
Bring Back Bronco Podcast 

Situation analysis  
 
If you love something enough, can you bring it back to life? Bronco’s 55-year history is full of 
consequential moments, cultural cross-currents, corporate wrangling and intrigue. From its launch in 
1965 to its discontinuation in 1996, the iconic Bronco was a tough but stylish off-road vehicle. It 
achieved cult-like status inside and outside the company, leaving everyone in shock when it was 
mothballed after 25 years. 
 
In July 2020, the company relaunched the brand to take on legendary competitor Jeep, with the overall 
consensus from both media and consumers that the reveal surpassed expectations. But the planning 
process began a year earlier and included discussions about how to continue garnering attention and 
consideration for Bronco long after its reveal moment. While the launch focused on the new Bronco 
family of vehicles, we wanted to weave together stories of Bronco’s rich heritage with historical pop-
culture touchstones to attract not only auto industry insiders, but a more general and younger 
consumer audience.  
 
The answer to all of this was to share everything – the complicated behind-the-scenes story of who 
killed the iconic Bronco and why, a rag-tag team of employees who just couldn’t quit trying to bring back 
Bronco and the decisions that finally led to it being green-lit – via a long-form, warts-and-all podcast 
series using a journalistic approach. By diving deep into the archives, summoning grassroots fans, roving 
the halls of company headquarters, encouraging employees to share uncensored stories and by tapping 
NPR auto reporter Sonari Glinton to host, the company and its agency partners created “Bring Back 
Bronco – The Untold Story.”  
 
One key question we had to answer was how we could be credible and authentic while addressing 
Bronco’s unfortunate connection to O.J. Simpson and one of the most shocking crimes of the 20th 
century – and in the process, dispel the longstanding myth that O.J. killed the Bronco.  
 
Detroit In The Story  
 
Right from the beginning we knew this had to be more than just the story of a truck. In our early 
research we were surprised by the similarities between the timeline of the Bronco and the timeline of 
the city of Detroit. 
 
Both were flying high in the mid 1960’s, enjoying a sustained run of success. Over the next decade, the 
gas crisis, the Vietnam War, and the civil rights movement impacted both the city and the brand. 
When the Bronco was cancelled in 1996 – Detroit was in a full-blown recession. In 2013 when the city 
declared bankruptcy, the Bronco brand was also at its lowest point – seemingly with no path forward. 
Now, in 2020, just as Detroit is getting back on its feet, so is the Bronco: Strong, rugged, and ready for 
what’s next. 
  
The series is filled with music inspired by Eminem, Bob Seager, and Motown. The plot is peppered with 
anecdotes about the Michigan Train Station, the 12th street uprising, and Martin Luther King speaking at 
Cobo Hall. 



The majority of the interviews in the series were recorded in Detroit using local audio technicians and 
crew. 
 
Research and insights  
 
As we researched the best platform to tell our story and reach a younger demographic, a podcast series 
was proposed. Musicoomph.com stated there were more than 850,000 active podcasts in the United 
States and 67 percent of the 165 million listeners were between 18 and 44 years old. Today, there are 
more than 1 million active podcasts, a figure that is growing rapidly.  
 
Binge watching increased dramatically during the pandemic. In April, a leading streaming service 
reported 64 million households watched one of its docu-series in its first four weeks of release and the 
series remained hugely popular for months. This was a further proof point that warts-and-all storytelling 
told in a journalistic fashion was a good direction to take, especially given the rich heritage of Bronco’s 
55-year history that includes lots of interesting moments, cultural cross-currents and ups and downs.  
 
Fanaticism was also key in our decision to create a podcast. Bronco has always had a special place in 
popular culture—featured in more than 1,200 films and 200 songs. Our team discovered that although 
Ford ended production in 1996, the spirit of Bronco persisted, and Bronco SUVs have continued to grow 
in popularity with collectors and enthusiasts. With the January 2017 announcement Bronco's return, 
valuations of original Broncos have skyrocketed, according to Barrett-Jackson Auction Company, with 
the average first-generation Bronco sale price nearly doubling from $39,763 to $74,820 in just more 
than three years. Hagerty valuation guide ranks 1966-77 Broncos as having among the highest vehicle 
price increases of all collectible SUVs over the past three years, with a 75.8 percent gain. In February 
2020, we could see that the interest and excitement in the new Bronco was growing as Google data 
deemed Bronco as the most anticipated vehicle of 2020. 
 
Strategy  
 
Our strategy focused on creating quality content and on securing the most comprehensive distribution 
and promotion plan.  
 
We aimed to tell a story about more than just an iconic vehicle. A story of the auto industry, the 
relationship people have with their cars, and the sociology of America as it relates to our love of sport 
utility vehicles needed to be a part of this. Our host, Sonari Glinton, former NPR transportation and 
economics correspondent, who happened to have been a company employee working at Chicago 
Assembly Plant in the 1990s, interviewed more than 30 people, including current and former 
employees, Bronco racers, enthusiasts, industry analysts – anyone who had a story to tell. To capture 
the full context, we opted to have Bailey Sisoy-Moore, a Detroit historian, act as a sounding board 
throughout the episodes as we layered the Bronco story with the story of Detroit and the story of 
America.  
 
Critical to creating our story was the decision by the company to let us tell it in journalistic style – 
without glossing over sensitive and edgy accounts connected with Bronco’s role in the 1996 police chase 
of alleged murderer O.J. Simpson, the safety concerns with Bronco II, or the decisions by some 
executives still at the company to keep Bronco out of showrooms for 25 years. 
 



Our distribution strategy included placing Bring Back Bronco episodes on Apple, Spotify, Stitcher and 
other podcast platforms, while the dedicated BroncoPodcast.ford.com website provided access to all 
episodes and emphasized more bonus content. Our 360-degree promotion strategy focused on earned 
and paid media and the company’s owned channels. Execution on social media would be focused on 
organic engagement, as the company had paused social media advertising in response to the call for 
companies to push for more positive language.  
 
Execution and tactics  
 
The following actions spread awareness and built excitement: 

• A Bring Back Bronco trailer was created and teased to media, together with information about the 
upcoming podcast. We ensured key media received each episode before it was published so they 
could write more comprehensive stories.  

• The company’s Twitter, Facebook and Instagram platforms shared Bronco podcast stories. We 
created dedicated posts for each episode and distributed the content not only to fans of the 
company and to Bronco enthusiasts, but also to our 3,000 dealers for use on their own social media 
accounts. 

• The company’s 6 million FordPass members received links in their app’s message center, with a 
direct link to their device-specific podcast platform. 

• Emails went out to the more than 165,000 Bronco reservation holders and hand-raisers, driving 
more interest in our podcast. And we continued to engage the company’s 188,000 employees 
around the globe. 

• Paid media strategy focused on paid audio promo, including host reads and feed drops in shows 
targeting an audience of automotive enthusiasts (Past Gas, CarCast with Adam Carolla, etc.), as well 
as fans of outdoor adventure. 

Effectiveness and results  
 
Our unwavering commitment to authentic storytelling paid off with more than 200,000 downloads. This 
total continues to grow. Three months after the last episode was launched, the download total is 
increasing by 1200 per week. 
 
Data from Spotify shows that we have reached a younger audience, as 80 percent of our listeners are 
under 44 years old, with 45 percent of them between 23 and 34 years old.  
 
On the best weeks, Bring Back Bronco unseats Car Talk on Apple Podcasts – the long reigning king of 
automotive podcasts – as the No. 1 auto podcast in the world. On top of that, each of the three leading 
podcast platforms – Apple Podcasts, Spotify and Stitcher – highlighted Bring Back Bronco through purely 
earned editorial coverage. That kind of validation from the industry is rare for any podcast, let alone a 
branded series. 
 
A brand lift study shows Bring Back Bronco has significantly elevated love for both the company and the 
new Bronco. Exposure catapulted Bronco to No. 1 top-of-mind awareness as an off-road vehicle, beating 
Jeep Wrangler 42 percent to 13 percent.  
 
Our Bronco podcast has inspired earned media including the Forbes article titled, ‘Planets Aligned’ To 
Produce Ford’s Podcast Series About Bronco. Media Post recognized our podcast with Ford Dips Toe Into 

https://broncopodcast.ford.com/Y2020/default.aspx
https://www.forbes.com/sites/dalebuss/2020/08/31/planets-aligned-to-produce-fords-podcast-series-about-bronco/#16a4ec2c5ea5
https://www.forbes.com/sites/dalebuss/2020/08/31/planets-aligned-to-produce-fords-podcast-series-about-bronco/#16a4ec2c5ea5
https://www.mediapost.com/publications/article/354839/ford-dips-toe-into-podcasts-with-bronco-series.html?edition=119413


Podcasts With Bronco Series, while the Detroit Free Press has covered the story about how our host 
Sonari Glinton was one of eight relatives to work in auto plants. Other coverage includes The Detroit 
News, Mobile Marketer, The Drive, Bronco Nation, MotorWeek, TrendHunter, plus positive attention 
from Podcast News Daily and Inside Radio. 
 
We accomplished everything we set out to do – breaking through a crowded field and building a young 
and affluent new audience that the company has historically struggled to attract. Further, by celebrating 
Bronco’s storied history and featuring some of the voices of those who have been instrumental in that, 
we have reinforced die-hard Bronco fans’ excitement for the SUV’s grand return. 
 

 

  

  

 

https://www.mediapost.com/publications/article/354839/ford-dips-toe-into-podcasts-with-bronco-series.html?edition=119413
https://www.freep.com/story/money/cars/ford/2020/08/10/bring-back-bronco-podcast-sonari-glinton/3320105001/

