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Executive summary
In the commercial market, corporate interests determine whether an enterprise can survive. In order to have greater opportunities to create value, it must first ensure its own survival and development, so as to further create more interests for shareholders and employees. Some companies serve shareholders and seek to maximize the interests of shareholders, but many of these American companies collapse; Others talk about maximizing employee benefits, but many of these Japanese companies haven't raised wages in years. Therefore, the key to Ford's survival is to focus on the interests of customers and to maximize the interests of customers. Only by adhering to customer service, maximizing customer value and continuously striving for customers' interests can Ford survive better. Customers are the most important source of capital for Ford, and the maximization of customer value means more income for the company. Therefore, all of Ford's work should focus on serving customers and creating value for customers.
To survive in chaos requires strategic innovation. Ford released its "Four Modernizations" strategy Ford+ after Volkswagen, General Motors, Mercedes Benz and other major auto manufacturers. The four modernization strategy of Ford + is mainly based on customer demand and experience, and based on its advantages in the three aspects, it will invest and promote in the medium and long term (to 2030). Rely on the three areas to enhance competitiveness.
[bookmark: _Toc1654138581]

1 Introduction
For an enterprise to develop, it needs to survive as a prerequisite, so Ford's first task is to survive. What sustains a business is profit, and profit comes from customers. Therefore, customer service is the sole reason for Ford's existence, and the changing needs of customers are the driving force of Ford's development. Ford should run the consciousness of serving customers through the whole life of the company and become the starting point and destination of all work to achieve customers and thus achieve Ford. Be customer-centric and beware of being self-centered.
In recent years, flying cars have become an inevitable trend in the future, and customers' demand orientation is concentrated here. In recent years, vehicle manufacturers including Volkswagen, GAC and Geely Automobile have entered the field of flying cars one after another and increased their R&D investment. For example, Hyundai Motor Group established a new department, Supernal, announced the electric vertical takeoff and landing (EVTOL) cabin concept, hoping to develop the EVTOL that can be put into commercial use as soon as possible; Volkswagen Group (China) released its first electric vertical takeoff and landing manned aircraft prototype; Xiaopeng Motor's subsidiary company -- Xiaopeng Huitian business involved in the field of manned aircraft; Geely Auto acquires US flying car startup Taili... The list goes on and on.
Looking back at the history of the flying car, in 1917, the father of the flying car, Ge Curtis, first showed people the flying car as a new means of transportation. He made a short flying jump by attaching a four-bladed screw propeller to the engine-driven rear of a car.
Flying car technology only began to be explored more deeply in the 1940s. The next driver was an American named Merle Taylor, he has been unremitting research technology, and finally in 1986, the automobile and aviation technology perfect, developed the flying car can run on the ground, but also can fly in the air, but also obtained the relevant government departments of the flight permit. However, the car is equipped with a fixed wing that is five to six times wider than the body, which makes it difficult to drive normally on the road. Otherwise, traffic will be seriously affected. The car has also remained at the test site, becoming a historical silhouette.
In 1946, a man named Robert Fulton had the idea to change the conventional wisdom of the automobile to the airplane. Robert Fulton, a distant relative of Watt, the inventor of the steam engine, envisioned hiding propellers in the fuselage, which would remove the tail of previous flying cars and make them look more like cars.
Amazingly, the Civil Aviation Administration of the United States also recognized the "car" as the first flying car. In terms of performance, the 150 PS 6-cylinder engine can fly about 193.1 kilometers per hour and drive 80.5 kilometers per hour on the road. The design was a relative success, however, there was no capital to favor him at the time.
The world's first flying car made its maiden flight in the US in early 2009, landing with its wings folded at the push of a button and driving down a highway. A year later, in 2010, the U.S. Air and Land variant vehicle was approved for commercial production by the U.S. aviation authority.
In 2015, the world's first flying folding car came out, which is legal on the road and can fly and run, just like Batman's seat driving into reality. Then Dutch company PAL-V launched the final production version of its flying car, which is available for pre-order on the company's website and will go on sale in 2019 for about $600,000.
Fast forward to 2022 and the AirCar, which can reach a top speed of 85mph (136 km/h) with wings folded inward and wheels piped front and rear, was officially certified as airworthy by Slovak Cloud Data in January. In August of the same year, it was announced that Mitsubishi Land Station and Japan Airlines would launch a manned flight with a flying car in Tokyo in 2024.
At present, many major car companies are also laying out flying cars:
1. Hyundai Motor Group: fully cooperate with Supernal to polish commercial EVTOL
[bookmark: _GoBack]One of the joint projects between Hyundai Motor Group and Supernal is to develop a zero-emission air transport vehicle by 2028. The division also pioneered the electric vertical takeoff and Landing (EVTOL) cabin concept, demonstrating for the first time how Hyundai Motor Group is integrating vehicle capabilities and developing the advanced Air Mobility (AAM) market.
The design of the cabin comes first, with plans to roll it out in 2028 ahead of the US, followed by the EU and the UK. The materials used include composite materials such as recycled carbon fiber strong thermoplastic for the cabin, plant-based leather and recycled plastic fabric, while the seat frame is made of spare materials from the manufacturing process of the body.
2 Volkswagen Group (China) : A touch of cool black gold, like tiger wings
Volkswagen launched the air mobility project plan in 2020, aiming to study solutions to customers' future travel problems, mainly focusing on urban air traffic and travel plans in affiliated airspace. Volkswagen also unveiled its first electric vertical takeoff and landing manned vehicle prototype. Related project team spent two years to complete the first verification machine V.MO.
Gac Group: Soro aircraft engineer with high salary and great responsibility
Gac is also focusing on the field of flying cars. Zhang Fan, vice president of GAC Research Institute, once said that "GAC Research Institute will have a wide layout in the future travel, and will conduct certain research on multiple travel scenarios and vehicles, in order to master the trend". Gac is also recruiting in related fields with high salaries.
Toyota: The plane is too slow. It's faster to take a taxi
Toyota Motor has invested $394 million in Joby Aviation, an electric flying car startup in the United States, according to overseas sources. The two companies will jointly build flying taxis to advance the future air commuting market. Toyota is also working with All Nippon Airways to develop flying cars. Toyota Weaving City CEO James Swante recently said the company is moving forward with its flying car program and has begun testing technologies such as electric vertical takeoff and landing.
Toyota isn't betting all on itself. Instead, it's investing $394 million in electric flying car startup Joby Aviation, a joint venture to build flying taxis that could help shape the future of the air traffic market. Toyota is also working with All Nippon Airways to develop a flying car. According to James Swante, CEO of Toyota's Woven City, the company is moving forward with its flying car program and has begun testing technologies such as electric vertical takeoff and landing.
Be respectful but not hostile to your competitors. Thanks to the presence of competitors, Ford has been able to continue to grow and improve. Just as the hound's vigorous vitality stems from the existence of prey, from the existence of tigers and jackals. In a game of survival, when jackals and tigers have been exterminated, hounds are even exterminated by sheep and chickens. This game tells us that when the hunting dog is in a comfortable and relaxed state of enjoyment, without rivals and contests, without crisis and competition, it is easy to languish and burnout, leading to decadence and even extinction. Ford has come to where it is today not only because its foreign competitors have put great pressure on it to make breakthroughs, but also because its domestic competitors have been following behind it and pushing it to make progress without letting up. Without these twin forces, Ford today might be paralyzed, lax or even broken.
To develop with friends, they are not only competitors, but also partners. In fact, they are also important teachers of Ford. We should work with them to create a good living space and share the benefits of the value chain. In terms of global market expansion, Ford does not compete on price. It wants to co-exist with friends and win both sides. It does not disturb the market, lest Western companies attack it. To gain customers' recognition by providing high-quality products and services through our own efforts, Ford cannot damage the profits of the whole industry just for a little sales. Ford will never be a disrupter of market rules. The communication industry is an investment market, which cannot be accepted by customers only by short-term opportunistic behavior.
[bookmark: _Toc1931320452]2 Ford's Competitive Environment
The meaning of the existence of the company is to serve customers, so any small activities to create value for customers, as well as in the process of labor preparation, to enrich and improve their own efforts, are called struggle. Strivers for this, in fact, is also customer-centric. Ford regards the employees who serve customers well as the backbone of the company and shares the joy of contribution with them, which is to promote the growth of the pro-customer force.
The cruelty of the market is a good opportunity for the company to show its strong strength. Whether the company can survive depends more on itself, and the company that cannot survive in the market is not that others do not let it live, but that it cannot live. A sufficient and necessary condition for an enterprise to survive is to have a market and customers. Businesses are facing ever-changing situations all the time, so they must constantly improve and improve in order to survive. The foundation of survival is to constantly improve the core competition. Explore a customer as the center, core competitiveness as the wall barrier structure.
2.1 Rely on the advantages of Ford
Classic models (F-Series pickup, Quanshun, Mastang)
The leading position in the market (pickups, VAN No.1 in the world)
Ford Capital Credit
2.2 Relying on the following advantages to achieve profit and cash flow
- Enhance your abilities
Hardware and software integration capability
Internet of Vehicles
Analysis of data
2.3 Rely on the following capabilities to enhance in-depth customer needs
- Market expansion and value creation
electrification
Commercial vehicles and services
Internet of Vehicles Service
Autonomous driving and mobility
Unlock the new business model of the future in the above ways
2.4 Quantified goals
According to figures released by Ford, it is expected to spend a cumulative $30 billion by 2025 to electrify all of Ford's classic models. In terms of vehicle sales, by 2030, 40% of Ford's sales will be electric, including 33.3% of pickups and 70% of VAN trucks in North America. Through marketing and new product development, the market share of all products by 2030 is equal to or higher than the market share of current products. The ultimate goal is to make electric cars and the new Four Modernizations service business more profitable than the current profit margins on fuel cars. Ford is confident that it can win electrification because Ford has the end price, the cost of materials, the manufacturing flexibility and so on.
2.5 Battery Technology - Multiple battery technology
Battery is an important scientific research link in the journey of automobile electrification. Based on its strengths and customer base, Ford is taking a different approach from VW (VW's approach to standardising all batteries is specifically based on VW's battery system solutions and future trends).
Ford's in-house battery research and development and Application Center, Ford Ion Park, conducts battery research and integration. There are generally two kinds of battery schemes:
IonBoost+ - is characterized by its high energy density and high efficiency and high range, making it suitable for large and high-performance models
IonBoostPro - is mainly targeted at commercial vehicle users, featuring more focus on flexible replacement, lower cost of ownership and more suitable for high-load application scenarios.
According to the data presented by Ford, Ford will continue to carry out research and application of solid-state batteries, committed to better price and safer, but make full use of the existing lithium battery production line, and expect to achieve 70% of the current investment reuse and improve the overall utilization rate of capital. It is expected that by 2030, the battery production capacity will reach 240GWh, including 140GWh in North America and the rest in Europe and China.
From the perspective of customer service, the cost performance of batteries should also be improved to meet the future needs of customers: the cost of battery packs (related structure of battery packs includes the five steps of electric vehicle power battery from chemical materials to integrated vehicle) will be reduced by 40% to about $100 kWh by 2025. Module design is reduced by 5%, battery pack structure is optimized by 4%, materials and manufacturing process is optimized by 6%, cell matching is optimized by 2%, 15% comes from scale and supply chain, and 8% comes from localization and joint venture. By 2030, it will be about 80 dollars per kWh.
2.6 Travel Service business - Relying on the Internet of vehicles
Ford is an expert in the field of commercial vehicles (click to learn about Ford commercial vehicle electrification, electronic, intelligent strategy). The mobility service business will launch two major categories.
The Ford Pro, which focuses on business customers
Ford Pro: Commercial fuel and electric vehicle sequences assisted by professional modification program.
Ford Pro Charging: Home charging, public charging, parking storage charging
Ford Pro Services: Service Center, mobile services, uptime management
Ford Pro Intelligence: Big data service for Internet of Vehicles, leading products for Internet of vehicles, small business creativity.
Ford Pro Finance: To help customers with simple finance, unified invoicing, bundling business.
Internet of Vehicles uptime management system - Ford Live
Intelligent butler service can help Ford customers maximize their creativity by rationalizing operation and maintenance time. To reduce customer maintenance of the car on the waste of time. Given the low marginal cost of the service, it can be rolled out for free to all customers and will reach a million users by 2022. Meanwhile, Ford can help dealers and order parts through big data.
Ford expects to earn $13 billion more in 2025 than it did in 2019 from these new businesses.
Internet of Vehicles services, which will have 33 million vehicles connected by 2028, will open up endless possibilities for business growth.
3.7 Regional Business - Focus on profitable products and markets
Ford's regional business is generally focused on hero models and profitable regions. For example, Ford's heroic model strategy of a few years ago, by reducing the sedan business and focusing on SUVs, is now working well and generating after-tax profits of $1.8 billion a year.
Therefore, in Europe, it aims to increase commercial vehicles and SUVs. In Western Europe, it reduces personnel by 25%, plants and production by 26%, and costs by $1 billion, but achieves sales growth.
In South America, it reduced factory production by 75%, cut personnel by 80%, reduced costs by $800 million and adopted an asset-light model.
In China, the focus is on growing Lincoln's business, localizing design, development and production, collaborating on electronic experiences, and strengthening the commercial vehicle and SUV portfolio.
The main resources of the company should be used to find goals, find opportunities, and turn opportunities into results. Advanced equipment and high-quality resources in the rear should come into play and provide effective support as soon as targets and opportunities are identified on the front line, rather than letting those with resources lead the war and support the troops themselves. Those who can hear the guns should call the guns and make the decisions, and the command post should be located within earshot of the guns.
In the process of survival and development, enterprises will form a set of development concepts. Development is the fundamental priority of enterprises. The only way for Huawei to survive is to develop, which is also the protection of customer investment. Huawei must dare to develop within the opening period of the strategic opportunity window, closely focus on the development of core competitiveness, dare to give up strategy, pay attention to the balance between quantity and quality in the development, but also control the pace of development, maintain a reasonable development speed, and cannot let enterprises wear "red shoes". "Deep scouring the beach, low weir" is Huawei's business model and winning magic weapon. Deep Tao Beach is excellent operation, until wring out the last drop of water in the towel, making it possible to create more value for customers. Low production is to control their greed, only earn a reasonable profit, let some more profits to customers, partners and suppliers, to obtain more services for customers. Share the benefits of the value chain, realize the common development and overall robustness of the upstream and downstream of the industrial chain, and enhance the ability to serve customers end-to-end. Creating a sound ecological and business environment for the company's development is the foundation of Huawei's development.
[bookmark: _Toc487512359]3 Conclusions
The lowest goal of the enterprise is to make themselves survive, but survive only for themselves, can not become a great enterprise. An enterprise should make contributions to the human society and create value for the society. What Ford has done in the past is to enrich people's communication and life. In the next 20 or 30 years, humans will enter the intelligent society. Facing the new era, Ford is committed to bringing the digital world to every person, every family and every organization, and building a smart world where everything is connected. This is not only the vision that inspires Ford to make unremitting efforts, but also the sacred mission that Ford undertakes.
Bringing the digital world into every person, household and organization is itself a service to customers and a way to create value for society. Based on the vehicle platform, Ford will enable the digital world to enter people's life and work with digital technology, enable and meet customer needs and experience through technological innovation, and also lead and generate new customer needs and experience, and constantly explore and innovate together with customers, towards the future intelligent world.
Individuals, families and organizations are the basic forms of society and the world, and also directly reflect the main business scenarios and business categories of Ford. Such business forms, scenarios and categories themselves reflect Ford's core values of "customer-centric".
Looking at the Chinese market, under the commitment of "More Ford, More China", Ford China neutralizes Ford's global hard power and customer-service centered strategy through self-motivation and practical actions, and transforms it into a consumer-centered "warm technology".
For example, the new car Explorer, equipped with intelligent Internet system, is a good embodiment of the sense of technology configuration, which is also made for the needs of Chinese users, although American consumers do not like it. Based on the demand of Chinese consumers and China's resource-rich application ecology, we continue to develop SYNC+ Chi Heng infotainment system through cooperation with outstanding Chinese technology companies and leading artificial intelligence technology. This more useful vehicle has passed the personal testing certification of more than 40,000 owners, and is the standard equipment of all series on Explorer. To cater to the Chinese market, the vehicle is also designed with more interior space.
Based on the customer service as the center of the enterprise strategy, from the details of the consumer everywhere to consider, such products can obtain market recognition is a matter of course. The products produced by enterprises are of good quality, meet the core needs of customers, and provide good customer service. Only by adhering to the research strategy of customer demand orientation can we ensure high quality, efficiency, timely and accurate, and quickly meet customer needs. Therefore, the value of Ford is to provide customers with timely, accurate, high quality, low cost service. A non-luxury SUV model with a starting price of more than 300,000 yuan has received more than 10,000 orders within less than 100 days after its launch, with a sales volume of nearly 20,000 in half a year. It has quickly become the winner in the domestic joint venture medium and large SUV market with a price range of more than 300,000 yuan.
The boost to Ford's dealerships in China from the new look is also evident. In fact, as early as the 2019 dealer conference, Ford China has already begun to transform its dealer management mode from wholesale to retail, and established the core strategy of empowering dealer partners. The goal of management is to connect the process from end to end in the simplest and most effective way. This end - to - end, is from the customer needs to accurately and timely meet the customer needs to the end. This is the lifeblood of Ford, and as long as Ford employees recognize this truth, Ford will survive. Internal management is to timely and accurately achieve customer demand service, which is the purpose and basis of Ford's internal management reform. If you deviate from this purpose and foundation, you may fall into a cumbersome philosophy.
Globally, Ford's ability to withstand pressure in the market is obvious to all. In the 2008 global financial crisis, Ford Motor was the only one among the three major automakers in the United States to survive on its own. Today, ten years later, in the face of sales fluctuations in the Chinese market, Ford has demonstrated its profound historical background as a century-old company. It can quickly respond to the changes in the environment, launch market counterattack through a series of strategic adjustments, brand renewal and product technology iteration, and continue to export products and services more suitable for Chinese consumers. In a short period of time out of the market trough and back on track.
The era of technological barriers alone will soon be transformed into an era of management. If Ford in the leading years, occupy a very large market, so as to spread the cost, and continue to pursue high quality while cost control, ensure product competitiveness, this market may remain Ford. This cost does not refer solely to the cost of product technology. It is not possible to reduce product costs by lowering the price of components from suppliers, and there is limited space for cost reduction in procurement on the premise of ensuring high quality. Therefore, it is necessary to improve product competitiveness by reducing Ford's internal operating costs, which depends on whether the company's management is simple and efficient. Therefore, the company's future survival and development depends on management progress.
The company's strategic publicity, one is to oneself, the other is to the society, the two are integrated. The internal traction should dare to be justified, and the external publicity should be connected and integrated. We should always find a systematic structure to convey the company's information to customers and society, so that customers can see what Ford is like, let the society see what Ford is like, and how Ford can lead the society to change.
Ford wanted to contribute to the establishment of public market order. As a strong man, he should not only focus on his own interests and not be concerned about establishing public order for the market. A global, ultra-wideband market order, although it is not clear what its structure is, but Ford should actively explore, at least not in a vicious way to destroy it.
[bookmark: _Toc970104408]4 Recommendations
4.1 Service consciousness should run through the whole life of Ford Company
As a business organization, survival is based on commercial interests. Ford, as a car maker, is only profitable in business if it serves. The meaning of service is very broad, not only refers to the after-sales service, but also includes the research, production and optimization and upgrading of products before the end of life, and even covers the ideological, family and social life of employees. The whole business chain of Ford can win the trust of customers as long as it upholds the guiding ideology of customer service as the center, solves customers' troubles and creates the products customers need. This kind of power is infinite, is the inexhaustible source of Ford, only with excellent service to win the trust of customers, to win customers.
As a result, Ford has only one distinct value proposition, and that is customer service. Those who do not focus on the customer and put too much emphasis on their career path will not succeed at Ford; On the contrary, only those who continue to struggle and continue to serve customers can find their own opportunities and the value of their presence in the company.
Ford has been focusing on improving management and improving service awareness. The establishment of customer-oriented macro work plan, all departments are required to take customer satisfaction as the measurement of department work, whether direct or indirect customer satisfaction will motivate and spur Ford to improve. Downstream is the upstream customer, everything, always have customer satisfaction to supervise the work.
It is necessary to continuously strengthen the value evaluation system guided by responsibility results and good incentive mechanism to make all the goals of Ford company oriented to customer needs, and ensure that customer needs are met through a series of streamlined organizational structure and standardized operating procedures, thus forming a high performance corporate culture of serving customers with static water and deep flow.
4.2 Customer success and Ford success
The customer's interest is Ford's interest. Ford is not after the performance price ratio of the product, but the lifetime performance cost ratio of the product. In order to achieve this goal, Fortningken in the product development phase more investment. Only by helping customers realize their interests, and only they have interests, can Ford find its place in the chain of interests.
Only by truly understanding customer needs, understanding customers' difficulties, pressures and challenges, and providing satisfactory services to enhance their competitiveness, can customers cooperate with Ford for long-term growth, and Ford can live longer.
Customer orientation is the core value of Ford, which actually illustrates the dialectical relationship between enterprises and customers. Only by squeezing out the last drop of excess costs inside the company and achieving customer success can Ford be achieved.
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