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EXECUTIVE SUMMARY 

For so many years, Ford Motor Philippines has been well-known as 

one of the leading manufacturers of vehicles in the Philippines. Ford Motor 

Philippines is leading because of the quality performance of all the products 

that they are producing for the satisfaction of the consumers.  

This paper aimed to find appropriate strategy or strategies for Ford 

Group Philippines.   

Based on CPM, the strength of FGP lies on the Management 

experience, and followed by its compliance to the quality requirements of the 

vehicles. 

The analysis of the external factors affecting the operation of FGP with 

the use of the EFE matrix (3.10 weighted score) revealed that FGP is doing 

well by taking advantage of its external opportunities and avoiding the threats 

facing the industry and the company.  While in the internal analysis, using the 

IFE matrix, FGP only got a 2.50 weighted score, meaning FGP is internally 

weak.    

The SWOT, SPACE, IE, and Grand Strategy Matrixes resulted in 

twenty one (21) possible strategies that were further evaluated using the 

QSPM.  The QSPM gave four (4) strategies for FGP that involve Market 

Penetration, Market Development and Product Development.  These 

strategies according to David (2009) offer substantial focusing advantages 
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and hence in congruence with the focus strategy that is being employed by 

FGP.  The strategies that were generated are as follows: 

 

Market Penetration 

1. Offer attractive fleet sales discounts to the BPO sector, telephone 
 
 companies and hotel establishments. 

 
Product Development 

1.  Tie-up with insurance companies, banks and other financial 

institution for the program of providing loaner car to owners whose 

vehicles are in the shop of the dealers for repair or under Periodic 

Maintenance Schedule. 

Market Development 

 1.  Increase number of dealerships throughout the country. 
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