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TITLE OF CASE STUDY: Ameriprise Financial 

 

1. BUSINESS SITUATION & CAMPAIGN OBJECTIVES 
The Great Recession in 2008 was the start of a perfect storm of marketing mayhem for financial 
services firms in general, and Ameriprise was no different. What had for a lifetime seemed like 
safe investment strategies disappeared in a drop of the Dow. 
Trust in financial services firms withered. People felt misused, deceived. They were, accordingly, 
distrustful—even angry. 
 
Ameriprise Financial, despite being America’s #1 financial planning company (based on the 
number of financial plans executed) had additional obstacles to overcome. The firm was 
generally unknown, with people unaware of its size, stability, and 117-year heritage. 
 
Amid all this, we had to consider this salient fact: Ameriprise gains over three-quarters of its new 
clients through referrals. So the questions became: How could we, in this treacherous climate, 
incite positive conversations on and referrals to Ameriprise? How could we differentiate the 
brand—remove it, in a sense, from a “tainted” industry? Finally, how could we coalesce and rally 
the 8,000 employees and 10,000 advisors of Ameriprise? (These included both corporate 
employees and franchise advisors.) 
 
In short, our objectives were to: 
1. Increase awareness of Ameriprise. In a climate where everyone was talking about money and 
personal finance, we needed our target to understand who Ameriprise was and what they stood 
for. 
 
2. Portray Ameriprise as a strong and stable company by identifying key ownable attributes that 
would communicate the “Ameriprise Difference.”  
 
2. RESEARCH STORY 
In financial services, building trust, credibility, and believability is a precise and difficult  
thing to do. Our audience was suspicious and critical of the industry, so we needed to be armed 
with research-driven creative that could subvert the expectations of even the most cynical 
consumers. We used research at every single stage of the strategic and creative development 
process to ensure that we were not only on the right track but also delivering on the objectives 
we set.  
 
Stage 1: Understanding the changes in attitude toward retirement  
Discovering, profiling, and sizing the “Responsible Mindset” were the driving forces for the 
campaign and led to key changes in the target audience definition, positioning, and 
communications.  



2 

 

 

 

 

 

 
1. A responsible mindset was identified and were looking for “our” style of 

advisor relationship 
We partnered with Chadwick Martin Bailey, who conducted a quantitative 
segmentation study and identified a growing psychographic segment, dubbed the 
“Responsible Mindset,” that over-indexed against Boomers and correlated with high 
profitability. Furthermore, a qualitative, in-depth study with BrandTrust focused on 
understanding the emotional drivers behind the Responsible Mindset. We learned that 
the Responsible Mindset are very open to having a long-term, third-party advisor 
relationship to help them plan their financial future. They were looking for a particular 
relationship style, characterized by structure and disciplined action over a long period 
of time.  
 

2. Responsible Mindset is a growing trend, not a knee-jerk reaction to the 
recession 
The Futures Group report entitled “Looking for a New Way Forward” and the 
Ameriprise Financial/Harris Interactive study “New Retirement Mindscape II®” 
supported the premise that the Responsible Mindset audience was indeed growing 
and not a knee-jerk reaction to the market downturn.  
 
Through Communispace, we monitored these attitudes over time within a community 
that we could check in with for updates on the effectiveness of our efforts. 
Communispace, because of its longitudinal nature, became a backbone for a number 
of different initiatives. We ran weekly community activities ranging from discussions to 
surveys to video and image galleries. Monthly special assignments included mind 
maps, card sorts, and online chats with Ameriprise executives.  

 
Coming out of this research we had three very clear conclusions, which helped us to understand 
how to market to this segment and would therefore ultimately inform our campaign.  
 

1. The dream has changed: The stereotypical “American Dream” approach was no longer 
relevant or believable. 

2. Realism is on the rise: An emerging responsible mindset trended with both core and 
prospective consumers. They want truth and integrity over false promises and easy 
returns. 

3. The Ameriprise approach to financial planning is more relevant than ever: The rigor 
and discipline that Ameriprise has been practicing for 117 years is what America needs, 
now more than ever. 

 
Stage 2: Testing for effective creative work  
We used both qualitative and online quantitative research in May 2011 to test creative 
executions in animatic form, partnering with both S. Radoff Associates and Communispace for 
the quantitative research, and Plannerzone for the focus groups. Overall reaction to the ads was 
very positive, with high scores on being “believable.” 
 
There were also important findings on the choice of spokesperson and soundtrack. Research 
supported the need for a trusted spokesperson to help generate awareness and interest in the 
campaign, as well as in the brand itself. Q Scores were used to help narrow down the list of 
potential spokespeople to be used in the creative development research. 
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Subsequent research by S. Radoff Associates, Plannerzone, and Communispace gave us 
clear direction on the attributes we needed: someone who is trustworthy, responsible, intelligent, 
and strong. This led us to the choice of Tommy Lee Jones—Harvard educated, former college 
football player, and Academy Award-winning actor. 
 
The reactions to the music accompanying the animatics led us to our ultimate music selection. 
Contrary to expectations, the music didn’t need to be from the 1960s or ’70s to appeal to 
Boomers. It did, however, need to provide a feeling of momentum and optimism. So we replaced 
the ’60s rock music we had tested in favor of our own original score, ensuring that the 
soundtrack enhanced Tommy Lee Jones’s performance, rather than compete with it.  
 
3. THE CAMPAIGN 
Showing Strength and Stability: The Future Campaign 
The 2011 campaign was a departure from previous work: it was created specifically to address a 
volatile economic landscape and the resulting shift in consumer attitude. With these two factors 
in mind, we developed an integrated campaign, leading with three TV executions and featuring 
Tommy Lee Jones as the spokesperson. The spots communicated key facts about Ameriprise’s 
history of strength and stability, and ran on network and cable television, online, and through 
owned media within the retail channel.  
 
We used research to create three distinct but cohesive spots that ran from September 2011: 

1. “Our Anthem”: This spot launched the campaign. Tommy Lee Jones explained who 
Ameriprise is, through its long history of helping people achieve their financial goals as 
well as its “no bailout” track record.  

2. “Generations”: The spot spoke to the longevity and trustworthiness of Ameriprise and 
addressed the cross-generational concerns of retirees and their families.  

3. “Retirement”: The spot focused on the strength of the Ameriprise one-on-one advisor 
and investor relationship, with its role of helping to foster a secure retirement.  

 
TV was selected as the lead medium, not only for its high impact and broad reach but also for its 
suitability to deliver an emotional connection with the audience. Even though the media spend 
was small relative to Ameriprise’s major competitors (they outspent us 12 to 1 during the 
campaign period), we optimized the impact of our investment. We directed that investment 
toward media properties that spanned news, business, and sports—all of which were selected 
for how well our responsibility message would resonate within them.  
 
4. BUSINESS RESULTS 
 
1. Increased Awareness  
Results from the Phoenix Tracking Study showed that the campaign achieved the following 
goals, sustained from the launch in September through December 2011. 

 50 percent increase in unaided advertising awareness  

 40 percent increase in overall advertising awareness  
Research in the Communispace communities revealed that the ads were overwhelmingly liked 
(80 percent of prospects), advisors were energized by the campaign, and it resonated highly with 
field leaders and recruits. In addition, the completed “Generations” ad was evaluated by Ace 
Metrix and tested extremely well against competitors, outperforming both Ameriprise’s historic 
norms as well as those of its competitive set. 
Source: Phoenix Marketing, Communispace Quantitative Tracking Data; Ace Metrix 
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2. Growth of Assets under Management 
During a volatile period, total assets under management increased by five percent in the fourth 
quarter of 2011. 
Source: Ameriprise Financial, Financial Reports, 2011 Fourth Quarter Results 
 
3. Increase in Recruitment and Retention of Advisors  
Compared to a year ago, the number of advisors grew one percent to 9,730, reflecting strong 
advisor retention and experienced advisor recruiting in a very competitive market. 
Source: Ameriprise Financial, Financial Reports, 2011 Fourth Quarter Results 

 
4. Increased Online Engagement  
In addition to our campaign achieving our core objectives, it also achieved high levels of 
engagement across all digital properties: 
  

 Over 20,000 views on YouTube 

 Online client referrals doubled with the launch of the integrated campaign 

 500% increase in “likes” on Facebook 

 Positive return on media impressions, including increase in positive sentiment 

 Advisor website visits 55% above target  
Source: YouTube Insight; Omniture; Facebook Insights; Cymfony 

 


