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Background Information

1.According to the data of Fliggy, the tourists who travel to Japan during the cherry
blossom season grew the fastest in March to April, with an average increase of 70%,
far more than that of other months. Especially during the Ching Ming Festival holiday,
cherry blossoms are in full blossom and international travel is on the rise. Japan has
surpassed Thailand and enters its peak season of the year, ranking first in the popularity
list of overseas destinations. More than 51% of the users of Fliggy are born in the 1990's,
the young group has a strong aspiration for travel and is curious about novelties. Their
travel consumption needs are diversified and personalized. By improving travel
experience, the young people can appreciate more of the knowledge and culture
attached to the travels. The travelers normally have a higher expectation of the quality
of the tours as they become repeat customers of the same destinations. In addition to
the first-tier cities we are familiar with, people are increasingly in the demand of
hinterland tours and city tours of unconventional destinations are more desired by the
young travelers. Bringing up new experiences and itineraries in Japan tours is a way to
capture the attention of our targeted customers.

2.In addition to popular destinations such as Tokyo, Osaka and Kyoto, there are many
unconventional places and cities that become increasingly popular with young travelers.
Kyushu in Japan is one of the closest regions to China, and it takes only one and a half
hours to fly from Shanghai to Kyushu, which is even faster than flying from Shanghai
to Beijing. Kyushu's atmosphere is very different from that of Tokyo and Osaka. Its
idyllic atmosphere, its overwhelming simplicity, and its rich and diverse tourism
resources such as volcanoes, hot springs and theme trains, have made Kyushu an
attractive destination for Chinese tourists who have been to other popular cities in Japan
many times. The famous Japanese cartoon figure Kumamoto Bear is from Kumamoto,
Kyushu, the cartoon bear was officially entitled as the first public servant and mascot
of Kyushu for boosting tour sales and bringing happiness. While invigorating the
economy and fame of Kyushu, the cartoon bear has become an extremely popular
mascot for its cute image under unique franchising. It is now an incredible celebrity in
both Japan and overseas.

Marketing strategy

Fliggy and JR Kyushu created an experience tour with the theme of small trains and
cherry blossoms in Kyushu and created a marketing campaign for the cherry blossom
season. Meanwhile, Fliggy's travel mascot Fei the pig and Kumamoto Bear's super IP
interaction Kumamoto Bear specially invited Flying Pig to his office to dance and stroll
under the cherry blossom trees at the global fans gathering 3 P.M.sharp every afternoon.
The hilarious interaction between the two goofy internet celebrities was live streamed



for global visitors that caught the attention of the Japan National Tourism Organization,
which personally came along to promote the event together that further strengthened
Kyushu influence on Chinese tourists.

Outcomes

The number of people booking trips to Kyushu in 2018 on Fliggy increased nearly 50%
year-on-year, with many animation lovers and family-oriented travelers choosing to
visit Kyushu. Relying on Ali's big data and strong platform, the destination IP products
were enriched with marketing tools that the younger generation is keen on, ultimately
forming a high loyalty that can encourage more users to hit the road.

Implications & Challenges

The service providers on Fliggy have been far more accessible than other OTAs in terms
of simple booking process and efficient service. The special combination packages and
customized services implemented by Fliggy have been sought after by the market, but
the after-sales service of the service suppliers have been criticized and the reputation
has been affected. How can we solve the problem?
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