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“AI seems to be conjured 
up like a magic (or to-be-
feared) button that can 
eliminate thousands of 
jobs at one push. Truth is, 
basic templates are easy 
to replicate via AI. True 
breakthroughs aren’t. I 
haven’t seen AI write a 
song remotely close to 
Bohemian Rhapsody yet!” 
Farrokh Madon will be conducting 
the Grand Experiment at the 
Malaysian Marketing Conference 
& Festival 2024, click here for 
details. 

“I recently collaborated 
with a major media 
company to develop an 
AI system that generates 
personalised news digests 
using multi-modal prompts 
that combine text, images, 
and video snippets, 
resulting in a 25% increase 
in user engagement and 
content consumption.” 
AI pro, Prompt Engineer and 
Go-To-Market Strategist Indhran 
Indhraseghar will tell you more 
at the Malaysian Marketing 
Conference & Festival 2024

“Every agency would talk 
about denting culture 
or creating culture, but I 
think we were more about 
reflecting it and borrowing 
from it.”
Tom Roach, VP of brand strategy at 
Jellyfish, speaking to Contagious 

https://marketingmagazine.com.my/mcf2024/
https://www.contagious.com/?utm_campaign=Contagious%20Edit%20&utm_medium=email&_hsenc=p2ANqtz-_rHCT0qWyFdBaLjuCHWhED9VW3KkqHhiz8-quKM86kdLZqc9k2hC9b5bX8Rm6QUdw6fhkSwSXHP3L7c6C9ru4yU1MKHg&_hsmi=304983174&utm_content=304958102&utm_source=hs_email


ISSUE406 MAY 2024 | WEEKENDER
4

EDITOR’S NOTE

The 
differentiator 

in AI

Yesterday somebody asked 
me that if everybody uses AI, 
then what is the difference? How 
to be more competitive?

Yes, AI has gone to a higher 
level of a common denominator 
and people will be more aware 
professionals will be more 
enlightened on how to move 
forward.

I think the differentiator will 
be how we arrange the different 
possibilities in new ways. Just 
like creativity, there’s hardly 
creativity that is original. They 

are a free association of ideas 
from the past and from the 
possible future, but put together 
in new ways. 

So AI will provide the tools 
to better what you’re thinking to 
make it more polished, give dive 
into huge amounts of consumer 
behavior. Data and streamline it 
into a manageable process. 

It is like a swimming in 
the sea. But with the focus of 
what you are looking for, what 
treasure you’re seeking out, this 
is what AI will provide you. 
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EDITOR’S NOTE

The differentiator is you. 
Eventually everything comes 

down to you. So why we thrive 
in the age of AI. The uniqueness 
about it is it will make us better 
people, better professionals and 
better at communicating on a 
personal level and at a more 
efficient level. 

Creative Legend Ted Lim 
adds…..

AI is a more efficient gatherer 
of information that scrapes, 
distills and organises what’s 
out there for a quick and easy 
overview of the subject we are 
interested in. It is by no means 
100% correct and does not 
originate, strategise or create new 
ideas that have not already been 
done (not yet).  

The average writer, artist, 
designer, composer, director, 
accountant, even data scientist 
who do originate ideas that have 
never been done before will lose 
his or her job to AI as profit-
driven businesses push to reduce 
human costs.

I see this image of a person 
with a robotic arm. He relishes 
the new-found powers that his 
robotic arm gives him. Until 
the robotic arm wraps its steely 
fingers around the person’s neck 
and squeezes the life out of him. 

ADOI!

... Eventually 
everything 
comes down to 
you. So why we 
thrive in the age 
of AI... 
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AI CASE STUDIES

ARTISTIC INTERACTIONS
 
There are 22 million autistic 

children worldwide – 30% 
of whom are non-verbal. 
Telefonica marked World 
Autism Awareness Day by using 
AI to modernise an outdated 
communication system.

 Telefonica’s tech company 
Vivo and Africa Creative 

DDB, São Paulo, used image-
generating software to help 
families create communication 
cards based on their children’s 
passions. The visuals were 
customisable and autism-
friendly – and launched with an 
experience that invited parents to 
step into their children’s world. 
It generated more than 1 million 
website visits.
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AI CASE STUDIES

Heineken H*AI 
Heineken’s H*AI initiative 

aimed to empower female 
football fans by challenging 
stereotypes through a unique 
AI-driven quiz. Unveiled as an 
intelligent chatbox on Douyin, 
the ‘AI’ was actually a team of 
knowledgeable female superfans 
sharing football insights. By 
leveraging the AI hype in China, 
Heineken sparked discussions 
and interaction across social 
and vertical platforms, driving 
inclusivity in football fandom. 

The campaign garnered 
widespread attention, generating 
1.99B earned impressions, 77 
million social media impressions, 
and 182K comments supporting 
football equality. It increased 
brand love among female 
fans, with a 14% rise in brand 
association and 93% football 
association among females, 
surpassing males by 6%. The 
initiative also boosted brand 
preference by 20%, establishing 
Heineken as the top choice for 
football occasions.

   PLAY TVCs

https://youtu.be/_6P7GaXMWw8
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AI CASE STUDIES

MEAL VISION
‘Meal Vision’ employs AI 

to monitor eating behaviors in 
residential care homes, aiding in 
early detection of malnutrition 
issues. 

The aged care sector in 
Australia, a $23.6 billion 
industry, faces a concerning 
68% risk of severe malnutrition 
among elderly residents. 
Compass Group Australia’s 
innovative solution, Meal 
Vision, utilizes a cloud-based 

Computer Vision system to track 
food consumption. By scanning 
residents’ plates and analyzing 
data on an AWS cloud-based 
platform, Meal Vision helps staff 
identify dietary deficiencies and 
adjust meals accordingly. 

With over 50 units in 
operation, Meal Vision has 
already shown success in 
mitigating malnutrition risks, 
reassuring families, and reducing 
food waste through data-driven 
meal planning strategies.

   PLAY TVCs

https://youtu.be/1FCRdZlvvSE
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AI CASE STUDIES

REAL CONVERSATIONS. 
ARTIFICIAL 
INTELLIGENCE.

OnePlus, a tech-first brand, 
embraced the challenges 
of new technology with a 
positive outlook, aiming to 
connect the community with 
Artificial Intelligence. For their 
significant launch event, they 
created an entire film using AI-
generated footage, incorporating 
community tweets to shape the 
script and prompts. 

The outcome was a visually 
striking masterpiece blending 

advanced technology with 
collaborative community input, 
setting a high standard for the 
future. By utilizing innovative 
techniques like AI textured 
3D models and seamless 
compositing, OnePlus bridged 
the gap between AI animation 
and traditional storytelling, 
achieving impressive reach and 
engagement across various social 
platforms. 

This ground-breaking film 
showcased the practical use of 
AI, sparking discussions and 
raising awareness globally.

   PLAY TVCs

https://youtu.be/KGJlszPW88E
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AI CASE STUDIES

SCROLLING THERAPY 
Eurofarma, a Latin American 

company, introduced Scrolling 
Therapy, an AI-powered mobile 
app aiding Parkinson’s disease 
patients in performing daily 
facial exercises comfortably 
through facial recognition. By 
integrating key exercises like 
smiling and eyebrow-raising 
into social media scrolling 
commands, patients could 
engage in therapeutic activities 
seamlessly. The app, launched 
in 10 countries and accessible 

to 8.5 million patients for free, 
aimed to address the reluctance 
towards traditional exercises. By 
leveraging insights on patient 
challenges and emotional 
barriers, the app transformed 
daily scrolling habits into a 
therapeutic routine, offering real-
time feedback and improving 
adherence. Scrolling Therapy’s 
innovative approach garnered 
significant engagement and 
sought to enhance the quality 
of life for Parkinson’s patients 
globally.

   PLAY TVCs

https://youtu.be/o48B74P7s10
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AI CASE STUDIES

OUTSIDE IN EXPERIMENT
Horizon Therapeutics 

conducted ‘The Outside In 
Experiment,’ integrating patient 
testimonials into generative AI 
software to generate thousands 
of images depicting the pain 
of gout. These images were 
transformed into impactful 
films through another AI 
system, accompanied by music, 
effectively conveying the gout 
experience. 

With gout’s critical 
implications often 
underestimated by healthcare 

professionals, Horizon aimed 
to raise awareness quickly and 
affordably. By leveraging AI to 
visualize patient experiences and 
the effects of gout on organs, 
combined with real patient 
quotes and unique art styles, 
Horizon created emotionally 
resonant content for physicians. 
The resulting film series 
successfully engaged viewers, 
achieving a high email click-
through rate and extended site 
visit durations, contributing 
to increased awareness about 
uncontrolled gout.

   PLAY TVCs

   PLAY TVCs

https://www.youtube.com/watch?v=sKXd0tEFatY
https://www.youtube.com/watch?v=KfhdirTK9Gk


ISSUE406 MAY 2024 | WEEKENDER
12

AI CASE STUDIES

UNDERCOVER 
In Hong Kong, Ogilvy’s 

‘Undercover’ for Women 
Helping Women Asia (WHWA) 
utilized AI to detect abusive 
language, triggering discreet 
recording through an app to 
empower women with evidence 
against their abusers. 

This innovative approach 
addresses the prevalent gender-
based violence issue in a society 
where inequality and lack of 

evidence often silence victims. 
The app, designed to blend 

in seamlessly, covertly captures 
incidents upon detecting specific 
trigger words at high decibels, 
ensuring recordings are legally 
admissible for court proceedings. 

With a focus on providing 
tangible legal proof, the app is 
distributed for free in Hong Kong 
to aid women in need, supported 
by partner organizations battling 
gender-based violence.

   PLAY TVCs

https://youtu.be/22q-SsJay6c
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AI CASE STUDIES

VODAFONE Vi HUMAN 
TESTING 

Vodafone’s ‘Vi Human 
Testing Network’ project, led 
by Ogilvy Mumbai, won a Gold 
Media Spike for its innovative 
approach. The initiative involved 
leveraging a human network 
of food delivery personnel to 
evaluate network coverage while 
making deliveries. 

Following the merger of 
Vodafone India and Idea Cellular 
to form Vi, network challenges 

arose, impacting customer 
perception in Mumbai. To 
address this, Vi collaborated with 
Mumbai’s renowned Dabbawalas 
to rigorously test and certify 
the network’s performance 
in real-world scenarios. This 
collaboration not only enhanced 
Vi’s network quality perception 
significantly but also boosted 
positive social sentiment and 
subscriber growth, showcasing 
the power of human testing in 
transforming brand perceptions.

   PLAY TVCs

https://youtu.be/n0Ygm4MB8HM
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AI CASE STUDIES

A MILLION LOGOS 
Colgate’s ‘A Million Logos’ 

campaign by Ogilvy, Kuala 
Lumpur, tackled ‘smile shame’ 
in Asia by using an AI-powered 
smile generator tool to create 
personalized Colgate smiles 
for individuals with less-than-
perfect teeth. The initiative aimed 
to raise awareness about smile 
shaming and redefine beauty 
standards for smiles. 

By adapting their logo 
to celebrate unique smiles, 
Colgate encouraged people to 
embrace their individuality. 

The campaign, launched on 
World Smile Day, garnered 
significant engagement and 
positive sentiment. Results 
included a substantial increase 
in social content views and 
engagements, positive PR 
sentiment, enhanced brand 
resonance, and empowerment 
through AI-generated smile 
stickers and hashtags. The 
campaign successfully sparked 
conversations and advocacy 
against smile shaming, resulting 
in increased brand association 
and ad recall in various markets.

   PLAY TVCs

https://www.youtube.com/watch?v=atQnrgJmkew
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AI CASE STUDIES

ARTIFICIAL TASTE 
TESTERS 

The ‘Artificial Taste Testers’ 
campaign by Australian Organic 
Food Co. involved using virtual 
influencers to taste their food, 
with free samples sent to human 
applicants. The tongue-in-
cheek approach resulted in 12x 
the category engagement rate 
and led to their products being 
stocked in over 60 new stores. 
By challenging the traditional 

influencer marketing approach 
and highlighting the authenticity 
of their organic products 
through artificial influencers, the 
campaign successfully stood out 
in a crowded market. 

The initiative focused on 
leveraging the limitations of 
technology to emphasize the 
purity of their organic products, 
ultimately driving engagement, 
awareness, and increased 
distribution for the brand.

   PLAY TVCs

https://youtu.be/IF3HW5nXoaI
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AI CASE STUDIES

DR DICK PIC
Men’s health organization 

HeHealth cleverly addressed 
men’s reluctance to be tested for 
STIs by introducing HeHealth 
AI. By scanning 2,000 dick pics 
on dating sites, the AI identified 
50 potential STIs in a non-
invasive manner. This innovative 
approach won a Silver in Social & 
Influencer. With the rising global 

STD cases, He Health aimed to 
engage men in prioritizing their 
sexual health through the user-
friendly He Health app. Through 
the Dr. Dick Pic initiative, over 
100 dating profiles were created 
to encourage sharing of images 
for AI analysis. 

This strategy successfully 
identified and assisted in treating 
more than 50 potential STD cases.

   PLAY TVCs

https://youtu.be/TOYGgz5BzmU
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AI CASE STUDIES

CLIMATE REALISM 
The ‘Climate Realism’ 

campaign by WWF Germany 
used generative AI to transform 
famous artworks depicting 
natural scenes to reflect the 
impact of climate change. By 
altering paintings like Monet’s 
water lilies and Gauguin’s 
landscapes to show rising 
temperatures, the campaign 
aimed to make the science of 
climate change emotionally 
engaging. 

Through immersive physical 
and digital exhibitions, the 
project visualized climate 
scenarios under different 
emissions reduction levels. The 
AI-generated imagery garnered 
significant media coverage 
and engagement, with the web 
experience alone achieving 
32k organic views in the first 
week. The initiative successfully 
conveyed the local effects of 
global warming in a compelling 
and informative manner.

   PLAY TVCs

https://youtu.be/u-8bP1ZiD_E
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AI CASE STUDIES

HEINZ A.I. KETCHUP
Heinz utilized AI image 

generator DALL-E 2 to create 
captivating brand assets based 
on ketchup-related prompts 
from its audience, engaging over 
1.15 billion earned impressions 
globally. By inviting fans to 
contribute prompts, Heinz 
transformed the initiative into a 
community-building endeavour, 
with 18 billboards garnering 55 
million impressions and media 

coverage across various sectors. 
The campaign saw a 38% 

higher engagement rate on social 
media compared to previous 
efforts, resonating strongly in 
China, Chile, and Brazil. DALL-E 
2 was even retrained to address 
brand bias due to the campaign’s 
impact. Lessons learned include 
leveraging AI tools to engage 
with fans and utilizing image 
generators like DALL-E 2 for 
experimentation and co-creation.
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AI CASE STUDIES

HEROES BELATED 
GRADUATION  

AI enabled innovative 
solutions for challenging 
briefs on inclusion, health, and 
historical justice. ‘Heroes’ Belated 
Graduation’ by DminusOne in 
Seoul honored 2,596 Korean 
independence activists through 
AI deep learning and de-aging 
tech, restoring their images for a 
special ceremony. 

These activists, expelled for 

fighting colonial rule from 1910 
to 1945, were finally recognized 
in a heartfelt graduation event. 
Descendants received yearbooks 
and emotional speeches, 
evoking empathy. The campaign 
garnered 13.7M+ views and 
54.6M+ impressions in a week, 
without paid media. Praised for 
CSR and creativity, the initiative 
allowed heroes to graduate 
posthumously, earning Binggrae 
top ESG ratings for five years.

   PLAY TVCs

https://youtu.be/NSI49Rg2Gkk
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AI CASE STUDIES

NEVER DONE EVOLVING 
FEAT. SERENA | NIKE 
AKQA, SÃO PAULO

“Never Done Evolving feat. 
Serena”. Nike AKQA in São 
Paulo presented “Never Done 
Evolving feat. Serena” at the 
Grand Prix Digital Craft Lions. 
By analyzing two decades of 
Serena Williams’ gameplay, Nike 
created avatars representing 
different stages of her tennis 
career through machine learning. 
A virtual match between the 
first and final grand-slam Serena 
generated hype. These avatars 

now guide young athletes 
towards their potential. Digital 
Craft Lions Juror Noah Khan 
praised Nike’s broad impact. 
Following Serena Williams’ 
retirement announcement in 
August 2022, Nike paid tribute 
by showcasing the evolution 
needed to excel for over 20 years. 
This study, transformed into a 
live virtual match on YouTube, 
garnered significant organic 
views and is now influencing 
both Nike’s technology 
and athlete performance 
enhancements.

   PLAY TVCs

https://youtu.be/D3Lfv51z5XM
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AI CASE STUDIES

The Subconscious Order
Saudi food delivery app 

HungerStation introduced ‘The 
Subconscious Order’ utilizing 
an AI tool that tracked users’ 
eye movements while scrolling 
to reveal their true food desires 
from their subconscious. This 
innovative approach alleviated 
decision overwhelm caused by 
excessive choices, leading to a 
surge of 78,000 new customers 
within a fortnight.

Nancy Crimi-Lamanna, 

Creative Commerce Lions Jury 
President and FCB’s Chief 
Creative Officer, praised this 
initiative for its global scalability 
and ability to engage consumers 
at the point of decision, 
offering a playful and enjoyable 
experience. 

Amidst a competitive market, 
HungerStation aims to maintain 
its pioneering status and enhance 
customer appeal by leveraging 
innovation, technology, and 
social media outreach.

   PLAY TVCs

https://youtu.be/Iw35LW_OSo0
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ARTIFICIAL INTELLIGENCE TOOLS

Design and Branding:
Midjourney
DALL-E
Alpaca
Dream Studio

Content Creation:
Synthesia AI
HeyGen
Pictory
In-Video

Social Media & Ads:
Adext AI
Lately
Optimove
Madgicx

Predictive Analysis:
Tableau
RapidMiner
DataRobot
IBM SPSS

Content Marketing:
Frase.io
Writesonic
Narrato
Surferseo

Personalisation:
Midjourney
DALL-E
Evolve AI
Kameleoon
Optimizely
Dynamic Yield

Copywriting:
Copy AI
Jasper AI
ClosersCopy
Shortly AI

Brand Language Optimisation:
Persado
Whispir
INK

 Competitive Analysis:
Klue
Kompyte
Contify

Social Media Management:
SentiOne
Meltwater
Emplifi

 AI TOOLS 
(LINKS IN HIGHLIGHTED TEXT BELOW)

https://www.midjourney.com/home/?callbackUrl=%2Fapp%2F
https://openai.com/dall-e-2
https://www.alpacaml.com/
https://beta.dreamstudio.ai/generate
https://www.synthesia.io/
https://www.heygen.com/
https://pictory.ai/?ref=uniteai
https://invideo.io/
https://www.adext.ai/
https://www.lately.ai/
https://www.optimove.com/
https://madgicx.com/
https://www.tableau.com/
https://rapidminer.com/platform/
https://www.datarobot.com/
https://www.ibm.com/spss
https://www.frase.io/
https://writesonic.com/
https://narrato.io/
https://surferseo.com/?fpr=rachel25
https://www.midjourney.com/home/?callbackUrl=%2Fapp%2F
https://openai.com/dall-e-2
https://evolv.ai/
https://www.kameleoon.com/en
https://www.optimizely.com/personalization/
https://www.dynamicyield.com/target/
https://www.copy.ai/
https://www.jasper.ai/free-trial?_from=ads&fp_sid=1-g-CjwKCAjwxr2iBhBJEiwAdXECw7kKPcMMuAoCQUFf6ywzYGJuYCkwV7DuqVFWVr2lwwyFJYhfAUKeKRoCwHcQAvD_BwE
https://www.closerscopy.com/?ref=psot
https://www.shortlyai.com/
https://www.persado.com/
https://www.whispir.com/en-us/
https://inkforall.com/
https://klue.com/
https://www.kompyte.com/?utm_source=blog&utm_medium=article&utm_campaign=en-competitive-intel-tools-07012022
https://www.contify.com/platform/
https://sentione.com/
https://www.meltwater.com/en
https://emplifi.io/products/social-media-marketing/listening?utm_source=socialbakers.com


WITH AI,
COULD LEONARDO 
HAVE PAINTED
A BETTER
SMILE?
Artificial intelligence or AI refers to the 
ability of machines to copy functions that 
are mainly associated with humans, such 
as learning, analysing information, drawing 
conclusions, making decisions, and others.

Companies use different variants of such 
applications, for example, for automated 
customer service, marketing process 
automation, automated sales, predictive 
analytics, etc.

Artificial Intelligence is the new and 
inevitable pervasive technology that will 
revolutionise marketing and processes that 
go beyond today’s benchmarks. ChatGPT, 
DALL-E, Midjourney are only the beginning 
of this wave to empower, optimise and 
collaborate in new ways.

Whether it replaces jobs, endangers our 
lives and social systems, it is still too early 
to tell. AI-powered marketing cloud that 
leverages advanced artificial intelligence 
and trillions of consumer signals make it 
easier for marketers to acquire, grow, and 
retain customers more efficiently.

Scientists say AI is the future in the 
marketing and media industry, and 
doing business and marketing without 
AI will become impossible. The use AI 
in the formation of marketing strategies 
(segmentation, targeting, and positioning), 
research (data collection, market analysis, 
customer understanding), and campaigns 
(standardisation, personalisation, 
relationalisation) is staggering. Scientists 
emphasise that the ability of artificial 
intelligence to perform analysis that is 
inaccessible to human thinking is one of its 
most revolutionary capabilities.

KEYNOTE SPEAKERS
Lucio Ribeiro
is the Director of digital Marketing and Innovation at Seven 
Networks, Australia’s number-one broadcaster. HE is also a 
tech columnist at Forbes. A pioneer in artificial intelligence 
applied to marketing and advertising, Lucio is one of Australia’s 
most respected, awarded, and innovative digital executives. 

Having been elected one of the most influential online 
marketers in the world by Marketing Today, he is an MIT 
graduate in artificial intelligence, former Director of Technology 
and Innovation at Optus, and the co-founder of the digital 
agency Online Circle Digital, which he sold in 2019. He is also a 
scholar of The Marketing Academy and has lectured on digital 
marketing and AI at RMIT University and Deakin University.

Farrokh Madon
Chief Creative Officer APAC at Merkle B2B

In a career spanning Singapore, Amsterdam and India, Farrokh 
has garnered over 200 prestigious advertising awards. He has won 
Cannes Lions, a highly coveted D&AD Silver Nomination and the 
only Grand Prix in the history of the Effie Awards in Singapore.

Work done on his watch has featured on CNN’s Anderson Cooper 
show & FOX TV in America. Farrokh is also a winner of the Creative 
Director Of The Year Award given by the Institute of Advertising 
Singapore, at its Hall Of Fame Awards. Farrokh has also written 
a novel. It briefly sat on the Top Sellers shelf of bookstores in 
Singapore.

Indhran Indhraseghar
Regional CEO, Robometic Inc.

Author of 2 books. Inventor of STORIFY, a positioning tool that 
has helped thousands of businesses transform their narratives 
into successful sales strategies. Invited to speak at Google 
Korea (covered by the Korean press). Featured interviews on 
TV5MONDE and BFM 98.9.

15+ years of experience driving consultative sales growth and 
leading high-performing global teams.

Khairy Jamaluddin
Former Minister of Health, Malaysia

Khairy Jamaluddin or KJ, served as Minister of Health in the 
Barisan Nasional (BN) administration under former Prime 
Minister Ismail Sabri Yaakob from August 2021 to November 
2022. Alongside being a radio presenter for Hot FM, he hosts 
Keluar Sekejap with Shahril Hamdan, a podcast in which they 
discuss Malaysian politics and current affairs with a variety of 
guests.

KJ will share his take on how Malaysian media can embrace AI 
for the future, plus some juicy stuff never heard before.

Jia Wen Chuah
Head of Industry for CPG, Retail & Agency, Google 
Malaysia

Jia Wen is a digital and branding strategist with a 
passion for harnessing technology and media to 
empower brands. As the Head of Industry (CPG, Retail 
& Agency) and Malaysia Site Lead at Google Malaysia, 
she leads the charge in crafting comprehensive digital 
strategies for brands.

Her expertise lies in helping them connect and engage 
with their target audiences online by leveraging Google’s 
cutting-edge AI-powered solutions.

APPROVED HRD CORP 
TRAINING PROGRAM 

NO 10001402134
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https://marketingmagazine.com.my/shop/marketing/marketing-conference-festival-204/

