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Take a sprinkle of innovation, a spoonful of creativity, a ladle of inspirationé.and 

stir carefully for a great campaign.  

Challenge:  
Lee Kum Kee is one of the most famous brands in 
Chinaôs condiment industry but it faced a few challenges. 
In major cities consumers were aware of the brand, but 
considered it ñtoo premiumò to buy it. In smaller cities 
brand awareness was low. 

Insight:  
We found that our target consumers, homemakers (or to be 
really honest, housewives)ï and potential new homemakers 
share the same desire: they all want to treat their loved 
ones to a tasty meal. Only problem ï they didnôt know how. 
Our plan was to reach out to these consumers through an 
integrated campaign that would position Lee Kum Kee as 
their partner and help them improve their cooking skills both 
physically & virtually. 

Results:  
Within 2 months, the campaign was mentioned over 100 
times in the press and accumulated free TV news and pro-
gram exposure over 270 minutes. This translates into over 
RMB 2 Million in Media Value. The Mobile Kitchen is on its 
way to another 35 cities this year to rescue more house-
wives and to sample more sweet success! 

Specially designed & engineered mobile kitchen vans trav-
eled to popular shopping areas to introduce the products 
and how to use them.  

Food tasting increased consumer curiosity where hundreds 
of people gathered across different cities to be part of the 
action. 

Idea and Execution:  
Our idea? A ñLee Kum Kee culinary mobile kitchen rescue 
teamò with a special crew of famous chefs bringing valuable 
cooking skills & knowledge directly to consumers.  The 
mega campaign traveled to 13 cities across China. 
 
A reality show cheekily called ñSaving the desperate house-
wifeò featured the chefs rescuing desperate housewives 
from cookies emergencies. This was broadcast together 
with viral videos across major video portals in China and 
ñfoodieò blogs. Bulletin Boards (BBS) also generated con-
versations and resulted in more people signing up to take 
part on the program. 
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