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‘ONE FORD’> UNLEASHES THE
MARKETING POWER OF ENTHUSIASTS

By John M. Clor

s Ford enthusiasts, it's likely you're aware of the
company’s resurgence of late. Yes, that’s partly
because our economy’s free-fall has slowed, but
it’s mainly because Ford managers have “righted
the ship” with both our products and our corporate philosophy.
After my more than 15 years working for and actively promoting
Ford Motor Company, | can tell you it’s much easier to improve
products than to change a corporate culture, And it's amazing
that Ford has successfully done both in a short time.

Now don’t get me wrong—in the auto business there’s no
doubt that product is king. And today’s Ford vehicle lineup
is easily the most competitive in our history when it comes
to taking a leadership position in the key product aspects of
quality, fuel economy, safety and technology. It's pretty simple,
really: When our cars and trucks are better than the competition
in those four areas, we can sell more. But that's only part of the
equation.

If you've been reading my columns in this and other Mustang
magazines over the years, then you've heard me talk about
perception. Perception, and the power of public opinion, can
often trump reality when it comes to a product’s sales and the
personal value and status we assign to it. Yup—often it’s not
how good a car is, it's how good we think it is.

| recently had this discussion at the annual Carlisle Ford
Nationals with loyal enthusiasts of the 1971-80 Ford Pinto.
Regardless of the urban legend that continues to surround that
nameplate’s safety reputation, the true facts show that Ford’s
economy car of that era was actually no less safe than other
subcompacts in its class. Rather, it was a sensationalist media
feeding-frenzy that conspired to soil the public image of the
Pinto. For the 3.1 million of us who have fond memories of a
decade’s worth of those affordable, fun-to-drive little cars, it's a
never-ending battle trying to change perception.

{No matter. Ford Racing and our Ford Performance Group
enthusiast outreach program was there to support Pinto
loyalists! We awarded Ford “Certificates of Appreciation” and
a commemorative hat pin for those who participated in the
Pinto’s 40" Anniversary Celebration (nearly 70 cars were in
attendance—the most in one place since the last Pintos left the
factory!l). Plus we even threw a "Pinto Pizza Party” for owners
after the parade downtown and ensuing street festival. Yes, we
appreciate all Ford enthusiasts!

Now consider this: True enthusiasts tend to ovetlook a
vehicle’s shortcomings, especially if that vehicle also happens
to coze personality. Have you ever owned a British sports
car? You'll tend to think about the joy of driving one over the
anguish of maintaining one. How about a Ferrari? The looks
you get being seen in one tend to overshadow things such

as the horrible ergonomics and the astronomical costs. There.

are many examples of such “mental forgiveness” for cars
perceived to have a cool factor—even inexpensive ones. (My
sister-in-law’s attempt to wheeze past a semi in her then-new
and perceived-cool 1970 Beetle comes to mind.) That’s why it
strikes me as uniquely ironic how that perception doesn’t seem
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to quite carry over in forgiveness for the 1974-'78 Mustang |l.

Still among the best-selling Mustangs of all-time, no one
seems to cut these fun-to-drive-and-look-at second generation
’Stangs any slack because they were saddled with the entire
era's lack of get-up-and-go. Forget the fact that a V8 Cobra
il really was the hot ticket back then—nicely appointed and
screwed-together, with all the sex appeal of the late Farrah
Fawcett herself. (Dont deny it—you or someone you know
bought her famous swimsuit poster!} As “cool” as those cars
were for that generation, the ill-conceived perception of the lls
being just re-skinned Pintos that were slower than their direct
competitors still dogs these handsome little Mustangs to this
day, to the point of souring their collectability. Such is the
lasting power of perception!

Fast-forward to recent history. After years of the domastic
automakers taking their eyes off the product ball on those
key “purchase drivers” of quality, fuel economy, safety and
technology, the import makers had been focusing on them.
Annual gains in conquest sales and subsequent import
market share —coupled with product-based, word-of-mouth
marketing campaigns—had quietly but forcefully catapulted
them {especially the Japanese automakers) into leadership
positions in both sales and customer loyalty.

Worse still, more and more transplanted foreign factories
(now including the Koreans and Germans) sprung up in non-
traditional manufacturing states, proudly proclaiming and
waving the "Built in America” flag (despite the massive export
of profits, measured in your hard-earned American dollars,
and the added investment and jobs potential that goes with
them, all shipped overseas). The media began quieting critics
with stories about the number of employees working at the
transplant factories (replacing only a fraction of jobs lost at
the domestics) and then there’s my favorite, those ill-founded
percentages of “American content” media discussions—
instead of discussing the conseguences of a constant, decades-
long export of American wealth.

Perhaps the toughest non-economic thing for me to endure
during this Ford turnaround was that, even after company
management positioned our engineers to retool the Ford
product line so that our vehicles could surpass the Asian
carmakers for the top spots in various quality rankings, our
sales were still slow to improve. That was the perception factor
at work again, folks. Yes, people heard the news that Ford cars
were rated better-built—but in their heads imports were still
the only choice for quality. Clearly it was going to take more
than just changing our cars. We needed to change minds. ...
and fast!
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But two more steps needed to be taken first if the company
was to change the perceptions of Ford products to car-buying
consumers. One step was internally, where the corporate
culture had to truly adopt the “One Ford” plan of our president
and CEOQO, Alan Mulally. Like “chemistry” with successful sports
teams, the One Ford concept centers on everybody pulling
together for the common good instead of concentrating on
each operation’s individual goals. It's now One Team, One Plan,
One Goal at Ford. Of course, this had to be much more than just
executive rhetoric for it to work in all levels of the company, so
employees who bought into the idea were actually empowered,
and those who didn’t were, well—left by the wayside. ... The
results speak for themselves.

Then came the external part—a new consumer marketing
strategy. First, the central Ford message itself needed to be
simplified, and product-focused. No flash-bang Hollywood
smoke-and-mirrors techno imagery; no volley of product
quips, pot-shots or dancing hamsters; no bargain-basement,
“everything-must-go” wheeling-dealing. We knew that folks
were all-too-used to shopping elsewherg, so instead of trying
to change perceptions by explaining all the reasons to consider
a new Ford, the pitch was more humble and direct: Drive One.

Drive one.

That's right, just Drive One. We ask people to simply drive
a Ford before they make a purchase decision, and let the car
stand on its own merits. After all, when you think about it, it's
easier asking someone to test drive your car than it is asking
them to buy it.

But as good as we think that message is, it can’t work unless
we spread it around. While there there’s still plenty of mass-
marketing value in traditional, big TV and print ad campaigns—
even in this digital, social-media age—we needed to get far

more grassroots, more person-to-person, Yes, we gave Internet
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bloggers, Facebook and Twitter fans a big role here, but all of us
Ford enthusiasts play a very major role, too!

Let me explain. Much of the success Mr. Mulally has had in
instituting his "One Ford” plan has come because of the support
it receives from his management team—some of whom are
relatively new to Ford. One of those key execs is Jim Farley,
group vice president, Ford Glohal Marketing, Sales and Service,
whom Mulally swiped from Toyota back in 2007. Farley knows
how Toyota grew to prominence, and is convinced Ford can
regain much of the magic that has made us one of the greatest
American brands in history. What’s more, he understands Ford
{his grandfather was the 389" worker hired by Ford) and its role
in our society: “l have thankfulness and responsibility to this
industry,” he was quoted as saying in a recent interview. “For
millions of families, companies like Ford were the backbone of
the manufacturing base in America. They created opportunities
for us to live better lives. Now it’s our turn to do it for another
generation.”

To me, that means his heart is in the right place. But more
important is the fact that Farley’s own marketing template
closely mirrors the very kind of grassroots work that enthusiasts
within the company have been doing since even before | joined
the old SVT Marketing team back in 1995. The SVT program was
launched with no advertising budget, so we leveraged clubs,
enthusiasts and the enthusiast media to deliver our product
message. We knew the same grassroots marketing approach
would work well here at Ford Racing when we launched the
Ford Performance Group outreach program in 2006, and your
response to that has been a big part of our growth. The only
thing better than having a Ford Racing boss who understands
the value of activating Ford’s army of loyalists into disciples
for the Ford brand, is having a Ford executive at the top of the
house who feels the same way!

| have known Ford managers who weren't on board with the
concept of having a program in place to support Ford vehicle
club members because they felt that since such folks were
already Ford customers, marketing money would be better-
spent on people who owned competing brands. But often a
third-party endorsement is more effective than a direct sales
pitch. If there was one key to establishing the SVT performance
brand for Ford, it was the leveraging of enthusiasts to tell
the Ford brand story word-of-mouth, which served to create
purchase consideration among non-Ford owners directly at the
grassroots level via a respected third-party.

In today’s world, customers don't particularly like being
“sold to” and don't entirely trust what they hear about a
product from big corporations or manufacturers” ads. On top
of that, many no longer even trust what they hear or read about
a product in the media! More and more, people are putting
their purchasing faith in personal recommendations from their
friends, neighbors, coworkers and acquaintances, and that’s
precisely where we as Ford loyalists can play a major role in
asking your non-Ford peers to Drive One.

I've long said that cars that connect with owners on an
emotional level {like the Mustang) have enabled Ford to build
a veritable army of loyal enthusiasts over the years that is
the envy of nearly every other automaker on the planet. So
now you can see why import manufacturers are asking their
product teams to devise cars that evoke more of an emotional
connection with owners, and why other carmakers are hard at
work devising marketing “brand disciple” strategies to enlist
owners to help preach their product gospels. They know we've
been working to get performance vehicle owners and club
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members stirred up about new products coming from the Blue
Oval. It’s exactly why Ford Racing campaigns Ford cars and
trucks on race courses all over the world and competes head-
to-head against the best of what the rest of the industry has to
offer. It's why we’re there with you in-person to talk with you
and show off our products at races, automotive events and car
shows across the country.

It's also why Ford Racing operates its “Ford
Performance Group” enthusiast outreach initiative (www.
FordPerformanceGroup.com), and why you may see me or one
of my co-workers in attendance at a Mustang or Ford show
near you, or maybe even hear one of us talk about the world
of Ford performance at your club’'s meeting or event banquet.

We know that our friends and neighbors recognize us
enthusiasts as being car-savvy, and as opinion leaders we
don’t mind sharing our thoughts when car shoppers seek us
out to get advice. We like to show off our Mustang or classic
Ford because we don't just drive it from Point A to Point B like
an appliance—we LOVE it, and openly show our affection for
it in public! That's why car companies who can only build
appliances don’t see the same owner passion that Ford enjoys.
Yes, we might spend countless weekends in parking lots at
Mustang shows, but you won’t see people showing off or
polishing their appliances each summer weekend out in front
of the Home Depot!

Ford Racing has institutionalized this connection with
enthusiast clubs as part of our core business, primarily because
we are enthusiasts, too! As such, it's great to know that we
have someone who understands us in the upper ranks of the
company, and that the very guy in charge of Ford marketing
proposes many of the very same activities that we believe in
and invest in every day. | can’t tell you how cool it was to read a
recent magazine story about Ford marketing and Mr. Farley that
listed the following “Jim Farley’s 6 Best Practices:”

“1. Get to know your customer. Everyone talks about it, few
actually do it. It requires you to get so close to them that you
can smell their breath. Invest in face time.”

Gotta love thatl Especially after our little Ford Performance
Group operation alone attended more than 40 Mustang and
Ford enthusiast events last year, either by spending the entire
day talking with attendees and walking a show, setting up a
10x10 tent for a "Ford Racing Meet-'n’-Grest” or, more often
than not, giving a guest-speaking or banguet presentation on
Ford’s performance heritage. That's tons of real person-to-
person face time, and a whole lot of breath smelling! (... Pass
the Altoids!)

“2. Love your customers. Feel their joy and understand their
pain. Try to relate to them on their terms. Work hard to earn a
customer’s business and, once you have it, make them feel like
part of the extended family.”
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Living the Ford enthusiast lifestyle right there with you
on your terms not only means that we make meaningful
connections with our customers—we also make lots of friends.
We share the same thoughts, likes, dislikes and laughs—and
yes, even email addresses and phone numbers. So why do we
answer all those calls and emails from club members and try
to help Ford owners looking for hard-to-find info about their
cars? Because we are all owners in the same “Ford Family of
Fine Cars!”

”3. Surround yourself at all levels of the company with people
who are passionate about the products. Remember, even the
best-laid plans will fail without having passionate people to
count on during implementation.”

Just as it was back in my SVT Marketing days, the people
I work with, and for, at Ford Racing these days all bleed Ford
Blue. From our car-guy managers, to the hot-rod engineers to
the motorhead marketers, even the tech-heads on the Ford
Performance Info Line—you’ve gotta love it, know it and show
it around here to be successful. They make coming to work
each day something to enjoy—like hangin’ with true car folks!

“4. Make the most of every marketing dollar by knowing
when to invest in opportunity. Be scrappy and seek value-
added propositions. Always make sure there is a return on
every dollar you spend.”

Because Ford didn’t get a tax-dollar transfusion nor have its
debts wiped out in a courtroom, we've had to figure out how
to do much more with far less for quite some time now. For us,
getting things done often requires going above and beyond.
So something needing even your own time and your own
dime to make to the most of an opportunity isn't uncommon
around here. Thoughtful planning, clever repurposing and
leveraging our many relationships have helped us stretch
smaller budgets—all while actually doing more. After all, a
penny saved ...

“b. Have robust metrics in place to measure the effectivensss
of your efforts. Success must be based on more than a feeling
in your gut.”

In the auto business, the ever-present beancounter may
have you believe that cost is simply cost—but all spending is
not created equal. We've learned that the smartest investment
doesn’t necessarily mean always landing the biggest
number—sometimes we're after the biggest impact, instead.
In the relationship-building business (which is really what our
Ford Performance Group enthusiast outreach program is),
connecting with a very small but active group may bring about
a better result that doing so with very large but noncommittal
one. Strong metrics make even small programs make sense.

“6. Keep your mind on continuous improvement, even
when things are going well. Once a marketing program is
implemented, go back and evaluate the metrics with the team,
and discuss ways to improve the effectiveness the next time
around.”

It's easy to get frustrated when, after sharing info on a
successful program with your director, the response is always,
“Great work—now figure out how to make it even better
next year!” But what helps keep me centered in this kind of
“must-improve” environment under our boss, Jamie Allison,
is that even raw ideas are welcomed and considered, rather
than quickly dismissed or not being the given the opportunity
to be worked out. In other words, you don’'t mind your boss
being hard on you as long as he’s fair. My direct supervisor
actually respects that | listen and learn from you at events
and incorporate your views in the things we plan here at Ford
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Racing. For that alone, Mickey Matus deserves our thanks, as | | a true connection to, and interaction with, fans, racers and

think it's what makes enthusiasts embrace our program.

| had to smile when | read that Jim Farley recently accepted
an award honoring Ford as the 2011 Harris Poll EquiTrend” Full
Line Automotive Brand of the Year. The Harris Poll study shows
that Ford had dethroned Toyota this year in key consumer
measures such as brand equity, consumer connection,
commitment, brand behavior, band advocacy and trust.

“This award is a huge
acknowledgement of the way
we've gone to market in the
last couple of years and of
how our employees, suppliers,
dealers and customers feel
about the brand,” Farley had
said when accepting the trophy
on Ford’s behalf. “it's also a
great acknowledgement of all
the work that all the people at
Ford have been doing in the
toughest of times, and | think

more.”

| couldn’t help but feel that Mr. Farley was acknowledging
Mustang club people for being such great ambassadors for the
Ford brand, while also acknowledging all of the relationship-
building and face-to-face connections thatour Ford Performance
Group outreach program has been making, one show, one club
and even one person at a time.

| realize some folks think that the primary focus of Ford Racing
is simply to help racers who drive Fords go flat-out faster to the
finish line. But in reality, the main purpose behind Ford Racing
is to help build the Ford brand in the hearts, minds and eyes of
everyday consumers. Racing and winning on the professional
stage shows off to the world a car company’s engineering
expertise and product integrity—and thus, it helps influence

sales. Just as important, racing success on the grassroots
level also drives brand awareness and purchase consideration
with real-world car buyers. Research proves that enthusiasts—
including racers, amateur sportsmen, car collectors, car ¢lub
members and active brand loyalists—all serve to drive word-of-
mouth sales by promoting a company’s image as they interact
with fellow car-buyers on their own turf.

Oh sure, a lot of other car companies put marketing efforts
into racing and enthusiast events for that same reason. The
influence of you, the enthusiast owner, has even attracted
other Ford groups — both inside the company and via our
agencies — to look at enthusiast marketing programs of their
own. While those may come and go, Ford Racing has made
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it gets us excited to do even |

enthusiasts a part of what we do each day. Just like Ford’s 1-2-
3 at LeMans in 1966, Ford Racing’s got a hard-to-beat 1-2-3
enthusiast effort via our weekly “Fast News From Ford Racing”
e-blast, our own FordPerformance.com web site with content
for, by, and about YOU, and the toll-free 800.FORD.788 Ford
Performance Info Center and Ford Racing Tech Line.

Yes, Ford has worked very hard to get onto the comeback
trail, but we couldn’t have done it without you, our loyal
enthusiasts. There are lots of people we can thank for Ford’s
recent resurgence—and you are tops on my list. Your loyal
ownership of our cars and trucks and ongoing support of Ford
when it comes to suggesting purchases by your peers makes a
huge difference for our brand. On behalf of everyone at Ford—
THANKS TO YOU ALL!

STIRGT AU AN RalLy - 2010

Editor’s Note: Veteran automotive journalist John Clor has
owned, raced, worked on or written about Fords and Mustangs
for nearly 30 years. After a 15-year career at The Detroit News,
Clor shifted to automotive journalism with stints at AutoWeek
and later Edmunds.com. He joined the Ford Special Vehicle
Team in 1995 and spent the better part of the next decade
working on SVT communications, PR and Marketing. Today,
he manages the www.FordPerformanceGroup.com enthusiast
outreach program for Ford Racing, and is also editor of SVT
Enthusiast magazine and author of the hardcover history book,
Mustang Dynasty. A member of several Ford-based car-clubs,
Clor is the proud owner of three '70s-era Mustangs, including
one that he calls “a fong-term project.”

John M. Clor
Ford Racing
www.FordPerformanceGroup.com
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