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Kerry O’Shea Gorgone:   Welcome to Marketing Smarts, a podcast brought to you by MarketingProfs. I’m your 
host Kerry O’Shea Gorgone. Thank you for listening.  

 
 As always, if you like what you hear on the podcast, or even if you don’t, we would love to know 

what you think. Please leave us a comment on our website, write us a review on iTunes, or 
reach out to me on Twitter @KerryGorgone. 
 
Today on Marketing Smarts I’ll talk with JT Ramsay, Digital Media Manager at Ford Motor 
Company. He has nearly 15 years experience revolutionizing communications for the web and 
he’s highly focused on developing new methods of engagement, amplification, and 
measurement. He works in digital and social media at Ford, where he’s instrumental in bringing 
digital influencers out to the North American International Auto Show every year. 

 I’m headed to the Auto Show this year and I wanted to talk with JT about how Ford selects the 
digital influencers for this event and for others, what their goals are for this type of influencer 
outreach, and how choosing people to attend events like this to learn about Ford, even when 
those people aren’t car experts or even enthusiasts, ultimately serves the brand. I’m very 
excited to have JT with us today. 

 JT, thanks so much for talking with me.  

JT Ramsay: I’m thrilled to join. It’s great to talk to you. 

Kerry: You must be very busy this week, because next week is the North American International Auto 
Show in Detroit.  

JT: It is, and you are correct. It is a very exciting time as we get ready for what should be a very fun 
show.  

Kerry: One of the things that make the experience so special, at least for me, is the behind the scenes 
access that you grant influencers. You get front seats for unveilings and you get to hear from 
experts about some of the new technologies that Ford is developing and some things that other 
people don’t necessarily hear about.  

 How do you select people to come to the show? What kinds of things are you hoping to 
accomplish by bringing that many people to Detroit?  

JT: I think that for us across our team we are all developing relationships with digital influencers 
from all kinds of different backgrounds. Ford isn’t only an automotive company, especially now 
as we’re becoming a mobility company, we have a lot to talk about. I think that it’s very 
important for us to reach out to a wide variety of audiences to help us tell the Ford story.  

Kerry: One thing that I noticed was that a lot of people who came out to the show weren’t car experts, 
they weren’t even necessarily people like me who just love cars. I love muscle cars, so I guess 
that’s a smaller subset, but they weren’t enthusiastic especially about cars, they were there 
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primarily there for the experience. What was it about them that led you to believe that having 
them there would be good for the brand?  

JT: When we look at influencers we are looking for folks who are enthusiastic, who create great 
content, who really have audiences and know what works best for them. When we bring them 
to something like Detroit Auto Show, we know we’re going to have great content for them to 
share. Then we enable them through those unique experiences and opportunities the ability to 
create the content that works for those audiences. 

Kerry: Ford has always been kind of at the forefront of social as far as automotive companies go. You 
were one of the first companies, if not the first brand, on Google+. What is it about Ford in 
particular that makes it well suited for that kind of broad influencer outreach? 

JT: I think at this point it’s because we’ve really established trust with our influencers. I think that, 
to your point, because of that we’re well respected in the space and we’ve got credibility. I think 
that people who attend our events can expect to learn something, to be entertained, and to 
have those rich opportunities to create content, which in the end is what they’re here for. 

Kerry: I remember some of the earlier days of influencer outreach and event based marketing, like the 
launch of the Fiesta. When you look back on things like that and how media has evolved, has 
that changed your approach to holding events and inviting people to attend them? How have 
you changed the way you think about marketing?  

JT: I think that we have. I think that these are platforms that are evolving very quickly. I think what’s 
important is that those relationships enable us to create experiences like what we did this past 
summer with our Explorer Platinum Adventure Tour. We brought influencers to a bunch of 
different parts of Canada and the United States and they had the opportunity to drive the 
Explorer Platinum on a leg of that journey. It was really magnificent.  

 I think increasingly the visual element of content creation has never been more important. 
Having opportunities where there are going to be great landscapes and other unique 
experiences that our guests can photograph and share on Instagram, Facebook, and Twitter, and 
all of these great visual channels is really where we have to concentrate our efforts.  

 Also, in terms of who we invite. We’re looking at different people who are photographers who 
have built large audiences on Instagram. We’re always looking at how these platforms are 
changing and what kind of content performs best and who is doing great at it. 

Kerry: First of all, I think a really great story would be to give a mom of two a Shelby to see how she 
fairs with it. I would be willing to volunteer my services.  

JT: Throwing it out there, I think that’s very reasonable.  

Kerry: When you’re talking about the kinds of content that all of these influencers are creating while 
on the road or at an event, that brings up an important point which ties into your goals or how 
you’re measuring success for something like that. It’s not an insignificant amount of money or 
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staff time that goes into facilitating something like this. How do you measure success? What are 
your goals, for example, for that Platinum Tour?  

JT: I think with something like that, or really anything, we want to see people create content that 
resonates with their audiences. For us and the content we’re creating, we want to create 
sharable content too. I think what we’re learning increasingly is that what travels best on social 
platforms is very highly visual and emotional content. 

 For us, it’s are we able to create the kinds of experiences that will generate that kind of content, 
which we know from our own internal metrics will be successful. 

Kerry: I had read that at a previous auto show in Detroit that Ford just dominated the online 
conversation, I want to say they had 40% of the online conversation, with the next closest brand 
being a really distant second with maybe 18% or something like that. Do you view commanding 
the conversation around a larger event like that as valuable to the brand? How do you expect to 
see that pay off both during and after the event in the form of content? 

JT: That’s why we have these relationships with our influencers. Without them, it’s impossible to 
accomplish anything close to that. I think that when we bring people to Detroit, for instance, we 
know that they’re going to want to share the content, they’re going to want to create content 
on their own, and it’s going to make it a huge impact in the reach of Ford’s story. We saw that 
last year.  

 I think that’s of critical importance and that’s why we’re always working with our influencers 
and we really value those relationships, and we’re always looking to find new interesting people 
to help tell the Ford story. 

Kerry: When it comes to looking back at your analytics after an event has taken place, what are you 
looking for? Do you want to see shifts in brand sentiment? Are you looking strictly for mentions? 
Are you looking for time on site for your newly launched vehicle? What kinds of things help you 
to decide whether or not the effort is worth expanding?  

JT: I think with this it’s a bit of everything. We’re not just looking at one piece of this. I work in 
corporate communications here, but we also work very closely with our partners in marketing 
and brand on initiatives like this. So it runs the gamut and each group has their own goals that 
they’re driving towards, I don’t think it can be pigeonholed into one thing.  

 As it relates to local events, I think it’s very much the same. We want to create rich experiences, 
we want to do dynamic storytelling in those markets. One of the things about how we at Ford 
have built our relationships is that they’re not simply top down. We’re working very closely with 
our regional teams to keep in touch and not simply parachute in for a national event or two per 
year. These are relationships that we maintain all year long and do a series of local activations, 
whether that’s Driving Skills for Life or Ford’s Smart Mobility Tour that we did this last summer, 
there are all kinds of different touch points that we have with our influencers that I think have 
been profoundly successful for us. 
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Kerry: I went to one in December about holiday driving etiquette. I’m originally from Boston, so it’s like 
there is no driving etiquette, everything is very aggressive driving.  

JT: You put your cone in your spot. I’m from Philadelphia, so I totally get it.  

Kerry: Those smaller events, as you say, help to solidify the relationship and keep Ford top of mind. 
What I love is that, at least in my experience, each one of these events gives attendees the 
opportunity to get behind the wheel of a Ford and see all of the things that would make their 
life easier that they maybe never considered. I was so mesmerized when the back row of seats 
would automatically stow at the push of a button, just wow. That’s not something I ever would 
have thought, “You know what I need? A button that you can push to stow the seats.” I never 
would have thought that, but seeing it is a whole different thing. 

JT: How could you live without it?  

Kerry: Yes, it’s a whole different thing, that was some Jetsons level stuff. How important is that, giving 
people the opportunity to interact with new vehicles in a way that maybe they would not do on 
their own? 

JT: Events enable an opportunity to maybe talk to an SME about a specific feature. In the case of 
the holiday driving etiquette, maybe talk to someone from Post Institute to get all these tips to 
get you through your holiday driving regime, which could be very testing. I think a lot of those 
tips were fantastic, “If you’re the driver, you’re the host.” I really found those useful in my own 
travel throughout the holidays. 

 I agree, I think that getting people time not only with the vehicles but also with the people 
behind them is invaluable as part of how we tell the Ford story. 

Kerry: Does it sell cars, do you think? I’ve definitely experienced car envy and I’ve come very close. 
Currently I drive a 2003 Ford. I’ve driven it this long and I don’t want to give it up, but when I do 
there is a very good chance that I would buy a C-Max, for example. Have you seen an uptick in 
sales since you started influencer outreach, or is that not something that you’re actively 
monitoring for?  

JT: Attribution is tricky. However, I think that with some of our influencers they’ll even tell us, “I 
went to this event, I told a friend, and that friend bought a Ford.” I think that what we see from 
content, it goes without saying that content on social channels and also earned media is very 
important as part of your marketing mix to reach audiences and increase that purchase 
consideration. I think that is very much at the forefront of what we do. So yes, I think it’s 
absolutely critical for a company like ours to be in that space, to be working with these 
influencers, and to be telling their story as broadly as possible to reach potential customers. 

Kerry: I think having these events, little and big throughout the year, you get this massive amount of 
user generated content about the brand, behind the scenes, and all kinds of thing. But you 
actually have quite a lot of branded content that you’re putting out on your end as well. Can you 
talk about your content strategy, maybe from 2015?  
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JT: For 2015 we dialed our focus in on creating stories that are consumer centric and that 
increasingly have some amount of emotion. At Ford we are committed to making people’s lives 
better as we change the world moves. What better way to demonstrate than through our 
content? We had some really amazing examples, whether that was the speed dating video we 
did with a stunt driver on blind dates at Valentine’s Day last year, or the Hot Wheels activation 
we did last summer, to the Back to the Future activation we did in the fall.  

 I just think that there are such rich storytelling opportunities that help us connect with a wide 
variety of audiences and we’re always looking for content that will resonate not just with our 
enthusiasts but beyond that. I think that’s really where we want to be in terms of content 
strategy. We love our fans and we are always looking to grow that audience of fans and get 
people engaged with the brand through content. 

Kerry: Have you ever considered a brand ambassador program that is more formal. You mentioned 
fans of the brand, they sometimes are the same as the influencers who come out to the auto 
show, or sometimes people come to the auto show with a casual interest but then leave as fans. 
Is there a more organized approach to nurturing that relationship that you’ve considered? Like 
Maker’s Mark has their ambassador program pretty well defined. Did Ford ever consider 
something like that?  

JT: Actually, we have something like that and it’s called Connect Ford. That is a community that is 
intended for precisely the kinds of folks you’re describing. Through that we’re able to serve 
content directly to them via email to keep them in the loop on what we’re doing and share that 
content with them directly so that they can share it with their audiences.  

Kerry: Can they interact with each other there, too? Are there forums and stuff like that? I should go 
check that out.  

JT: There absolutely is. It’s a forum where they, too, can syndicate their stories on the site and be 
part of that email outreach. That’s something that we do and we get content on an ongoing 
basis from that community and share it with the other members of that community. Everybody 
has their own unique story to tell there. That’s something that we’re really pleased with. 

Kerry: Do you tap into that community for research as well? Have they kind of replaced focus groups? 
What’s the role that it plays in your product development, for example?  

JT: I don’t think that it plays as much of a role in product development as you’re saying. These are 
folks who we know to be passionate about Ford. We make sure that these are folks who get 
invited to those events that are in their region or in their city. We want to make sure that we’re 
constantly in touch with them and in touch with what kind of content they want to see from us 
and how we can help them tell the Ford story. 

Kerry: You majored in English when you went to college, is that right?  

JT: That’s right, I did.  

Kerry: How do you think that has served you in terms of telling brand stories?  

http://connectford.com/
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JT: I come from an editorial background and I was a music editor for 10 years first, in a freelance 
capacity and then at my previous employer. I think, especially as it pertains to digital and social 
channels, having that editorial journalistic mindset, it’s like “what kinds of things would I like to 
click on, what would draw me into a particular piece of content,” and really looking at content 
not from “this is our message, let’s hammer this out,” but how do I say that in a way that is 
relatable to consumers. I think, to the extent that I think about my undergrad degree, that’s 
where that comes into play, just in terms of the creativity and the playfulness of getting people 
to engage content online. 

Kerry: I definitely think that your educational background sort of colors your view of everything, 
whatever your career ultimately turns into. I have a law degree, so of course every time I look at 
something I think, “That’s dangerous, risky.” Don’t let that woman drive up that hill in that stick 
shift.  

JT: It must make you very fun at parties.  

Kerry: It really does, very popular.  

 One of the things that I had no idea was a priority of Ford’s until I got more involved with the 
community and started going to events was sustainability. What kinds of things do you think are 
Ford’s underpinnings of the brand that most people are not aware of?  

JT: I would love to share with you a video we did last year with The New York Times about “Farm to 
Car,” which is an initiative where we’re putting renewable resources into our vehicles. It’s 
something where I think a lot of folks, even maybe at Ford, might be surprised to learn we’re 
using these foams in our seats that are from renewable resources. Those are precisely the kinds 
of stories that you think, “Wow, I didn’t know that about Ford.”  

 That’s the kind of content that we want to share with our audiences, because it’s unexpected. I 
think that’s another piece that goes back to the sharability element. You want to share stories 
that are unexpected with your friends on Facebook, for instance, or you want to show how Ford 
is a thought leader on Twitter, for instance.  

 That to me is one of the things that was very surprising in my first year at Ford was just the 
commitment to sustainability that’s here and how it comes to life in the Ford story.  

Kerry: I’ll definitely put that video in with the show notes if you want to send me a link to it.  

 You mentioned a little bit about how you joined Ford. What was it that brought you specifically 
to Ford as a company, what made you think that was a place you wanted to work?  

JT: I think you mentioned it earlier in the interview. Ford has such a tremendous reputation in the 
digital social space that it was very immediately appealing. It’s a company that truly understands 
the space, that’s looking at new and emerging opportunities all the time, and thinking about 
innovative ways to reach audiences as the platforms we’re reaching those audiences on are 
changing.  

http://paidpost.nytimes.com/ford/sowing-the-seeds.html
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 I think people feel that maybe social and digital have matured in a way that makes them less 
interesting, and I would disagree. I think that there is a lot to learn about where social is in this 
moment and where it’s headed, and that evolution is fascinating to me. I think Ford was a great 
place to pursue that future.  

Kerry: What is coming in the future? I know there are some things you’re working on that aren’t 
necessarily ready for prime time, but even in general terms what are you hoping to accomplish 
in the coming year?  

JT: I think that you just have to look at what you’ve been doing and where you can improve. That’s 
what is ahead in 2016 is I think that we’ve been doing a fantastic job across the board of telling 
the Ford story but I would love to see how that might evolve in the coming year and what 
techniques or what platforms we might use to reach new audiences in unexpected ways. I’m 
very excited about the year ahead and the opportunity to continue to innovate in the space.  

Kerry: We’ve reached the part of the show called Anything But Marketing, where we talk about 
anything but marketing. This is tangentially related to marketing, but you have more Vine loops 
than anybody I’ve ever seen. Admittedly, I have not gone looking to see who among my network 
might have more, but you have almost 1,200 Vine loops. Is that current, are you still Vining?  

JT: I Vine precious little. I find rare opportunities where I feel like, “This is the right place for a Vine.” 
In fact, I think one of my more popular Vines is actually a sign at a farmer’s market in 
Philadelphia where it reads, “Vines $0.25,” so I shot a six second loop of that. I’m astonished 
because I use the platform sparingly. 

Kerry: I come to associate certain people with certain channels. I always think of Ann Handley and 
Instagram, because she loves Instagram and she’s on it all of the time. Now when I look at Vine, 
which I’m going to admit these days is rare, I will think of you.  

JT: I’m flattered.  

Kerry: You’ll have to Vine something about that. 

JT: I will. 

Kerry: JT, thanks so much for talking with me. I hope to see you soon.  

JT: I look forward to seeing you.  

Kerry: For more information visit Ford.com. To learn more about JT visit JTRamsay.com or follow him 
on Twitter @JTRamsay.  

 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. 
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