RESILIENCE

How Culture Impacted The Rebirth Of
Ford Motor Company

David E. White

Introduction
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The Beginning
When I (David) first walked into that factory as a laborer over 25
years ago, I had no idea what the future held for me. I journeyed
from working on the floor, to General Manager, CEO, and ultimately founding my own management and leadership consulting
company. Additional life roles included Strategic Change Agent,
Speaker, Organizational Culture Creator, Coach, Facilitator, and
Writer, amongst many others. My whole life has been about change
– evolving and transforming as required to be not only successful
professionally but also personally fulfilled. The one characteristic
that has made each of my life roles reach new heights is resilience.
The very characteristic that made Ford one of my favorite corporations.

Nine hundred Ford employees formed a human Ford logo outside Ford
World Headquarters to celebrate the release of the “Blue Oval” and all
Ford collateral that had been used to secure a $23-billion dollar loan.
That loan funded the company in the aftermath of the U.S. financial crisis. The celebration took place after Moody’s Investor Service restored
Ford’s credit rating to investment grade.
(Published on: 22 May 2012)

When the 2008 global financial crisis hit, Ford leadership demonstrated resounding resilience.
Resilience was not only modeled by leadership, but was permeated throughout the whole company – it was part of the Ford organizational culture. Ford reinvented the company through a culture of resilience. While Ford’s leadership and cultural practices
highly resonate with me now that I have experienced their pathways to resilience, I quickly accepted an invitation to attend a media event in Quebec City for Ford for a completely different reason.

“In late 2008 our nation’s economy – and the auto industry in particular – entered its deepest crisis since the Great Depression. Almost overnight, demand for new automobiles fell from an annual
rate of over 17 million units to an annual rate under 10 million
units.” (UAW Solidarity, May-June 2010)

How Bad Was It?
In case you have forgotten the intensity of the 2008 financial crisis
and its correlating impact on the automotive industry, here are a
couple of perspectives:

“Should all of the Detroit Three's U.S. operations cease in 2009, the
first-year total employment impact would be a loss of nearly three
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million jobs in the U.S. economy...Lost tax revenue between 2009
and 2011 would be an estimated $156.4 billion (U.S. dollars).”
(The Center for Auto Research , USA)
“In the three years of 2008 – 2010, Ford employees have seen thousands (50,000 worldwide) of their friends and colleagues leave.”
(David E. White, SaskBusiness, September, 2011)
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Resilience:

“...the capability of a strained body to recover its size and shape after deformation
caused especially by compressive stress; an ability to recover from or adjust easily
to misfortune or change.”
Merriam-Webster

“...where the process of navigating adversity (compressive stress) actually leads to
heightened clarity of purpose and potential resulting in better form or function...”
David E White
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ARTICLE - 1

Dearborn 2011 - One Ford
Key Discovery

“...every single word
on the [One Ford] card
means something to
Alan [Mulally, Ford
CEO]. He speaks to
them at every function.
He is also the first one
to hold himself
accountable for
breach.”

I was not looking to write a culture article. I was at Dearborn to cover a Drive column...but the passion of Ford
employees (such as SoundVision technician Tim Mouch shown here) was unmistakable.

Felicia Fields, Senior

While I was at Ford world headquarters to cover
the Forward with Ford media event (this month’s
Drive column), I began to sense that the Ford employees I had been meeting were genuinely engaged, and that they had a keen sense of the
value they were contributing to the overall. I had
the opportunity during a lunch break to ask a

Group V/P of HR and
Corp Services
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Ford executive if what I was experiencing was
genuine or if it had been scripted. I was assured
that no script existed, and therefore it must be
genuine, but why? How?
My mind scrolled through the archived headlines of articles published over the past few
years. One headline after another screamed that

The difference this time, it seems, may be attributable to the consistency of leadership modeling. Fields confirmed that, “every single
word on the card means something to Alan [Mulally, Ford CEO]…
he speaks to them at every function. He is also the first one to hold
himself accountable for breach.”

the automotive industry had taken a worldwide hit; it would never
be the same. With fears of bankruptcy looming, many were predicting that the North American auto industry was finished. But Ford
doesn’t seem finished.
Detroit is a shadow of its former glory. As I travelled to the downtown core, I felt like I was on a post-apocalyptic movie set, with
buildings standing in various stages of abandonment and demolition. These are desperate times for many. In the three years of 2008
– 2010, Ford employees have seen thousands (50,000 worldwide) of
their friends and colleagues leave. Many of these were through attrition and early retirement, but still, this hardly seems like the context for committed, connected, engaged employees.

Alan is described as a fair, respectable, upbeat and positive
leader, but not “easy.” You don’t
get to be the Ford CEO being
easy. Employees recall him
speaking consistent messages of
hope as the company struggled
through the 2008 financial crisis,
losing billions. Messages such
as, “It’s a lot funner on the way
up than it is on the way down!”

As the conversation continued, I learned that every employee carries a One Ford card with him or her at all times. The Ford executive I was speaking with reached into her purse and produced the
card for me to see. The front of the card (illustrated here) clarifies
the goal of Ford Worldwide, while the back of the card (to be published in the next publication of this column) clarifies “expected behaviors.”

“It is an immutable law in business that words are words, explanations are explanations,
promises are promises, but only
performance is reality.”

The people at Ford were kind enough to set up an interview with
one of the lead influencers in the development of the One Ford
card, and its accompanying culture: Felicia Fields, Senior Group
V/P of HR and Corp Services. Felicia pointed out that the card
took two years to fully develop, and that it was not the catalyst for
change, but rather an instrument that honored the change that was
taking place in Ford culture.

(Harold S. Geneen)
It’s one thing to talk positive, but the evidence that follows is key.
When I asked a Ford employee about what gave them hope that
Alan’s words would translate into reality, he replied, “Hard decisions had to be made, and they were being made. It came down to
lose one, or lose all.”

Ford had a history of making cards, lots of leaders had tried them,
but each card eventually found its way into a drawer somewhere.
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Ford needed to move to fewer brands and fewer employees to
move from being almost as good as the competition to being the
front-runner, and from losing billions to making billions. Ford has
achieved each of these. When I asked Ford Employee Daniel Dunnigan (a manager in corporate finance) what the most important
achievement of all has been, he replied, “Culture change.”
This makes sense to me, for it took me back to words that Felicia
had spoken in our earlier conversation, Ford was “using the same
people to accomplish extraordinary change…through new belief.”
This all looks straightforward and logical in hindsight, to invest
heavily in culture as the foundation for returning a company to
profitability. In 2008, with markets collapsing, and losses accumulating, it would take more than logic to invest in cultural transformation, at a time when every single dollar must produce a direct
return. It would take deep conviction and courage.
Over the next few issues I will share more of how I believe Ford
Motor Company is creating a culture of value and engagement,
and using that culture to solidify its position as a world leader. I’ll
also show you the other side of the card!
(Published in Calibration column, SaskBusiness, September 2011)
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ARTICLE - 2

Dearborn 2011 - One Ford - 2
Key Discovery

Ford’s CEO, Alan
Mulally, established a
clear vision for
change...and worked
with the leadership
team to establish,
communicate and
measure expected
behaviors...by which
all employees would
be supported and held
accountable.

Alan Mulally, President & CEO (left) with William Clay (Bill) Ford Jr, Executive Chairman: Architects of One
Ford vision, strategy, and culture
It is widely known that the North American automotive sector needed to go through massive
change to avoid extinction in 2008. In case you
have forgotten the intensity of this point in time,
here are a couple of perspectives:

crisis since the Great Depression. Almost overnight, demand for new automobiles fell from an
annual rate of over 17 million units to an annual
rate under 10 million units.” (UAW Solidarity,
May-June 2010)

“In late 2008 our nation’s economy – and the
auto industry in particular – entered its deepest

"Should all of the Detroit Three's U.S. operations
cease in 2009, the first-year total employment im-
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In the last publication of this column, I relayed how Ford’s CEO
Alan Mulally established a clear vision for change (summarized on
the front of the One Ford card), and further worked with the leadership team to establish, communicate and measure expected behaviors (summarized on the back side of the One Ford card, inserted
here) by which all employees would be held supported and accountable.

pact would be a loss of nearly 3-million jobs in the U.S.
economy...Lost tax revenue between 2009 and 2011 would be an estimated $156.4 billion (U.S. dollars).” (The Center for Auto Research , USA)
Ford was one of the Detroit Three, and as such, a big ship to turn
around. The magnitude of this change would necessitate complete
employee engagement. Ford’s CEO, Alan Mulally, knew this.

Effective implementation, modeling and management of “expected behaviors” finds its
foundation in mission, vision
and values. Mission (what we
do) and vision (what success
looks like) bring us to the place
of establishing values for sustainability (how we must do
what we do). A statement
such as Ford’s Expected Behaviors is simply a pragmatic expression of values lived out.
As Felicia Field (Ford’s Group
VP of HR and Corp Services)
puts it, “It is how we work,
think and do. It is not an HR
project.”

Many of us will not be confronted with the magnitude of change
required to turn Ford around, but employee engagement seems to
be an issue for the majority of businesses. According to the spring
2011 issue of Psychometrics Quarterly, 69-percent of the 368 Canadian HR professionals they surveyed indicated that employee engagement is a problem in their organization.
Engaged employees achieve higher levels of productivity, and facilitate healthier relationships with peers and customers. Disengaged employees generally don’t leave, they stay and adversely affect productivity and relationships. Organizational leadership
must consider how to best impact employee engagement enroute
to sustainable high performance.
Healthy cultures facilitate employee engagement. Culture is ultimately leadership behavior. Therefore, what a leader models, communicates, orients, supports, measures and holds accountable, is
what will determine the health of organizational culture. Every organization has a culture, healthy or not. A few signs of unhealthy
culture are fear, mistrust, blaming, silo / individualist behavior,
poor communication, and lack of clarity in objectives.

Implementation takes consistent dedication of time, effort and resources. Before you start thinking that this is too much to commit
to, or easier for Ford, consider that Ford had extraordinary issues
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to contend with in implementation, such as translation into 15 different languages (including English), and they are getting it done!

accountable to the same expected behaviors as everyone else…and
to model reconciliation when they fail.

According to Michele Jayne (project manager for the One Ford
card), “Communication began with the leadership team first. Alan
connected with all salaried employees directly, and lead executives
connected directly with their employees. To further support the cultural change, the One Ford card was accompanied by posters, articles and the development of an internal website.” All of these actions were undertaken to ensure that expectations were clearly
communicated and that employees would be supported in their
change. Ford’s resources, such as classes, books, web links and articles, target the support of each articulated expectation. If an employee wants to know how they can be better at their ability to
“build strong relationships,” there are resources to support them.

(Published in Calibration column, SaskBusiness, Oct/Nov- 2011)

Ford is engaging its employees. More importantly, Ford’s executives are engaging with employees. “It’s personal, beyond the job
description,” states Dunnigan. “We take scheduled time outs. Yesterday afternoon we stopped for ice cream on the deck before going home. Everyone here is professional, but we have to rally
around each other to get things done.”
As I have been researching and writing how Ford has navigated
such a significant turnaround in just a few short years, I have arrived at the formation of what I may call a rule of engagement:
“don’t expect anyone to be engaged with you, if you are not engaged with them.”
No one expects a leader to be perfect; perfection is impossible. Engagement will require that a leader vulnerably model and be held
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ARTICLE - 3

Dearborn 2011 - One Ford - 3
Key Discovery

“This is not a chore; it
is not artificial. It’s
freeing! We have so
much talent here at
Ford, and this is the
clear direction that
(engages) our talent.
People need clarity
and feedback, how else
will we know how we
are doing?”
Michele Jayne, Project
Manager, One Ford

Ford Motor Company celebrated the launch of the 2012 Ford Focus with employees, dealers, suppliers, media
and other invited guests at the Michigan Assembly Plant. Pictured is UAW line worker, Tammi Herndon.
“There is a better way to do business. A way that
encourages every employee to become all they
can become. A way that allows people to bring
their deepest values to work and have them celebrated. A way that puts reengineering into a
transformational framework, refocusing it as a
tool for health maintenance rather than radical
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surgery. A way that welcomes diversity as a pathway to innovation…” (Richard Barrett, Liberating
the Corporate Soul; Building a Visionary Organization).
Ford Motor Company’s plan may appear to be
“radical surgery.” However, while One Ford contains the articulation of Ford’s vision and plan in

“I don’t get it” refers to the clarity of a specific task or process in
relation to overall mission and vision. “It doesn’t feel right” refers
to issues of individual personality fit and/or values match. “I
don’t know how” refers to issues of experience and/or training.

relation to current reality, the accompanying list of expected behaviors sets One Ford up for ongoing “health maintenance,” and the
accommodation of future realities.
Articulation of vision and plan can be relatively simple. Articulation of expected behaviors (eg: team charter, cultural practices,
code of conduct) is generally more complex. Behavior is cultural.
Cultural change takes time. It includes the adoption of language
and the maturing of human behavior. Partnership requires the engagement of others in a spirit of trust and respect. Trust and respect requires that our behavior is consistently predictable and appropriate in relation to our partnership’s stated vision and values.

Partnership could be defined as, “where we stand for each other’s
success.” Engaged employees facilitate corporate success. Engaged leadership facilitates engaged employees. Leadership must
courageously engage dialogue with employees to discover their reality, and unselfishly help them to succeed as individuals. It is not
appropriate to hold people accountable to specifics where maturity
will not be supported through resources, time and encouragement.
One might wonder if this depth of change (maturity) would lead
employees to feel burdened. Maybe the concept is too overwhelming to explore practical application.

Articulation must be followed up with accountability and this
must apply to ALL who are identified as stakeholders within the
partnership - first with the leader, and then the employee. Each has
the need to know how they are functioning within this accountability. This principle can be accommodated within annual and semiannual performance reviews. Each employee could receive a grade
of below average or above average in relation to the employee’s
peer group for each of the expected behaviors. Ultimately, the clear
articulation provides a solid foundation for discussion. It should
be expected that all stakeholders are committed to the overall
health of the organization. If all are not committed, then they
should no longer be stakeholders.

Michele Jayne (Ford’s Project Manager for the One Ford card) did
not seem to feel this way. “This is not a chore; it is not artificial. It’s
freeing! We have so much talent here at Ford, and this is the clear
direction that [engages] our talent. People need clarity and feedback, how else will we know how we are doing?”
Okay, One Ford seems to be working to produce high performance,
but will it last; is it sustainable? Only time will truly tell, but I believe that if they stick to honoring their partnerships, and holding
themselves accountable to their “expected behaviors,” they will
continue to perform well.

Now, before this provides license for early dismissal, let me suggest that most people would benefit from a leader that took the
time to engage with them to provide the answers to three possible
question areas: “I don’t get it.” “It doesn’t feel right.”and “I don’t
know how.”

(Published in Calibration column, SaskBusiness, December 2011)
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Above: St.Thomas, Ontario 11-09-15. Employees gather around as the last Ford Crown Victoria rolls off
the production at the St. Thomas Assembly Plant in St. Thomas, Ontario, September 15, 2011. CNW/
Ford Handout/ GEOFF ROBINS (09/19/2011)
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ARTICLE - 4

Dearborn - 2012
Key Discovery

Which component of
the plan most
contributed to Ford’s
recovery to date? “The
number one factor in
getting here is our
culture; our people
pulled this off.”
Bill Ford, Chairman

The new Ford Police Interceptor sedan and utility vehicle are purpose-built for law enforcement. The sedan is
available with Ford award-winning EcoBoost engine to provide more performance and better fuel economy. Both
are paired with standard and exclusive all-wheel drive for optimized traction and control.
Photo by: Sam VarnHagen/Ford Motor Co.

We all must deal with the effects of global
change. Ford Motor Company has certainly had
to deal with its fair share, and from all appearances, seems to be navigating the challenge very
well.
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Is it possible that Ford is modeling adaptation to
global change in a manner in which our companies here at home in Saskatchewan, could benefit?

Given the growing transportation challenges around the world I
could not help but wonder if Star Trek’s matter transporter was
less fiction than prophesy. Whether or not a matter transporter actually becomes a reality in the future, the desire for one is understandable.

For context, remember that in 2008 Ford CEO Alan Mullaly established ONE FORD, which was, and continues to be, the strategic
outline for Ford’s rebuilding. The plan was outlined as “one team,
one plan, one goal – One Ford - profitable growth for all.” The plan
involved aggressive restructuring, accelerated development of new
products that customers valued,
financing (Ford borrowed, and
since repaid $23 billion), and a priority of working together as a
team.
During the Further with Ford media event held at Ford world headquarters in Dearborn, Michigan
Bill Ford (Ford Motor Company’s
Executive Chairman) pointed to
the “family” at Ford that has fully
engaged together, on task, to address the challenge of innovating
and adapting to meet global
needs. Ford has identified that
safety, efficiency and ecosustainability continue to be top
priorities in the minds of consumers.

Like me, commuters within Saskatchewan may find it difficult to
relate to gridlock, even though
many of us complain about “delays.” It is a different situation in
China, where that country experienced the world’s longest period
of gridlock (2010) at 11 days!
Sao Paulo, Brazil regularly experiences traffic jams that stretch for
over 100 miles. The average commute there is between two and
three hours per day. Given that
the number of cars on the world’s
roads is forecast to grow from the
current one billion to four billion
by mid-century (Bill Ford), we
may have a critical problem approaching. This brings Ford to the
place of developing a “blueprint
for mobility,” and Ford is putting
significant time, effort and resources into pursuing it.

Bill Ford, Executive Chairman

However, Ford is also looking
ahead to address issues, which
may not yet be on consumers’ minds. Some of these issues appear
monumental to me. By way of example: Global gridlock.
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Ford defines mobility as “accessibility for people, goods and services to go where they need and want, when they need to, efficiently
and safely.”

“If we do nothing, we face the prospect of global gridlock; a neverending traffic jam that wastes time, energy and resources and even
compromises the flow of commerce and healthcare,” said Ford in a
preview of Ford Motor Company’s “Blueprint for Mobility.” “The
cooperation needed between the automotive and telecommunications industries will be greater than ever as we prepare for and
manage the future. We will need to develop new technologies, as
well as new ways of looking at the world,” he added.

Bill Ford concluded this part of his presentation by stating that
Ford’s efforts to establish global partnerships in this area are early
stage, but that Ford was working to build non-threatening relationships, and to ensure that it demonstrated trustworthiness.
A forecast global increase of three billion vehicles raises safety concerns at Ford as well. Driver distraction comes in many forms ranging from boredom to overload. With today’s ever-increasing concern about driver distraction, engineers in the Ford Research and
Innovation labs are developing ways to help the driver stay focused in busy situations by intelligently managing incoming communications.

I couldn’t help but detect a growing sense of irony, as I listened to
an automobile maker talking about mobility solutions…solutions
that may not be automobiles.
Ford went on to clarify, “No one company or industry will be able
to solve the mobility issue alone and the speed at which solutions
take hold will be determined largely by customer acceptance of
new technologies. The telecommunications industry is critical in
the creation of an interconnected transportation system where cars
are intelligent and can talk to one another as well as the infrastructure around them. Now is the time for us all to be looking at vehicles on the road the same way we look at smartphones, laptops
and tablets - as pieces of a much bigger, richer network.”

“Ford has been a leader in delivering solutions for in-car communications and simplifying the user interface, and now we’re researching ways to use the car’s own intelligence to further help drivers,”
says Jeff Greenberg, senior technical leader of Ford Research and
Innovation. “Vehicle control inputs, sensors, road conditions and
biometric information such as a driver’s pulse and breathing can
all be used to create a driver workload estimation that can then
help manage certain functions in demanding situations.”

However, he didn’t stop at cars navigating more efficiently, he literally went on to describe an interconnected transportation system,
wherein the part of the automobile would be reduced…citing car
sharing models as a recent innovation. (See www.zipcar.com as an
example.)

Data from the sensing systems of driver-assist technologies can be
used to determine the amount of external demand and workload
upon a driver at any given time including traffic and road conditions. In addition, Ford continues its health and wellness research
with the development of a biometric seat, seat belt and steering

How will Ford enter these discussions with potentially competitive
transportation suppliers? One key is Ford’s paradigm shift to being
a “mobility” company, rather than an automobile manufacturer.
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motivated in part by the price of oil, it also seems that while embarking down the pathway to eco-logic solutions, here too Ford is
discovering additional benefits.

wheel that can monitor the condition of the driver to help add an
even more specific estimate of the driver’s state of being.
“In addition to using existing vehicle data to estimate demand on
the driver, we’re researching ways to get an even better understanding of the stress level of the driver,” says Gary Strumolo, manager of vehicle design and infotronics, Ford Research and Innovation. “Biometric or health information of the driver can help us better tailor the experience when behind the wheel.”
These new safety innovations are not expected to cost the consumer more. It seems that Ford is “simply” providing technologies
that already exist in other areas, such as the health sector, and connecting them to their driver interface.
Ford’s driver interface systems have been gaining attention around
the world, and Ford is now seen as a world leader in this area, but
it was not always this way. With a pathway established to be better
in this area, and some preliminary steps in the direction of voiceactivation, under a mantra of “hands on the wheel, eyes on the
road,” Ford may be bringing us much more. In the near future, it
may be possible to have full-on conversation with your car.
The motivation for semi-autonomous driving function is a bit of a
mixed bag. There are customers for whom technological innovation is a primary buying motive. There remains the general consumer concerns for safety, and of course there is corporate liability.
Whatever the motivation, Ford is reaping a harvest of tech-leader
reputation.

In its 2012 annual Sustainability Report, Ford announced that it has
reduced the amount of energy required to produce each vehicle in
its manufacturing facilities by 22 % in the last six years. The company also announced plans to reduce usage another 25 % on a pervehicle basis by 2016.

While there can be little doubt that the movement to incorporate
more recycled materials and plant products into Ford vehicles was
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So great, Ford has made significant improvements in its product
offering, and efficiency areas, and is working hard to address
large-scale issues such as global gridlock through partnerships…but how are they doing on the bottom line?

Decreased energy consumption during vehicle manufacturing is
just one highlight of Ford’s 13th annual Sustainability Report. The
report – Blueprint for Sustainability: Accelerating Ahead – is a comprehensive showcase of the company’s efforts to tackle a myriad of
sustainability challenges in a rapidly-changing world.

On Jan. 27, 2012 Ford Motor Company [NYSE: F] reported 2011
full-year pre-tax operating profit of $8.8 billion. This is a marked
improvement from Ford’s 2008 Annual Report, wherein Ford recorded an overall net loss of $14.7 billion for the year, which compared with an overall net loss of $2.7 billion in 2007.

Ford’s progress has been achieved by investing in energy-saving
practices and equipment. At Michigan Assembly Plant in Wayne,
Mich., for example, the company uses a new “three-wet” paint application that reduces electricity use along with CO2 and Volatile
Organic Compound (VOC) emissions. At the same plant, a new
500-kilowatt solar panel system has been installed to generate renewable energy for production of Ford vehicles like Focus and Focus Electric.

Which component of the plan most contributed to Ford’s recovery
to date? “The number one factor in getting here,” emphatically
states Bill Ford, “is our culture; our people pulled this off.”

With rising power rates, what balance sheet would not benefit
from lower energy consumption at associated manufacturing
plants?

A Few of Ford’s Future Targets
Near-Term (5-7 years)

The focus on efficiency should benefit consumers in the overall
cost per vehicle down the road, but also initially in the daily operating cost of the vehicles they purchase.

•
Ford Motor Company to be at the forefront of developing increasingly intuitive in-car mobile communications options and
driver interfaces that proactively alert drivers to traffic jams and
accidents

Ford’s first-ever plug-in hybrid – the all-new C-MAX Energi utility
– is the only vehicle of its kind that customers can drive from Sacramento to San Diego on a tank of gas and make the average commute on electricity alone. This C-MAX is projected to deliver 550
miles of total range, including more than 20 miles in electric-only
mode. The C-MAX Energi will be available this fall as part of
Ford’s power of choice strategy to deliver leading fuel economy
across its lineup while tripling electrified vehicle production capacity by 2013.

•
Developmental projects such as the vehicle-to-vehicle warning systems currently being explored at Ford’s European Research
and Advanced Engineering Centre, in Aachen, Germany, and intelligent speed control features to grow in capability
•
The delivery of a better-connected, safer and more efficient
driving experience with limited autonomous functions for parking
and driving in slow-moving traffic – building on existing Ford fea19

Long-Term (2025+)

tures including Active Park Assist, Adaptive Cruise Control and
Active City Stop

•
A radically different transportation landscape where pedestrian, bicycle, private car, commercial and public transportation
traffic will be woven into a single connected network to save time,
conserve resources, lower emissions and improve safety

•
Further development and defining of new vehicle ownership
models, as already demonstrated through the Ford collaboration
with Zipcar, the world's largest car sharing and car club service
Mid-Term (2017 – 2025)

•
Arrival of smart vehicles capable of fully autonomous navigation, with increased “auto pilot” operating duration, plus the arrival of autonomous valet functions, delivering effortless vehicle
parking and storage

•
The introduction of semi-autonomous driving technology including driver-initiated “auto pilot” capabilities and vehicle platooning in limited situations, technologies that will provide improved safety and driver assistance features, but allow the driver
to take control, if needed

•
Development of a true network of mobility solutions, with
personal vehicle ownership complimented by greater use of connected and efficient shared services, and completely new business
models contributing to improved personal mobility.

•
Significantly more interaction between individual cars on the
road through utilization of ever-increasing computing power and
numbers of sensors in vehicles, helping reduce the number of accidents at intersections and enabling limited semi-autonomous and
autonomous highway lane changing and exiting

(Published in Calibration column, SaskBusiness, October 2012)

•
The arrival of vehicle-to-cloud and vehicle-to-infrastructure
communication that contribute to greater time and energy efficiency by enabling vehicles to recommend alternative transport options when congestion is unavoidable and to pre-reserve parking
at destinations
•
The emergence of an integrated transport network, featuring
cars plugged into public databases

The World's Largest Living Roof as designated by Guinness World Records(TM) atop Ford Motor Company's new Dearborn Truck Plant surrounds large roof monitors and skylights that will flood the plant's final
assembly area with natural light.

•
New city vehicle options as more and more one, two and
three-passenger vehicles are introduced to help maneuver city
streets
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ARTICLE - 5

Diane Craig - Fall 2012
Key Discovery

“The best thinking
comes when people
are stretched and are
not afraid to take risks.
I personally have
learned more from my
mistakes that has
helped me and shaped
me to be the kind of
leader I have become.”

Diane Craig took over as Ford Canada CEO in November 2011

Diane Craig, CEO

I had the pleasure of interviewing Diane Craig,
CEO of Ford Canada recently, regarding the current status of Ford culture, what it would take for
Ford to remain competitive, and the importance
of her role as the national leader.

Ford Canada

As I spoke with her, I felt as though I was speaking with Alan Mulally. Not that Craig is Mulally,
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or even a homogenized version or clone, but simply that I could detect that she had matured under Mulally’s leadership style, and of course, the
clarity of Mulally’s One Ford articulation.
“When Mulally arrived at the end of 2006,” confirms Craig, “the economy had not yet collapsed.
We had really good leaders there at the time but

of Ford family values, and the culture that has changed to become
one where employees truly strive to support each other.

we had a hundred-year-old culture. It was really broken. Watching
what he did, and what one person could do in generating collaboration was an incredible learning experience for me.”

With the internal workings of culture being strong, what is the
greatest external opportunity before Ford today?

Craig went on to state the importance of the One Ford plan, pointing out that there is not an employee or a dealer that could not say
what the four-point plan of One Ford is, and further that there is
no digression from this plan at Ford; it is not changing.

“We are humbled by the fact that Canadians have put Ford at the
top of their shopping list,” responds Craig, “and this provides
great opportunity, amidst strong competition. What makes this
really exciting is that we have such a fantastic product lineup to offer them.”

If there was good leadership in place, how critical was the One
Ford plan in achieving cultural reform and was the reformed culture the key to helping Ford navigate the restructuring of the last
few years and surviving the global financial crisis?

So it seems that the greatest external opportunity before Ford is directly connected to the internal strength of the company.

“This all came at a time when we needed that vision, clarity and
consistency of purpose,” states Craig. “It’s really the way [Mulally]
changed the culture and especially the level of transparency that is
in our business today. He established the process and the discipline, and he took the fear out of the culture, enabling people to
speak up and to talk about what needed to be fixed. You can’t manage a secret. It didn’t happen overnight, but it has certainly
evolved over time to enable people to really be themselves, and I
think that has brought out the best in people.”

“Our One Ford strategy has enabled the development of these
products,” confirms Craig, “and we did this in the depths of recession. When I think about Ford and what is next, it is about taking
the momentum we have, and taking [Ford] to the next level. We
want people to love our brand so much that they can’t wait to tell
people about it!”
So, if Mulally’s leadership has been so impactful for Craig, what
are the key principles that Craig must hold and model in her leadership of Ford Canada?

I wondered if there was anything unique about Ford Canada in
comparison with the United States head office, so I asked.

“Owning working together,” reflects Craig. “You can have a vision,
and you can have the best plan, but if you don’t get people to come
together it is really difficult to get it done. I think that has been for
me what is so profound to watch at Ford: the way people have
come together. I try to create an environment where people are not
afraid to make a mistake. The best thinking comes when people are
stretched and are not afraid to take risks. I personally have learned

“We are much smaller than Ford in the USA,” reflects Craig, “but it
feels like an even tighter family here than what I experienced in the
U.S.A.”
Craig continued, and in consistency with every other message I
have heard spoken by Ford leadership, described the importance
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more from my mistakes that has helped me and shaped me to be
the kind of leader I have become.”
Craig went on to describe her sense of fulfillment in experiencing
the results of having clear vision, articulated priorities, and accountability for those priorities, but further how her own sense of
personal fulfillment and gratification comes from putting all of this
into the context of how she leads. I had a sense of congruency between the vision and personal “being.”
“We have a vision to be the most trusted and admired automotive
brand in Canada”, confirmed Craig. “This includes the way our employees, customers and dealers feel about Ford…this is what we
strive to be.”
(Published in Calibration column, SaskBusiness, December 2012)
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Key Discovery

The One Ford card was
launched in 2008, and
the message is as clear,
consistent and
powerful within Ford
today (four years later)
as it was the day it was
launched.
Focus Electric offers target range of 160 kilometres (100 miles), the same dynamic driving experience as fuelpowered models and a full charge in three to four hours. (04/23/2012)
It is well known that organizations need to be
healthy in three key areas: resources (skills and
tools), systems (processes and procedures), and
culture (values, behaviors and practices).
It is logical that those who tend to their culture
through nurturing practices benefit from having
engaged employees. A healthy culture provides a
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platform in which individuals’ creativity and energy can flow freely. This enables the development of cultivated relationships from which synergy can arise…a synergy that in turn brings
forth innovations, which infuse all the key areas
mentioned above.

I have been working with a “client” for nearly four years now. I
hesitate to say “client” given the intimacy of the correlating relationships. We have truly chosen to embrace this collaborative jour-

If synergy is so logical and beneficial, why do so few achieve it? I
am coming to believe that it is simple: it takes work. However, simple is not to be confused with “easy,” for we humans are complex
creatures. Still, whatever our mission, we will accomplish it with
greater impact, sustainability…and ease, when passion is maintained!
John Kotter (formerly of Harvard Business School) suggests over
99 percent of the information that the average employee receives in
a given three-month period is repetitive and mundane. We are
therefore expecting that employees will navigate change effectively
in approximately one-half of one percent.
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Expected Behaviors

ONE TEAM

Foster Functional and Technical Excellence

1FPQMF XPSLJOH UPHFUIFS BT B MFBO HMPCBM FOUFSQSJTF
GPS BVUPNPUJWF MFBEFSTIJQ BT NFBTVSFE CZ
Customer, Employee, Dealer, Investor, Supplier,
Union/Council, and Community Satisfaction

t "HHSFTTJWFMZ SFTUSVDUVSF UP PQFSBUF QSPmUBCMZ BU
UIF DVSSFOU EFNBOE BOE DIBOHJOH NPEFM NJY
t "DDFMFSBUF EFWFMPQNFOU PG OFX QSPEVDUT PVS
DVTUPNFST XBOU BOE WBMVF
t 'JOBODF PVS QMBO BOE JNQSPWF PVS CBMBODF TIFFU
t 8PSL UPHFUIFS FGGFDUJWFMZ BT POF UFBN
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#FMJFWF JO TLJMMFE BOE NPUJWBUFE QFPQMF XPSLJOH UPHFUIFS
*ODMVEF FWFSZPOF SFTQFDU MJTUFO UP IFMQ BOE BQQSFDJBUF PUIFST
#VJME TUSPOH SFMBUJPOTIJQT CF B UFBN QMBZFS EFWFMPQ PVSTFMWFT BOE
PUIFST
$PNNVOJDBUF DMFBSMZ DPODJTFMZ BOE DBOEJEMZ

Role Model Ford Values
t
t
t
t

4IPX JOJUJBUJWF DPVSBHF JOUFHSJUZ BOE HPPE DPSQPSBUF DJUJ[FOTIJQ
*NQSPWF RVBMJUZ TBGFUZ BOE TVTUBJOBCJMJUZ
)BWF B DBO EP mOE B XBZ BUUJUVEF BOE FNPUJPOBM SFTJMJFODF
&OKPZ UIF KPVSOFZ BOE FBDI PUIFS IBWF GVO  OFWFS BU PUIFST
FYQFOTF

Deliver Results

ONE GOAL

t

"O FYDJUJOH WJBCMF 'PSE EFMJWFSJOH QSPmUBCMF HSPXUI
GPS BMM

I was back at Ford world headquarters recently to tour their research and development laboratories. I confess that I was wondering if I would see anything new. I did witness some impressive
technological advances, such as materials that could lighten a vehicle by as much as 50%! However, I was thoroughly rewarded when
Bob Santer, Ford’s Chief Product Analyst, started off the introductory session with a slide of the One Ford card and stated, “If it was
not for this vision, we would likely not be here today.”

,OPX BOE IBWF B QBTTJPO GPS PVS CVTJOFTT BOE PVS DVTUPNFST
%FNPOTUSBUF BOE CVJME GVODUJPOBM BOE UFDIOJDBM FYDFMMFODF
&OTVSF QSPDFTT EJTDJQMJOF
)BWF B DPOUJOVPVT JNQSPWFNFOU QIJMPTPQIZ BOE QSBDUJDF

Own Working Together
t
t
t

ONE PLAN

What messages are people receiving from you? Kotter suggests
that one-half of one percent equates to: one 30-minute speech, one
600-word article, one 2000-word memo, and a one-hour-long meeting devoted to change messaging over a three-month period. How
do you fare against the average? Do you want to be average?
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t
t
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%FBM QPTJUJWFMZ XJUI PVS CVTJOFTT SFBMJUJFT EFWFMPQ DPNQFMMJOH BOE
DPNQSFIFOTJWF QMBOT XIJMF LFFQJOH BO FOUFSQSJTF WJFX
4FU IJHI FYQFDUBUJPOT BOE JOTQJSF PUIFST
.BLF TPVOE EFDJTJPOT VTJOH GBDUT BOE EBUB
)PME PVSTFMWFT BOE PUIFST SFTQPOTJCMF BOE BDDPVOUBCMF GPS
EFMJWFSJOH SFTVMUT BOE TBUJTGZJOH PVS DVTUPNFST

www.one.ford.com

Image above displays both the front and back of the One Ford card

ney as partners. In a recent staff meeting, the senior leader of the
organization commented on a recent organizational event by saying, “The synergy that I witnessed in this [recent event] was amazing, we truly pulled together as a team, and achieved something
much greater.” Comments like this could fuel my passion for a
long time!

The One Ford card was launched in 2008, and the message is as
consistent and powerful within Ford today (four years later) as it
was the day it was launched.
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work together in partnership, establishing synergy, or are you content to be the lone wolf?

In last month’s column Diane Craig, CEO, Ford Canada, affirmed
that the most important behavior she needed to model was “own
working together,” and within this, “emotional resilience.”

You may be experiencing a sharp decline in productivity and/or
profitability, or maybe just a loss of vision in general. Steel yourself. Though things may appear to be getting worse, if you are willing to stay engaged, you may find that this present challenge is
your greatest opportunity…yours, and all of those who work with
you.

Merriam-Webster’s dictionary defines resilience as: “the capability
of a strained body to recover its size and shape after deformation
caused especially by compressive stress; an ability to recover from
or adjust easily to misfortune or change.”
The global financial crisis would certainly constitute a “compressive stress,” and Ford continues to demonstrate an ability to recover; not only recover, but actually emerge a better version of its
former fame and glory.

(Published in Calibration column, SaskBusiness, January 2013)

Several additional sources suggest that psychological resilience is a
kind of “posttraumatic growth” or “steeling effect” where the adversity actually leads to produce a better form or function (much
like an inoculation gives one the capacity to cope well with future
exposure to disease). Resilience is not so much the trait of an individual, but rather a process, and therefore something that can be
adapted within an organization…with effort.
If you are a change leader, where are you fueling up? What is the
status of your personal psychological resilience? Have you
“steeled” yourself?
Whatever your journey over the past year, there is hope for this
coming year. Resilience is a process, and it is one you can establish.
What messages are you taking in? How clear are they? Are they
linked to a sound strategy? Are you willing to model the change?
Are you willing to work hard at it…with consistency? Will you
fuel the passion and hold promise accountable? Are you willing to
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