
“Leading the fight on grey” 
- Citroën campaign at Amedia 
 
Using digital channels, printed newspapers and events, the Citroën car brand got a huge 
boost in three attractive local markets in Norway. What was perceived as a grey car, rapidly 
gained appeal as exciting, lively, colourful and more. 
 
The common thread in the campaign was to turn the grey perception of Citroën into 
something colourful and exciting. The idea was to find a grey wall in the townscape and in 
collaboration with local paint companies, which are also Citroën's customers, paint these 
walls colourful as a positive contribution to the local community. After a few weeks, the 
walls were used as a backdrop for Citroën's C3 car ads in the same media channels. The idea 
was developed in collaboration with McCann. 
 
The combination of ads, content marketing / native advertising and outdoor events resulted 
in a sharp increase in recognition as well as positive associations with the brand. 
 
The objective of the campaign was to: 

• Reinforce the recognition of Citroën 
• Create strong and positive preferences for Citroën 
• Build awareness of the ads and generate purchase intention 

 
The campaign for the Citroën brand was conducted in the period 25 August to 15 October 
2017. The target groups of the campaign were in the towns of Moss, Fredrikstad and 
Sarpsborg in the county of Østfold. Citroën was to gain a new perception, particularly 
through the top media in the respective towns: Fredrikstad Blad, Moss Avis and Sarpsborg 
Arbeiderblad, both online and in print. 
  
A range of research was carried out before, during and after the campaign. The conclusions 
were as follows: 
 
• The rating of Citroën grew significantly (PP page 8, part 2) 
• Recognition increased substantially (PP page 8, part 2) 
• Statements about Citroën improved greatly (PP pages 9-11, part 2) 
• The campaign tests shot skywards (PP pages 1-4, part 3) 
• Reach, frequency and demographics (PP pages 1-5, part 4) 
 


