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Kerry:   Angie Kozleski, you handle global marketing and digital communications for Ford 

Motor Company. How important is mobile to your brand efforts?   

Angie: Mobile is so important. I think for us it’s making sure that whether you are sitting 
in your office working on your desktop computer there or you’re out someplace 
and you have your mobile device, it’s making sure that the experience is 
optimized for that. If I’m shopping for a vehicle, I want to make sure that I can get 
the full experience on mobile, because we know that’s how people are 
consuming the information. 

Kerry: Welcome to Marketing Smarts, a podcast brought to you by MarketingProfs. I’m 
your host Kerry O’Shea Gorgone. Thanks for listening. I appreciate you being 
with me week after week as I talk to some of the smartest marketers from all 
walks of life.  

 If you have ideas for the podcast or you just want to let us know what you think, 
we welcome your feedback. Please do leave us a comment on our website, a 
review on iTunes would be great, or you can reach out to me directly on Twitter 
@KerryGorgone. 

 Today on Marketing Smarts we’ll talk with Ford Motor Company’s global 
marketing and digital communications manager Angie Kozleski. Previously, she 
was Ford’s global marketing sales and service communications manager. 

 Recently, I got to meet Angie at the North American International Auto Show and 
I invited her onto Marketing Smarts to talk about influence marketing, social 
media, metrics and analytics, and even recruiting. I’m glad to have Angie with us 
today. 

 Angie, thanks so much for talking with me. 

Angie: It’s great talking with you today. 

Kerry: Ford Motor Company, you’re the global marketing and digital communications 
manager. That encompasses quite a few different duties. 

Angie: It does. If you really look at marketing and communications these days, they 
really have to be integrated.  

 One of the key responsibilities I have from a communications perspective is 
really working together with all of our colleagues around the world to make sure 
that we’re integrating all of our plans and our activities, all of our digital 
communications, with both marketing and PR activities. That really speaks to 
what I do from a global marketing standpoint. 

http://www.marketingprofs.com/podcasts/
http://www.twitter.com/kerrygorgone
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 In terms of digital communications, I have responsibility on the communications 
side for all of Ford’s digital communication. Working globally with colleagues in 
Asia, in Europe, in South America, and other regions, as well working together 
with our colleagues here in the United States with all of our different social media 
channels and all of the different tools and technologies that we’re using to 
continue to communicate with consumers in the digital space. 

Kerry: For sure I’m going to come back around to talking about the different channels 
and tools, because that is just an incredible amount to keep track of at your level. 
I think underlying all of that, it must be very difficult to make sure that everyone 
around the world speaking on behalf of the brand is doing it with the same brand 
voice. 

Angie: As a global team we really work very closely together. I think the most important 
thing to realize, as you pointed out, is making sure that everyone is talking with 
the same voice. Equally important is making sure that each region has the 
opportunity and the ability to build in local regional and cultural differences.  

 For example, the way we may communicate certain things in the United States 
differs in terms of how they communicate and what it means culturally in China. 
While we really coordinate and work together on a global level, it’s also giving 
some of that responsibility back to the regions, which I think is extremely 
important.  

 A really great example of that was last year when we launched the new Mustang. 
Global launch, global reveal, yet each region had the opportunity to do some 
things differently to make sure that it fit within its own culture and region. 

Kerry: What were some examples of that, what different things did some people in other 
parts of the world do for the launch?  

Angie: If you look at the reveal in and of itself, it really was the different events and 
programs that they executed. Here in the United States, Mustang is an icon. It’s 
an icon around the world, but it’s really rich in history here in the United States. In 
other regions they had to do a little bit of additional establishment. 

 Another example is, as you look at what we’re doing in the digital space, in 
Europe when they were getting ready to start their early orders for Mustang they 
tied into the Champions League, a program and a sport that’s very passionate in 
Europe, and they launched their first orders through the Champions League.  

 It wasn’t something that we said everyone needs to launch the same way. They 
each identify events, venues, or sports that fit within their audience and tailor 
their programs to meet the needs of their consumers in those markets. 
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Kerry: There’s a lot to be said for that. I moved six years ago from Boston to Orlando 
and there is a very different culture, which is funny. All of a sudden, college 
football is very important here and it was not in Boston.  

Angie: It’s very different depending on where you go.  

Kerry: You’re a long time Ford employee; you actually started in the real estate part of 
the company. What brought you to Ford? And you’ve stayed so long, what 
makes them a great employer? 

Angie: I’m fortunate enough to have started with Ford Motor Company out of college, so 
I’m a bit of a long term employee there, and it’s been fantastic. As you 
mentioned, I did start with the real estate arm, which is quite fascinating if you 
think about everything that Ford Motor Company does that they also do have real 
estate and facilities management. I started there working in marketing and 
communications and then moved over to the communications side. 

 I think for me what has been fantastic is to watch how the company has grown 
and developed and really embraced its employees throughout the years. There 
have been some great times, there have been some times that were not so 
great, but really if you look back over the past seven to 10 years it’s how we truly 
have become a global company, how we’re thinking globally, how we’re 
developing great products – small, medium, large, trucks, utilities, cars – for 
consumers all around the world.  

 As we continue to grow and develop, it’s how we’re embracing and what we’re 
doing to communicate with our consumers in so many different ways, which 
plays into what I do on a daily basis. How do you connect with consumers? How 
do you tell the Ford story in different ways? How do you speak to them in places 
where they’re getting their information? 

 Ford has done a great job of embracing all of this change and new technologies 
and how we can use it to help deliver great products and great technologies and 
more innovations for our consumers and our customers. 

Kerry: Even using social for recruiting. You joined the company out of college. People 
do that today, but it’s a very different experience today. I heard CEO Mark Fields 
talking about how executives will go to campus recruiting events and really talk 
about the history of Ford, the company and the atmosphere there, and get 
people excited about it. That and recruiting through LinkedIn.  

 What has been your experience, having been there so long and the recruiting 
has changed, how does it look different than it used to? 

Angie: It is very different. It’s a competitive world out there, without question. I think with 
the use of digital online tools and social media, potential employees have access 
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to so much information in so many different ways than they ever did before. For 
us, it’s first and foremost making sure that we are sharing stories about the 
company, sharing stories about our technologies and our products, using our 
social channels, using LinkedIn. LinkedIn is very important for us as a recruiting 
tool, so that potential employees can see all of the great things that the company 
is doing and learn about it. First and foremost we want them to want to be a part 
of the business. 

 Then you start to go deeper into recruiting, which happens on campus or in 
different ways. That first touch point now is not picking up a newspaper and 
reading something about Ford in the newspaper. For them it’s simply going to 
Twitter or going to Facebook, whether it’s Instagram and starting to look at the 
different stories that we’re telling out there, and becoming interested in the 
company. 

Kerry: Even your recruiters, HR people, and hiring managers have to have the 
terminology and the personality of the company down, because you don’t want to 
hire people thinking the company is one type of organization and then they 
discover it’s a very different place to work than they originally thought.  

Angie: Absolutely. I think we’re learning from our younger employees and our new 
employees; employees are very different these days in terms of what they’re 
looking for from a potential employer. We want to make sure that we’re delivering 
a great work environment, that we have flexible options, whether it’s 
telecommuting, whether it’s transitional work option. Really making sure that we 
have all the tools for potential employees so that they find what we have to offer 
as a company attractive.  

 It also comes down to the employees. Yes, we will use our senior leaders and 
our executives to go to campus, but we’re also tapping into our broader, richer 
workforce. Those that spend times working in the product development world, 
those that spend time working on infotainment and technology. We’re also really 
starting to grow our presence out in Silicon Valley as well, because we know as 
we continue to look to bring more technologies into our vehicles we want to be a 
part of that group that resides out on the west coast. 

Kerry: Do you train a team of people to handle communications on behalf of Ford 
Corporate, or does everyone get a style guide and some kind of indoctrination? 

Angie: That’s an interesting question. I think as it relates to recruiting there are some 
basic principles and things that we ask that they do. But I think it’s also really 
important that the personalities of our employees come through, because their 
passion for the company is what we need them to share their stories with 
potential employees out there when they’re recruiting.  

Kerry: Absolutely, they’re influencers. 



Marketing Smarts, Episode 165 
Marketing Podcast January 21, 2015             Guest: Angie Kozleski 

  

 
Page 5 of 12 

Copyright © 2015 MarketingProfs 

Angie: Absolutely. Everyone in their own right is an influencer in some shape or form. I 
think it’s really important that everyone remembers that, because there is nothing 
more powerful than word of mouth or the conversations that you’re having with 
friends, family members, neighbors, associates, whoever it may be. You’re 
ultimately influencing their decision in one way or another. 

Kerry: Let’s talk more about that. You and I met at the North American International 
Auto show, which Ford brought me to, so thank you.  

Angie: It was great to have you there. 

Kerry: Thank you, it was very fun. There were hundreds of influencers there – digital 
influencers, members of the media. What were your goals in bringing influencers 
to Detroit for the show? What kind of metrics did you use to decide whether or 
not that effort had been worthwhile? 

Angie: I think what we really want to do is we are telling our story at the Detroit Auto 
Show and it was a really exciting show for us this year. We revealed three 
fantastic products, a Raptor, a Shelby Mustang GT 350R, and the 4GT. But what 
we really try to do in working together with digital influencers is we recognize that 
we can’t always be telling the story ourselves. We value the different audiences 
that the influencers reach out to, engage with, cover, and interact with. Not just in 
the states, but globally because we had digital influencers from all over the world 
with us. 

 We want them to be able to tell our stories to their audiences, whether it’s 
through pictures, through words, or through videos. Because we also know that 
consumers turn to certain people to get their information, they become trusted 
sources. It’s really important for us that we have that open dialogue with the 
influencers and being very transparent in the information that we share with 
them. 

Kerry: What kinds of things are looking for? Are you looking for articles outside of auto 
industry trade publications, are your looking for impressions on social – how do 
you know if it’s working?  

Angie: We’ve been watching this closely and working with influencers for several years 
now. I think there’s a million and one different metrics out there. You can look at 
impressions solely, but I think what’s really more important to us is that level of 
engagement.  

 With photos I’ll speak on behalf of when Ford puts unique content up on our 
Instagram account. It’s what kind of engagement we’re seeing. Are people talking 
about it? Are people sharing it? Are people commenting on them?  
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 When we’re looking at all of our influencers we know that they speak to their 
audiences in different ways, so it may not always be a straight story, it may not 
always be a blog post. It may be a series of photos on Tumblr, it may be a series 
of story photos on Instagram.  

 There’s not a one-size-fits-all in terms of what we’re looking for. It’s not checking 
a box and saying “okay, they meet this criteria.” We’re trying to reach individuals 
and consumers that don’t necessarily always read the hard core automotive 
publications. That’s why working together with digital influencers who maybe 
focused on different subjects is really important to help tell our story. 

Kerry: I’m glad we have the chance to talk, because I can put to you the question that I 
keep getting. How does Ford choose the influencers to go to these kinds of 
things? Is it at headquarters or does it happen through the regional offices? 

Angie: When we’re looking at this we recognize that at world headquarters we’re not 
always interacting with these individuals on a daily basis. We work together with 
our regions, we work together with our global partners. It’s not just a small team 
sitting in a room saying, “We’re going to bring this list of people.” It’s really talking 
to individuals that are in these regions who are watching and seeing what’s going 
on and getting input from them to help us determine who we bring to events like 
the Detroit Auto Show. 

Kerry: When you’re working with third parties like this and recruiting them to help you 
tell your story, raise brand awareness, and generate buzz, what are some ways 
that you do that and minimize the risk that they’ll cause some kind of PR crisis for 
you? How do you make sure that they’re behaving appropriately? 

Angie: We do live in a world of risk these days, don’t we? Certainly with digital online 
tools and communications it’s a 24 second world, if even that these days. I think 
we look at these individuals, we look at the type of content that they’re putting 
out. Obviously, we have a reputation as a company that we want to maintain, we 
have a brand voice that we want to make sure is communicated in the 
appropriate way. We make sure and we strongly believe that we have the right 
individuals that are with us.  

 Could situations arise? Sure. It’s happened before with other situations in other 
companies. It’s something that we watch closely. We believe that we have a 
really strong group of influencers that we work with and are very proud to be able 
to work with them and very pleased that they want to be able to work with us and 
join in our different programs. 

Kerry: How do you choose the channels that you’re going to use to communicate 
corporate social media? You’ve mentioned you have a brand personality, you 
have a brand voice. How do you choose the channels and the social networks 
that align with it?  
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Angie: As we look at the different channels, if you just look at the top five that are always 
coming to everyone’s mind, whether it’s Facebook, Vine, Instagram, or Twitter, 
we look at those and if you spend any time on our sites you’ll notice that you’re 
always seeing different content on those different channels, because we know 
that those audiences are consuming in different ways.  

 We continue to watch the changing landscape around those different channels, 
how they’re being used, how information is being consumed, how it’s being 
shared, and we adjust. I think that’s the one thing that we always like to make 
sure that we’re doing in the social space is being very nimble. If a channel 
changes or there are new and emerging platforms that we need to take a look at, 
it’s always evaluating those and finding out if those indeed align with our core 
brand values and our voice, and then how we can use those to help 
communicate with different audiences. 

Kerry: Do you reserve your name on all of them, get on them just as a precaution? 
Does Ford make sure that they have @Ford on whichever the newest social 
network is?  

Angie: We do. We’re pretty active with that. I think we’re always watching in that space 
to make sure that we don’t have to go chase after a name, to make sure that 
we’re protecting our interests. I think that we’ve been pretty well covered up until 
this point. Over the course of the past several years we’ve really grown and 
fostered all of our audiences that are on these different channels that are 
following us and watching what we do. It’s really important for us to make sure 
that there are not inaccurate or fake accounts out there that are pretending to be 
Ford Motor Company. 

Kerry: When you’re using as many different social networks as you are, there are a lot 
of people manning those accounts all across the world, because every site has 
its own national version. They all have to put content up, so it’s a significant 
investment in time. How do you measure the return on all of that time and effort?  

Angie: Without question, we recognize that participating and using those different 
channels globally is a very key part of what we do in communicating with our 
different audiences. There is a lot of global coordination, but absolutely those 
channels are managed at the regional level.  

 I think that we’ve found that we’ve been very successful in working together with 
our different global teams and our global partners making sure that we have the 
right content out there. Sometimes you’ll see global content and more often you’ll 
see a lot of different regional content. We work together, yet we’re managing 
them on a regional basis, and it seems to be working out pretty well so far. 

Kerry: Given that a lot of people aren’t necessarily looking for a car right now, but they 
still might recommend you to someone else, how do you know that they’re 
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working to drive the business or grow the business? Or do you just accept as an 
organization that certain things benefit you even if you can’t quantify them? 

Angie: Analytics is something that is top of mind for everyone within the business. The 
deeper we can go in terms of analytics and trying to understand behaviors and 
how at the end of the day this is contributing to the bottom line is extremely 
important. Also, at the same time, before you even get to that point in time where 
you’re going to buy a car, you need to start to build a relationship with the 
consumer.  

 Even if an individual who maybe is following us on Facebook is not the market for 
a car, perhaps they one day see something on there about a new product and 
they happen to share that information with a friend and an associate. They are, in 
essence, becoming a bit of an advocate for our brand.  

 It’s really important. We don’t say we’re targeting this audience specifically 
because we want them to buy cars. We’re communicating our story to a number 
of different audiences, wanting them to understand what we’re doing, and hoping 
that they will help influence others when it comes to purchasing vehicles. 

Kerry: So social drives sales, but maybe not directly and immediately. 

Angie: I would say that’s an accurate assessment. There are cases, I’m sure, where you 
have individuals that are in-market and they’re watching the social sites to see 
the latest, greatest, and newest products, so that’s really important. 

 Something else that we’ve been doing this year is really focusing on how we tell 
our story to specific audiences, whether it’s a women’s audience or an audience 
that resides that resides specifically on the coast. Really starting to create 
content that speaks to those audiences in their voice and really starting to create 
a deeper relationship with them as well. 

Kerry: At the Auto Show I had minute to talk with Mark Fields and he mentioned that 
Ford is going to be creating more interactive online experiences to engage 
prospective car buyers in the digital space. What kinds of things are you thinking 
about doing? 

Angie: I think as we look at the digital space we have a pretty big opportunity. We really 
want to change our mindset from one that is simply about helping customers buy 
our vehicles to one about creating an experience that they enjoy. That isn’t just in 
the ownership, that’s the shopping experience, that’s where they’re starting to 
learn about Ford, that’s the ownership experience and beyond.  

 I think if you look at the digital space, really it’s looking at what we have out there 
and are there different things that we can do to immerse customers in our 
products and our technologies. Are there gamification opportunities where they 
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can have some fun being a little competitive with each other? Are there different 
tools as they’re moving to our shopping sites, Ford.com where they can become 
more immersed in the vehicles?  

 We recognize that creating that brand experience and creating those 
experiences is really important, so that’s something that we’ll certainly be working 
on throughout the course of this year and start to roll out some additional things 
that our consumers can become immersed with. 

Kerry: Speaking of gamification, I tried some of the racing experiences and I’m terrible 
at racing, so it’s very demoralizing for me. I would rather have a simulation where 
you negotiate the price of a new car or something. I bet I could shellac my friends 
in a game like that. 

Angie: I think gamification of different things, and racing is a great example, because it 
allows individuals to have some fun with the products without actually being 
behind the wheel. It gets them excited about that. I think certainly as we look to 
reach younger audiences, millennial audiences as they continue to move into the 
market, gaming is something that they have really grown up with so it’s 
something they can relate to and it’s a fun way for them to experience vehicles.  

Kerry: Walking around the show I noticed quite a few people displaying different brands 
of automobiles had interactive simulations. Is that something that you see 
becoming a trend? Is it more important to car buyers today to have an 
experience with the car whether or not they can actually get behind the wheel? 

Angie: With the marketplace as it is today, I think you want to give them as much 
exposure to the vehicles as possible. Obviously, they will want to test drive a 
vehicle and that’s really important. If you can immerse them in the different 
features and they can experience some of those before they even set foot into a 
dealership – and an auto show is a fantastic place to do that.  

 On the Ford stand we have so many different interactive exhibits that are not just 
for adults, but also for children as well, where they can learn about the 
technologies, they can see demonstrations, they can touch and experience them 
in different ways versus just simply being on the road. I think it’s extremely 
important that we immerse them, that we give them the opportunity to see and 
understand what we have to offer, which ultimately will connect them better with 
the brand and lead them to the dealership. 

Kerry: I just read an article that said that the number of pieces of content consumers 
look at before making a purchase decision or even contacting sales is now at 
around 12 pieces of content. What kinds of pieces of content does Ford create to 
help people understand and appreciate the vehicles, the history, the experience, 
and build a relationship with people? 
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Angie: There is so much content out there. Depending on where customers go to look 
for content, what they see will vary. Obviously we do know and recognize that 
consumers will go through a lot of those third party sites to see what they’re 
saying about the different vehicles, so working together with those sites is really 
important that they have the opportunity to review our vehicles.  

 For us, if you go to our different social channels, it’s making sure that we’re 
talking about the different features and the different options, and, more 
importantly, the benefits the vehicle, the fuel economy, the technology features. 
For example, how an F150 will help you tow more and haul more. Really making 
sure that consumers can see and learn and understand the benefits of these 
products and how it ultimately fits into their specific needs. 

Kerry: As you’re looking at your subsets of your audience that you’ve been talking 
about, I imagine you’re going to create content that speaks specifically to things 
they’ll want to do with Ford products. A Fiesta driver is very different from a Ford 
F150 driver.  

Angie: Absolutely. I’ll use myself as an example. If I’m shopping for a product, I’m a 
female and I have children, so I’m looking for certain features in my product. I 
want to read and understand how that applies to my own lifestyle and my 
personal needs, rather than understanding how much I can haul with an F150, 
which is not something I need to do.  

 Even if you just take Facebook as an example, we have the Ford Motor 
Company corporate page, but we also have a number of different nameplate 
pages. If you go to the Explorer page or you go to the Ford trucks page, you’ll 
see specific content that speaks to that audience. It’s really important for us that 
we understand our audience and know what kind of content they want to see. 

Kerry: I’m a mom too, but I was still thinking I could put them in the back of a GT. That 
would work out, I could put the windows down. They don’t really need all the bells 
and whistles that we have in the family vehicles.  

Angie: We have to have a little fun with products, right?  

Kerry: Exactly. A car has to be fun to drive or it will be a misery getting behind the 
wheel, that’s been my experience. 

 Mobile – what’s Ford doing with mobile? Just before we wrap up our 
conversation. 

Angie: Mobile is so important. I think for us it’s making sure that whether you are sitting 
in your office working on your desktop computer there or you’re out someplace 
and you have your mobile device, making sure that the experience is optimized 
for that. If I’m shopping for a vehicle, I want to make sure that I can get the full 
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experience on mobile. When it comes to videos or other things, making sure that 
they’re optimized for mobile because we know that’s how people are consuming 
the information.  

 We’re continuing to watch that space. You look at the emergence of new 
technologies, messaging apps and things like that, what can we do in that space, 
how can we use those, and how can we continue to connect with our customers 
using mobile. It’s something that certainly is extremely important, more and more 
consumers are getting all of their information via mobile. 

Kerry:  I would imagine you have to check all of your sites that you roll out across the 
world to see how they display on all the different devices and mobile browsers.  

Angie: Absolutely. Making sure if you’re working on your desktop and then you continue 
your shopping experience on your mobile phone, you want it to be optimized for 
the phone, you don’t want to have to scroll through. I think that is something that 
around the world we have embraced as a company, because mobile is not just 
limited to one specific geographic area, it’s something that’s happening globally. 
We are making sure that everything is optimized to make sure we’re creating that 
great experience.  

Kerry: That’s good, because there’s just no room for a big clunky laptop in my GT.  

Angie: Exactly.  

Kerry: Angie, where can people learn more about you and more about Ford Motor 
Company? 

Angie: They can learn more about Ford Motor Company a couple of different ways. 
They can go to Corporate.Ford.com, which is our corporate website. They can 
follow me on Twitter @Akozlesk or connect with me via LinkedIn.  

 They can also follow Ford Motor Company on Facebook or Twitter, we’re always 
sharing a lot of great information and love to share more information with our 
fans on a daily basis. 

Kerry: Thank you so much for talking with me. 

Angie: It was great talking to you. Thanks so much for having me. 

Kerry: To learn more about Ford Motor Company visit Corporate.Ford.com or follow the 
company on Twitter @Ford. Angie Kozleski is on Twitter @Akoslesk.  

 I’d like to extend thanks to Ford Motor Company for bringing me to Detroit for the 
North American International Auto Show.  

http://corporate.ford.com/
http://www.twitter.com/akozlesk
http://www.facebook.com/ford
https://twitter.com/Ford
http://corporate.ford.com/
https://twitter.com/Ford
http://www.twitter.com/akozlesk
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 Thanks for listening here to the very end. This has been the Marketing Smarts 
Podcast, brought to you by MarketingProfs. I’m your host Kerry O’Shea Gorgone. 
Talk with you next week.  

 

 


