
MDA d Young Achievers Program 2026

Team FlyHigh
Joey Lew Xin Tong | Lim Kai Xin | Michelle Koay Yee Lynn | Yeoh Zhihan

INTI International College Penang

Digital Marketing 
Campaign for

Mock Marketing Brief 2



Outline

1 2 3

Insights and 

Strategy

Campaign 

Ideas

Channel & 

Execution 

Plan

4 5

Budget 

Allocation
Measurement 

and KPIs



Food delivery platform revenue in Malaysia is 

expected to reach USD723 million in 2030

Market size of food delivery platforms in Malaysia

Insights and Strategy

The food delivery services in 
Malaysia has experienced 

steady growth due to rising 
smartphone and internet 

penetration, increasing urban 
lifestyles, and integration of 
digital payments (Mobility 

Foresights, 2025 ).

Source: Statista (2025)

https://mobilityforesights.com/product/malaysia-food-delivery-market
https://mobilityforesights.com/product/malaysia-food-delivery-market
https://www.statista.com/outlook/emo/online-food-delivery/meal-delivery/platform-delivery/malaysia?srsltid=AfmBOoqP5-PKyy84sMccZE-idXIkVNjpsxG9b8-Ea1UeFRHzdsV0N-Wp#revenue


GrabFood FoodPanda

Market Share ÅHold 67% of the food delivery market share. ÅHold 22% of the food delivery market share.

Unique Value 

Proposition 

Å! άǎǳǇŜǊ-ŀǇǇέ ŜŎƻǎȅǎǘŜƳǎ ǿƛǘƘ ǊƛŘŜ ƘŀƛƭƛƴƎΣ 

payments and food orders. 

ÅGrabRewards  Loyalty Program.

ÅStrong market penetration by subsidizing prices 

and offering a wide variety of restaurants.

ÅPandapro  Subsription  Program.

Strengths
ÅStrong brand recognition.

ÅMore promos and merchants.

ÅCompetitive delivery rate.

ÅWide range of food options.

ÅWell-organized delivery networks.

Weaknesses
ÅLimited geographical coverage.

ÅTime-consuming cancellation process. 

ÅQuality control issues.

ÅThin profit margin.

Top food  delivery  platforms  in Malaysia

(Felicia, 2022)

(Ngu, 2026)

(Momentum Works, 2026) (Momentum Works, 2026)

(Ngu, 2026)

(Felicia, 2022) (The Strategy Story, 2026)

(The Strategy Story, 2026)

Insights and Strategy

https://medium.com/@clarafelicia0911/grab-food-a-ux-research-case-study-2022-7d44ac8e7ff
https://hashmeta.com/blog/food-delivery-app-marketing-grab-vs-foodpanda-vs-deliveroo-strategy-guide/
https://hashmeta.com/blog/food-delivery-app-marketing-grab-vs-foodpanda-vs-deliveroo-strategy-guide/
https://www.linkedin.com/posts/momentum-works_fooddelivery-southeastasia-momentumworks-activity-7422922540802719745-v45b?utm_source=social_share_send&utm_medium=member_desktop_web&rcm=ACoAABbmTUcBmvmolAitf3U7JA0REmIIXIbymSI
https://www.linkedin.com/posts/momentum-works_fooddelivery-southeastasia-momentumworks-activity-7422922540802719745-v45b?utm_source=social_share_send&utm_medium=member_desktop_web&rcm=ACoAABbmTUcBmvmolAitf3U7JA0REmIIXIbymSI
https://hashmeta.com/blog/food-delivery-app-marketing-grab-vs-foodpanda-vs-deliveroo-strategy-guide/
https://hashmeta.com/blog/food-delivery-app-marketing-grab-vs-foodpanda-vs-deliveroo-strategy-guide/
https://medium.com/@clarafelicia0911/grab-food-a-ux-research-case-study-2022-7d44ac8e7ff
https://thestrategystory.com/blog/foodpanda-swot-analysis/#google_vignette
https://thestrategystory.com/blog/foodpanda-swot-analysis/#google_vignette


Current Challenges Opportunities for QUICKLY

Consumers spend extensive time searching for food  

due to massive choices available.

Position Quickly as a quick decision assistant  with curated 

suggestions.

Customers spend extensive time finding the right 

vouchers , hence, slowing their buying decisions. 

Quickly can focus on providing simple and clear offers , which 

ŀǊŜ ŎƻƴǎƛǎǘŜƴǘ ŜǾŜǊȅŘŀȅ όŜΦƎΦ ¢ƻŘŀȅΩǎ [ǳƴŎƘ 5ŜŀƭΣ [ŀǘŜ bƛƎƘǘ 

Snack Deal, Student Budget Pick).

Consumers use multiple delivery apps  and tend to 

switch frequently, causing decision fatigue .

Encourage habitual use  through convenient features that 

make QUICKLY the easiest platform to order from (e.g. quick 

reorder options, personalised meal suggestions, curated daily 

picks).

Young urban consumers often have busy schedules 

and irregular meal times .

Send timely push notifications  such as lunch reminders or 

quick meal suggestions during peak hours.

Current Challenges and Opportunities

Insights and Strategy



Ryan, The Busy Multitasker
Age: 23 years old
Occupation: University student & part -
time shop assistant.
Location: Kuala Lumpur
Monthly Income: RM1,500

Personality & 
Lifestyle

Pain  Points

Life  GoalsCommunication  Channels
ÅMaintain a convenient 

and flexible lifestyle.
ÅBalance studies/ work 

with personal time.
ÅToo many food options on apps.
ÅWasting time to compare what to eat.

New Customer Persona for Quickly

ÅAlways busy with 
studies, work and 
social life.
ÅPrefers convenience 

over complexity.

Purchase  Motivations
Time - saving

Low price

Convenience

Insights and Strategy
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Owned Media 

Campaign

Campaign Ideas

Paid Media 

Campaign

Åб̜́̔̚ ̗̠̣ ˾̖˝ ̂̆˺˴˼˽̊в 
app feature.
Åб̂̆˺˴˼˽̊ ̖̖̜̝̪̈ 
̜̤́̔̚в ̤̠̝̔̒̚ ̞̖̒̕̚ 
posts.

2

Paid Media 

Campaign

ÅPaid sponsorship with 
Micro - influencers.
ÅSocial media 

sponsored ads.

2

Earned Media 

Campaign

ÅUser- Generated 
Content Hashtag
ÅPartnering with 

experts.



DESCRIPTION
A feature in QUICKLY app that helps users choose food based on 
mood and hunger level .

HOW IT WORKS
ÅUsers click the �
�„���è�'�Ù���:�X�Ù�a�ô�� feature in the app.
ÅAnswer two questions :

�� �
�I�
�1�Ù���ô�ô�+���2���ã���Ù�ü�j�\�ô�X�Ù�1�:�:�î�ý�ß
�� Hunger level using Feed Me Scale (1�ó5).

ÅThe app shows Top 5 Curated Meal options with price and 
delivery time.
ÅUsers select a meal and order quickly.

BENEFITS
ÅReduce decision fatigue  for users.
ÅPosition QUICKLY as a smart decision assistant .
ÅEncourage faster orderin g through the app.

Owned Media Campaign

App Feature -
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