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INTRODUCTION

AUTOMOTIVE INDUSTRY AND THROUGH THE  COVID 19 PANDEMIC

Before to go to write about the survival and success factors for the industry, just gave a fast look   to the automotive industry.
Just remember, the average annual turnover  is the sixth largest in the world of economics. There are almost 14 million workers employed in this sector.
After the global crisis of 2008 overcame over the years, unfortunately, an other big challenge  for the global automotive market had to be faced.
Let's talk about what happen during  the Covid 19 pandemic.
This latest crisis started first in China and then spread to the rest of the world as well.
China ,  which plays a key role in the world economy, has been forced to stop, and the import and export of spare parts has also  to be blocked. So, the supply chain in China was really afflects.
Consequently, in Europe with the various lockdown plans, it was necessary to face a closure of factories and all assembly centers.
So obviously, also in the USA with the closing of assembly plants.
All these factors have led to new scenarios in the short and long term , including obviously more possibilities for mergers and acquisitions.




BLACK SWAN EFFECT

But to understand the consequences of the COVID-19 crisis on the automotive market, first of all it is necessary to distinguish the different ones areas of the value-chain that have been progressively involved in spreading of the epidemic in the various regions of the world.
In the first two months of the year, the emergency health mainly entailed the closure of numerous factories productive in China, generating heavy repercussions on the operational level, financial and logistical for the most part of international players.
European car manufacturers   were particularly involved, in light of their dependence on the market both in terms of production capacity and imports of components. The result was a real shock in the international supply chain of sector, powered by a progressive exhaustion of materials, semi-finished products and other essential components for continuity production of Original Equipment Manufacturer (OEM).
On the distribution front commercial and retail sales, instead, at the beginning of the year the effects are were mostly limited to the China market, which had a 80% collapse in February  compared to the same period of 2019. 
Western economies, on the contrary, they were not immediately affected
of the commercial backlash. The influence of the crisis was indeed rather limited in the European market and almost non-existent in the American one more integrated with Canada and Mexico.
In February, for example, the United States scored a slight increase in sales of new cars (+ 0.2%), reaching 1.3 million units.
Europe has experienced a decline in nature physiological equal to 7.4% induced
especially from the slowdown in Germany (-9.0%) and France (-7.8%). In case
in Italy, the contraction was 7.3% compared to the same period in 2019, but
February sales (nearly 163,000 units) however, they represented the most
high of the last eight months .

The prolonged closure of the dealerships was an aspect that the OEM had to carefully consider in the remodeling of their strategies of investment plans. The rigidity of the prolonged legislative measures imposed by governments in the middle of the COVID-19 emergency, in fact, it had a profound impact on turnover, profitability and flows of cashier of retailers. This resulted in a increased financial pressure relating to unsold stocks, as well as payment of loans and related interests to the inventory.

THE CRISIS, BOOST TO CHANGE THE EVOLUTION OF COMMERICIAL CHANNELS

This unprecedented crisis can do so result in a strong accelerator of
change in the sales networks, capable of generating a variety of solutions
and strategic models aimed at enhancing its flexibility and commercial performance, such as:
• Creation of a mixed system of dealerships and commission agents
aimed at relieving pressure financial on distribution channels
and sale of vehicles, through a reconfiguration of the ownership structure
of the same and of the indicators commercial performance.
• Support for concentration and consolidation of groups of the
distribution, with a view to improving the efficiency of the supply chain with a greater exploitation of economies of scale and a reduction in fixed costs and
structure.
• Reduction of vehicle stocks in the sales networks through a
more on-demand approach and aimed at strengthening the partnership with i
suppliers, increasing flexibility and supply-chain responsiveness and reducing
delivery times dramatically.

• Switching from a "push" model based on zero kilometer cars and in
prompt delivery to a "pull" model more focused on needs of customers and on the stimulation of market demand.
• Evolution from an approach oriented to sell-in to a marketing strategy customer-centric, with a focus on product customization and on improvement of the customer experience in-store (showroom, flagship store) and after-sales (CRM, customer retention).
• Adoption of a model oriented towards multi-channel and the supervision of key touchpoints throughout the customer journey, through exploitation of new digital technologies, the simplification of the purchasing process and the exploitation of the online channel for the sale of new cars.
• Support for the enhancement of managerial skills and professional skills of retailers, with a view to improving the provision of sales services (financial, insurance, procedural) and after-sales (maintenance, assistance, guarantee) more and more complex complexes.
• Strengthening the role of dealerships as a point of contact direct with the end customer, in one prospect of greater integration of information systems as well as of exploitation of new intelligence tools and big-data analytics.


FORD THROUGH THE PANDEMIC

Sales of ford cars in the United States decreased by 9.8% in the fourth quarter of 2020 compared to the same period of 2019, for a total of 542,749 vehicles; sales of pickups fell by 12%, while those of SUVs grew by 4%; car registrations fell by 41.1%. Worldwide, registrations in the fourth quarter fell by 2.8%. In the whole of 2020, registrations in the United States fell by 15.6%, due to the coronavirus pandemic. For the first time since 2016, Ford was topped to the top of the pickup sales chart by General Motors.(Statista)
So in which way this big brand defeat the pandemic?
Trying to follow the megatrends of these hard years.





MEGATRENDS

DIGITALIZATION

The asynchronous spread of the pandemic Covid-19 on a planetary level has meant that the various states (even within the same European Union) take measures different for the containment of the contagion, that is, with different degrees of intensity that they go all the way to complete "lockdown" of the national territory. In this case, the inability of customers to go physically at the dealership underlines the role and importance of tools digital and virtual reality systems or augmented, able to recreate the in-store experience even remotely. These tools can be exploited both to enrich the customer experience (through innovative ways of interaction (with the product) and to facilitate online purchasing processes .
The emergency in progress requires companies to redefine their strategic plans first of all ensuring continuity company and safeguarding the structure economic-financial. This implies: a review of short-term strategic plans e medium term, an analysis of sustainability the balance sheet composition and flows cash flow, a redefinition of priorities in terms of running costs and expenses, one detailed investment planning medium-long term and a selection of the most strategic assets.

SUSTAINABILITY 

Products with reduced fuel consumption and CO2 emissions: these key objectives are a fundamental part of Ford's business.
They are also an integral part of the corporate social responsibility policy. For this reason, the American brand is constantly dedicated to researching, evaluating and developing initiatives for the long-term protection and enhancement of the environmental and social heritage.
In order to define these initiatives and numerous other projects, Ford has created its own "Sustainability Program". The Program encompasses the sustainability strategy as a whole, proving that sustainability issues are part of a complex system of interconnections that connect products, plants, people and the communities in which the brand operates.
In addition to representing the right path to take, sustainability is a fundamental part of the company strategy. With intelligent and sustainable manufacturing solutions and an impressive range of technologically advanced and fuel-efficient vehicles, Ford is laying the foundation for lasting success.

Furthermore, Ford Motor Company was recognized for leadership in corporate sustainability by CDP, securing a place on the global environmental nonprofit group’s prestigious ‘A List’ for tackling climate change and protecting water security.
Climate protection and water management are key parts of Ford’s comprehensive approach to long-term sustainability and helping transition to a low-carbon economy. This is the second straight year Ford, one of 270 global companies named to the A List, has been recognized by CDP for climate-change efforts. Ford has received A’s from CDP for water reduction for six years in a row and is one of only 106 companies globally to earn such an award for water security.
“We are making real progress in reducing our impact on the planet,” said Bob Holycross, Ford’s chief sustainability, environment and safety officer. “Our people, customers and investors expect us to do more around climate change and we are up to the challenge, because we know that what’s good for the planet is good for our business.”  (https://www.automotiveworld.com)

URBANIZATION

One of the most followed megatrends is certainly that of urbanization.
In this case, however, we are talking about combating excessive urbanization, especially in large centers and megalopolises.
This can only happen, obviously in addition to sustainable vehicles, also to new work approaches, as well as technological advances on assisted driving and electric or hybrid cars, which can be a resource in the fight against climate change.
 



CONCLUSION

In conclusion of this essay, it can be agreed that although it has been a very hard period for the automotive industry, due to the factors listed above, the recovery has occurred steadily.
Especially for Ford, which through projects and many investments is trying to keep its growth steady and to expand also in potentially important markets.
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