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SMS ‘Wise’ to 13 FORD† for info. ^Based on TDCi manual using ADR 81/01 fuel consumption figures. Actual range depends on factors including driving habits, prevailing conditions 
and vehicle’s equipment, condition and use. †Standard SMS charges apply. SMS service not currently available on Vodafone or 3 networks. 

*Focus TDCi manual compared to a Corolla Ascent petrol manual using ADR 81/01 fuel consumption figures from manufacturers’ websites, July 2009.

NEW FOCUS TDCi
2.0 litre turbo diesel engine.
Lower CO2 emissions than its petrol equivalent.
900km without refuelling.̂
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A world of opportunity




H	ello everyone!

	 There is certainly reason to be proud of 		
	 the tremendous progress that you have 
 
	 made in Asia Pacific and Africa (APA) 
 
against the challenges of the past few years. Because
 
of this success, I’ve arrived seeing and believing 
 
that this region is staffed full with optimists, and offers
 
a world of opportunity. 

	 The APA region is without question the world’s 
most dynamic, and there’s no arguing that it’s poised
 
for dramatic future growth. Also without question, is 
how we’re going to meet this growth –

	 •	 by continuing to build on the strong foundation 	
		  that you have all worked so hard to develop; 
 

•	 by continuing to leverage 
 
	 our regional and global 
 
    resources to accelerate the
 
    growth and success of 
 
    Ford Motor Company in    
 
    our APA region; and

•	 by continuing to execute on 
 
    the four pillars of our APA 
 
	 Plan: manufacturing/sourcing
 
	 at scale, developing our core 
 
	 product portfolio, the ongoing  
	 regionalisation of processes, 
 
	 and improving the overall 
 
	 Ford brand experience.

		  The APA region is now 


fully integrated into the ONE Ford global strategy. 
 
There is tangible proof that our plan is working.
 
And we have a fantastic team in each market, and 
 
across the region, that has come together to ensure 
that we will continue to build on our progress and 
successes. 

	 I’m both honoured and excited about the opportunity
 
to work with all of you. Together, as we work towards
 
delivering on our common and shared goal of 
profitable growth for Ford Motor Company, I’m confident
 
that we’ll continue to find and create the opportunities
 
that exist in every challenge that we’ll face.  

	 One Team. One Goal. ONE Ford.


Joe Hinrichs

President, Asia Pacific and Africa
 

Ford Motor Company
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How well do YOU 
know May and Bibo? 

Issue 7 / 3  

1: Close fight between a and b. 2: d. 3: b. 4: c. 

We all know that the target customers for the new  
Fiesta – May and Bibo – are supposed to be bold  
and stylish. But how well do you really know them? 
Take the challenge to find out. 

3. Which social network is  
 most popularly used? 
 a. Friendster 
 b. Facebook 
 c. Hi-5 
 d. MySpace 

2. Which fashion brand do  
 they consider passé? 
 a. Dapper 
 b. Forever 21 
 c. Topshop 
 d. Zara 

1. Which mobile phone  
 brand do they like? 
 a. Blackberry 
 b. iPhone 
 c. Nokia 
 d. Samsung 

4. How are they most likely to 
 make purchase decisions? 
 a. Buy on impulse – love it, get it. 
 b. Ask their parents for advice. 
 c. Consider all brands and get 
  the one with the best value. 
 d. Go with what friends 
  recommend. 

Mays in Jakarta take a break from  
their discussion. 

Bibo in Bangkok showing off his  
purchase after a day of shopping. 

Ford executives get insights from  
talking to the Bibos. 

immersion events held at hip Plaza Senayan 
in Jakarta and trendy Central World Plaza  
in Bangkok, the Ford executives and dealers 
not only had extended face time with May  
and Bibo but they also stepped into their  
world by going shopping with them. 
 The target customers in both countries  
are largely similar – brand-conscious, trend- 
savvy, highly connected and they go for  
brands that reflect their personality. In fact,  
dealers are considering providing wireless  
Internet access in their showrooms when  
the new Fiesta is launched to cater to this  
need for connectivity.   
 Yet there were still some differences 
between the two. For example, it was 
observed that the Indonesians were very 
prudent in their spending and would consider 
all factors carefully no matter how much 
they were attracted to a certain brand. 
 “Immediate attraction, while important 
in forming an emotional connection, is not  
enough. We have to follow up by providing  
rational reasons – preferably through word  

of mouth – why the Fiesta is right for them,  
be it technology or fuel economy,” said  
Bagus Susanto, Asia Pacific and Africa’s  
small car launch manager. 
 Moreover, it also struck Ford management 
and dealers how quickly May and Bibo 
moved from one choice to another if they 
were not satisfied. 
 In Bangkok during the shopping  
component, May was set on buying a 
Bluetooth earpiece from a certain brand  
after prior research. When she went to the  
shop to buy it, the sales assistant told her  
he had no time to serve her. So she up and  
left, went to another shop and bought her  
second choice although she really wanted  
the first brand. 
 “I found them to be very much more  
focused than I had expected. They do the  
research, decide on what they’re going to  
buy, then go and buy it,” said Michael  
Pease, general director, Ford Vietnam. 
“You don’t get two shots with these guys,  
you only get one.” 

H aving wowed customers in  

   Australia, New Zealand, South  

   Africa, Taiwan and China, the  

   new Fiesta is all set to take the  
ASEAN countries by storm later this year. 
 Research clinics in Bangkok and Jakarta – 
akin to those conducted for Fiesta’s launch  
in China – have given Ford management  
and dealers from Indonesia, Thailand, the  
Philippines and Vietnam a clearer picture 
of the funky compact’s target customers. 
 “On paper, the image of May and Bibo  
was a bit vague. But once you bring it to life  
in the form of a human being that you can  
watch, listen and talk to, it makes a lot of  
sense,” said Rick Baker, president, Ford  
             Group Philippines. “In fact, the  
                        similarities between the 
                            26-year-old Thai men  
                              and my 23-year-old son  
                            are incredible – the way  
                             they shop, dress and  
                             communicate.” 
                              During the consumer  
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Ford President and CEO Alan Mulally 
discusses ONE Ford during the unveil 
of Figo in India in September. 

cover story 

The power of ONE 
T he beginning didn’t seem all that

auspicious. It was late 2008 and
the global economy had just 
tanked. Ford was starting to 

communicate ‘regionalisation’ – one of 
the four pillars of the ONE Ford strategy 
for Asia Pacific and Africa (APA) – to 
employees who were somewhat jittery over 
the gloomy outlook for the auto industry.
 Fast-forward 15 months and that initial 
guardedness has mostly dissipated. 
Employees have increasingly embraced 
regionalisation as they further understand 
and experience the benefits of working 
together as one region, instead of as 11 
individual markets. 
 
The necessity of regionalisation 
“We didn’t do regionalisation because it was
something nice to do or because others
have done it. If we hadn’t done it, we 
wouldn’t have survived,” said Phil Tighe, 

executive director of Business Strategy, 
APA, as he recounted why the decision was 
made to start the regionalisation process.
 A few years ago, Ford was working 
through strategies to try and reduce fixed 
costs by more than 50 percent on a per unit 
basis, and become more comparable to the 
main competitors in the region. It became 
clear then that the company needed to be 
more efficient by eliminating duplication and 
market-specific spending, while becoming 
more regional. This would allow costs to
be spread across much bigger volumes, 
and would help processes and tasks to be 
done once, with consistency, instead of 11 
times over.
 As the implementation of regionalisation 
began, the task of communicating and 
educating the APA employees became an 
equally important consideration.
 “Some people view regionalisation as 
everything being centralised, but that’s 

not what it’s about,” said Raj Nair, vice 
president of Operations, APA. “One PD, 
One Purchasing and One IT doesn’t mean 
everything is done in Dearborn, Merkenich, 
Bangkok or Shanghai. The resources still 
exist in the various locations in the region.” 
 “It’s a matter of organising them so that
we’re all coordinated and pulling the rope in
the same direction. This allows us to operate
in the most efficient way by leveraging 
resources worldwide, without any duplication
of efforts. The common and consistent 
processes and strategies all lead to 
delivering products with value,” added Nair.

Better products 
The Fiesta launch in Nanjing last year is a 
good example. Its launch quality delivered 
some exceptional figures, with the warranty 
repairs and cost in the first few months
of production at the lowest levels for the 
whole region.
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 “Regional PD was foundational to our 
ability to deliver the outstanding results,” 
said Robert Graziano, chairman and CEO, 
Ford China. “The collaboration between the 
Nanjing team, Ford China, the Research 
and Engineering Centre and APA was 
outstanding, and the product has been an 
absolute hit.”
 Other countries such as the Philippines, 
Indonesia, Thailand and Vietnam are looking
forward to the same success as they prepare
to welcome the ASEAN Fiesta later this year.
Under the ONE Ford philosophy, not only 
will these markets be able to tap into best 
practices from the earlier China launch but
they will also be getting more new products 
in the future. According to Rick Baker, 
president, Ford Group Philippines, the 
company will be introducing more new 
products into the country in the next five 
years than in the past ten.

Better ads 
There used to be a time when the Ford 
Escape had at least five print ads and five 
TV commercials at any one point – one for 
each of the countries it was sold in. Some 
were good, others could have been better. 
 To Dan Morris, vice president, Marketing, 
Sales and Services (MS&S), the culprit 
was obvious: there was no coordination 
amongst the markets, resulting in multiple 
interpretations of the Ford brand which led 
to inefficiencies in the use of funds.
 So instead of individual market executions,
the MS&S function is now tapping into
expertise in respective markets to develop
ads or TV commercials through a 
governance board made up of market and 
regional personnel, which can be shared 
with all markets. This regional approach 
is delivering huge payoffs, especially in 
markets that may not have the resources
to fund their ads. 
 Echoing a common view, Will Angove, 
president, Ford Motor Indonesia, says 
they now get better quality advertising 
campaigns that ‘promote a much stronger 
and more consistent brand image for Ford 
throughout the region – for less money’.
 Even the disparities in the different 
markets were overcome by grouping similar 
countries together, for example, under 
the ASEAN or Tri-Nations blocs. Hence, 
small markets like New Zealand gain from 

economies of scale by sharing advertising 
campaigns with Australia and South Africa.
 
Better training 
Regionalisation has also resulted in training 
programmes that are easily available to 
individual markets for local use. 
 A developing market like Vietnam doesn’t
have the resources or depth of experience 
to develop all the staff, dealer, business and 
technology training that is needed locally. 
Yet they can now tap into regional initiatives 
like the Train-the-Trainer programmes and 
then use their local expertise to adapt them 
to local needs and language.
 “This is great savings in cost and 
resources!” said Michael Pease, general 
director, Ford Vietnam. 
 
Going from regional to global 
Some functions, such as IT and Product 
Development, were among the first to 
begin the regionalisation process, and have 
already become fully integrated, globally.
 “PD is really a global organisation,” 
explained Nair. “For every vehicle, there’s 
core engineering support that resides 
in Dearborn, Cologne or APA. It’s so 
interconnected now that there are no 
stand-alone capabilities anymore. There 
isn’t any individual organisation that can 
fully develop a complete vehicle on their 
own without relying on some expertise
from somewhere else in the world.“
 This means that chassis core work might 

“In the past, employees were assigned 
multiple tasks and responsibilities in each 
one of our markets. Each individual may 
have ten or more specific responsibilities 
and only spend a fraction of their time 
performing any one task. Due to other 
priorities, completion of certain tasks 
could be partially completed, delayed or 
missed all together. Also, depending on skill 
sets, the quality of tasks performed varied 
significantly from person to person or 
market to market.
 By regionalising these tasks we are able 
to have a dedicated and well-trained 
workforce who can be 100% focused on the 
accomplishment of specific and well-defined
tasks. In a regionalised team, there are no 
other priorities that take a team member 
away from the performance of their specific 
work responsibilities. Work processes are 
well defined with written desk procedures, 
metrics are in place to measure the quality 
of the work performed and work can be 
shared by teammates in case of a worker 
absence because more than one person is 
trained and capable of performing tasks. 
Again, this is where we can leverage 
economies of scale.”

– Brian Colianni, executive director of
Customer Service Operations, APA

Regionalisation 101 

The four pillars of ONE APA 

• Establish a Core 
 Product Portfolio  
 
• Improve the Brand  
 Experience 

Build Ford Brand 

• Manufacture /  
 Source at Scale  
 
• Strengthen Regional  
 Operation 

Improve Business Model 

ONE FORD     ONE REGION 
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be out of Merkenich, body and electrical 
core work out of Dearborn, while APA may
be one of the spokes that does top hat work.
Where a vehicle is developed in the global 
PD factory depends on which is the best 
and most efficient way to source that work.
For example, although APA is taking the lead
in the development of the next generation 
compact pickup truck, it still leverages 
resources and expertise from Mazda and 
Dearborn.

Warning: heavy lifting ahead 
While Ford has made encouraging progress 
on the road to regionalisation, with all the 
functions acting regional and employees 
having a good understanding, Tighe warns 
that there are challenges ahead that need 
to be overcome to complete the journey.
 For example, because of the pressing 
needs of the daily operations, some might be
tempted to put the regionalisation process on
a lower priority. Or there might be issues that
surface between the market and the region 
in the process. But the key is communication
and a commitment to trust and working 
through the issues, according to Tighe.
 “It’s a very complex process to move 
individual markets that have spent their 

whole existence relying on their own little 
team, to a position where they’re part of 
a bigger regional organisation where they 
don’t necessarily control all the elements
of the business,” he said.
 “It’s not just processes and organisational
charts; there is a lot of human element to it. 
It requires helping people to trust one 
another, the same kind of trust that’s 
needed in the team-building exercises 
where you fall from a height and trust 
people to catch you.”
 According to Tighe, it’s a process that 
can take several years to achieve, but it’s 
“absolutely critical” that Ford finishes the 
journey in the next 2-3 years because the 
competition is already there.
 The good news is that because other 
organisations have gone through it, Ford 
can study and learn from what has been 
done. Also, APA can examine other regional 
models in the Ford world, such as Europe 
and South America.  
 In the meantime, Human Resources is 
developing competency across the region 
so that processes across the functions can 
be fully regionalised.
 “Although the regional headquarters is 
now in China, not all regional work will be 

We didn’t do  
regionalisation  
because it was 
something nice 
to do or because  
others have done  
it. If we hadn’t  
done it, we  
wouldn’t have  
survived.” 

“ 

done from there,” said Wendy Dendel, vice 
president of Human Resources, APA. “We’ll 
have regional centres of excellence where 
we can grow employees through a good 
career path to become technically excellent 
at what they do.”
 “And our goal is to have over 80 percent 
of the leadership jobs held by people who 
have grown up through the markets of our 
APA region,” added Dendel.
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Work experience 

• January 2008 to November 2009: Group vice  
 president, Global Manufacturing and Labour   
 Affairs
• September 2006 to December 2007: Vice   
 president, North America Manufacturing
• October 2005 to September 2006: Vice  
 president, Vehicle Operations
• January 2005 to October 2005: President  
 and CEO, Ford of Canada
• July 2003 to January 2005: Director of  
 manufacturing, Vehicle Operations
• April 2002 to July 2003: Executive director,          
 Material Planning Logistics
• December 2000 to April 2002: Manager, 
 Van Dyke Transmission Plant in Michigan
• August 1998 to December 2000: Partner  
 and senior vice president, Ryan Enterprises  
 Group, a manufacturing investment group 
 in Chicago
• May 1989 to August 1998: Worked at  
 General Motors

Education

• Bachelor’s degree in electrical engineering  
 magna cum laude from the University of  
 Dayton (Ohio) in 1989
• Master’s degree in business administration  
 from the Harvard Business School in 1994  
 as a GM Fellow 
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T he new leader of the Asia Pacific and  
 Africa (APA) region is anything but 
 ordinary. At 29, Joe Hinrichs was the 
 youngest plant manager at General 

Motors. At 40, just six years after joining Ford, he 
became the youngest vice president in the  
company. At 42, he is now group vice president 
and president, APA.
 “Joe’s keen business sense, his ability to 
foster strong relationships with key business 
partners and his leadership skills will serve him 
well as he builds upon the momentum Ford has  
in the Asia Pacific region,” said Ford president 
and CEO Alan Mulally.
 In an interview with The Detroit News last 
month, Hinrichs talked about how he was looking 
forward to his new assignment.
 “It’s an exciting opportunity,” he said. “We  
have three business units. To get an opportunity 
to run one of them is a special honour. A good  
portion of the growth in the industry is occurring 
in Asia. That provides a lot of challenges, but  
also a lot of opportunities.” 

Breaking the rules  
Hinrichs is no stranger to taking hold of opportunities  
even if it meant breaking with conventions that   
he found ineffective and frustrating. 
 On his first day on the job at a GM factory, the 
young engineer tried to clean the dirty windows 
in his office and was cited for “doing organised  
work”, a union-covered task. He refused to fall in 
line and ended up with 22 such grievances in one day.
 In his first year of managing a GM plant, he 
was so successful in turning the plant around that 
his leadership skills were captured in a Harvard 

Business School case study that is still being taught 
today.
 When he joined Ford in 2000 as plant manager of 
the Van Dyke Transmission Plant in Michigan, he 
transported transmission parts from one factory to 
another in his Ford Explorer – a breach of protocol, 
but an action he knew would help keep the assembly 
plant running.
  
Working with partners 
Unafraid to take on entrenched corporate culture, 
Hinrichs led Ford’s push towards a global manufacturing 
system, transforming and standardising the 
manufacturing capabilities worldwide, and was credited 
with boosting flexibility that led to consistent cost  
savings and quality.
 In his previous role as group vice president of global 
manufacturing and labour affairs, he was key in 
negotiating a pivotal contract with the United Auto 
Workers in 2007 that significantly reduced labour 
costs, as well as subsequent deals that have helped 
Ford close the cost gap with foreign automakers 
operating in the United States.
 Hinrichs said the lessons learned in those talks 
will come in handy in Asia, where Ford relies heavily 
on its joint-venture partners. 
 “The UAW-Ford relationship is a partnership, and 
in a partnership you have to understand what both 
parties’ interests are, what both parties’ objectives 
are, and the ultimate challenges are to find solutions 
that work for both parties,” he said in the News 
interview.
 “That’s true for our joint-ventures in China. That’s 
true of our ongoing relationship with Mazda. It’s 
true for working with governments, which are all 
important parts of the assignment in Asia.”

leadership 

Not your average Joe 
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Australia 

The new Ford Fiesta has cemented 
its popularity with motorists by 
scooping the pool at last year’s 
car of the year awards.  

 From being named Australia’s Best 
Small Car 2009 as well as the Best Small 
Car Under AUD 20,000 to winning the 
Green Car of the Year award, the global 
compact proves that it has what it takes to 
lead the pack. 
 
Australia’s Best Small Car 2009 
Taking home the title in Australia’s Best 
Car Awards, presented by the Australian 
Automobile Association on behalf of 
Australia’s Motoring Clubs, the Ford Fiesta 
LX was praised by judges for its value for 
money, safety, security and space. 
 The awards website described the car 
as “a little powerhouse.” 
 “Where many others run out of puff, 
Fiesta continues to pull away convincingly 
in fourth and fifth gears,” continued the 
website. 
 “Fiesta also impresses with crisp, fast 
steering and firm but compliant damping 
that eases out all but the most aggressive 

Fiesta is the best in Australia 

Ford Fiesta ECOnetic 

back road bumps, making for an accomplished 
ride. In fact, Fiesta LX is such an entertaining 
and rewarding drive that a Sport badge 
would not be out of place on its rump. And 
bigger section tyres enhance its braking 
ability, ensuring Fiesta has the whoa to 
match the go.” 
 
Best Small Car Under AUD 20,000 
Knocking Mazda 2 Neo off the reigning 
perch, the Fiesta CL grabbed the vote of 
every single judge on the panel to take top  
honours in the Drive Car of the Year Awards 
2009 – the first win ever for the compact in 
this category. 
 The judges appreciated the cabin’s space, 
comfort and style, including the classy soft-
touch dash. Describing how the whole Drive 
team loved the car, motoring writer 
Cameron McGavin gave a rundown of 
Fiesta’s clear victory. 
 “Everybody raved about the 88kW 1.6-
litre four’s added flexibility and high-rev 
zeal, the supple ride and the athletic 
handling’s ability to raise smiles both on the 
road and track,” he wrote in an editorial on 
Drive’s website. 

 “The Mazda was a pretty good effort as 
far as light cars go, but the Ford was simply 
a better package, easier to love and cheaper 
to boot.” 
 
Carsguide Green Car of the Year 
The Ford Fiesta ECOnetic, which reset the 
fuel economy benchmark last year at 3.7L/
100km and produces only 98 grams of 
carbon dioxide for each kilometre it travels, 
took the title from other green finalists 
including the Toyota Prius hybrid and Mini 
Cooper D.  
 Australia’s most fuel-efficient car, the 
ECOnetic, was also praised for its 
affordability, being nearly AUD 10,000 
cheaper than its closest competitor, the 
Mini Cooper D.  
 “The awards recognise Ford Fiesta’s 
position as the leading small car in Australia 
whilst the Carsguide Green Car of the Year 
– the only green car award in Australia – 
strengthens the ECOnetic’s reputation for 
‘best in class’ fuel efficiency and value for 
money,” said Ford Australia President and 
CEO Marin Burela. 

8 / @Ford
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(from left) AMI Insurance CEO John Balmforth, 
Trevor Auger, Ford New Zealand’s managing 
director, Kyle Cassidy, NZ Autocar editor and chief 
judge, celebrate the Fiesta’s win. 

New Zealand 

Moving southeast of Australia, 
the new Fiesta has been 
taking some of the most 
important awards in the auto 

industry in New Zealand. Available in the 
country since early 2009, the stylish compact 
has been getting the thumbs up from the 
public and motoring media alike. 
 
New Zealand’s Car of the Year 
Members of the New Zealand Motoring 
Writers Guild handed the Fiesta the country’s 
top automotive accolade after assessing it 
based on performance and handling, value 
for money, ease of operation, economy, 
level of home comforts, quality of finish, 
safety accoutrements and visual appeal. 
 “The areas in which the Fiesta makes its 
strongest impression are surely its stand-
out styling and superb handling dynamics 
and refinement,” said Guild president John 
Oxley. 
 “A major point of difference with this 
award is that it embodies the opinions of 
professionals in their field from across the 
country, each of whom has assessed the 
car on roads in their own region,” he added.  
 “The car that comes out winner must, as 
the Fiesta so clearly does, excel from many 
different perspectives, and in a range of 
Kiwi-specific conditions.”  
 The Fiesta beat the Alfa Romeo MiTo, 
Audi Q5, BMW 7-series, Kia Soul, Mercedes-
Benz E-Class, Mazda3, Nissan Qashqai, 
Subaru Legacy/Outback, Volkswagen Golf, 

… and in New Zealand too! 
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Volkswagen Scirocco and Volvo XC60 to 
win the award. The Ford Falcon took the 
title last year. 
 
AMI Insurance NZ Autocar Car     
of the Year 
While the new Ford Fiesta might be the 
smallest in size among the contenders for 
this prestigious award, it certainly pulled its 
weight to land a convincing win last 
December. The feisty compact also won its 
own small class at the annual awards held 
in conjunction with Fairfax’s NZ Autocar 
magazine. 
 Awarded 512 points out of a total of 600, 
the Fiesta comfortably beat the Nissan GT-
R, which had won Performance Car of the 
Year, by 21 points. Other finalists were the 
Mazda3 (Compact Car of the Year), the 
Subaru Legacy (Medium/Large Car of the 
Year), the Kia Sorento R (SUV of the Year), 
the Jaguar XF-D (Luxury Car of the Year). 
 Kyle Cassidy, NZ Autocar editor and 
chief judge, said the Fiesta was a clear 
winner with five of the six judges scoring it 
as their top pick. It registered highly across 
the board, gaining high praise from all the 
judges in the area of driving dynamics, 
practicality and value.   
 This is the second year in a row that 
Ford has taken the award. The FPV F6 won 
last year. 

What the 
judges said… 

It’s ridiculous value and 
stupendous fun to drive.” 

“ 

It impressed the judges 
with its plentiful safety 
and convenience features, 
edgy styling and 
entertaining handling.” 

“ 

The Ford Fiesta is a 
dynamic little car that 
redefines value in the 
small car class.” 

“ 

Ford Fiesta CL 



June

S	 M	 T	 W	 T	 F	 S

	 	   1	   2	   3	  4	   5	  
6	   7	   8	   9	 10	 11	 12	
13	 14	 15	 16	 17	 18	 19	
20	 21	 22	 23	 24	 25	 26	
27	 28	 29	 30


  	   7	 Queen’s Birthday (NZ)

	 12	 Independence Day (PH)

	 14	 Queen’s Birthday (AU)

14-16	 Dragon Boat Festival (CH)


16	 Youth Day (SA)

	 	 Dragon Boat Festival (TW)

19	 Rizal Day (PH)


May

S	 M	 T	 W	 T	 F	 S

	   	 	 	 	 	   1	   

  2	   3	  4	   5	   6	   7	   8	   

  9	 10	 11	 12	 13	 14	 15	
16	 17	 18	 19	 20	 21	 22	
23	 24	 25	 26	 27	 28	 29	
30	 31

	 1	 Labour Day (CH, IN, PH, SA, TH, TW, VN)

	 3	 Constitution Day (JP)

	 	 In lieu of Labour Day (CH, TH, TW, VN)

	 4	 Greenery Day (JP)


	 5	 Coronation Day (TH)

	 	 Children’s Day (JP)

13	 Ascension Day (INDO)

28	 Vesak Day (INDO, TH)


April

S	 M	 T	 W	 T	 F	 S

	 	 	   	   1	   2	   3	 

 4	   5	   6	   7	   8	   9	 10	
11	 12	 13	 14	 15	 16	 17	
18	 19	 20	 21	 22	 23	 24	
25	 26	 27	 28	 29	 30	 


	 1	 Maundy Thursday (PH)

	 2	 Good Friday (AU, IN, INDO, NZ, PH, SA)

	 4	 Women and Children’s Day (TW)

	 5	 Easter Monday (AU, NZ)

	 	 Family Day (SA)

	 	 Tomb Sweeping Day (TW)

	 6	 In lieu of Tomb Sweeping Day (TW)

	 9	 Day of Valour (PH)

12	 In lieu of Chakri Day (TH)


13-15	Songkran Holiday (TH)

	 23	Hung King Day (VN)

	 25	ANZAC Day (AU, NZ)

	 26	 In lieu of ANZAC Day (AU)

	 	 School Holiday (SA)

	 27	Freedom Day (SA)

	 29	Showa Day (JP)

	 30	Liberation Day (VN)	 


March

S	 M	 T	 W	 T	 F	 S

	   1	   2	   3	  4	   5	   6	   

  7	   8	   9	 10	 11	 12	 13	
14	 15	 16	 17	 18	 19	 20	
21	 22	 23	 24	 25	 26	 27	
28	 29	 30	 31

	 1	 In lieu of Maka Bucha Day (TH)

	 	 In lieu of Peace Day (TW)

	 8	 Labour Day (AU)

16	 Hindu New Year (INDO)

21	 Human Rights Day (SA)

	 	 Spring Equinox (JP)


22	 In lieu of Human Rights Day (SA)

	 	 In lieu of Spring Equinox (JP)

29	 Youth Day (TW)


February

S	 M	 T	 W	 T	 F	 S

  	   1	   2	   3	  4	   5	   6	    

  7	   8	   9	 10	 11	 12	 13	
14	 15	 16	 17	 18	 19	 20	
21	 22	 23	 24	 25	 26	 27	
28	 


	 1 	In lieu of Anniversary Day Auckland /

	 	 Northland (NZ)

	 6 Waitangi Day (NZ)

	 11 National Foundation Day (JP)

	 12	In lieu of Waitangi Day (NZ)

13-16 Lunar New Year (TW, VN)

13-19 Lunar New Year (CH)

	 14 Lunar New Year (INDO)


17-18	In lieu of Lunar New Year (TW)

	 	 In lieu of Tet holiday (VN)

	 19	 In lieu of Youth Day (TW)

	 22	 In lieu of New Year’s Day (TW)

	 26 Birth of the Prophet (INDO)

	 28 Peace Day (TW) 

	 	 Maka Bucha Day (TH)


January

S	 M	 T	 W	 T	 F	 S

	   	 	 	   	   1	   2	     

  3	  4	   5	   6	   7	   8	   9	
10	 11	 12	 13	 14	 15	 16	
17	 18	 19	 20	 21	 22	 23	
24	 25	 26	 27	 28	 29	 30	
31

	 1	 New Year’s Day (APA)

	 2 	Day after New Year’s Day (NZ, TW)

	 4 	In lieu of Day after New Year’s Day (NZ)

	11	 Coming of Age Day (JP)

	14 	Tamil New Year / Pongal (IN)


26	Australia Day (AU)

	 Republic Day (IN)

29	Anniversary Day Auckland /

	 Northland (NZ)


Note: Calendar indicates national holidays in each market 

and doesn’t necessarily reflect each market’s office closure days.


APA Holidays

http://www.facebook.com/FordAPA 	 

http://www.twitter.com/FordAPA 
Join the conversation!




December

S	 M	 T	 W	 T	 F	 S

	 	 	   1	   2	   3	  4	     

  5	   6	   7	   8	   9	 10	 11	

12	 13	 14	 15	 16	 17	 18	

19	 20	 21	 22	 23	 24	 25	
26	 27	 28	 29	 30	 31

	 5	 King’s Birthday (TH)

	 6	 In lieu of King’s Birthday (TH)

	 7	 Islamic New Year (INDO)

10	 Constitution Day (TH)

16	 Day of Reconciliation (SA)

23	 Emperor’s Birthday (JP)

24	 Christmas Public Leave (IN, INDO, PH)

25	 Christmas Day (AU, INDO, NZ, PH, SA)

	 	 Constitution Day (TW)


26	 Boxing Day (NZ)

	 	 Day of Goodwill (SA)

27	 In lieu of Christmas Day (AU, NZ)

	 	 Rizal Day (PH)

	 	 In lieu of Day of Goodwill (SA)

	 	 In lieu of Constitution Day (TW)

28	 Boxing Day (AU, NZ)

31	 New Year’s Eve (PH, TH)


November

S	 M	 T	 W	 T	 F	 S

	   1	   2	   3	  4	   5	   6	  
7	   8	   9	 10	 11	 12	 13	
14	 15	 16	 17	 18	 19	 20	
21	 22	 23	 24	 25	 26	 27	
28	 29	 30


1	 All Saints Day (PH)

	 In lieu of ex-President Chiang Kai 	
	 Shek’s Birthday (TW)

2	 Melbourne Cup Day (AU)	
3	 Culture Day (JP)


4-5	 Diwali Holiday (IN)

	12	 Dr. Sun Yat Sen’s Birthday (TW)

	17	 Feast of the Sacrifice (INDO)

	23	 Labour Thanksgiving Day (JP)

	29	 Bonifacio Day (PH)


October

S	 M	 T	 W	 T	 F	 S

	 	 	   	 	   1	   2	     

  3	  4	   5	   6	   7	   8	   9	
10	 11	 12	 13	 14	 15	 16	
17	 18	 19	 20	 21	 22	 23	
24	 25	 26	 27	 28	 29	 30	
31

1-7	 National Day (CH)

	 2	 Gandhi Jayanthi (IN)

	10	 National Independence Day (TW)

	11	 Sports Day (JP)

		 In lieu of National Independence Day (TW)


23	 Chulalongkorn Day (TH)

25	 In lieu of Chulalongkorn Day (TH)

	 Labour Day (NZ)

	 Retrocession Day (TW)


September

S	 M	 T	 W	 T	 F	 S

	   	 	   1	   2	   3	  4	  
5	   6	   7	   8	   9	 10	 11	
12	 13	 14	 15	 16	 17	 18	
19	 20	 21	 22	 23	 24	 25	
26	 27	 28	 29	 30


	 2	 National Day (VN)

	 9	 Public Leave Day (INDO)

	 10	 Ramzan Day (IN)

10-11	 Hari Raya Idul Fitri (INDO)

	 13	 Public Leave Day (INDO)

	 20	 Respect for the Aged Day (JP)


	 22	 Mid-Autumn Festival (TW)

22-24	 Mid-Autumn Festival (CH)

	 23	 Autumn Equinox (JP)

	 24	 Heritage Day (SA)

	 28	 Teacher’s Day (TW)


August

S	 M	 T	 W	 T	 F	 S

  1	   2	   3	  4	   5	   6	   7	    

  8	   9	 10	 11	 12	 13	 14	
15	 16	 17	 18	 19	 20	 21	
22	 23	 24	 25	 26	 27	 28	
29	 30	 31


	 9	 National Women’s Day (SA)

12	 Queen’s Birthday (TH) 

15	 Independence Day (IN) 

17	 Independence Day (INDO) 


23	 Ninoy Aquino Day (PH)

	 	 In lieu of Retrocession Day (TW) 
24	 In lieu of Teacher’s Day (TW)

30	 National Heroes Day (PH) 


July

S	 M	 T	 W	 T	 F	 S

	   	 	 	   1	   2	   3	 
4	   5	   6	   7	   8	   9	 10	
11	 12	 13	 14	 15	 16	 17	
18	 19	 20	 21	 22	 23	 24	
25	 26	 27	 28	 29	 30	 31


10	 Isra Mi’raj Nabi Muhammad S.A.W 	
	 	 (INDO) 

19	 Marine Day (JP) 

26	 Asarnha Bucha Day (TH)
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APA Holidays

http://www.youtube.com/FordAPA 	 

http://www.flickr.com/FordAPA 


http://www.facebook.com/FordFiesta 	 

http://www.facebook.com/FordFocus
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sustainability 

From foundry sand to pay dirt 

Foundry sand may not exactly 
be black gold but Ford 
Australia has found a way of 
recycling the sand and other 

waste material from its iron foundry to 
save up to AUD 1 million a year.
 From reusing sand, water and steel 
scrap internally to selling recycled sand 
and metal fines to external customers, 
Ford has spent the last three years 
putting a system in place to maximise 
recycling of all waste by separating 
them into useable products.
 At a time when landfill costs are 
escalating and environmental concerns 
are becoming increasingly important, 
Ford’s management of waste foundry 
material is bearing fruit.
 “The biggest difference for us is the 
money we would have had to spend 
if all these products were still going to 
landfill,” said manufacturing manager 
Russell Brown. “The cost would be 
huge and this is money we didn’t have 
to spend.”

Recycling starts right at home 
Ford’s foundry in Geelong is one of 
the few facilities in the world that do 
not buy any steel or pig iron from 
external recyclers at all. Instead, 
all the metal used in the foundry is 

recycled from scrap steel left over from 
Ford’s stamping operations just a few 
kilometres away.
 “Many foundries don’t believe that 
they can melt the metal from the stamping 
plant. They’re worried about the zinc 

12 / @Ford

coating from the rust proofing on the car 
panels,” said Brown. “We’ve developed 
a process that’s robust and capable of 
melting that material, without impacting 
the environment.”
 Other than steel, the iron foundry also 
reuses waste water generated in its 
production processes. In the past, the 
water was used only once but it is now 
being pumped back into the system in a 
closed loop and used again and again.
 Moreover, the foundry has its own 
rainwater catchment area which can 
supply up to two million litres of water to 
the facility, helping to lighten the load on 
precious town water supply.

Extracting the waste
To combat the excess dust and sand 
generated by the foundry processes, Ford 
has installed a two-fold extraction system 
to keep the working environment dust-free.
 The dry extraction system draws air 
from the plant and filters it so that the air 
going out to the environment is clean. 

“The biggest difference 
for us is the money we 
would have had to spend 
if all these products were 
still going to landfill. The 
cost would be huge and 
this is money we didn’t 
have to spend.” 

Pouring molten iron into the mould. 
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Ford ends up with very fine sand and 
metal after the filtration and while the 
dust ends up going to landfill, the fairly 
pure metal fines are now being resold.
 The wet extraction system, on the 
other hand, uses water mist to capture 
the dust. This results in a muddy material 
called sludge. Ford is currently in 
discussions with a company that can 
reuse it as road fill.
 Another by-product of the foundry 
process is furnace waste, or commonly 
called slag, which is scraped off the 
molten metal bar before it’s transferred 
onto the line for casting. Michael Dragt, 
superintendent of the casting plant, 
compares it to skimming the top of one’s 
coffee cup. Ford has sent samples 

of this solid, glass-like material to a 
recycler who is exploring the possibility 
of crushing it up to mix with bitumen for 
road paving. 

Sand, sand everywhere
Most people don’t realise how much 
sand is used in a foundry, said Brown. 
At the Geelong foundry, more than 
150,000 tonnes of sand are processed 
a year to make iron-casting moulds and 
cores. That’s enough to fill more than 40 
Olympic-sized swimming pools. While 
97% of it is reclaimed in-house for reuse 
in the moulding process, about three 
percent would have ended up in landfill. 
But Ford has developed processes to 
sort the waste foundry sand, which 

contains iron and sand lumps, into a few 
categories to increase recycling opportunities.
 First, the sand goes through a sieve to 
remove the bigger lumps, which are about 
the size of a golf ball. Ford is hoping to 
send the oversized material to a recycler 
to be used as a filler concrete product.
 Next, around 600 tonnes of the sand 
goes through a crusher before being 
blended for reuse.
 Finally, the remainder of the waste sand 
is put through magnetic facilities where 
metal is extracted. The granular metal fines 
are sold while the tramp metal – bits of 
cast iron that have fallen into the sand – go 
back into the furnace. Previously, these bits 
of iron which range from pen to tennis-ball 
size would have gone into the landfill with 
the waste sand.
 In all, about 3,480 tonnes of the waste 
foundry sand is being recycled by a local 
cement manufacturer.
 “Instead of digging up a hole in the ground 
for gravel or sand, the cement manufacturer 
now uses our sand as a replacement 
raw material to make cement powder,” 
said Dragt.
 While the foundry’s emphasis on reusing 
and recycling is helping Ford not only to 
save costs on landfill and raw materials 
but also to make some money from selling 
the recyclable products, there is a loftier 
goal in sight.
 “Most importantly, we’re doing the right 
thing by the environment,” said Brown. 
“By reusing and recycling, we’re trying 
to be the best stewards we can of our 
natural resources.”
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Reclaimed sand. 

Brake rotor moulds. 

Oversized sand. 
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A tale of a dog  
and a boy 

marketing 

A tale of a dog  
and a boy 
W ho’s most likely to connect  

 with consumers when it comes 
 to Ford advertising? A barking  
 German shepherd and a little 
boy, of course. 
 A dog that could get the CD player in the 
Mondeo to play his favourite song – via voice  
control – and a youngster hankering after his  
neighbour’s Territory have both been scoring 
points with the public, generating buzz on  
online communities as well as in the media. 
 Both TV ads are part of Ford Australia’s 
year-long marketing strategy that aims to change  
perceptions that people have of the Ford brand  
as being old-fashioned, gas guzzling and falling  
short on quality. 
 
A buzzing campaign 
Showroom traffic and sales have gone up, with  
private Falcon share going from 20% to 30% 
in the fourth quarter and the Focus tripling its 
diesel share after launch. 
 In fact, there was a car business owner who  
bought four Fiesta ECOnetics instead of the 
planned Holden Barinas immediately after 
watching the teaser ad for the fuel-sipper. He 
even wanted “Australia’s most fuel-efficient 
car” decals on the compact. 
 The metrics that measure different aspects 
of brand perception have also improved 
significantly. Over the year in 2009, more people  
are now proud to own a Ford as well as think that  
Ford vehicles have good quality, are fun to drive,  
with good fuel efficiency and innovative features 
 But David Katic, general marketing manager,  
Ford Australia, knows that this is only the 
beginning and work needs to continue to 
improve brand perceptions. 
 “The good news is that it’s not often that a 
company can move brand metrics so quickly,” 
he said. “But we still have a long way to go.” 
 
Who’s most likely to… 
Tackling the erroneous perceptions of the Ford 
brand head on, the marketing team aligned each  
Ford vehicle with a brand pillar – technology,  
fuel efficiency and quality – while using the  
“Who’s most likely to” theme to communicate 
the strengths of the Ford vehicles to customers. 
 For example, not many people knew that 
the Mondeo had voice-activated controls –     

rare in the sub-AUD 40,000 medium segment  
– until they saw the barking dog commercial  
which highlighted the technology pillar. 
 In other cases, Ford Australia takes the 
attack straight to the doorstep of the competitor.  
Aiming to get consumers to rethink Toyota’s 
supposed leadership in fuel efficiency, Ford 
aired a TV commercial that showed a young 
man in a Corolla and a young woman in a 
Focus going for a drive. The Toyota driver runs 
out of fuel at the traffic lights while the Focus 
driver continues on. The tagline: “Who’s most 
likely to go further on a tank? Ford, of course.” 
 
Dealers take it even further 
In the past, Ford’s ads and dealer ads could  
look vastly different but dealers have embraced  
the latest marketing strategy and have worked 
their own ads around it. This resulted in a 
greater consistency of messaging and tone. 
 In a spin-off of the Territory TV ad where the 
boy desperately tried to camouflage his family 
SUV to make it look like the neighbour’s 

Territory, the dealers ran a TV ad using the 
same boy with the line, “Who’s most likely to 
make your Christmas wish come true?” 
 Moreover 90% of the dealers in Australia 
took out full-page ads in their local newspapers  
early December to talk about Ford’s green 
initiatives in support of the company. 
 Commenting on the success of the marketing  
strategy, Katic said it boils down to two things 
– making an emotional connection and 
communicating Ford’s product benefits. 
 “We’ve had people call up and say they  
feel so sorry for the Territory boy that they  
want to adopt him,” he added. “What we’ve  
done is to communicate Ford’s strengths 
compared to our competitors in a highly 
engaging way. And it’s now put us on the 
radar of the public.  
 “The next step in the rejuvenation of the  
Ford brand in Australia will be the launch of  
the APA Primary brand in 2010.” 
 
Check out the ads at www.youtube.com/fordofcourse 
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the inaugural Brian Williamson Award for 

Best Car on Show. Production supervisor 

Paul Clark won the award for his Poppy 

Red 1965 Ford Mustang Fastback which he 

took five years to restore after importing it 

from California. 

	 There were also fund-raising activities on 

the day. The barbecue raised AUD 1,500, 

the employee auction of merchandise and 

memorabilia raised just over AUD 1,000 

and the raffle raised AUD 1,300. In all, more 

than AUD 4,300 was raised for the Kids 

Day Out event, a figure that exceeded all 

expectations.



























Other good work

The Kids Day Out event is one of many 

initiatives that the committee organises to 

support community life and to increase 

Ford’s footprint in Geelong. Established to 

be a representative and a voice for past 


and present employees at Ford Geelong

since 1990, the small group of 

volunteer employees has established


partnerships with community

groups and educational 

institutions to help support 

the sustainability of the 
Geelong community.

	 Other than Kids Day 

CSR


P	eter Pan was there. So were 


		 Tinker Bell, Captain Hook and 


		 other characters from Neverland. 


		 Dressed in storybook costumes, 

Ford employees at Geelong brought 

Christmas cheer to more than 380 disabled 

children during the annual Ford Kids’ Day 

Out at Adventure Park in Wallington.

	 Aged five to 18, the children from Nelson 

Park, Barwon Valley and Colac Specialist 

schools had a sunny time at the water park, 

with Kiwanis Geelong providing and cooking

sausages for the children’s lunch. There 

was also a jolly Santa on hand to interact 

with the children.

	 Yet it’s the story behind the November 23

event that makes it all the more special. 

	 The day out activity has been an annual 

activity supported by the Ford Geelong 

Community Affairs Committee since 2001 

and had always received corporate funding. 

But due to budget constraints there were

no funds available for it this year. Instead

of letting it go, the committee decided to 

raise funds throughout the year, so that the 

children would still be able to make their 

annual trip to the water park.



Raising funds

While the committee held footy days and 

other activities throughout the year, the 

main fundraiser was the Show and Shine 

held at the Geelong plant on October 30. 

More than 60 cars were on display to vie for 


Helping the community –

from their own pockets


Out, the committee also organised a Ford 

Gala Parade on November 21 where 

employees donned the same Peter Pan 

costumes. The parade featured four current 

Ford vehicles, as well as a T-Model 

Roadster and the Geelong Football Club 

Half Cat Car, raising AUD 500 for the 

Geelong Hospital.

	 “Despite the challenges, we’ve been able

to keep the initiatives going because of the

support and the generosity of the Ford 

Geelong employees,” said Craig Brock, 
chairman of the committee. “And it gives

us enormous satisfaction to still be able to 

provide support to the local community.”


Ford employees dress up as characters 
from the Peter Pan story during the 
annual Kids Day Out.
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Clark (right) receives the award from the man that the award is named 
after, Brian Williamson, who was the former director of Product 

Development in Geelong.


Serving the community.
The Half Cat Car.
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global watch 

Fiesta agent Courtney Force was 
awarded the People’s Choice award. 

     After completing the challenges, agents will 
produce and post the creative content on the 
movement’s website. The best content will be 
recognised based on online consumer 
interaction and consumers’ opinions about 
their work. 
 “New agents will create content that taps 
into the unique cultures in each [U.S.] city, 
all the while sharing their experiences with 
Fiesta,” said Connie Fontaine, Ford brand 
content and alliances manager. “The first 
chapter was about developing awareness, 
and now it’s about driving unparalleled 
consideration. We want to put Fiesta on the 
shopping list.”

Celebrating Chapter One
The inaugural chapter of the Fiesta Movement 
came to a glitzy close at an awards celebration 
at the Palladium in West Hollywood last 
month to mark the experiences and hard 
work of the agents.
 The ceremony also set a Guinness World 
Record for the most attendees at a tweetup. 
A tweetup is any gathering of two or more 
people who know each other through Twitter, 
and this unprecedented event brought 
together 1,149 Fiesta Movement agents 
and Twitter friends.
 In addition to the tweetup milestone, 
the attendees also honoured their favourite 

W hether helping out a charity,
 checking out a space shuttle
 launch or even getting married, 
100 young trendsetters – a.k.a. 

Fiesta Movement agents – were undeniably 
creative and incredibly busy producing videos, 
photos and blogs to show off the new Ford 
Fiesta that will arrive in the U.S. this year.
 In six months of test-driving and living 
with Ford’s global compact car, the agents 
collectively travelled more than 2.25 million 
kilometres and generated more than six 
million YouTube views, nearly 740,000 Flickr 
views and more than 3.7 million Twitter 
impressions since April. And the Fiesta 
Movement and test drive programme resulted 
in more than 80,000 hand-raisers.
 Riding on this wave of success, a new 
group of agents are being enlisted to further 
spread the word. Starting in mid-February, 

the 20 teams of agents in major markets
across the country will complete a 

series of missions, where they 
will compete in challenges 
online and locally that immerse
them in cultural movements, 
allowing them to ignite 
passion into their communities 

through social media while 
opening the discussion 
about Fiesta.

Fiesta agent, Courtney Force, who walked away 
with the “People’s Choice” award. Agent Natasha 
T. won “Best Body of Work – Videos” while Agent 
Beto won “Best Body of Work – Photos”. Other 
awards presented included one for each monthly 
mission theme.
 Entertained by a live performance from the band 
Parachute, the attendees were given a sneak peek 
of the new Fiesta a day in advance of its official 
North American reveal at the L.A. Auto Show.
 “Our Fiesta agents have shown a lot of love 
for their cars, which were European spec,” said 
Fontaine. “Judging from their reception for the 
North American model, that love affair will 
flourish in the coming year.”

Check out www.fiestamovement.com
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New Mustang canters 
into Japan 
With its short deck lid, long hood and galloping Mustang centred in  
the grille, there’s no question about the heritage of this newest model   
Mustang, America’s most loved “pony car” for more than 45 years.  
 Available at Ford dealers in Japan, the Mustang borrows from the   
crisp, sharp lines of earlier thoroughbreds, with an exterior that has   
been redesigned to emphasise a more muscular and sculpted look.   
The interior has also been completely revamped. 
 Like the original model in 1964, two body styles – a convertible and   
a coupe – are available in left-hand drive versions. Both models offer   
the choice of two engines – a thrifty, fuel sipping V6 or a potent,   
muscular V8.  

A quality nod for Ikon 
The Ford Ikon has beaten the Maruti Swift Dzire and Tata Indigo to rank   
highest in the entry mid-size segment in J.D. Power’s November 2009   
India Initial Quality Study (IQS), which measures problems owners   
experience with their new vehicles during the first two to six months  
of ownership. 
 The Ikon emerged the clear winner with 90 problems per 100 vehicles   

(90 PP/100), compared to the segment average  
of 123 PP/100 for overall new-vehicle quality  

in India. This is another feather in  
the cap for the car, 

which along with the 
Endeavour, earned  
top scores in their 
respective segments  
in the 2009 J.D. 
Power Vehicle      

Dependability Study. 

news roundup 

New Fiesta arrives in ASEAN 
After selling more than half a million units around the world, Ford’s wildly popular global 
compact finally made its keenly anticipated debut in ASEAN at the Thailand Motor Expo in   
early December. Thronged by media and public who were jostling for a closer look, the   
Tango Red model exceeded everyone’s expectations. 
 Some 70 Ford VIP customers were given an exclusive look at the interior. Pasuta   
Phongam was one of the first to get into the front seat to take photos of the console. She   
liked it so much that she asked her mum to buy one for her once it’s on sale. 

It’s raining awards! 
Ford is on a roll in APA, picking up awards for its vehicles here, there 
and everywhere. 
 The new Fiesta took the annual AMI Insurance NZ Autocar  
‘2009 Car of the Year’ award in New Zealand. The Fiesta LX also took 
the title of ‘Australia’s Best Small Car 2009’ in Australia’s Best Car Awards,  
while the Fiesta CL came in tops in the Drive Car of the Year Awards  
2009 for ‘Best Small Car under AUD 20,000’ (USD 18,200). The Fiesta  
ECOnetic also won the Carsguide ‘Green Car  
of the Year’ award. 
 In the Philippines, the Car Awards Group  
named the Everest 4x4 ‘Best Mid-size 4x4  
SUV’ and the Expedition Eddie Bauer EL  
‘Best Luxury SUV’ for 2009. In Indonesia,  
the annual Autobild readers’ poll recognised  
the Focus TDCi as ‘Best Medium Hatchback’  
and the Ranger as ‘Best Double Cabin Truck’  
of the year. 

Beating as ONE drum 
The sound of 2,000 African drums being beaten in unison swelled into a   
thunderous roar as employees in Ford’s Silverton plant joined hands and 
rhythm – with Ford President and CEO, Alan Mulally – to celebrate the 10th  
anniversary of the Employee Wellness programme that has been credited 
with keeping HIV/AIDS levels low in the plant and the surrounding community. 
 Mulally was in South Africa with other Ford executives to look at business  
operations, meet with dealers and interact with employees last month. “I’ve   
seen the business plans and I’m extremely impressed. South Africa will 
compete on a global scale – this is your chance to shine,” Mulally told the 
enthusiastic crowd.  
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View from the top 
One used to go out in the middle of the night to “steal” cars while another harbours a secret ambition to be a  
lifesaver on Bondi Beach. Find out who they are and other juicy tidbits as we bring you the insider’s view into  
the lives of our high-profile market leaders. 

What is exciting 
for your market  
in 2010? 

1 A number of fantastic new 
launches across key 
vehicle lines – Fiesta, 
Mondeo and Falcon. 

What has been 
the highlight of 
your career with 
Ford? 

2 

The anticipation of 
continued growth in the 
industry, our distribution 
network, sales, share and 
profits. 

The launch of Figo is really 
the No. 1 source of 
excitement for us here as 
we move into the segment 
where 70% of the vehicles 
are sold. 

The launch of the Fiesta 
will create huge excitement 
and will get Ford into the 
largest and fastest-growing 
passenger segment here. 

The launch of the Ford 
Kuga will be our first new 
product in two years and is 
expected to become our 
No. 1 selling vehicle. 
 

The opportunity to lead the 
development of our 
amazing new Fiesta – to 
be involved in our first truly 
global vehicle and to 
witness the fantastic 
success it is having around 
the world. 

My personal highlight was 
when I was part of Ford 
South Africa’s team and 
worked with them to 
reduce the impact of HIV/
AIDS among our 
employees. 

The opportunity to work in 
different countries and be 
involved in three great 
launches – the Range 
Rover in the U.K., the 
Mustang in the U.S. and 
now the Figo in India. 

Starting the Ford business 
here from scratch! From a 
blank sheet in 2000, we 
now have 35 dealer outlets 
across the country. 

Working with the team in 
Japan. They’re the most 
dedicated, hardworking 
and loyal Ford employees 
I’ve ever met. 

New Fiesta – it’s stylish, 
economical, fun and 
delivers an all-round good 
package. 

Explorer – it is a “go 
anywhere, do anything” 
vehicle. 

Mustang GT – it has a 
presence and lots of 
passion. 

Ranger – it’s tough and 
gets the job done. 

Focus ST – it’s athletic but 
slightly understated. 

Which Ford vehicle 
best reflects your 
personality? 

3 

Employees will be 
surprised to know 
that… 

4 I spend weekends visiting 
car dealerships – our own 
and our competitors – and 
retail outlets to find out how 
other companies are 
communicating with customers. 

I swam competitively in my 
youth. 

I get up at 5:15 a.m. every 
morning and go to the gym. 

I sold used cars to pay my 
way through university. 

My first job at Ford was to 
go out in the middle of the 
night and repossess cars 
from people who didn’t 
make their payments. 

What’s your 
personal motto? 5 I have an absolute passion 

for excellence and firmly 
believe that everything is 
achievable. 

If you believe you can, or 
you believe you can’t… 
you are right. A quote from 
Henry Ford. 

Nothing is unsolvable. 
There is no issue too 
difficult that we can’t work 
through it. 

Lead by example. Luck is where opportunity 
meets preparation. 

Describe a perfect 
Sunday. 6 It would have to be at 

home with my family. I 
don’t mind what I’m doing 
as long as my wife and 
kids are with me. 

The perfect day would be 
when I’m in the African 
Bush, up before dawn and 
heading out to view the 
game as they move ahead 
of the day’s heat. 

Up at 7:00 a.m., spend an 
hour and a half for tennis, 
followed by a long 
breakfast, watch sports, 
dinner in the evening and 
an early night. 

Golf in the morning, kids 
sport in the afternoon, and 
family dinner in the 
evening. 

Rain, a book, no e-mail. 

What is your New 
Year resolution? 7 To keep focussing on 

what’s important – both at 
work and at home. 

Exercise more and make a 
dramatic improvement in 
my understanding and use 
of the Chinese language. 

Make Figo the most 
successful launch we’ve 
ever had in India and make 
Ford a real presence. 

Make the Fiesta launch a 
huge success. 

Complete level two of the 
Japanese Language 
Proficiency Test. 

What would you 
be doing if you 
were not working  
at Ford? 

8 I’d be the CEO of the 
greatest football club in the 
world – the Geelong Cats! 

Work that involves helping 
to reduce the effects of 
HIV/AIDS or malaria in 
Africa. 

A lifesaver on Bondi 
Beach. 

A Ford dealer. A starving artist. 

Marin Burela 
Australia 
President and CEO 
26 years with Ford 

Robert Graziano 
China 
Chairman and CEO 
27 years with Ford 

Michael Boneham 
India 
President and  
managing director 
25 years with Ford 

Will Angove 
Indonesia 
President 
30 years with Ford 

Randy Krieger 
Japan 
President 
23 years with Ford 
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Ford faces 

Launching new products 
and preparing to build a 
new global platform in 
South Africa as the 
worldwide economic 
recovery takes shape. 

Market’s recovering from 
the crisis and new products 
that the customers want 
are arriving just in time to 
catch the upswing to 
continued growth. 

It’ll be the first time that 
Ford introduces the global 
B-car Fiesta to Thai 
consumers. This is a 
growing segment. 

The all-new Ford Fiesta 
and Mazda2 will make their 
debut, heating things up in 
the fastest-growing 
segment here. 

Looking forward to the launch 
of the new Fiesta so we can 
build on the record Ford sales 
in Vietnam last year. We were 
the biggest market for Ford in 
ASEAN last year. 

Every day brings a new 
highlight; I couldn’t imagine 
a more vibrant place  
to work. 

Building the best quality 
product that customers 
love and not making 
enough of it. 

Ford has always nurtured 
employees to be creative 
and to take initiative in a 
competitive environment. 

I get great satisfaction 
seeing someone whom I’ve 
mentored or supervised 
reaching a position of 
leadership in the company. 

Working in many of the 
ASEAN markets and 
supporting the growth of 
the Ford brand and 
operations in this dynamic 
growth region. 

Everest – it’s tough, 
sophisticated and loves to 
explore the countryside. 

New Fiesta – it’s sporty, fun 
and cares about the 
environment. 

Escape – it’s at home 
everywhere, from outdoors 
to formal events. 

F-Series – it’s built Ford 
Tough and lasts forever. 

Everest – it’s tough, stylish 
and reliable. 

I love the manufacturing 
process and spend as 
much time as possible in 
the plant to help improve 
quality and efficiency. 

I’m very down to earth and 
have a laser focus on 
quality and customer 
satisfaction. 

I was a mining engineer. I used to sing in a choir 
and play in a band. 

I was the first person to 
drive a Ford Everest to 
Mount Everest base camp. 

People love to win, give 
them the tools to succeed 
and they will exceed your 
expectations every time. 

Have passion in what you 
do, wake up smiling and take 
a step forward every day. 

Work hard and if no one 
will do the job, I’ll do it. 

Do your best. Enjoy life! Take time out to 
smile and have fun. 

A ski at sunrise, cooking a 
big breakfast for the family, 
an afternoon sporting event 
with friends and followed by 
a quiet evening with my wife.  

A combination of family, 
friends and golf. 

Get up early for a swim, 
watch sports on TV, take 
the family for lunch and 
have a reunion with my 
sisters in the afternoon. 

Chilling out at home and 
watching a good movie or 
TV series with my wife. 

Exercise for a couple of 
hours, read the paper in 
the sun and barbecue for 
family and friends in the 
evening. 

To build the best quality 
product at the lowest cost. 

Stick to the plan and 
improve the business one 
day at a time. 

Continue to have 
consistency in our process 
and communication. 

Lose weight. Find time to travel more 
and enjoy the people in 
Vietnam. 

On the senior professional 
golf tour. 

A finance or economics 
lecturer. 

I’d open a restaurant. Can’t imagine working 
anywhere else other than 
at Ford. 

Working in a marketing 
position in Asia. 

We have the best product 
range in the market. 
Customers are seeking 
genuine value and Ford is 
recognised as offering that. 

Being involved in the 
launch of Ford Solutions 
(Extended Service 
Business) in 2003. It 
delivered real, immediate 
and long-term benefits to 
Ford and the dealers. 

Mondeo – it strives to do 
everything well without 
necessarily drawing 
attention to itself. 

I didn’t learn to drive until I 
was 22 years old. 

Keep striving to be the best 
you can be. 

Leisurely breakfast and a 
few hours with a good book 
and great music. 

To make a little more time 
for reading and learning. 

A writer or a university 
professor. 

Jeffery Nemeth 
South Africa 
President and CEO 
14 years with Ford 

Michael Pease 
Vietnam 
General director 
31 years with Ford 

Rick Baker 
The Philippines 
President 
32 years with Ford 

Saroj 
Kiatfeungfoo 
Thailand 
Senior vice president 
12 years with Ford 

Albert Li 
Taiwan 
President 
21 years with Ford 

Trevor Auger 
New Zealand 
Managing director 
9 years with Ford 
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Hands up if you have customer service  
skills! Winners smile for the camera  
during the recent Dealer Customer  
Relations Centre contest. 

Keeping it all in the Ford family, Billy Chu  

celebrates his wedding with colleagues. 

Taiwan Thailand 

Keep the  
contributions 
coming!  
 

Email your happy snaps to  
apamedia@ford.com Is this the winning dish or is  

everyone just really hungry? All  
eyes are on the food during the  
Hai Duong plant cooking contest. 

Vietnam 

Celebrating a colleague’s birthday. Everyone is  happy when there is cake around! 

Indonesia 

Geelong chassis team can’t wait to  
finish building a rotunda for Encompass  
Community Services so the whole  
team can get a seat. 

Australia 

To us it looks like the only one stressed out  

here is the red drum. 

China 

Is it just us? Or does the 2009 Outbound  Teambuilding activity look way too easy… 

China 

West Regional Office are first runners-up  
in a cricket tournament with Mumbai Ford  
dealers. Front row celebrates win. Back 
row thinks they could have done better. 

India 

After a successful fundraising event for Geelong  

Hospital, it turned out only half the volunteers got  

the fancy dress memo. 

Australia 

Is this a kind offer of food? Or is it  
being launched at the photographer… 

Indonesia 

The Japan team represent Ford at the Inazuma  American Festival. 

Japan 

The Communication and Welfare Pillar’s “Talk about Ford’’ project must have been good, as it’s smiles all around. 

Philippines 

‘‘Remember that time in 1985…’’ Long-service  

employees receive awards. 

South Africa 

Not content with climbing mountains  
everyday, the PD team hit the Tsaoling  
Trail for their annual hiking trip. 

Taiwan 

‘‘There is no charge for awesomeness  
or attractiveness.’’ Ford Thailand 
checks out the new PANDA system. 

Thailand 

A DSFL trainee celebrates his new  skills, proclaiming ‘‘I’m the best  driver in the world!’’ 

Vietnam 

It’s not an Oscar, but close. An award is handed over  

to the HIV/AIDS awareness skit winner. 

India 

Employees take part in the Partner’s Pillar  quarterly lunch.  

Philippines 

Well done, Wellness Team! 

South Africa 


