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Introduction
	Ford was founded in 1903, and has been a leader in innovation since its inception.  Henry Ford, one of the founders of Ford, is created with the invention of the moving assembly line.  In 1908, the Ford Model T made its debut in the world.  This Ford was marketed for the masses so the rich wouldn’t be the other people to own an automobile.  In 1914, Ford started the $5 per day wage and shifted the workday from nine hours down to an eight-hour workday, which also enabled Ford to run three shifts per day at eight hours a shift.  
Cost Leadership Strategy
	Ford, a giant manufacturer of automobiles utilizes cost leadership strategy to compete favorably with its key competitors for the control of the global automobiles’ market share. In the 1900s, Ford Company’s vision was to manufacture affordable automobiles for its working-class Americans. For this generic strategy to be effective, the company developed its assembly line method to cut down costs and improve productivity. Apparently, Ford succeeded in luring consumers due to this specific generic strategy. Notably, a strategic aim based on this generic strategy is cost reduction via process streamlining.  
Differentiation Strategy
	This generic strategy is effectual for Ford Company to compete favorably with its key competitors such as General Motors and Toyota. Apparently, Ford produces products that the consumers feel would be valuable to them and there is no other product in the market that meets the criteria for purchasing the products. These products are unique when compared to the automobiles manufactured by competitors since, they have features or special aspects that favor this particular product. Moreover, it is due to the fact that this difference in features that the consumer perceives that the differentiated product as significant to purchase. Customer perception is very significant when you employ a business strategy that entails differentiation. Hence product innovation is the roadmap towards Ford’s dominance as an automobile manufacturing giant.
Focus Strategy
	Focus strategy is Porter’s generic strategy that focuses on a small segment and within this specified segment, the firm tries to achieve differentiation or cost advantage. This strategy works effectively for these firms that do not have sufficient resources to accumulate total sale in a large market. Focus strategy entails choosing to focus on small and convenient groups of customers or selling in a highlighted geographical location that the firm is capable of managing.  This results in better services to the consumers compared to the firms that chose to focus on a diverse range of market. Focus strategy will enable the Ford Company to manage its expenses well and be capable to effectively administrate a specified market share well.
Pricing Strategy
Pricing strategy is perceived as one of the most powerful strategies a firm such as Ford can use as its competitive advantage. Because of the overwhelming pressure endured in the ever-growing car market, Ford has reluctantly been obligated to create a new pricing strategy. A change in pricing strategy for Ford seems beneficial in the long-term as the firm should initiate measures to stop its falling market share.
Product Strategy
Product strategy entails improving one’s products to make them distinguishable within the market. In this scenario, all the Ford products are local and manufactured with durability and cheap maintenance costs. Special attention has been placed on fuel efficiency.  “In order to satisfy the needs and demands of every type of consumer the company has launched economy cars, luxury cars, sports cars, vans, station wagons and trucks. Ford Fiesta, is its latest gift to the world market by focusing on females as well as the younger generation.” (Bhasin, H., 2016)
Market Segmentation Strategy
“CMOs and marketing directors understand that market segmentation strategies divide broad target markets into subsets that are perceived to have common interests, needs, and priorities.” (Selligent, 2017) In our case, Ford is selling Ford Fiesta for a reasonable price. It is because this product has features that are conducive for the consumers, such as saving on fuel costs. This product is expanding the sales potential for the firm. It also evaluates the market industry that Ford is segmenting to.  Because of this, Ford will be able to figure out which category of customers it is dealing with based on age, location and preferences of these customers.
Elements of Business Strategies
Critical reflection
           Ford should implement the concept of SWOT analysis to allow it to comprehend its weakness and strengths, this would also be essential in highlighting if they are making the right decisions. By implementing this, Ford gets to get an in-depth comprehensive analysis of the strategic frame, thus allowing it to utilize the frames effectively for the benefit of the company.
The Power of a Simple Message
         “We don’t just build cars at Ford.  Our global community is a fundamental part of who we are, so we’re working to support hunger relief, encourage safe driving habits, introduce education innovations and much more.” (Ford, 2017) Ford should evade having a large mission statement that can be seen vague and not straight to the point. By using a simple clear mission statement, Ford will be able to avoids any faults that may occur due to ambiguous mission statements.
Balanced Stakeholder Listening
          An appropriate company is one that considers its stakeholder’s opinions and needs. Ford should consider that its’ stakeholders are persons with key company interest and hence should be enabled to make a positive impact on achieving company goals together. 
Components of business model
Value Proposition: Do the firm’s products have any exceptional value that differentiates its products from these of its business rivals? Having innovative products as displayed within Ford with added value will lure customers, and the firm will be capable of accruing a good amount of sales and therefore huge turnovers.  
Customer Segments: Ford should be well acquainted on which customers it serves. This will allow it to understand their needs regarding taste and preference. 
Customer Relationships: Ford is looking to maintain and build on their relationship with their customers.  ““Instead of telling our retailers how to run their business, which is the basis of many other OEM programs, we focus on bringing new insights from employees and customers to the table and then leverage a coach to help them build an engagement plan that works for them,” Ashman said. “We can do all the process training we want, but we’re never going to be able to deliver an engaged customer without engaged employees.” (Tierney, J., 2013)
Conclusion
	Ford is a company that has been around since the beginning of last century and they can be around for a long time to come.  My family personally owns two Ford Taurus’s and a Mercury Monterey, so we are very loyal to Ford.  We have had very few issues with our vehicles besides routine wear and tear, plus maintenance.  I did have one big recall on the minivan, but Ford resolved that issue quickly, and it was nowhere in comparison to the Toyota recall of 2009.  Ford has a good business model, and they have changed their mission statement plus the way that they handle customers to keep up with the changing times.  
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