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The Product

q AIM: Through the HearUsLAH! 
campaign, I aim to shift the 
perceptions of Malaysian youth on 
their music scene and highlight local 
Malaysian artists

qThe Decision Makers would be the 
audience this campaign is targeted to 
which would be the Malaysian youth
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Behavioral Strategy Outcomes
General Desired Behavioral Outcome: Shifting the Malaysian youth from passive appreciation of 

Malaysian music to active and consistent support through streaming and following of local music

Expected Behaviors after Campaign Exposure
• Embedding local music into their core listening habits and rotations

• Measured through the Number of playlist saves (via campaign tracking link) + Increase of streams of spotlighted songs 
OR artist monthly listeners

• Following the featured artists on social media and keeping up with their releases and concerts/gigs
• Follower count growth on featured artist’s social media + Number of concert attendees

• Engaging with HearUsLAH content and challenges + Using #HearUsLAH!, when supporting local 
artists and music
• Participation count in mini challenges + Engagement rate in using  #HearUsLAH! with the number of unique users using 

the hashtag
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Key Benefit (to Your Target Decision-Makers)

Benefits: 
• Discover relatable music that is relatable 

and reflects their identity
• Being part of a youth-led campaign for 

music
• Feel good about supporting homegrown 

talent without going out of the way

Missing out: 
• Lose the chance to shape the local music 

culture
• Miss discovering relatable music and 

being proud of your culture and its talent 
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The Target 
User/Audience: 
Malaysian Youth 
(16-29)

q Malaysian youth value 
authenticity and have a high 
level of cultural pride.

q Influenced by others and 
who they follow, listen to, 
and overall, what they 
consume 

q Young and impressionable
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The 
Company 
Behind 
the 
Product

It all started 
from a passion!

Everything mentioned in speakers note!



SMU Classification: Restricted

Evidence of Effectiveness

This paper explored the importance of emotion and storytelling when crafting an 
engaging campaign! The paper goes into 4 main design principles of engagement 
and all leveraging of emotional attachment and storytelling! 

• ` Design Principle #1: Tell a Story 
• Find a compelling and sticky story to talk about information regarding the campaign in a personal and 

relatable way – only provide information about what the audience needs

• ` Design Principle #2: Empathize
• “Engage with your audience and let them engage you” – Understand what your audience wants from 

you and the campaign and act on it 

• ` Design Principle #3: Be Authentic
• Be yourself and be passionate because that is what the audience love – the shared passion and 

values will make it easier for your audience to connect with you meaningfully

• ` Design Principle #4: Match The Media
• Align the where you communicate your campaign with what your audience is familiar with – how and 

where we say something is crucial for the success of a campaign

*Relevance to my Strategy will be elaborated in the speaker notes*

Assigned Reading: The Dragonfly Effect: Effective, and Powerful Ways to use Social 
Media To Drive Social Change by Jennifer Aaker, Andy Smith, and Caryle Adler (2010)

(Smith & Adler, 2010)
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Source 
Characteristics

The artists that I 
will be highlighting 

each month on 
Instagram + 

headliners of the 
playlist of the 

month!
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Message Characteristics
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A Snapshot of Your Behavioral Strategy
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Placement of Your Behavioral Strategies

Instagram Spotify
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Unintended 
Consequences

The unintended labelling and 
categorization of Malaysian-pop (M-
pop) and not being included in the 

mainstream genres such as just 
“Pop” or just “Rock”, etc. 

“Oh, I’m listening to M-pop", "Malaysian 
Pop is so in range right now”
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Cultural Issues 

One cultural issue that also falls as an unintended consequence for the whole 
campaign itself is the idea of “Cultural Discount”
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Theoretical Basis
• Nudges: A choice that alters people’s behavior in a predictable way without forbidding any options or significantly 

changing their economic incentives (Roh, 2025) -- Divided into 4 main dimensions 
• Activated a Desired Behavior: User isn’t aware of the correct behavior/outcome; hence they need to guided 

towards the desired behavior (Roh, 2025)
• Externally – Imposed Nudges: Nudges imposed by another party/organization (Roh, 2025) 
• Mindless Nudges: When individuals face cognitive overload, we try to help people ease not making the final 

outcome by making it easier to understand  (Roh, 2025) 
• Encouraging Nudge: Focuses on focal activity (Roh, 2025) 

• Gamification: Using game elements in the product/campaign as a form of engagement 

• Labelling: A subtle form of framing that is able to trigger ideas and judgment 

• Accessibility: The extent to which schemas and concepts are at the forefront of people’s minds – likely to be used to 
make judgments and decisions about the world (Roh, 2025) 

• Pre-suasion:  What you say immediately before delivering the main message – Directing people’s minds to the moment 
before experience the real message/content (Roh, 2025) 

• Underdog Narrative: Narrative that shows someone/company in a disadvantaged situation and then shows their 
passion and determination to fight against all odds (Roh, 2025) 

• Processing Fluency: Refers to how easily and effortless the brain can process information – affecting decision making

• Descriptive Social Norms: Following what other people would do

• Color: An element of visuals that is able to shape judgment and decision making (Roh, 2025)

• Cultural Discount Theory: One group of people enjoy a set of cultural products less than another group of people does” 
(Lee, as cited in Roh, 2025). 
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