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  1.3 billion people 

  3.3 million sq. kms 

  640,000 villages 

  5161 towns,  

  202 million households 

  28 states 

  22 official languages 

  90 festivals 

  6 major religions 

  2000 ethnic groups 
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6,30,000 villages 
5161 towns 
200 million households 
28 states 
22 official languages 

90 festivals 
4 major religions 

WHAT DEFINES INDIA 1: COMPLEXITY 
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WHAT DEFINES INDIA 2: CONTRADICTIONS 
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WHAT DEFINES INDIA 3: AGE 
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WHAT DEFINES INDIA 4: SPIRITUALITY 
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WHAT DEFINES INDIA 4: ASPIRATIONAL YOUTH  
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WHAT DEFINES INDIA 5: EDUCATION 
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WHAT DEFINES INDIA 6: BOLLYWOOD 
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WHAT DEFINES INDIA 7: CRICKET 
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WHAT DEFINES INDIA 8: NEW FOUND GLOBAL GIANTS 
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WHAT DEFINES INDIA 9: NEW TECHIES 



Feel the difference 

WHAT DEFINES INDIA 10: INCREASING FEMALE INFLUENCE 
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WHAT DEFINES INDIA 11: Family  
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Population 
(mil.) 

Driving-age 
People (mil.) 

GDP PPP per 
Capita (in $2005) 

2008 2019 2008 2019 2008 2019 

Total India 1,148 1,345 787 979 2,728 5,160 

  Region 1 
236 277 162 201 4,519 8,547 

  Region 2 359 420 246 306 3,140 5,940 

  Region 3 553 648 379 471 1,696 3,207 

Memo 
China 

1,330 1,424 1,063 1,151 5,492 12,047 

2007 GDP PPP per Capita 

Region 1 

Region 2 

Region 3 

GDP PPP per Capita > $4,000 

GDP PPP per Capita < $2,500 
$2,500< GDP PPP per Capita < $4,000 

India trails behind China by 10 Years 
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“Take-off” Level 
of Income 

  Take-off level of income: 4,500-5,500$ @ 2005 levels 

Region 1 

$2005 
Region 2 

0 

2,000 

4,000 

6,000 

8,000 

2001 2004 2008 2009 2011 2013 2015 2017 2019 

National Region 1 Region 2 Region 3 

Region 1 will enter the take-off phase in 2009 & 
Region 2 will reach the take-off level in 2015. 
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  The shares of the 3 Regions in the total driving-age population are expected 
to remain stable in the next decade: 

Million 

0 
100 
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300 
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600 
700 
800 
900 

1,000 

2001 2004 2008 2009 2011 2013 2015 2017 2019 

48% 

31% 

21% 

680 
787 

979 

162 

379 

246 

471 

306 

201 

Region 1 Region 2 Region 3 

Region 2 & 3 account for about 80% of Driving Age Population 
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Industry forecasted to Quadruple in next 10 years 
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Automobile Industry Segmentation 

Segment Concept Overall Length Guideline Examples 

A Lead-in, low-priced very
 basic passenger vehicle 

<3.4m (134") Tata Nano, Mazda Carol,
 Terios Kid 

Sub-B Nominal '1.0 Litre' car,
 larger than A but

 positioned below B due to
 low feature content 

3.4-3.7m (134-146”) Hyundai i10, Chevy Spark,
 Suzuki Splash 

B Sub-compact car, larger
 and better-appointed than

 Sub B, 

3.7-4.2m (146-165”)  Ford Fiesta, Honda Fit,
 Hyundai i20 

C Compact car, Larger than B 4.1-4.6m (161-181”) Ford Focus, Toyota Corolla,
 Honda Civic, Chevrolet

 Optra 

CD Mid-size/medium car,
 includes commercial use,
 CD-sized MAV go in MPV  

4.6-4.9m (181-193") Ford Mondeo, VW Passat,
 Honda Accord, Toyota

 Camry 

AUV "Asian Utility Vehicle", 7-9
 Passenger seating, low

-cost utility vehicle 

>4.3m (169") Toyota Innova, Mitsubishi
 Freeca / Adventure, Isuzu

 Panther / Crosswind  

Mini Commercial Micro size van, bus or
 truck, includes chassis-cab

 derivative,  

<4.2m 
<1.5 Tons 

Ford  Pronto/Mazda Scrum,
 Suzuki Carry, Daihatsu

 Hijet 
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Volume (000) 

MSRP 
(USD 
‘000) 

Net Rev 
(USD 
‘000) 

> 26 

23-26 

20-23 

17-20 

14-17 

11-14 

8-11 

5-8 

<5 

> 17 

15-17 

13-15 

11-13 

9-11 

8-9 

5.9-8.0 

3.7-5.9 

< 3.7 

Indian Car Industry is Skewed towards Sub-B & B Segments 
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450+ Television Channels broadcasted 
 - 15K brands aired on television annually 
 - Emerging digital medium- DTH, Digital Cable & IPTV 
 - 2 Mn Cable Households digital, likely to touch 10 Mn by 2010 

65,817 paid Newspaper Titles printed in 22 Languages  
 -  World’s 2nd largest Newspaper market, 
 -  250 Mn readership base 

350+ FM Radio Stations 

12K Cinema Halls in India 
 - 1000+ Movies released every year in Bollywood alone  
 - 4 Bn movie goers annually 
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100 Mn 
     Computers 

81 Mn  
Internet USERS 

670 Mn 
Mobile Phones 

 10Mn 
Broadband conn. 

2010 

1M
n 

3.3 Mn 

       5 Mn  2Mn 

             0.1 Mn 

 2000 
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Enter higher volume segments with Sub-b & b-value model range 

70% 

Net Revenue Net Revenue 

30% 30% 10% 

0% 

10% 

0% 

China India 

2009 Ford Share 

$8,000 $12,500 

China India 

70% 

Passenger Car & 
 Mini Commercial 
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People working together as a lean, global enterprise 
for automotive leadership, as measured by: 

Customer, Employee, Dealer, Investor, Supplier, 
Union/Council, and Community Satisfaction 

•  Aggressively restructure to operate profitably at 
the current demand and changing model mix 

•  Accelerate development of new products our 
customers want and value 

•  Finance our plan and improve our balance 
sheet 

•  Work together effectively as one team 

An exciting viable Ford delivering profitable 
growth for all  

Expected Behaviors 
oster Functional and Technical Excellence  
•  Know and have a passion for our business and our 

customers  
•  Demonstrate and build functional and technical excellence 
•  Ensure process discipline  
•  Have a continuous improvement philosophy and practice 
 wn Working Together  
•  Believe in skilled and motivated people working together 
•  Include everyone; respect, listen to, help and appreciate 

others 
•  Build strong relationships; be a team player; develop 

ourselves and others 
•  Communicate clearly, concisely and candidly 
 ole Model Ford Values 
•  Show initiative, courage, integrity and good corporate 

citizenship 
•  Improve quality, safety and sustainability 
•  Have a can do, find a way attitude and emotional resilience 
•  Enjoy the journey and each other; have fun - never at 

others’ expense 
 eliver Results 
•  Deal positively with our business realities; develop 

compelling and comprehensive plans, while keeping an 
enterprise view 

•  Set high expectations and inspire others 
•  Make sound decisions using facts and data 
•  Hold ourselves and others responsible and accountable for 

delivering results and satisfying our customers 

www.one.ford.com 

+ + = 
“Turbo Machine” 

Asia Pacific 
& Africa 

Americas 

Europe 

Small Medium 

Large 
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Purchase Funnel 

Awareness 

Favourable Opinion 

Consideration 

Shopping 

Intention 

Closure 

Repeat/  
Referral 

  Understand Communication Challenge – Perception vs. Reality 
  Impact relevant components of the Funnel  
  Address perception gaps 
  Complementary Primary Brand & Nameplate strategy critical 
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Awareness	
  

Familiarity	
  

Uniqueness	
  	
  

Appeal	
  

Favourable	
  Opinion	
  

Considera9on	
  

Shopping	
  

Loyalty	
  
Commitment	
  

Brand	
  
Presence	
  

Brand	
  
Credit	
  

Brand

success

	
  factors	
  

(short-­‐term,	
  	
  
directly	
  influenceable)	
  

(only	
  by	
  Brand	
  Presence	
  	
  
middle-­‐term	
  	
  influenceable)	
  

Market	
  success	
  	
  
(empirically	
  validated)	
  

Our	
  currency	
  for	
  measuring	
  a	
  brand's	
  equity:	
  
The	
  brand	
  iceberg	
  

Favorable Opinion Driven by Primary Brand Equity – No
 Shortcuts !! 



Feel the difference 

37 

  Sep 2007 – Target Customer Identification 
  Oct 2007 – Identify the variants and features 
  Mar 2009 – Consumer Immersion – an ethnographic workshop with target customers for top management and marketing 
  Sep 2009 – Global Reveal by Ford Motor Co. CEO Alan Mullaly in Delhi 
  Jan 2010 – Early Reveal to Media 
  Feb onwards – Pre launch and launch campaigns and high digital focus 
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Key Milestones 

3. EMPLOYEE 

2. DEALER   

4. CONSUMER  

1. MEDIA 

Pre-sell begins End Dec 
Jun. � Aug. � Oct. � Nov � Dec.  �

2nd  
360o Sandeep  

Drive Prog. 

 Jan.  �Jul. �

Design Deep 
Dive – Au  

Dealer 
Council 
Reveal 

PRE-LAUNCH Training 

Dealer  
Drive 

Employee Engagement 

End Dec –– Microsite Up 

5. SUPPLIER & OTHERS Financiers CEO’s / Govt. 

Corp. / Fleet Preview 

6. CSB/ 
    Marcomm 

Commn 
Positioning 

Creative 
Campaign 

Concept 
Testing 

Brand 
Guidelines 

Communication Campaign  
Finishing;  Ready to Roll Photo/ TVC 

Shoot 

Global Unveil 
Name Reveal -Sep 23 

Dealer 
Inspiration 

Event 

Employee Reveal 
FIPL, FBSC, FTSI 

Marketability 
Clinic – 26~29 

Feb.  �Sep. �

Product  
Training 

Service Training 

Take To Market Plan 

Employee 
Pricing & Lease 

Plan 

Sandeep  
@ Clinic 

Sandeep  
@ Unveil 

Supplier Unveil 

Final 
Campaign 

SMO / Blogs Chatter 

Ford Event 

Mar   Apr   May   Jul 

Ongoing  
Media Drives 

Post Launch  
Training 

3rd  MAR - Dragonfly 

PDCA 

Corp./ Fleet  
Drives 

Acc/ Rej 
Survey 

DIGITAL CAMPAIGN – To drive traffic to Dragonfly / Microsite –  
Capture Database 

360o  
Campaign 
Mass Customer Contact 

Prog. - T1/ T2/ T3 

Bloggers  
Drive 

Public Intro 
Mar 3 

Roadshows 

Long Lead 
Media Drive 

Web Teasers 
Global Unveil 

Media Plant 
Tour 

POS & Demo 
Cars @ 

Dealership 

Aug’09 
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  Sandeep 
  Young, 26-27 years old, Ambitious with aspirations of moving 

up both socially and professionally; Newly married with no 
children, living with parents 

  Likes international, established, trusted brands; Stylish and 
cool in his circle 

  Technologically savvy – part of online social networks / blogs 
  First time – value seeking and status driven – buyer looking 

for 
–  Attractive Design  
–  Interior Spaciousness 
–  Substantial Package 
–  Cost of Ownership 

Target customer 

*Ascertained through Market research undertaken by Ford 
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International Reveal 
Design/Tech Deep Dive 

Job #1 Ceremony  
Engine Plant Inauguration 
Media/ Blogger Test Drives 
Lifestyle briefings/ Test drives 
WhyIsThis ManSmiling.com  

Price announcement/India launch 
Regional Rollout  
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Drive buzz and excitement for the Ford small car through a  
fun-filled, viral teaser campaign 



Feel the difference 

Why is this man smiling? 

 WITMS is high-visibility digital teaser campaign 
to build curiosity for the refrain“ Why is this 
man smiling?” 

  Centerpiece of campaign was series of 12 
animated webisodes about the adventures of 
the protagonist Smiley Raj (who resembles 
Sandeep). 

  Raj is smiling because he is planning to buy 
Ford Figo, which is revealed only in the 
penultimate episode  

  Campaign was executed across 

 Microsite 

 Media Sharing Platforms (YouTube) 

 Social Media 

 Search engines 

WHY IS THIS MAN 
SMILING? 
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1.  12 webisodes were the centrepiece of the 
campaign 

2.  Webisodes showed Raj smiling through a variety 
of situations because he is expecting something 
big, something substantial in his life. 

3.  All webisode stories revolved around incidents 
which a typical Ford Figo buyer would face 

4.  Situations included: 
1.  Parking problems 
2.  Watching the latest Bollywood film 
3.  Live at a cricket match 
4.  Work travails 
5.  At home, with family 
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Drive	
  traffic	
  with	
  
paid	
  ads	
  

Seed	
  
videos	
  

whyisthismansmiling.com tracks 
Raj’s adventures & is packed with fun 

Raj engages in social media chatter 
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•  Total	
  site	
  visits:	
  	
  500,000+	
  
•  Page	
  views:	
  650,000	
  +	
  
•  Par=cipa=on:	
  100,000	
  +	
  
•  Fans:	
  1500+	
  

  Surpassed set target of 0.5 million visits to web site 
  Reached out to a large audience that may not have responded 

to an official campaign  
  Built considerable amount of buzz and curiosity around Smiley 

Raj 
  Sustained interest, high levels of engagement and suspense 

over 50 days 
  Videos consistently well-received and appreciated 
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Global Reveal – 23rd September 2009, Mr Alan Mulally  
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International Reveal - Employees 

Launch Cascade 

5000	
  
employees	
  –	
  
Face	
  to	
  face	
  
with	
  Alan	
  

Mulally	
  –	
  CEO	
  
Ford	
  Motor	
  
Company 
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•  Bloggers post reviews post Deep Dive 
•  Most reviews are positive 
•  Blog reviews generated conversations on 

the Ford official site and fan communities 
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Cost Of Ownership - Focus 

What Car 

Autocar India 

Deccan  
Herald 

Ahmedabad Mirror 
Auto Bild 
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28 Dealerships in ONE DAY! 
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Highly Effective Reach (79% – 89% of TG) 

Drive emotional connection / favorability 

Concentrated in popular content and news 

Focuses on Dramatizing Style & Substance  

37% of Budget … more than competition 

Growing in Reach  
(21% - 29% of TG) 

Above Average  consumption of 
Online Space by Core TG 

Delivers full breadth  
of information on product / brand 

Landing point for other media 
channels … the glue for all media 

Core to lead generation and 
management 

20% of Budget … “Shock and Awe” level  
compared to competition 

 ( More than 3 times the spend levels) 

Highly Effective Reach  
(77% - 79% of TG) 

Fragmented medium  across and within 
markets 

Delivers key product features /  
carries the weight of SVP’s 

Embedded with AR codes to drive to 
digital / lead generation 

43% of Budget … “workhorse” medium 
extending throughout year 

Leverages 
media buys with 

mass media 
partners 

Addresses 
COO and 
leverages 

positive Ford 
actions 

Engages 
employees  as 

brand 
ambassadors 

Highly leverages 
digital space – 
internally and  

externally 

Builds proof 
for  “Feel the 
difference” 

Public  
Affairs 

N
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TV will have 3 bursts over the 12 month period: 

 Launch is 45 % of budget 
with Impact Buys (roughly 
211 spots/day  x 6 weeks 

 x 30 sec ACD) 

 Sustainment is 25 % of 
budget (roughly 182 spots/

day x 6 weeks x  
20 sec ACD) 

 SVP is 30 % of budget with 
Impact Buys (roughly 182 

spots/day x 6 weeks x  
25 sec ACD) 

61 newspapers 
in 12 

languages are 
required  

to cover the  
top 22  

markets 

Newspaper will be used in various phases of  
activity for Figo over the 12 month period: 
• Pre-sell is 13 % of budget (roughly 7 insertions/ market x  

21 days x Average Ad Size  between Quarter to Half Page) 

• Launch is 54% of budget (roughly  13 insertions x 2 months x Average 
Ad Size - Half Page ) 

• SVP is 25 % of budget (roughly 8 insertions x 2 months  
x Average Ad Size Less than Half Page) 

• Run Out is  8% of budget (roughly 4 insertions x 1 month  
x Average Ad Size  Less than Half Page restricted to Priority 1 & 2 
Marlets 

•  Pre-Launch / Launch / Sustainment / SVP / Run-out 
•  Content continuously freshened and engaging 
•  Search, Acquisition, Engagement throughout the year 
•  Presence across key genres relevant to TG- Communication, Internet Search,  

     Cricket, Business & News, Entertainment & Social Networking,  
•  Incremental Mobile (18% Investment of total digital spends): Presence through New Age Messaging 
(SMS 2.0), SMS Tag Footers targeting, SMS Push (Zip code targeting, HNI targeting, Handset 
targeting), AR through Print / POS. 

• Huge impact, exclusive property … IPL3 Digital Theatre Extravaganza  

－ First ever LIVE HD event in India: 22500 Screenings across 632 digital screens 
covering 90% Ford cities 
－  Ties together Pre-Launch Activation;  ongoing Launch Activation. 
－  On the ground, above the line, PA, internet and mobile are all connected 
－  Mall, theatre activation …. Amplified through mobile interaction / socialization 

The sole medium which provides continuity 
throughout the entire year 

Ford Figo 
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Launch Media Mix 
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•  IPL Cinemas - First ever LIVE HD 
event in India: 22,500 screenings 
covering 30 IPL Season 3 matches 
across 632 digital screens and  
touching 90% Ford Cities 

• Displays in 40+ locations 
• Fleet – Dare to Compare 

•  Microsite Updation 
• Delivers full breadth  
of information on product / brand 

•  Paid Media  
•  Social Media Optimization 

•  2 Print Ads 
•  Highly Effective Reach  

(77% - 79% of TG) 
•  Launch ad in FPHP in key 

dailies 
• (Approx 13 insertions x 2 

months x Average Ad Size 
Half Page) 

•  3 TVCs 
•  Highly effective reach (79 – 

89% of TG) 
•  Concentrated on popular 

content  and news 

TV Print 

Activation Digital 
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*Electronic coverage analysis till March 20, 2010 
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Snapshots 



Now	
  -­	
  50000	
  REASONS	
  TO	
  CELEBRATE	
  &	
  THANK 
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-­‐	
  Firmly	
  established	
  as	
  the	
  Top	
  10	
  Selling	
  name	
  plate	
  in	
  Indian	
  market	
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Discover Smart Drive – Cross country Drive by couples to celebrate 50000
 Figos 

Media event at Chandigarh & flagoff by Michael Boneham 

With Bhangra dancers 

Rob with his design 

Mike flags off the drive 

At the Chandigarh media event 
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Media stories in Chandigarh 

Page 61 

INDIAN	
  EXPRESS	
  

TRIBUNE
	
  



Feel the difference 

Media stories in Agra 

Page 62 

Couple introduced to the media
 at Prem Ford, Agra and photo
-ops organized  

DAINIK	
  J
AGRAN

	
  

HINDUST
AN	
  

DLA	
  

AMAR	
  UJALA	
  



Feel the difference 

Media stories in Jaipur 

Page 63 

DAILY	
  N
EWS	
  

BUSINES
S	
  BHASK

AR	
  

SAMACHAR
	
  JAGAT	
  

HUKUM	
  
NAMA	
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•  India will be 3rd largest market in the world by end of 
decade 

•  Plans to launch 8 new products by mid decade 
–  Products will be based on 15 core global platforms 

•  70% of Ford’s worldwide growth will come from APA 

•  Figo to be exported to 50 countries 
–  5000 units to be exported to South Africa by Dec 2010 and 2000 

more early next year 
–  Exports to Mexico, Northern Africa and UAE to commence next 

year 
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