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Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
Citizens sought to increase relevancy and awareness as a modern financial services 
partner within the Millennial consideration set. Research led us to develop a new 
brand platform, “Made Ready”, which tells everyone that Citizens is here to support 
the life you want to live, in the way you want to live it; it’s our individual 
experiences that make us ready for whatever comes next in life.   
 
 
Consumer Insight  
 
Living untraditional, non-linear lives, Millennials are turning away from traditional 
banks and seeking financial providers that understand their individual needs.  
 
 
Marketing Challenge 
 
Millennials are quickly becoming the generation with the most spending and 
investment power. At the same time, they’re eschewing traditional banks, which 
have chronically underserved them, for a patchwork of fintech apps and services 
which provide easy access to their money. The challenge facing Citizens Bank was a 
perception one – at best they were invisible to this audience, at worst they were 
perceived as out of date and old fashioned.  
 
Couple this with the fact that large, national players are beginning to permeate the 
bank’s home region of the northeast. It was not enough for Citizens Bank to simply 
say it was a trusted regional bank invested in its community. To a generation who 
puts a premium on personalized stories and experiences, Citizens Bank needed to 
create a brand platform designed to be culturally relevant and to build awareness 
with a sometimes-skeptical audience who pays more attention to actions and values 
over claims and platitudes.   
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Methodology  
 
First, we wanted to understand what motivates our millennial audience when 
choosing a primary bank. What would drive them to switch banks? What role do 
they see their bank playing in helping them plan for the future? How important are 
ease and convenience? What factors drive that perception?  
 
To answer these questions, we used a combination of quantitative and qualitative 
research.  
 
Quantitative research proved our hunch that this audience seeks out ease and 
convenience more than any generation before them, and value it over traditional 
drivers like low fees and breadth of banking products. What took us by surprise 
though was that while factors like nearby branches, ATMs, and online/mobile 
banking drive perception of convenience, brand distinctiveness matters too. They 
want a bank that reflects who they are.1 

 
A look at communications in the category reveals a wash of sameness — despite 
their attempt at humor or empathy, consumers still see retail banks as impersonal, 
institutional, and self-interested.  
 
In qualitative research groups, our audience spoke at length about looking for 
support and affirmation from a financial partner. A trusted source who can help 
them figure out their plans for the short and long term without judgement. Probing 
further uncovered just how much this generation is navigating a very different 
world than their parents’ generation. They’re approaching milestones in an order 
that feels right to them, redefining success, seamlessly interacting with technology, 
and consuming media on new platforms in new ways. They see life as more of a 
jungle-gym than a ladder to climb and feel that traditional banks are failing to keep 
up.  
 
 
1 “Customer mindshare: The new battleground in US retail banking,” McKinsey, February 4, 
2019 
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Creative Execution 
 
Questlove Partnership 
To launch Made Ready, we partnered with Questlove, a founding member of the 
Grammy Award-winning hip-hop band The Roots. Hailing from Philadelphia, a key 
market for Citizens Bank, Questlove’s life has been anything but linear. Beyond his 
music career, he’s a published author on creativity, an educator, a curator of 
custom popcorn seasonings, creator of a vegetarian cheesesteak company, and a 
late-night TV personality.  In short, the perfect embodiment of our platform. Unlike 
traditional celebrity partnerships, where known entertainers are spokespeople for 
the brand and its products, we showcased Questlove's unique story throughout the 
campaign. 
 
“Feel It (You Got It)” 
It's not every day a hip-hop song is inspired by a brand platform crafted by a bank. 
To connect with our audiences in a new way, we enlisted Questlove and The Roots 
to write a song for a generation. “Feel It (You Got It)” tells the story of the non-
linear lives we live today and acknowledges that hard work and past experiences 
not only make us who we are but ready for what lies ahead. As the first song the 
group had released in 2 years, was a powerful way for Citizens Bank to connect 
with its audience and catapulted into pop culture via a RollingStone.com article. 
 
Made Ready for Music Event 
Citizens Bank debuted the song at the Made Ready for Music (MRFM) event, which 
was held at Questlove’s high school alma mater – The Philadelphia High School for 
Creative & Performing Arts. At the event, custom-made video glasses were given to 
Questlove and attendees to capture the celebration. We partnered with influencers 
to help crowdsource a video inspired by their journeys and the new song.  
 
Vulture Content Partnership 
To bring Questlove's unique story to life, Citizens Bank partnered with Vulture on a 
4-part documentary series exploring his own non-linear journey - where he came 
from and what he's made ready for next. Citizens did something unexpected for 
banks – they created a series that didn’t talk about finances at all, but rather the 
things in life that drive an individual and fuel their journey to recast its purpose as a 
brand partner to Millennials. 
 
Mass Media 
In Philadelphia and Boston we featured Questlove in digital and broadcast TV, 
demonstrating the ways he influenced others along his journey. Station 
dominations in Boston and Philadelphia transit hubs displayed bold portraiture 
alongside individual "made of" stories to celebrate all the different lives people are 
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living today. The creative stood out from the sea of sameness in strategically placed 
transit hubs and on social media feeds. 
 
 
 
Business Results/Lessons Learned  
 
The audience stopped scrolling their feeds and took notice. Our multi-pronged 
approach drove a 27-point lift in unaided brand awareness, and a 10-point lift in 
key brand trust and favorability metrics per a Kantar Millward Brown Brand Lift 
Study, 2019.  
 
All this from a bank with a fraction of the budget national players have to spend, 
and came about by being present in the places our audience spends time in. 
Specifically:  
 
Vulture Content Partnership: 
• Generated 34,000,000 impressions, and 978k highly engaged viewers in key 

markets 
 
Event Social and Influencers Coverage:   
• 861,787 impressions and 69,503 comments and likes of event posts by 

Influencers, Questlove, and The Roots 
 
Earned Media (PR):   
• Picked up by 27 national and global sites and publications including 

RollingStone.com, which reaches  5,974,704 unique visitors each month. 
• Press coverage in Philadelphia market by local news stations, total Nielsen 

Audience: 330,939 
 
Song Streams: 
• “Feel It (You Got It)” song and accompanying video garnered 6,004,988 

views/streams stemming from organic, paid, and earned media far out 
streaming releases by contemporaries like De La Soul who garnered 39k listens 
for a single released at the same time.  

 
Mass Media 
• 241 MM impressions generated through mass media on digital and broadcast TV, 

high impact out of home, digital video, paid social, and streaming platforms. 
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Contributors List 
 
 
Citizens Bank 
Lori Dillon, Executive VP & Head of Brand, Advertising and Customer Experience 
Laurie Genovese, SVP, Head of Brand 
Debra Williams, VP, Head of Advertising 
Allison Amenta, VP, Brand & Advertising  
Jaime Zozula, VP, Brand & Advertising 
Janine Giustina, VP, Brand & Advertising 
 
Ogilvy  
Darren Wright – Creative Director 
Dave Skinner – Creative Director 
Sherina Florence – Creative Director 
Kevin Breen – Senior Copywriter 
Nicole Nalazek – Art Director 
Michael Fensom – Copywriter 
Elizabeth La – Executive Producer 
Samantha Devine – Account Director 
Alice Farley – Account Supervisor 
Lily Savage – Account Executive 
David MacKay – Engagement Planning Director 
 
Mediacom 
Cyndi April, Senior Partner, Executive Director 
Patrick Fraser, Media Director 
Naomi Hall, Partnerships Director 
 


