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INDIA — LAND OF DIVERSITY
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2 Q -‘ .
\ \

-

x ! Pre-wedding

\ J [ 3 festivities in
North India

27 The Incredible /2~
> (Colours of India

A land for all seasons




WHAT DEFINES INDIA 2: CONTRADICTIONS
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WHAT DEFINES INDIA 4: SPIRITUALITY
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INDIA - POPULATION AND GDP BY REGION

Population Driving-age GDP PPP per
(mil.) People (mil.) Capita (in $2005)
2008 2019 2008 2019 2008 2019
Total India 1,148 1,345 787 979 2,728 5,160
236 277 162 201 4,519 8,547
Region 1
Region 2 359 420 246 306 3,140 5,940
Region 3 553 648 379 471 1,696 3,207
Memo 1,330 1,424 1,063 1,151 5,492 12,047
China

2007 GDP PPP per Capita

GDP PPP per Capita > $4,000

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

GDP PPP per Capita < $2,500

M.& not to Scale
Copynight @ 2006. Compare Infobase Limited

India trails behind China by 10 Years
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GDP PER CAPITA BY REGION

$2005
8,000 - Region 2
B National B Region 1 ORegion 2 B Region 3
Region 1
6,000 1
‘L “Take-off” Level

of Income

4,000 -

2,000 1

2001 2004 2008 2009 2011 2013 2015 2017 2019

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

Region 1 will enter the take-off phase in 2009 &

Feel the difference

Region 2 will reach the take-off level in 2015.



INDIA DRIVING-AGE POPULATION

Million
- 979
1,000 B Region1 HRegion2 ©Region 3 \
900 T
800 - 787
700 1 ©680 > 48%
600
J
500 5
400 T
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300
200 T z
100 T > 21%
0 1 1 1 1 1 1 1 1 =

2001 2004 2008 2009 2011 2013 2015 2017 2019

» The shares of the 3 Regions in the total driving-age population are expected
to remain stable in the next decade:
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Region 2 & 3 account for about 80% of Driving Age Population
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INDUSTRY FORECAST

8,500 - 8400

7600
7,500 - 6850
6,500 - 6150
5500
3,900 - 4950
4450
3600
3,500 - 3080
2,500 - 2282
1,500 -
800
500 - [ [ [ [ [ I I I I I I

2002 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Year

Volume (000) Units

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

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

3.7-4.2m (146-165")

Ford Fiesta, Honda Fit,
Hyundai i20

Compact car, Larger than B

4.1-4.6m (161-181")

Ford Focus, Toyota Corolia,
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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PASSENGER CAR INDUSTRY BY PRICE BAND 2009

MSRP Net Rev
i i
. gt
23-26 | 15-17
20-23 13-15
17-20 11-13
14-17 9-11
AL e | 59
811 e 5.9-8.0
08 3.7-5.9
<5

Volume (000) < 3.7
0 100 200 300 400 500

oA = Mini Com ESub B EB ocC B AUV mCD E Others
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Indian Car Industry is Skewed towards Sub-B & B Segments
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Diverse & Complicated Landscape - Media

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

65,81 7 paid Newspaper Titles printed in 22 Languages

- World’ s 2nd largest Newspaper market,
- 250 Mn readership base

350"’ FM Radio Stations

1 2K Cinema Halls in India

- 1000+ Movies released every year in Bollywood alone
- 4 Bn movie goers annually

27
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Exponential Growth in Telecommunications adds to
complexity & Opportunity
4% 100 Mn
il

Computers

670 Mn

) ? 81 Mn
Mobile Phones Internet USERS

ng 3.3 Mn BROADBAND conecron
i)

BMMMNU CONNECTION
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China

India
Industry volume Industry volume
(000) (000)
3,122
Tier 2 regions _ _ .
entered the 15,397 Tier 1 regions -
take-off entered the

phase

take-off phase

9,897

Tier 1 regions
entered the
take-off phase

\

2,435

L | | 1 |

1998 2000 2002 2004 2006 2008 2010

1998 2000 2002 2004 2006 2008 2010

Take off generally accepted as GDP Per Capita (PPP) of $5,000 to $6,000

Asia is entering take-off phase for rapid industry growth
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China India

(Mils) China Government —» 33 (Mils)

Forecast === Latest Consensus 9
Forecast S \

2000 20 2010 5 2020

05 2015 2020 2000 2005 2010 201
Industry growth continues to exceed projections

_
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INTRODUCE SUB-B & B-VALUE PRODUCT PORTFOLIO

2009 Ford Share

China India
Net Revenue Net Revenue

$12,500------

China India

Passenger Car &
Mini Commercial

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

Feel the difference




e Expected Behaviors )

ONE TEAM = oster Functional and Technical Excellence

; ; » Know and have a passion for our business and our
People working together as a lean, global enterprise UGS

for automotive leadership, as measured by: « Demonstrate and build functional and technical excellence
» Ensure process discipline

Customer, Employee, Dealer, Investor, Supplier, * Have a continuous improvement philosophy and practice

Union/Council, and Community Satisfaction O wn Working Together
* Believe in skilled and motivated people working together
ONE PLAN . Inﬁlude everyone; respect, listen to, help and appreciate
others

* Aggressively restructure to operate profitably at « Build strong relationships; be a team player; develop

the current demand and changing model mix ourselves and others
» Accelerate development of new products our + Communicate clearly, concisely and candidly
P P R ole Model Ford Values
customers want and value « Show initiative, courage, integrity and good corporate

« Finance our plan and improve our balance citizenship
P P * Improve quality, safety and sustainability

sheet * Have a can do, find a way attitude and emotional resilience

- Work together effectively as one team ) Etw(e)ysﬁhg )gggrr]gzy and each other; have fun - never at

D eliver Results
ONE GOAL » Deal positively with our business realities; develop
An exciting viable Ford delivering profitable compelling and comprehensive plans, while keeping an
growth for all 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

PROFITABLE GROWTH

_ B _ FOR ALL
Asia Pacific: Americas Profits &

& Africa Medium Small Cash
+ ONE FORD
ONE TEAM » ONE PLAN » ONE GOAL “Turbo Machine”
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Purchase Funnel

¢ Awareness

Favourable Opinion

Consideration

Shopping

Intention

Repeat/
Referral

% Understand Communication Challenge — Perception vs. Reality
s Impact relevant components of the Funnel
+ Address perception gaps

X/

» Complementary Primary Brand & Nameplate strategy critical @

Feel the difference



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

Our currency for measuring a brand's equity:
wareness
amiliarity
Unigueness

Appeal

Consideration

Shopping
Loyalty
Commitment




Ford Figo — Key Milestones to Success

Post Campign et iy 3200

2010

=== o ) . ] g
== 3 . .
3 I Congn - gt . " 2 ,
Youl L3 S 4 . MARCH
. s ’
. .
f

THE NEW
Ford Frpe>

ROAD MAP

e

8

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

X3

*

X3

*

e

8

X3

%

X3

*
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Take To Market Plan
Aug’ 09

Jun. Jul. . . . Jan. Feb. ar Apr May Jul

Pre-sell begins End Dec
_ Marketability GloballUnveil Loda\Lead U:’:ic |;‘t"° PDCA
; ar

Clinic — 26~29 Name Revpal -Sep 2 i

1. MEDIA Media Fiaiit Design Deep Bloggers Ongoing
T Dive - Au Drive Media Drives

2. DEALER Dealer Dea'ler
Council Ford Event Dealer I Drive l POS & Demo

Reveal Inspiration Service Training Dgaﬂcresrs%i
Event — Product Post Launch
PRE-LAUNCH Training Training Training

3. EMPLOYEE

Employee Reveal | Fmployee Engagement Employee

Pricing & Lease
FIPL, FBSC, FTSI Plan

4. CONSUMER Web Teasers End Dec -- Microsite Up 3rd MAR - Dragonfly

Global Unveil DIGITAL CAMPAIGN - To drive traffic to Dragonfly / Microsite -
Capture Database

SMO / Blogs Chatter 360° 2'“*o
Sandeep Campaign 360
Drive Prog. iiass Customer Contact
Roadshows Prog. - T1/ T2/ T3

Sandeep Sandeep
@ Clinic @ Unveil

5. SUPPLIER & OTHERS R Corp./ Fleet

Supplier Unveil Corp. / Fleet Preview Drives

Commn Creative Final . :
6. CSB/ Positioning Campaign Campaign Communication Campaign

Marcomm Brand Concept Photo/ TVC Finishing; Ready to Roll Agcl Rej
Guidelines Testing Shoot urvey




Target customer

/

s 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 — buy er looking

YV VY

— Attractive Design

— Interior Spaciousness
— Substantial Package
— Cost of Ownership

*Ascertained through Market research undertaken by Ford

_ Feel the difference




Understanding the Target Customer

}{e a d‘ zn t ﬁ ec [O U d‘ S ‘BRAND-ASPIRING BARGAIN-SEEKERS’

* Wants the best despite affordability constraints

F E ET ON SO Ll D G RO U N D * Highly aware of big (international) brand names but mainly spends on

Beneath my pragmatism, | am dynamic, middie-range brands
ambitious and aspiring * Likes aspirational brands but will never pay full price - always looking for
a steal

* Hard bargainers — won't even spend free money freely
* Has a rigid value-for-money seeking mindset and thinks he is smart

‘LEAVE NO STONES UNTURNED’

‘NOVICE JUGGLER’
* Family is a2 given * Wants to have lots of choices
* Still in honeymoon phase in his marriage * Will evaluate all options and research his purchase extensively
* Has not fully left his bachelor mindset behind, still looks back favourably * Mainly considers well established and trusted brands
to his single days but will fulfil his responsibility towards his family and * Slow decision maker as a result

wife first — wants to check all the ‘married man’ boxes

* Duality in his life - balancing what's expected of him (e.g. tedious ‘MAINSTREAM COOL’

shopping trips with wife, responsibility as a son) with what he loves to do « Stylish and cool in his circle of friends

(playing cricket with buddies, passion for bikes)

* Consumes mainly mainstream brands and style - slightly more leading
* Takes friends’ opinions within the limits of what's acceptable at home

edge in metropolis cities
* Domestic aspects are still alien to him, and he defers to his wife/mother * Impressed by Bollywood aspirations in fashion and style but his
* Starting to show ‘nest leaving' eagerness — with wife (e.g. own family, own aspirations ar‘e largely influenced by his practicality
home, second honeymoon N .

y ) * Very technologically savvy, highly knowledgeable

‘MOVING ON, MOVING UP’
‘MY CAR IS ME’
* He is ambitious and sets his dreams high - mainly career and money driven
* Wants to move up quickly and ‘move out’ (towards independence) * Car needs are mainly outer-driven, needs social recognition plus
* Constantly equipping himself with what's needed to be ahead approval from wife and family
* Not entirely materialistically driven, also seeks spiritualism/self improvement * Car means status (I've arrived, | am a married man)
* Competitive mindset but not overly aggressive * Caris his first truly private space
* Important to earn his own success (not inherited) * Aspires to bigger and better options, accepts that his first car will be an
* Seek independence at work, some are entrepreneurial entry level, but he dreams about moving up quickly
MEDIA HABITS
* Keen consumer of entertainment - Indian and International but his media habits are also influenced by his need for information
* Big on TV, newspapers, Web - online mainly driven by work-related activities and downloads/ticketing/bills - and willing to spend on mobiles/gadgets 40

Feel the difference



Understanding the Target Customer

Sandeep’s Work Life

“I lead my team at IBM and | use
laptops, and my pendrive.”

“I'am inner driven
ahout learning
more and have a
strong streak of
work ethics.”

S

SYSWARE
TFahpe N

“I'have a cool and a casual way of life”

“l am conscious of the need to
grow hig and achieve my dreams.”

“ alwa¥s take time off
amily”

u for my

“I am helpful to others who are in need”

“I'm very up to dats,
and catch up with the

“My parents and wife will

decitre the color of the car Lf:ﬁgﬂ‘ﬂfnagd the o\

while | decide which car” g " ‘QO :
“I like things that D Lad o

make me look

Ml Sandeep’s Family Life stylish, confident,
and sporty.”

“I'm still on my honey moon stage!”

VanH: USEN

Feel the difference




MULTI-PRONGED INTRODUCTION STRATEGY

International Reveal
Inform & Design/Tech Deep Dive

Educate

Job #1 Ceremony

Engine Plant Inauguration

Media/ Blogger Test Drives
Create Lifestyle briefings/ Test drives
Buzz WhylsThis ManSmiling.com

Immerse

& Amplify | Price announcement/India launch
Regional Rollout

_ Feel the difference



Bringing ‘Sandeep’ to life!

Drive buzz and excitement for the Ford small car through a
fun-filled, viral teaser campaign

_
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The Idea :: Why is this man smiling?

Why is this man smiling?

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

_
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Execution :: The Animated Webisodes

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
Watching the latest Bollywood film
Live at a cricket match
Work travails
At home, with family

ok~ b

rediff iSHARE  vieos

Episode 1 - The World of Raj
e Qo q .
8’

R Soabley Raj 's Romantic Side - Eprode 5 16-Feb-10
Rated 3.15 | 177 Views | 0 Comments
Watch funery videos and play cool gamas there are a Jot of prizes to be won -
Car, laptops, ipod, mobile phones many r | t

B Smitley Ra) Goes for My Name-ks 12-Feb-10

Rated 3.73 | 904 Viewss | 0 Comments
Watch funew videos and play cool games there are 3 lot of prizes to be won -
car, 1‘,;,7,';.;. ipod, mobile phonas and marw more cool gadgets
Why s This Man Ssiling - Episede 2 04-Fab-10

Rated 2.70 | 945 Viewz | 0 Comments
Watch funary videes and play cool games there ara a Yot of prizes to be won
ar, laptops, ipod, mobile phones and marw mora cool gadgets

° (-3 oo )

. Uploaded by: Smiey Views : 2297
A T 4% Eah AN 44 AA4 LA

_
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Seed You T“hé Drive traffic with

videos paid ads

rediff iSsHARE

@*metacafe

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

sepos|d3 snoaid |

What seminar is Raj late for?
O Effective presentation skills

O Time management
O Increase your productivity

Raj engages in social media chatter

okt



Outcomes :: Why Is This Man Smiling?

» 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

e Total site visits:
e Page views:

e Participation:
e Fans:

_
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Global Reveal — 23" September 2009, Mr Alan Mulally
Why Ford’s

mall car is made in India

changer
Mulally

1 ipecd v werkieg v 30

parteery, Incivding pouncroeenns

jand wppdins

WMhn
ekl :

I e US soes of 31 il v
Vb g eapetn) b 008 el 1M
sl o D 2o itk i 00
A 0 14wt b X1

Sort™ Jocun oo heel oMo

yur

‘ord drives first small car ‘Figo”into India | - e

2y and o Fecd wo noed ol 0

S Tyl e CAM N
i *The car mar- :
k & upto  over to showcase how a k8 | Wl
busilt the Figoon theFiestapplat- 60 per cont lower. “world-class car could be
Sewe [ ol 1 form to keep the costs low. In fact. so confident is Ford m-ﬂ»lildpnu'puml never 'y Fur Ty
Boneh i done before”.|
» ) r . hasgoneintothe  take the car to South Africa  production hub for the Figo  gag
Figo but adds that the power- fortho Asta-Pacificregionand  +
™r . ‘e train of the new car has been Alrica, though the United iy
. tasloresd specifically for the In- States and Europe are ruled
dian roads. out for the moment
' ' tnaddition. Ford has relind A small car calls for a dif-
5 heavily an local componants forvnt and Langor distribution -
L ; ' é v to keep the costs low. Sheet channed than higger cars The e
metals for the doors. the plas- socio-econamic profilvof a
‘ PR 2 . tics, the rublier parts_eventhe. small-car customer s not the 1 ¢ A LA
poople making the car are all same as thatof alarg-cas cus-
) ’ ! N» Indian. This, Ford hapes, will tomer. Awarvofthis, Fordhas | s
helpkeepthe service and main- ramped upisdsrbipe
. o g 5 " tanance costs of the Figo low. workfrom 135 ayer ol 167 e b
This ks important. Ford and oth- now rmv;n.n.- totakeitup
! exlow-volume car makers have. 0200y thomndof theyeur. [ gy off
B . for kong been accused of high Along with that, Ford has
service and repair costs. Deal rolled out other service initia- (_\
¥ e T s ers am given wafer-thin mar- tives. Thisinchudeswarranty &9 e
gins on cars but hefly profits ‘ protection.free 24-hour road
3 re s : on spares and service. side assistance for two years
“ from the date of sale, a range
T — Low maintenance ‘A VEHICLE ichaduladservicopiansand OGNS PR
1t soems that m?:':m-hn IN THE SMALL service. c:::-unlm
. pt ) " address some o e issues A ance not before 12
" W e inthe Fign “Keycompononts,  [AANMRAAGMLZALN 1o s what Ford procie
ponadig o I T D gt A W | ) 0] o o (ot ot oot oedl] NEED NOT S TR
- , \ od s 1 pimiroresmtill NECESSARILY [t
) AL Wolwmi ety By iy N[ _ brake fluid, flters, doorsand TSRS VTVRMERIRQA  of utmost importance because
g bumpers have been designed 5 it s going to be the second-
. ¢ al Ly o N el | e VS e et gt ‘- suchthat durability stongand A LURLAAEL ] largest marken for it outside of
the cost of repair or replace- the US." Hieary Ford had ofte
i ‘ol . W Vel Wi ment is minimal.” says Bone- talkeof“openingthehighsways
ham. The door. for instance, 10 mankind". Hinrichs and
| e badi bas tobe replacod compitely Banaham want (o got that vi-
after damage in most cases. “In sin ol the g |n|||:h'm
| . N - ] npany Group. . since the s o forn
_ Ak~ bl L el ol | matarial (the sheet metal) has
) N . . : : > ed s g Groondclesmanceisacritical  and the 1 -lve diesel Dura been sourced locally, one
» 1) Jih 5 ‘ LR I | 11 168mm, again tailored justfor  torg TDCi engine. Boththeen-  Ford has chosen bold and mod- Anmmnn-,huunnum price,” admil func
Indian roads, The rear sus tianary of a Delhi-based cas
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Launch Cascade

International Reveal - Employees

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 = - ===z
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Cost Of Ownership - Focus

TALKING TO: MICHAEL BONEHAM
PRESIDENT AND MANAGING DIRECTOR, FORD INDIA

On Ford's entry into the small
car segment

Small car segment is where all
the action is: Ford India chief

= Can you give us an gives you the opportunity to hacchback s t  Right
It's a whole new segment for us A :'}t"" ".‘ price agpresively. W are go- SO it "r:‘mb;:
and is 75-80 percent of the market Chennai, Feb2 We have got the engine plant hn:k into this segment. We small cars 80.000 a month,
for us. It's a new set of customers Itisa clear shiftin strategy and "“’m‘z""’ﬁ";‘“‘“ and Ll gy e hom et govig. Lupie 1055 pw
% '- n o Michael i tes w are in class o1 ‘e want to
3 W, D ?’rnf’udrxﬂ and Ma- :W coi H&w' lm o fr‘:\m a pa:mher of perspectives  into g e main game We haﬁ
for us and we want them to have naging Director, Ford India early build of the Figo, It is - interior space, technology, been an interesting niche play-
the right experience, which will PVt Ltd, admits as much when  very exciting We have brought “" safety and fun to drive. er for a long time. We are not
. R it he says that “finally we lis- in about a 1,000 people, These One of the other things that going to be interesting, niche
make it a pleasure for them to own tened to the customer.” The mmmb.lry‘dkvelmh;umm . we e gung o focw aad ploanewmere
T o which is very cnitical in this
our cars. the nudﬂh:ed and enﬂy-lm omdumrequl.r:::l:mm m“n ng;ieln?u:ria:; uu'r":tship- 2&:-!!&--:&,-&:
sedans, represented by its first Wznmthm-lhswuﬁ . M“ Total lifecycle cost - the pur- small car segment it-
launch Ikon and the subse- cant level of training We "~ chase price, which obviously selfis a major change...
: i jobs abou Because we fi
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it I ¥ M#éﬁ@r lndla middle class. the engine plant's capacity. It with the VW and Nis- base to the high. competitiveness. We are going  in India. we need to be in this
s a three-pror ach. Size of the vehicle did not will be 250,000 units at full sam's  Micra  being whnwempcmmgmda to be really aggressive in this. nt. And really Ford
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ran the company’s argu- c use ex- cars c mon! rom g v on produs
Rl amping up Toyota coming 1 be comp ;
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D|a(p here in our factory a tothe ASEAN (Asso- ment grew by about 18 percent  segment across the next fourto  forward there, but when we deliver it is
B . . Y el A of South East Asian lastyear, yearoveryear.ldon't five years Wethinkthereisfar  India is right at the centre of going to be a great equation.
with our vendors because FORD INDIA RE( LY According to Ford 1@ LUICK region. expcnxos«rhzumelnvld nmreupﬂdclnxhemx(fourm xheradaralou.md'ichn;g What u:
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Service’ Station. a unique of a review of the current tion New Service Plan Flocsk. ke thetwobigopporuniies ¢ 1 be I and you have
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Anmepasap; Ford Service on Mon-| Ower 10 the customer in just ar fils means the bay is in cle vice Plan (SSP) ta lower cost
e e 0 e et S U e : . eral check-up. They are also offer-
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uct for Ford customers, \\ln duled uits in a lot of ime saving wviding transparency to tt Scheduled Service Plal{ = ing a 50 per cent discount on wiper
Service Plan (SSP) another mdu\ " ¢ Ford customers at the Cess in a clean and conducive ; ’ TS blades, 15 per cent on brake pad
ry-first service offering o lower| SUthorised o e a service pack for periodic » 13 per cent on brake paas,
t 5e 2 01 g Oy i » v ; e 2 .
the cost of ownership of Ford cars,| Seal far. 25 Fort and scheduled maintenance | | windscreen wash fluid pouch free
SSP is availabvle at prices starting| ke m the dealershy t of vehicles, and covers of cost and a 15 per cent discount
from Rs 8,400 for two years/40,000| S5t Whe ; have implemente scheduled services such as on labour charges on mechanical
) f H periogic vehicie Juck ils - ~ e
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,350 for Fiesta Diesel. The 55! 18| S ROMmETE Was raslorsll oil filter, air filter, spar fl?d%ﬁ?(ﬁ soon check-up
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: 4 wn iy anga ¥ <12 -
vice Business (ESB) product where| gt S Ol cludes labour charges of pe- P .y wheel a 'gnmen
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front thereby saving money on
regular maintenance. This product
will be available to both fleet and
retail custoers,/

ice and replacements ata
discounted price for a fixed
duration.
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Network Expansion — Key to Deliver success

The nation takes-on a new colour
{28 NEW FORD FACILITIES OPENED IN ONE DAY

Ford sets a record. With the opening of 28 new facilities across the nation,
Ford brings its world-class cars, service offerings and the best ownership
e experience so much closer to you. And with this, the whole nation will be

‘44@ 1/ covered in Blue - the colour that truly symbolizes the Ford difference.
www.india.ford.com

Feel the difference

Harpreet Ford (Showroom), Shop No.6, Dilshad Garden Metro Station, Delﬁi:Ph - (01)-47333999
AN Harpreet Ford (Showroom & Workshop), 68/2,Najafgarh Road, Motinagar Crossing, New Delhi. Ph - (011)-45189000.

28 Dealerships in ONE DAY!

Feel the difference



360 Degree Marketing Campaign to Announce the Launch

Public
Affairs

Leverages
media buys with
mass media
partners

Engages
employees as
brand
ambassadors

Highly leverages
digital space —
internally and
externally

Digital & Activation

Television

Newspaper

20% of Budget ... “Shock and Awe” level

compared to competition
( More than 3 times the spend levels)

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

Above Average consumption of
Online Space by Core TG

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

Core to lead generation and
management

Highly Effective Reach (79% — 89% of TG)

Drive emotional connection / favorability

Concentrated in popular content and news

37% of Budget ... more than competition

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

Fragmented medium across and within
markets
Embedded with AR codes to drive to
digital / lead generation

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

=R

The sole medium which provides continuity
throughout the entire year

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,

e 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.

eHuge impact, exclusive property ... IPL3 Digital Theatre Extravaganza
Stk UFO
—First ever LIVE'HD @vent in'tnara: 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

TV will have 3 bursts over the 12 month period:

SVP is 30 % of budget with
Impact Buys (roughly 182
spots/day x 6 weeks x
25 sec ACD)

Sustainment is 25 % of
budget (roughly 182 spots/
day x 6 weeks x
20 sec ACD)

Launch is 45 % of budget
with Impact Buys (roughly
211 spots/day x 6 weeks
x 30 sec ACD)

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

61 newspapers

in12 21 days x Average Ad Size between Quarter to Half Page)
|an9 UageS are e Launch is 54% of budget (roughly 13 insertions x 2 months x Average
required Ad Size - Half Page )
to cover the * SVP is 25 % of budget (roughly 8 insertions x 2 months
top 22 X Average Ad Size Less than Half Page)
ma rkets e 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

Feel the difference



Launch Media Mix

« 3TVCs « 2 Print Ads
» Highly effective reach (79 — . I(—I7|g7;(t}ly Eg(‘?/Ct:)\;eTgeaCh
89% of TG) v )
* Launch ad in FPHP in key

» Concentrated on popular
content and news

* Microsite Updation

*Delivers full breadth
of information on product / brand

» Paid Media
» Social Media Optimization

TV

Digital

N
</

Print

Activation

dailies

e (Approx 13 insertions x 2
months x Average Ad Size
Half Page)

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

CZP

Feel the difference






IN A NUTSHELL — POST LAUNCH

. Ford Figo Established firmly as the top ten selling name plates in the country
=  Figo drives Ford’ s Growth — 200% growth YOY in Sales
=  Ford Figo clearly emerging as “the talk of the town”

=  With highest share of positive voice in its segment

" Over 700 articles in print publications across India with over 85% with Figo
picture - Regional outreach resulting in over 250 articles across regional
media

. Over 11000 second of non paid electronic coverage across television
networks*

. National and regional media fully aware of Figo and its differentiators
. >90% successful conversion of media universe and media opportunities
. Over 800 auto/ lifestyle journalist attending national/regional launches

. Top of mind recall beating competition like Polo and Beat hands down in
terms of tonality of message

*Electronic coverage analysis till March 20, 2010

_
Feel the difference



CREATING AN IMPACT

India set to house Ford's small cars
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Now - 50000 REASONS TO CELEBRATE & THANK




Celebrating 50000 Figos in India

50,000 INDIANS fsiisszirssnen i veroraris. |
We'vediscovered

the smart way to stay connected
with intelligent features like the

] We'vediscovered We've discovered
Bluetoothand iPod connectivity. § foom for thaantire famity with the everyday pride of owning s
spacious interiors and acar thathas the lowest We've discovered |
unbelievable boot space. costof spares and maintenance. value thatputs a smile |

on our face, everyday !

SMS "Code” to 56263 and download
h at

] B o : el
OCT5-30, 2010 Ford Figo Petrol starts at ¥ 3.54" lacs and Diesel at ¥ 4.52 lacs.

www.drivingford.in SMS DRIVE to 56263 for more information Feel the difference

www.india.ford.com
6434949, Harpreet Ford, Mot Nagar Crossing, =: 45189000, 41427000. NCR Ford, Dofence Colony. =: 45251111 « GURGAON: Harpreet Ford = 4280800 / 4101111, + NDIDA: South City Ford =: 3207635 / 3206632, + FARIDABAD: NCR Ford =: 2253722, « EAST DELHI: Marpreet Ford =: 47333939, 9560777028, « AGRA: Prem Ford w: 4055450, « AJMER:
0171- 2822656/55. « ALLASABAD. Brij Ford w: 2560732/34, - AMRITSAR; Bhagat Ford w: 3075555, « BAREILLY. Pacific Ford w: 2560788, 2560240, + BHATINDA: Bhagat Ford w: 3075555 « BHILWARA: K.S. Ford w: 3068989, + BILASPUR: Simon Ford w: 283434, « CHANDIGARH. Bhagat Ford w: 3075555 Saluja Ford w. 4682100, « DEHRADUN: Bhagat Ford w: 3052601-04.
isy Ford = 01662-221630-31. - JAIPUR. K.S. Ford, New Sanganer Road. = 3068889, - JALANDHAR Bhagat Ford = 3075555, - JAMMU. Jammu Ford = 2552977, 2504746, « JODHPUR: O.S. Ford = 93294 33352 + HALDWANI. Pal Ford =: 9680014100/104/111/114. - KANPUR. Swarn Ford =: 2551011, 2551040. + KARNAL: Pearl Ford = 88124 28380. - KOTA:
K.S. Ford = 3068229 + LUDHIANA: Bhagat Ford =: 3075555 « MAKDI: Saluja Ford =: 01905-246181/82. « MOHALL Saluja Ford = 4682700, + PATIALA: Bhagat Ford = 3075555, + SANGAUR; Bhagat Ford = 307505, « UDAIPUR: K.S. Ford = 3068939, « VARANASI; GSR Ford =: 0542-6540383/8458117. « YAMUNA NAGAR: Pearl Ford =: 236781/32,

. - 0.

Size:20x 52.5cm

Feel the difference



Discover Smart Drive — Cross country Drive by couples to celebrate 50000
FigOS
rﬁ Media event at Chandigarh & flagoff by Michael Boneham

m = e ’ Jomel
. = e U & S 12
¢ : ce '

»

Smart Drive Kicks off from Chandigarh witn Dinesh and Rekha
e wheals of he special Fige

50000

At the Chandigarh media event

Rob with his design : R\
a4

With Bhangra dancers =



Media stories in Chandigarh

Ford Begins Celebrations To
“ Production Of 50.000th Figo

T [rianimims =1 e - ) : -
! e w ey . 5
W‘ e 7 e = Feel the difference




Media stories in Agra
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Media stories in Jaipur
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FLOW OF TOPICS

% Ford’ s Future in India

64
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FORD’S FUTURE IN INDIA

« India will be 3 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

65

_
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