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Executive Summary
Against the backdrop of new energy vehicles leading the green and low-carbon development of the automotive industry, Ford Motor Company, as a world-renowned automaker, is leading the opportunities and challenges brought by the development of new energy.
This article analyzes the current marketing environment faced by Ford Motor through the use of PEST, SWOT, and Porter's Five Forces model in the automotive industry, and concludes that new energy is the future trend that requires the promotion of innovative applications of new energy technology and the introduction of more high-performance, high range electric vehicles. Then, through the marketing activities and sales data adopted by Ford, it is concluded that there is a huge gap between Ford and Tesla in the field of new energy vehicles. Combined with the conclusion of the analysis model, it puts forward suggestions for Ford's next Marketing strategy, that is, deepening cooperation, improving battery technology, giving full play to its own advantages and resources, and improving the new energy vehicle industry chain.
[bookmark: _GoBack]
1. [bookmark: _Toc140347319]Introduction
Founded by Henry Ford and registered in 1903, Ford Motor Company, headquartered in Dearborn, Michigan, USA, mainly sells Ford brand cars and commercial vehicles, as well as Lincoln brand Luxury car. It is one of the largest family car companies in the world (Wikipedia, 2023).
Against the backdrop of global advocacy for green and low-carbon development in the transportation industry, Ford, as a globally renowned automaker, faces the challenges and opportunities brought by the new energy era. In order to adapt to the development trends of the times and industries, Ford needs to adopt a series of marketing strategies to maintain its competitiveness (Udell, M.2015).

[bookmark: _Toc140347320]2. Main Findings
[bookmark: _Toc140347321]2.1 Marketing Background Analysis
2.1.1 2.1.1 PEST analysis
The PEST analysis method is a basic tool for external environment analysis. It grasps the macro environment as a whole through the analysis of political, economic, social and technological factors or four aspects of factors, and evaluates the impact of these factors on enterprise strategic objectives and strategy formulation (WILL KENTON, 2023).
Political factors: National policies have a significant impact on the automotive industry, and these rules cover Ford's safety and emission standards. The gradual deepening of environmental awareness has made emission related policies more stringent. In order to successfully respond to political challenges, Ford must carry out a new energy business layout and actively invest in new energy technologies (Tian Yihui, Zhu Qinghua. 2016).
Economic factors: The fluctuations in oil prices have had a huge impact on the automotive industry. People tend to choose new energy vehicles when facing high oil prices, and it is expected that the demand for hybrid and electric vehicles will increase in the coming years (Yuan Mengmeng. 2020). On the other hand, with the gradual maturity of battery and autonomous driving technology, the prices of hybrid and electric vehicles will become lower and lower. In addition, with government subsidies for new energy, the cost of charging will be much higher than that of refueling pads (Shao Jihong, Xin Mingliang, 2012).
Social factors: Influenced by the increasing environmental awareness of people around the world, more and more people are choosing to use more environmentally friendly electric vehicles compared to traditional cars (Yin Xiaozhou, Dai Chenxi, Li Shuanghui, 2019). Compared to traditional cars, electric vehicles bring a sense of technology, entertainment systems, and autonomous driving functions that are more easily welcomed by people (M Rahman, 2022).
In terms of technology: The main technological factors affecting the electric vehicle industry are battery technology, namely the optimization of battery technology and the reduction of manufacturing costs. The optimization of battery technology can reduce the time required for battery charging, reduce people's waiting time, and improve utilization, which will make charging electric vehicles easier and more convenient. In recent years, the rapid development of battery technology and the improvement of autonomous driving technology have provided more possibilities and competitiveness for new energy vehicles, which are becoming increasingly popular in the market. To maintain competitiveness, Ford must embrace innovation to meet constantly changing customer expectations (Shivakumar, R. 2014).
2.1.2 SWOT analysis
SWOT analysis method was proposed by Michael Porter, a famous competitive strategy expert. It belongs to the internal analysis method of enterprises, that is, to analyze within a given period according to the conditions of enterprises themselves. This theory provides a thorough analysis and explanation of the "possible" aspects of an enterprise from the perspective of industrial structure, with a focus on analyzing the company's resources and capabilities (Investopedia, 2023).
Advantage: In the automotive industry, Ford Motor has a good brand image (Haralayya, 2021) and has a group of loyal customers. Ford's manufacturing capabilities are also excellent, allowing for efficient mass production of vehicles, rapid use of new energy technologies, and accelerating the emergence of electric vehicles. Ford has a wide global market and its international influence enables Ford to engage in cross market cooperation and knowledge sharing, thereby accelerating the development of new energy technologies.
Disadvantage: In the era of new energy, Ford's reliance on traditional internal combustion engine vehicles is the main weakness. The market share of new energy vehicles launched by Ford is far smaller than that of its competitor Tesla in the industry.
Opportunity: The increasing demand for electric vehicles and policy support are opportunities for Ford to develop new energy vehicles (Sierzchula, W., Baker, S., Maat, K., van Wee, B.2014). Through collaboration, Ford can help itself move forward faster by leveraging the expertise of other companies in the fields of energy and technology (Zhong Taiyong, Du Rong, 2015).
Threat: In the era of new energy, many stunt companies are also entering the new energy vehicle industry. Ford's competitors not only include rising stars such as Tesla, but also companies from other industries such as Apple and Google. In addition, Ford's production capacity and profits will also be affected by the supply chain, such as material shortage, the COVID-19 and international political conflicts. Factors such as competitor prices, accessibility of charging stations, and level of luxury may affect consumers' tendency to purchase electric vehicles.
2.1.3 Porter's Porter's five forces analysis
The Porter's five forces analysis model was proposed by Porter. He believes that there are five forces in the industry that determine the scale and degree of competition, and these five forces together affect the attractiveness of the industry. It is an effective tool for analyzing the competitive characteristics of a company's industry and is the primary and fundamental factor determining a company's profitability (Porter, M.E. 2008).
The threat of new entrants (high)
Countries around the world are searching for alternative solutions to natural resources such as gasoline, and new energy alternatives are widely accepted in the market, so the threat of new energy vehicle companies entering is quite significant. In addition, with the development of infrastructure, it will be easier for new entrants to enter the market.
The threat of substitutes (high)
With the public's emphasis on energy conservation and emission reduction, the main development direction of automobiles in the future is new energy vehicles. In recent years, the sales of new energy vehicles represented by Tesla have gradually increased, and new energy vehicles have a bright future, which has a significant impact on traditional fuel vehicles such as Ford.
Supplier's Bargaining power (high)
The limited number of suppliers who provide key components such as engines and transmissions to Ford Motor has given suppliers greater leverage in negotiations with automakers, as losing major suppliers may seriously affect production and profitability. Therefore, Ford's suppliers have high Bargaining power.
Buyer's Bargaining power (medium)
Most consumers are more concerned about the economy of cars, while the lower maintenance and charging costs of new energy vehicles have attracted a large group of users; In addition, with the increasing variety of cars available to consumers, customers can to a considerable extent negotiate the selling price (Foreman, J. et al. 2014). In order to attract customers, various manufacturers such as Ford have to lower prices and offer various discounts and discounts.
Industry competition level (high)
The competition in the traditional automotive industry is already fierce enough, coupled with the impact of international politics causing fluctuations in gasoline prices, making new energy more popular; The entry of new energy vehicle companies such as Tesla is subverting traditional business models and challenging established companies. This high-level competition has increased the pressure on Ford.
According to PEST, SWOT and Porter's Porter's five forces analysis, new energy is the future trend. In this context, Ford needs to strengthen the development and promotion of new energy vehicle product lines, actively promote the construction of charging infrastructure, cooperate with energy companies and technology enterprises, jointly promote the innovative application of new energy technologies, launch more high-performance, high range electric vehicles, and strengthen marketing and brand promotion, Flexibly adjust strategies to adapt to changes in the market environment (Danciu, V.2013).

[bookmark: _Toc140347322]2.2 Marketing Activity Analysis
2.2.1 Marketing content
Ford adopts 4P Marketing mix for marketing promotion, that is, combining product, price, channel and promotion factors, and carrying out customized marketing programs for different markets and audiences (Archana Karthikeyan. 2023).
In terms of products: Ford has launched a series of different types of vehicles, including pickup trucks, SUVs, sports cars, sedans, and increasingly popular electric vehicles, meeting the driving needs of different groups of people. At the same time, Ford also regularly introduces new technologies that integrate safety, sustainability, and environmental protection into vehicles.
In terms of price: Ford provides different levels of price choices, from economical vehicles to luxury cars, to meet a wide range of consumer groups.
In terms of channels: Ford utilizes its global influence to expand its dealers and stores to various parts of the world, while also providing online sales, allowing customers to make purchases online.
In terms of promotion: Ford adopts impressive slogans such as "Build Ford Tough" and "Go Further" to make it easier for consumers watching advertisements to remember and establish a good brand image in their minds. At the same time, Ford also sponsors various activities to expand its influence in different fields and make more people understand and like Ford (Fahy, J., and Jobber, D.2015).
For example, one of Ford's most famous advertising slogans, "Build Ford Tough," emphasizes the durability of its pickup trucks and SUVs (Ford Motor Company, 2022). Another advertising slogan, "Go Further," expresses Ford's decision on innovation and sustainable development, and highlights Ford's concern for environmental protection (Ad Age Video, 2017).
In the "Go Further" event, Ford also promoted its new electric and hybrid vehicles, expressing its emphasis on new energy and starting to layout its new energy vehicle business to meet the development trends of the times (Ford News Europe, 2016).
2.1.2 Target audience
Because Ford has a global customer base, its target audience is diverse. From statistical data, Ford's target audience is more inclined towards the middle-aged and elderly population, with a focus on sufficient space and practicality. In addition, Ford also has a certain appeal to the young group, with sports models such as Ford's Mustang and Focus more easily sought after by young people. The overseas market is customized based on local consumption needs.
2.2.3 Marketing channels
Ford uses social media, email, Search engine and other means to carry out digital marketing, which can enable Ford's digital marketing activities to be delivered to consumers who carry out online activities. The advantage of this is that Big data analysis can be used to make activities more targeted, so as to establish contact with consumers (Kotler P and Chernev, A.2014).

[bookmark: _Toc140347323]2.3 Marketing Strategy Evaluation
Affected by the epidemic and Chip shortage, Ford's new car sales in 2022 fell by 2%, but Ford Motor Company still sold about 4.2 million cars to dealers and distributors worldwide. In the first quarter of this year, Ford was the best-selling automotive brand in the United States, with iconic products such as the F-series, Bronco and Mustang, commercial vehicles, and electric vehicles performing exceptionally well, with a total sales volume of 456972 units, an increase of 10.7% (DEARBORN. 2023). From this sales result, Ford's marketing campaign is successful.
It is worth noting that Ford's electric pickup truck F-150 Lightning, launched in the spring of 2022, sold a total of 15617 units in 2022 due to an increase in the production of vehicle battery packs. In addition, 6500 electric trucks were sold. The most eye-catching among them is the electric SUV Mustang Mach E, which achieved sales of 39458 units in 2022, a 45% increase in sales, indicating the market's recognition of Ford's electric vehicles and its successful marketing strategy (Neal E. Boudette. 2023).
From a market share perspective, Tesla held an overwhelming leading position with a 64% market share in 2022, while Ford ranked second with a 7.5% share. Although Ford's sales of electric vehicles have increased, there is still a huge gap between them and Tesla (LAURENCE ILIFF. 2023). In addition, Ford has also stated that its supply chain issues have limited Ford's production, while the shortage of battery technology and imperfect battery factories have limited the further development of its electric vehicles.

3. [bookmark: _Toc140347324]Conclusion
Through analysis of Ford's PEST and AWOT, it was found that Ford's future development direction is to strengthen the development and promotion of new energy vehicle product lines, actively promote the infrastructure construction of battery factories, and flexibly adjust strategies to adapt to changes in the market environment. Through the analysis of Ford's marketing activities, it was found that Ford's marketing activities have played a positive role in the growth of its car sales. In the field of traditional fuel vehicles, Ford is a well-deserved leader; However, in the field of electric vehicles, there is still an insurmountable gap between Ford and Tesla, limited by their supply chain shortages and the impact of inadequate battery technology and factories. Ford's electric vehicles have shortcomings in performance and production, which need to be addressed.


4. [bookmark: _Toc140347325]Recommendations
In response to Ford's problems in the field of electric vehicles, the following four suggestions are proposed:
1. Deepen cooperation and improve battery technology
In the future, the number of electric vehicles will increase, and traditional fuel vehicles will gradually decrease. Ford should follow the trend of the automotive industry towards electrification, intelligence, networking, and sharing, reshape its industrial layout, and increase the proportion of electric vehicles in its own industrial chain. Increase cooperation with new energy vehicle brands, such as reaching a battery supply agreement with BYD in 2020, further deepening cooperation, exchanging battery technology, improving vehicle endurance, shortening charging time, and enhancing core competitiveness (Interface Express. 2020).
2. Accelerate the development of core technologies and improve product quality
Increase investment in the research and development of autonomous driving technology to actively respond to potential technological and application revolutions in the future. While reserving research and development technology, collaborate with competitors and the government to discuss the establishment of application standards and relevant regulations, and promote the commercial and civilian use of autonomous driving technology (Lynch, R., 2015). Combined with the rise of the Internet economic model and its impact on the traditional automobile manufacturing industry, on the basis of the full electrification of new energy vehicles, through the R&D matching of product technology and the intellectualization of new energy vehicle products, the traditional attributes of cars as a means of transportation are subverted, and cars are transformed into the data source carrier of Big data, so as to understand users' needs at all levels and provide consumers with personalized In addition to innovative intelligent travel solutions, cars are used as an interface platform for various forms of consumption (Kim, W.C.and Mauborgne, R.2014).
3. Embed into the global industrial chain and leverage advantageous resources
On the basis of a mature supply chain system established through the traditional automotive field, collaborate with existing suppliers to develop a supporting system for core components related to new energy vehicles; Cooperate with suppliers and competitors to jointly purchase core raw materials for key components of new energy vehicles, so as to form influence and control over the Price system of raw material supply. Lead the establishment of a cross enterprise joint procurement system for power drive systems, promote the scale effect of the core component industry, and reduce component prices. Invest in high-quality core component suppliers through equity participation, or build a new production capacity for core components based on its own core technology, in order to promote the upward integration of the industrial chain and form a closed-loop capability for the entire industrial chain. Deeply cooperate with national capital and private capital in infrastructure construction and operation promotion, form a high matching in the application of new energy vehicle products of its own brand in terms of charging and replacement supporting facilities, improve the consumption and application environment of new energy vehicles of its own brand, build a perfect Battery recycling system with Battery recycling enterprises, and open up a complete channel from battery recovery to recycling, Realize the cascade utilization of waste batteries and the recycling and reuse of raw materials (Hidrue, M. K., Parsons, G. R, Kempton, W.2011).
4. Increase investment and promotion of green environmental protection public welfare activities
With the development of the economy, social progress, and the updating of health concepts, the concepts of green, low-carbon, and environmental protection are gradually forming, and consumer consumption is becoming more rational, bringing new opportunities to the new energy vehicle market. The improvement of consumer environmental awareness has greatly promoted the development of new energy vehicles. We can collaborate with government environmental protection and energy conservation departments to carry out themed activities that align with the advantages of new energy vehicles and green environmental protection policies, such as "green development, environmental protection, biodiversity, low-carbon, energy-saving and emission reduction". We can take on certain social responsibilities, increase support for public welfare undertakings such as environmental protection and energy conservation, and thus consolidate brand awareness, Enable consumers to enhance their brand's green image while establishing an environmental concept (Aaker, D.2015).
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