


Outline and Introduction
Solidebank recognises the need to build relationships with the digital-savvy generation, and be a viable player 
against new digital-enabled competitors. Our team chose this case study because these challenges are real 
and current, even for traditional banks in Singapore.



Situation and Analysis
Below is the current situation and the trends/perceptions of the younger, digital-savvy generation that 
Solidebank is trying to attract and grow a relationship with:
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Multiple Sources: Refer to Appendix, [1], [2], [8].



Situation and Analysis 
Based on the current situation context and customer behaviour of the target customer segments, below is the 
analysis of the potential GAPs in fulfilling the needs of the younger customer set:



The Opportunity

Millennials do not know where to start when it comes to managing their 
personal finances, with 34% reporting they are unhappy with their current 
financial situation, and over 60% are struggling with debt.  Unfortunately, while 
millennials need the support of financial institutions and leaders, this 
generation has traditionally shown disdain for big banks, and generally live 
with a “You Only Live Once (YOLO)” mentality. 

In fact, only 27% of millennials have sought professional financial advice in the 
last five years.

(Source: PwC & Forbes)

Our proposal is focused on turning millennials and Gen Z into lifelong 
customers, while solidifying existing customers’ relationships with the 
bank.
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The Opportunity

We intend to use a multi-pronged approach to reach out to our target segments: 

Our proposal is focused on turning millennials and Gen Z into lifelong customers, while solidifying existing 
customers’ relationships with the bank.
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Refreshed Brand Mission, Purpose 
and Strategy

Current Mission and Purpose: To build personal relationships with 
customers while maintaining an atmosphere of trust and reliability.



Refreshed Brand Mission, Purpose and Strategy

Our refreshed brand strategy will focus on enabling our 
customers’ dreams and aspirations based on Maslow’s Hierarchy 
of Needs, especially these 3 tiers:



Content Plan - Hero 



Content Plan



1 Seek a mandate from leadership to 
establish and strengthen presence on 
relevant key social media platforms 

Facebook, Instagram, Twitter and Telegram. 2 Set and align social media 
SMART goals and KPIs to 
support business goals

3 Build and train a team with 
the right social media 
capabilities and mindset and 
ensure the right technologies 
are in place to support our 
social media marketing 
efforts

5 Measure  results 
and refine the 
plans to seek 
continuous 
improvement in 
our social media 
marketing efforts

Social Engagement Strategies

4 Build 
Customer 
personas & Test 
and learn 
content. Our 
content will be 
based on the 
80:20 rule 



Social Engagement Strategies

Of the 50 largest banks in the world, over 90% are 
on Facebook and 88% are on Twitter.7

Work with 
content creators 
to simplify 
complex 
financial topics

Leverage chat 
bots on 
Facebook 
Messenger, 
Telegram

Hold Facebook 
and Instagram 
Live events on 
topics of interest

Crowdsource for 
new product 
features and 
offerings by 
organising polls 
and surveys

Work with Key 
Opinion Leaders 
and influencers 
to drive 
awareness of 
service offerings 

Engage social 
listening to 
ensure customer 
issues are 
addressed to 
preempt 
backlash

Develop a content calendar to ensure always-on engagement on the platforms 
with paid support to boost reach based on below content ideas:



Bringing It Together



Conclusion and Summary
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