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Background Information

1.

Domestic Airports recovered rapidly after the pandemic.

During the 2023 Spring Festival Golden Week, the overall volume of flights and passengers
at airports in Zhejiang Province increased significantly compared to the same period in
2022. Among these airports, Hangzhou Xiaoshan had the fastest growth of passengers; a
total of 580,000 passengers were transported in 7 days, an increase of 345% compared to
the Spring Festival Golden Week of 2022. During the May Day holiday from April 29 to
May 3, 2023, Zhejiang’s airports plan to operate 8,300 flights and transport 1.1 million
passengers, exceeding the same period in 2019.

Fliggy lacks offline marketing channels

As a travel OTA platform, Flggy 's marketing mainly focuses on online promotion, which
has led to insufficient offline channels, such as subways, buses, media, and other offline
resources. With the ease of the pandemic, users have picked up their travels; the re-
emergence of crowds in public areas is undoubtedly a new way of promotion that can bring
more exposure to travel platforms. This can get closer to the customers and make promotion
more accessible, forming more offline marketing channels.

Cater to the needs of travelers during the May Day Holiday. As a supplement to the offline
promotion, the Flash Coffee Store has made up for the shortcomings of the interaction,
customer service, and Intelligent Construction between the consumers and Fliggy. This
store is located in the center of the domestic departure hall in terminal 4 of Hangzhou
Xiaoshan International Airport, a hotspot of the Golden Week. By offering complimentary
coffee to those who have purchased air tickets on Fliggy, the online and offline promotions
are connected, allowing users to see what they paid for.

Marketing Strategy

1.

3.

Combined interactive marketing from both online and offline

As a travel platform under Alibaba, Fliggy has achieved online and offline linkage through
scene marketing. Theme promotion, search engine, and advertisement pushing have been
used as promotions to reach potential customers on Alibaba. Short video promotion was
carried out on Little Red Book and WeChat to guide users placing orders on these platforms.
At the same time, the Free Coffee promotion at Xiaoshan Airport completed the online and
offline loop by improving users' experience.

Through the first offline flash store of Fliggy, a refreshing and fun logo has been created.
Through the offline scene of co-brand coffee, Fliggy's Wonder-of-Travel box, and capsule
machine, users can take photos and share them during their free time at Xiaoshan Airport.
We have made sure it would be utmostly simple and easy to participate. Customers can
exchange a free cup of oat latte co-branded by Fliggy and Seesaw Coffee at the airport by
showing their purchasing slip.

We made a touching online video to push for the promotion; the lyrics are as follows:

One day, it was raining in Hangzhou.
Feeling bored with life, work is dull.



The 9-month-old baby at home also wants to go out.
Through the crowd in the subway,

Through the chaos of life,

Slow living is what I want.

Dreams are farther than the distance.

Life is like the sea; we cannot surge in complexity.
Walk slower, see clearer.

In every journey, we are pedestrians.

In every orange, yellow, blue, and green, we are returnees.
The childlike fun of the capsule machine,

The joy of the blind box,

And the warmth brought by the coffee.

It's another day of full recovery.

With my wonderful suitcase,

At Xiaoshan Airport,

1 encountered Feizhu's flash store.

We hope you stay.

The event ends on May 19th.

Buy air tickets on Feizhu,

Get free coffee.

Waiting for you.

Share our wonderful journey.

We will disseminate this video online and combine it with Fliggy's private domain channels.
Offline, users can receive coffee and experience stimulating activities. We will guide users to
share their Moments and Little Red Book, creating a secondary dissemination effect and
reaching users more comprehensively.

Outcomes

1.

Participation rate has increased dramatically:

Through promotion on Fliggy's online channels, the event harvested over 2 million
browsings, leading to over 5,000 purchases. Over 500 users participated in the offline “Free
Coffee” promotion, and over 100 pieces of commentaries were created by users on Little
Red Book. This maximized brand awareness and successfully implemented the promotion
mode in Fliggy 's first offline flash store, providing an experience for future nationwide
promotions.

Breakthrough in online + offline scene marketing

This marketing event was based on the innovation of online + offline scenes, bringing users
closer to the promotions by incorporating online and offline interactions before and after
the ordering. It allowed users to experience the convenience and goodwill of Fliggy and
make it out from the numerous information to push the customers for their purchase.

Push the users to share through content

In this promotion, users were encouraged to share on platforms such as Little Red Book
and TikTok, which can make secondary dissemination promote. By fully utilizing internet
traffic and word-of-mouth effects, more people were attracted to participate.

Implications & Challenges

As my first experience participating in an offline marketing event, what impressed me the most
was integrating online and offline activities and how to better align with users' actual travel
scenarios. Therefore, it is worth reflecting on the insufficient supply of coffee and the need for



more materials for secondary promotion. At the same time, we needed more internal resources
to coordinate, and there was no large-scale mass promotion. Due to a constrained budget, this
practice included a few novel and exciting ideas. However, through the offline flash, we
effectively combined online and offline promotions and generated spontaneous dissemination,
which was also a fruitful experience for us.
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