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Ford Bronco Brand Lift Study: Top-Line Summary 
 
Study Background 
 
These top-line results are taken from a controlled exposure Brand Lift Study testing the initial episode of Bring Back Bronco: 
The Untold Story. The online survey was in field late July- early August, 2020. 

Among the objectives: 
• To evaluate the impact of Bring Back Bronco on favorability of Bronco and the Ford Brand; and  
• provide feedback on appeal of, and listener engagement with, the podcast 

 
Survey sample was drawn from panelists recruited from Maru’s Springboard America panel. A total of 401 qualified panelists 
participated who met the following criteria (200 in the exposed cell and 201 in the control): 

• Age 25-54 with a household income of $75,000+ 
• Monthly podcast listeners 
• Interested in outdoor recreational activities 
• Own, or plan to purchase, a vehicle in the next 12 months 

 
Top-Line Findings 
 
Overall, the podcast demonstrated measurable brand lift for both the Bronco and the Ford Brand, and the 
story was well-received by listeners.  

• Bring Back Bronco elevated top-of-mind category awareness of the Ford Bronco. When asked to name three 
vehicles that come to mind when thinking of “SUVs that are designed for off-road use,” 42% of listeners who heard the 
podcast named the Ford Bronco, compared to just 8% of the control cell.  
 

• The podcast delivered a significant lift in brand love for Ford and Ford Bronco. Among listeners who heard the 
podcast; 43% said they love the Bronco, compared to only 31% of those in the control cell.  The Ford brand saw a similar 
increase in brand love among exposed listeners.   

 

• The baseline familiarity with the Bronco is strong, with nearly nine-tenths (86%) of the control group saying they 
were at least somewhat familiar with the brand. As a result, there was no significant lift in familiarity with Ford Bronco 
among the exposed sample. 

 

• Listeners felt that Ford and Ford Bronco’s involvement with the podcast made them feel more favorable to each 
brand. More than two thirds of listeners who heard the podcast said that Ford’s role in making Bring Back Bronco made 
them feel more favorable towards both the Bronco (69%) and Ford (68%). This impact on favorability is in line with our 
benchmarks for Pacific Content podcasts. 

 

• Listeners who heard the podcast showed higher agreement with each of the target statements about the Bronco. 
We saw significant lift over the control sample with the statements that the Bronco “was built to take on the toughest 
trails” and “is a vehicle for lovers of the outdoors.”  

 

• Bring Back Bronco was well-received by listeners, especially among those in the target market. Just over three-
quarters (76%) of listeners said they liked or loved the first episode, consistent with benchmarks for Pacific Content 
podcasts. Appeal was even higher among current SUV owners (82%), and significantly higher  among those who either 
currently listen to, or express interest in listening to, automotive podcasts (96%).  

 
• Bring Back Bronco demonstrates potential for the podcast to build reach through word-of-mouth. Nearly 7 out of 

10 listeners said they would probably or definitely recommend Bring Back Bronco to a friend or colleague. 


