research investment are key strengths. However, legacy systems and slow digital uptake can be an issue.
[bookmark: _Toc202088727]Core Competencies
In order for businesses to maintain a competitive edge, they need to recognise, cultivate, and capitalise on their core competencies. Core competencies are distinctive qualities that are difficult for competitors to copy and that enable access to a wide variety of markets. Innovation, strategic distinction, and long-term success are all built around these fundamental competencies, which serve as the foundation.

Within the context of Ford Motor Company, the company's competitive position has traditionally been supported by two key core competencies: expertise in commercial vehicles and sophisticated powertrain engineering. The fact that Ford is so dominant in the light commercial vehicle (LCV) market, in particular with its well-established Transit line, is evidence that the company is able to provide long-lasting and dependable automobiles that are specifically designed to meet the requirements of commercial enterprises. 

Therefore, Ford’s strategy focus should be on boosting its conventional competencies by infusing digital innovation and sustainability principles, thus ensuring that its core strengths continue to provide competitive advantage in the emerging era of smart, electrified transportation keeping the company updated to the current situation.
[bookmark: _Toc202088728]SWOT Analysis
Strength: Ford has a strong, well-known brand name that comes from a long history in the auto business. The fact that they exist for a long time helps the customers remain loyal and build trust as the company is well-established, and according to Nichols (2024) ‘a combination of perceived value, quality, corporate image, and switching costs when considering competing brands play a vital role in Ford’s ability to establish and maintain loyal customers.’

Weaknesses: Ford does no longer produce cars in the UK which can weaken the local supply chain as now products must be transported from abroad, some customers value locally manufactured cars and may see the brand as lesser. Kulcsar et al. (2020) says ‘the country of origin of a given product/brand also plays an important role in our purchasing decision.’

Opportunities: The market for electric vehicles is growing quickly, thanks to growing consumer concern for the environment, improvements in technology, and government programs that encourage the use of low-emission vehicles. Ford can make money off of this trend by speeding up the development of electric vehicles and improving the infrastructure for upkeep and charging. Digital platforms like FordPass are being built and expanded all the time. These platforms can offer ways to make more money, get customers more involved, and make movement easier for everyone through services like ride-sharing, subscription models, and predictive maintenance. Also, the UK government's green policies and benefits, such as tax breaks and subsidies for buying electric vehicles make it easier to reach sustainability goals and speed up market growth.

Threats: However, Ford's strategy goals are at risk from a number of outside factors. With new, aggressive rivals coming on the scene, especially digitally native EV manufacturers, they could take away market share by using cutting-edge technology and new business models. Because of geopolitical conflicts and shortages of raw materials, the supply chain is always changing especially for important parts like batteries and semiconductors. Also, the company has to follow stricter rules about emissions, safety, and data privacy, which mean it has to keep adapting and spending money to make sure it stays in line. Lastly, technological changes and quickly shifting customer tastes mean that Ford has to stay flexible and quick to adapt in order to stay ahead of the curve in a market that is always changing. 
EV manufacturing may prove difficult though as most producers are abroad, Eddy et al. (2019) states ‘with limited local options for supplying batteries, European car manufacturers have largely secured supply so far by signing long-term deals with Asian producers’.
[bookmark: _Toc202088729]Strategy Formulation

[bookmark: _Toc202088730]Option 1: Electric LCV Leadership
Leverage dominance in commercial vehicles by leading in electric van production. This aligns with the RBV framework by exploiting valuable and rare brand assets (e.g. Transit) for sustainable advantage.
[bookmark: _Toc202088731]Option 2: Expand Digital Mobility Ecosystem
Develop FordPass into a comprehensive platform for charging, ride-sharing, predictive maintenance, and subscription services. This builds core competencies in digital service delivery and creates data-driven revenue streams.
[bookmark: _Toc202088732]Option 3: Strategic Battery Partnerships
Establish local battery supply chains through partnerships, aligning with the VRIO framework by making supply chains more resilient and difficult to replicate. It also enhances Ford’s ESG profile and responsiveness to legal/political changes.
[bookmark: _Toc202088733]Conclusion and Recommendations
Electric vehicles, new digital technologies, and changing government rules are all affecting Ford Motor Company's strategic place in the UK auto market in big ways. The report looks at the outside world using PESTLE and Porter's Five Forces, and it also does an internal audit using the Value Chain, RBV, and SWOT frameworks. Together, these show that Ford has a lot of possibilities and problems to deal with. 
The company has a strong base for growth thanks to its well-known name, strong engineering skills, and leadership position in light commercial vehicles. By fixing old systems, making digital skills better, and making sure supply chains are strong they can keep a competitive edge in a world that is changing quickly.

The chosen strategic options, leading the electric LCV segment, growing digital mobility platforms, and building local battery partnerships fit well with Ford's core strengths and the need to be flexible in order to adapt to changes in the market and regulations. Ford UK will be able to keep its market leadership and meet the needs of the future automotive industry by putting these plans into action and investing in the skills of its employees and following ESG standards.
Ford UK is set up to be a leader in business EVs, and it can use its global reach, strong brand, and research and development spending to help it deal with the changes happening in the industry. But strategy refinement is needed to keep a competitive edge in a world that is changing quickly.
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