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Name and tile slide

Hello, I’m Rose Mary Farenden.  FOCUS Project Manager.

Beauty shot


You’ve already heard a great deal about FOCUS and I’m sure  


you’re beginning to see that our approach has been unique.

Program control graphic

Even Project Management launched a new operating

with planned target path 
process deploying a metrics program for every deliverable.

The program set targets for each,  developed 

-Add planned path

plans to reach those targets and then mapped the actual

-Add actual path

attainment of them.  

Running shots


FOCUS will be successful not just because of its European

styling or economy, but because of meticulous planning like 

the operating process…and because  FOCUS is a

thought-full car… and by that I mean a great deal of thought, 

judgment, energy and passion have gone into the creation of 

FOCUS, a new kind of vehicle for a new millennium.

Collage of shots of:




The C-class segment, of which FOCUS is a member, is 

comprised of 30 competitors in North America alone, more 

including Europe.  The compact, mid-sized C-class represents 

25% of the global car sales, including 20% of the American and 

Beauty shot of ESCORT 
30% of the European markets.  ESCORT is Fords best-selling 

C-class car in history with lifetime worldwide sales of twenty-

million. 
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It ranks third behind Cavalier and Civic with sales at 

approximately 3.5% of the overall car market.

Beauty shot of Escort w/text 
Escort has an image of being inexpensive to own and operate, 

Then add Civic w/text

while Civic, for instance, is strong on reliability and value.

FOCUS beauty shot

FOCUS was conceived to be an all-new C-class car designed 

specifically to meet customers' expectations for durability, 

quality, reliability, economy, and value… and by addressing 

their concerns for safety, fuel economy and the environment 

without compromising comfort and roominess while setting 

new standards for these expectations.  In short, FOCUS will 

exceed all expectations for family C-class cars.

Running shots


FOCUS is a truly unique vehicle… whose characteristics were

designed through interactive research with several hundred 

customers from all markets. Customer input began in early developmental stages of the project.  Professional facilitators solicited and videotaping. their comments.  Later they drove 

competitive makes and models including their own while instruments connected to the cars collected driver input data. FOCUS engineers, including yours truly, rode with customers

to learn their likes and dislikes.  This process provided exceptional insight into customer expectations and ensured dramatically fine-tuned chassis and controls .
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Young people shots

Demographic research discovered a new kind of customer as 

well, one that is different from our traditional buyer… one who 

does not share a look, cause or goal.  A demographic that does 

not like being categorized… that has many more options open 

to it.  One that is taller than ever before.  (pause for effect)

Pic of young woman & FOCUS 

3-door hatchback w/bullets:
 While FOCUS’ several distinct models are meant to appeal to a

 broad cross-section of people and to provide a cost-efficient vehicle for growth in new and expanding markets...  certain groups are specifically targeted, the foremost of which includes… the most diverse and fragmented demographic ever… eighteen to thirty-four year olds, college educated women in the twenty to thirty-five thousand dollar income bracket.

Pic of young people
w/Hatchback & text 




More broadly, our target demographic for the FOCUS




hatchback is young people… including singles and couples… 

Pic of young people

w/Sedan & text





For the Sedan, the targets are young families as well as singles 

and couples…

Pic of young family

w/FOCUS Wagon & text

And for the wagon… young families specifically.
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Bullets w/new pic of FOCUS
 





Our key messages to customers are… smart design, spirited





driving, reliability, safety and value.

Bullets w/new pic of FOCUS


 

Research has shown the FOCUS is perceived as

technologically advanced, dynamic, stylish, well-equipped,

comfortable and roomy… How’s that for credibility?

Bullets w/new pic of FOCUS




Product strategy for FOCUS includes raising customer 

expectations and Ford’s commitment in this class…

To strengthen and grow Ford’s product position in Europe, 

North America and the rest of the world…

To lead Ford into the future with a global platform…

To serve an even wider range of buyers and their needs…

And to demonstrate Ford’s new way of operating.
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Quality process map per 
Lessons Learned, Best Practices, Accumulated Corporate 

Farenden drawing 

Knowledge all contribute to Ford’s quality history.   The process 

of continuous improvement is enabled by it… and new ways of operating derive from it.





Like the FOCUS Vehicle Program Quality Process which 

employed a number of dependable quality tools in new, unified, 

and logical ways including…

Hilight text in map

Systems Engineering, a design process and approach

that contributed dramatically to FOCUS’ overall quality.  

It begins with defining and determining vehicle objectives 

which are broken-down into a set of sub-system objectives. 

Then a specific engineering requirement for each element is 

developed.  

Interfaces and interdependencies are also defined as additional characteristics, allowing functional targets to be established at the component level.  
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For Dave’s graphic:

(NOTE:  Where does this
The Quality Criteria Process or QCP is a structured customer 

show up on the map)
focus approach that links historical records and market research.

These are coupled to available tools and methods to prioritize, drive, capture and verify improvement actions at all levels in the total vehicle program.

Hilight text in map

“Quality Function Deployment” or QFD is a planning method 

that translates subjective customer requirements into measurable

objective data, assuring that the product is designed specifically

to the needs and wants of the customer. 

Customer requirements are given top priority.  QFD formally 

develops these requirements into a System Design Specification 

which implements the QFD procedure.  The design and 

functional properties of individual components are ultimately 

determined by these specifications.  

The process 
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Running shot on chicanery
A typical example of the benefits of these processes in the

course, if available 

FOCUS is the choice of steering ratio 
and level of assistance

provided by the power rack.  Determined through customer 

contact, the best combination of feel and response was a turning 

circle of ten-point-nine meters in just three turns of the steering 

wheel.  The result has been an “improved feeling of security and 

control” for drivers of all skill levels.

Series of CU shots of FOCUS
Additionally, special craftsmanship teams were established to 

exterior and interior 

develop new ways to address all aspects of fit, finish and

function.





Their mandate was to develop an overall harmony within 

the vehicle design where form and function blend to empower 

the senses… where the fresh engaging style of taut, crisp surfacing soothes the eye, and a quiet, determined ride is complimented by a lack of engine noise and vibration, where 

the feel of IP controls are distinctive to the touch and 

engaged effortlessly.





The teams broke the vehicle down into categories and then into 

component parts using assessment criteria.
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These components were then compared to the best competitive 

models, not just in class, but in the class above.  From these 

comparisons competitive benchmarks were derived.

Further, Ford FOCUS was subjected to endurance 

programs equivalent to real driving performance of 

one-hundred-thousand miles under extreme conditions
Detailed attention to the manufacturing process, continuous 

control of fit and finish tolerances, fortifying form and function, 

with strict reliability and longevity criteria, are the foundation 

for quality oriented development at Ford and has resulted in 

extremely high standards for all aspects of the FOCUS’ quality.

Add text  over assembly shot
Stringent quality objectives, Systems Engineering, QFD, QCP

and other processes used in the design, development and build of 

the FOCUS have raised the quality levels not only with this 

program but, as it leads the way into the new millennium, within 

the wide range of Ford Motor Company products, as well.
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New Text over assembly


 

Developing operating attributes is part of the cross-functional

systems approach.  For FOCUS they include… quality, craftsmanship, cost of ownership,  occupant, safety, 

fuel economy, design, vehicle security, innovation, and

luxury.

Key Competitive Attributes
Designed-in, engineered-in and built-in quality, has given

Graphic
 per Farenden

FOCUS’ Best In Class features that include…. the most spacious

interior… as shown in this graphic, FOCUS provides more front  and rear head room, more rear shoulder and leg room and more knee clearance than the competition in the same footprint as Ford’s  ESCORT.

Steering and Suspension
Focus’ low-friction suspension and steering systems allows new 

graphic 


levels of fine-tuning while providing optimum balance between 

handling and ride comfort.  Greatly reduced impact harshness 

compliments exceptional linear steering characteristics and 

handling precision. 

The result is dramatically enhanced ride comfort over a greater 

range of road surfaces and vehicle loads.
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Virtual Buck shot of body
Safety and security are customer imperatives and Ford’s 



structure


Dynamic Safety Engineering philosophy takes them a step 

further with a “whole car” approach resulting in systems like…

Energy absorbing crash zones front and rear…

Optimized body-shell load paths for maximum deformation 

outside the passenger compartment…

(NOTE: Laermann is

A significantly stiffer body structure for stronger product 

doing specific

integrity…

numbers on this)
Air-bag shot


Driver and passenger front air bags… AND the availability of 

side air-bags as well…

Seat belt shot


An advanced safety-belt system with pre-tensioners and load-

limiting retractors…

Precise steering, braking and suspension systems that inspire confidence and result in a vehicle that is highly controllable and stable when approaching its dynamic limits…
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Plastics recycling video

Henry Ford himself, as the first recycler, would be amazed to 

hear that Ford FOCUS is more than seventy-seven percent 

recyclable by weight and designed for easy end-of-life 

dismantling.  

It takes only thirty minutes to disassemble fifty percent of 

FOCUS’ recyclable plastics… and those weighing more than

one-hundred grams are clearly marked for identification.

FOCUS beauty shot

Environmental compatibility and recycling were carefully 

considered throughout the design and development of the

FOCUS.  

Assembly video


Materials for assembly and vehicle operation, such as lubricants 

and coolants were selected carefully.  FOCUS uses no CFC’s in 

its refrigerants and all friction materials and insulation is 

asbestos-free.  PVC plastics use has been reduced by fifty-

percent compared to previous models. 

Shots of components

Battery housings, heating components, sound-deadening 

materials, air-filter housings and fuse boxes in the FOCUS 

are all made from recycled consumer goods such as old

plastics, carpets and even blue jeans.
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Text over exhaust pipe shot


Additionally, FOCUS is one of the only vehicles in its class

to meet fifty-state Low Emission Vehicle or LEV standards

for the two-thousand model year.  In fact, FOCUS” 

smog-forming emissions will be forty-five percent lower than permitted by law.

Text over Plant shot:



Finally, even FOCUS’ manufacturing facilities in Wayne, 

Michigan and Hermisillo, Mexico meet environmental reporting standard ISO fourteen-thousand-one.  An internationally recognized standard under which independent auditors evaluate environmental processes and system performance. 

Collage of all FOCUS

Two definitions of the word focus are… a point to which 

models beauty shots
something converges… or… from which it diverges… Both are true in the case of the Ford FOCUS.  

Our customer was the point of divergence from which a concept emerged from an array of subjective customer ideas… Molded with a vast corporate compendium of accumulated knowledge, and tempered with a deep commitment to comprehensive quality,

it converged into the vehicle we now call the FOCUS.
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A shot of big crowd

One thing has been a defining thread in all the processes that lead of people 


to the FOCUS… the customer.  FOCUS started with the

customer and involved that customer. every step 

along the way… so it’s no wonder… 
Headline over shot of

... European response to FOCUS has been exceptional.  It was 

FOCUS:  “FOCUS

named “Car of the Year” last year in the toughest small car 

European Car of the Year”
market in the world. 

Still of College Focus Group 
Initial American response has been equally glowing with college 

age focus groups giving high marks to FOCUS in every category 

from looks to comfort to handling.  FOCUS is meeting Ford and, 

exceeding customer’s expectations grandly.

Frame or Video from new
FOCUS is being introduced in America with one of the biggest 

FOCUS comercial

live television campaigns since the 1950’s including spots on 

MTV, Friends, Jesse, Frasier, ER, Drew Carey, The Norm Show, 

Ally McBeal and more.  

The Marketing of FOCUS will reach consumers in four key area… sports, fashion, music and entertainment.  
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Shot of people


FOCUS is aimed at young people but expected to appeal to a 

wide range of buyers across all age groups.  

Including  “Echo Boomers” who are the larger generation, at 80 million, than the “Baby Boomers” at 78 million.   They are under 19 years old and the first to come of age in a truly global economy.

This strategy not only ensures the near success of the FOCUS but the ongoing and distant future success of  this vehicle and its progeny for years to come. 

Shot of FOCUS
out of focus
Make sure you take the opportunity to drive FOCUS soon… 

comes into focus

you’ll find out that without FOCUS… driving is just plain dull.

THANK YOU!

Cavalier


Civic


Saturn


Corolla


Neon








Female


18 – 34


College Educated


$20 – 35K





YOUNG PEOPLE


Singles


Couples








YOUNG PEOPLE


Singles


Couples 


Families





   Young Families





Smart Design


Spirited Driving


Reliability


Safety


Value





Technologically  Advanced


Dynamic	


Stylish


Well-Equipped


Comfortable 


Roomy





Raise Expectations





Strengthen Commitment





Strengthen/Grow Product Position





Global Platform





Demonstrate New Operations





Serve Wider Range of buyers and Needs














Systems Engineering








Quality Function


Development





Quality Objectives


QFD


QCP


New Processes





   FOCUS ATTRIBUTES


Quality


Craftsmanship


Cost of Ownership


Occupant Safety


Fuel Economy


Design


Vehicle Security


Innovation


Luxury





Meets LEV 2000 Stds.


45% Lower Than Law





Wayne Plant Hermisillo Plant


Meet ISO 14001
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