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How to save a Desperate Housewife

Take a sprinkle of innovation, a spoonf ul of «cr
stir carefully for a great campaign.

Challenge: Specially designed & engineered mobile kitchen vans trav-

Lee Kum Kee is one of the most famous brands in eled to popular shopping areas to introduce the products

Chinaés condi ment industry aphewtojusethgmaced a few chall en

In major cities consumers were aware of the brand, but — .

considered it At oo Femiu mF\ood %astlng ncreased icgnsumer, cHrl_o_s%y }/nvherle ‘1u8dredsC
P 5 peoplg gat ered acrbs different citied (0 Be part of the

brand awareness was low. action.

Insight: Results:

We found that our target consumers, homemakers (or to be  Within 2 months, the campaign was mentioned over 100
really honest, housewives)i and potential new homemakers times in the press and accumulated free TV news and pro-
share the same desire: they all want to treat their loved gram exposure over 270 minutes. This translates into over
ones to a tasty meal. Only problemi t hey di dn 6t RMBr2MiNionhnoMedia Value. The Mobile Kitchen is on its
Our plan was to reach out to these consumers through an way to another 35 cities this year to rescue more house-
integrated campaign that would position Lee Kum Kee as wives and to sample more sweet success!

their partner and help them improve their cooking skills both

physically & virtually.

Idea and Execution: Q’&Z

OQur idea? A fALee Kum Kee culimary mobile kitchen rescue
teamd with a special crew of famous chefs bringing val ud
cooking skills & knowledge directly to consumers. The pick van Motman
mega campaign traveled to 13 cities across China. CEO & President DDB China Group

) . dick.vanmotman@asiapac.ddb.com
A reality show cheekily called fiSaving the desperate ho

wi fed featured the <chefs rescuing desperate housewives
from cookies emergencies. This was broadcast together
with viral videos across major video portals in China and
Af oodi ed bl ogs. Bull etin Boards (BBS) al so_.generated ¢
versations and resulted in more people signing up to take .

part on the program.

DDB China Group includes DDB ,Tribal DDB and RAPP. Find out more at
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