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Introduction 

As per the report of Business Insider (2010) the future for automobile companies are good and they have to face tough competition from national and international players. While analyzing the operations of the Ford motor company we can able to understand that during the past five years the company is making changes to its product design and other related aspects. Therefore, it is right time to analyze the strategic issues by analyzing the industry environment in an effective way.
Competitive analysis of Ford Motor Company

While analyzing the competitive analysis of the company we can able to understand that the company influenced by political, environmental, social, technological factors
Political factors

The company influenced by the decisions taken by the different political parties and leaders. In most of the time, the company making changes to the design and price of the product based on political conditions (Ford et al 2015, p.88). The changes in tax rate will directly influence the operations of the company. For example, terrorist attack in US reduced the sales of the Ford Company during year of 2001. 

Environmental factors 

It is the duty of the company to introduce eco-friendly products, which can provide better service to the customers.  As per the report of Forbes (2011) due to the impact of natural threats in European countries the price for the fuel is increased and it affected sales of the cars  
Social factors
Most of the people are interested to use premium cars and the company ford introduced the luxury car in the year of 2004 for attracting the customers in an effective way. 

Technological factors
In order for avoiding the problem related with petrol price, most of the companies are giving more importance to hybrid cars and eco-friendly cars. Ford motor company also invested huge amount of money for developing eco-friendly car models.
Porter’s five-force analysis

Threat new entrants 

While analyzing the automobile industry we can able to understand that, threat of new entrants is low, one of the reason is that, it requires huge investment and facilities.
Threat close substitutes

The company facing tough competition from the substitutes, companies such as, maruti Suzuki is providing similar products with less cost and high fuel efficiency 

Rivalry among the firms

Rivalry among the firms is very high, and the company is making frequent  changes to its marketing and  sales promotion strategy 

Bargaining power of buyers

The buyers required quality products and services, bargaining power of buyers is high, and the company has to provide quality products.

Bargaining power of suppliers 

Compared to other companies, bargaining power of suppliers in the case of ford motor is low and company has different options and resources. 

Strategic position and direction of the Ford Motor Company
The company is following an overreaching strategy, which helps the company to start their branches in every part of the world, and it helps the company for increasing profit and market share (Fallah et al 2014, p.92)
Corporate strategy

In the past years the company mainly focused strict corporate oriented strategy, now they changed in to customer specialized services and products  

Market segmentation 

The company is concentrated focusing all time type of customers, they divided the customers based on the geographical locations and features. 

Key success factors of Ford Company

The company is giving more importance to the quality and they are following TQM principles and practices. After sales services provided by the company is good and it helped the company to attract more customers. The channel of distribution of the company is also effective to meet the demands of the customers 
While analyzing all these we can able to understand that Ford can follow the same strategies and they can make changes to their product design based on competitors  
Articulate concerns or opportunities about the Ford''s Motor Company strategic fit with its competition, suppliers, and customers

While analyzing the company’s competitors, suppliers and customers we can able to understand that, the company can able to achieve its goals and objectives by introducing customer supportive strategies. The company has to focus on low cost operations and improve the skills and abilities of the employees for providing quality services to the customers (LaForge et al 2015, p.338). The company can attract the customers in the national and international market by reducing cost of the product and by improving the services in an effective way. 
Organizational structure and management systems enable the execution of the corporate strategy
The company is using very complex structure and management systems, we know the fact that in order for executing the corporate strategy, we required the productive management systems and polices. The company is giving more importance to cultural and value chain aspects and they are following team-based approach for achieving the goals and objectives. 
The company can able to reduce the cost by;

· Diversification 

· Outsourcing 

Conclusion 

Diversification helps the company to reduce risk and they can able manage the competition in a productive way. In the case of outsourcing, the company can reduce cost related with different operational activities and they can focus on core activities or functions. 
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