Introduction

Post- crisis communication incorporates the
framework of renewal which “focuses on the
provisional responses of organizational leaders to
devastating disasters , such as fires and floods, and
the leaders” natural impulse to rebuild and move
beyond crisis” (Ulmer, Seeger, & Sellnow, 2007, p.
131). When crisis occurs, citizens expect their
leaders to provide verbal reassurance (Bostdorft,
2003). Crisis not only has connotations of threat,
but opportunity as well. However, the aftermath of
crisis needs to be communicated effectively and
efficiently so all involved and affected understand
verbal reassurance when received.

The 2008 financial crisis stemmed from a lack of
corporate ethics, causing the financial services
industry to crash and burn (Lewis, Kay, Kelso, &
Larson, 2010). Ramifications from the financial
crisis included an initial approval from congress for
$700 billion and the Federal Reserve for $1.3
trillion 1n an attempt to bailout markets and
institutions (Murphey, 2008). The automobile
industry collapsed greatly during the financial crisis
of 2008, with car sales declining at the very
beginning and paving the way for what was to
come. As a result of the automobile industry
collapse, the government provided “subsidies to
firms and direct involvement 1n industry
restructuring plans” (Haugh, Mourougane, &
Chatal, 2010, p.6). Of the major companies within
the automobile industry (Chrysler, General Motors,
Ford), Ford was the only one who did not accept a
bailout loan during the process of renewal.

Objectives

This study aims to answer the following question:

RQO1: How did the Ford Motor Company renew
itself without the use of government bailouts offered
after the financial crisis of 2008?
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Ford s Discourse of Renewal

In November of 2006 just before the financial crisis hit, Ford's chief executive Alan R. Mullaly pitched
to the nation's biggest banks that in turn for billions of dollars of loans to re-build the company, he
would mortgage all of the company s assets.

Mr. Mullaly explained that the loans would give Ford a cushion just in case a recession were to occur.
In total, Ford Motor Company received a total of $23.6 billion in loans.

Actions taken by Ford leadership before the financial crisis were the stepping stones for their renewal
and success. In 2010, Ford brought in a net income of $6.5 million, and the yearly report for 2017
showed a net income of $7.6 trillion.
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OPERATING HIGHLIGH TS EINANCIAL HIGHLIGHTS
Worldwide wholesale unit volumes
by automotive segment (in thousands)
Ford North America 2,686 2413
Ford South Amernica 506 429
Ford Ewope ..602 s (in billions, except for percentages)
Ford Asla Pacilic Alrica 901 838
voivo - 211 Automotive Segment
Total 5,695 5.524
Revenues (in millions) Revenue
Automot ive $ 128,168 $ 118,280
Financkal Services 8,096 8,674
Total $ 136,264 $ 128,054

Income/(loss) before mcome taxes (in millions)
Automoltive
Financial Services

Total

Net income/(loss) (in milllons)

Diluted net income/(loss) per share of Commeon
and Class B Stock

Automotive capital expenditures
Amount (In bithons)
As a percentage of Automotive sakes

Automotive cash at year end (in bitlons)

Automoltive gross cash (b) $ 229 P 20.5

Cash net of Automotive deblt 98 1.4

Dvidends declared per share $ 0.05 5 -
Total shareholder returns 9% () (36)% 88%

S

Operating margin

8,250 $ 4148 Operating cash flow

2,431 3,003

s

8,681 § 7.140 Ford Credit

20,213 $ 8,561

Pre-tax profit

4954 $ 1.66
Total Company

4.3 5 41

3.3% 3. 4% Net income attributable to Ford Motor Company

Adjusted pre-tax profit (a)

General Motors and Chrysler Bailouts

< General Motors (GM) received $17.2 billion from Obama’s administration, and $5 billion from the

departing Bush administration.

< After 42 days of bankruptcy, Chrysler accepted a $4 billion bailout and a merger with Fiat Automobiles,

creating Fiat- Chrysler Automobiles (FCA).
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(a) See pages 25 and 79 of Ford's 2017 Form 10-K for definition and reconciliation to GAAP.
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< Renewal 1s the basis of how a company or
organization handles a crisis that has occurred,
rebuilding and preparing for potential risks in the

4

1)

4

4

4

4

4

Tracy Gull

future.

From hiring

restructuring the Boeing Corporation during their
time of economic crisis, to Bill Ford announcing that
he would not take a salary until the company
profited again, Ford has shown the extension of
renewal theory over time.

Ford's extended recovery process follow's Reierson
and Colleague's (2009) characteristics of renewal,
which include “provisional as opposed to strategic,
prospective rather than retrospective, capitalizing on
the opportunities embedded 1n the crisis, and
renewal as a leader-based communication form”

(p.114).

The Ford Motor Company was able to respond
immediately and naturally to the crisis without
trying to escape blame, focused on the steps for how
the company would move forward, highlighted the
opportunities that presented themselves 1n light of

the economic crisis, and held true to the ethics of its
leaders and brand (Reierson et.al, 2009).
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