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Background Information

Klook is a Hong Kong-based technological online travel company established in 2014,
with a global presence in other Asia locations, including Taipei, Singapore, Seoul,
Shenzhen, and Bangkok. Klook is one of the fast-growing travel brands in the world,
and significant businesses have covered more than 1,000 cities worldwide. It offers
more than 490,000 travel-related products and services, hotel packages, attraction
tickets, tour activities, transportation, and food & beverage reservations.

Given international travel restrictions and quarantine measures, Hong Kong people
cannot afford outbound travel as usual. According to Eric Wang, the co-founder of
Klook, more than 90% of the businesses are from local travel activities since 2020.
Klook has transformed from outbound travel products to focus on local travel and
launched new activities such as Staycations, Cruise, and Local Workshops to fulfill
Hong Kong consumers' needs. Also, The Online Travel Agency (OTA) has been the
fastest-growing distribution channel in tours, activities, and attractions over the past
decade. These OTAs have changed trends that emerged in the travel industry. Hong
Kong people have changed their travel consumption patterns and are more likely to
inspire to travel through online interactions instead of relying on conventional travel
agencies.

Marketing Strategy

Compared with Klook's competitors, the key differentiator of Klook is using a Mobile-
first strategy and Celebrity Charm Strategy to provide a unique and comprehensive
travel products and services platform to customers.

1. Mobile-first strategy

Nowadays, travelers' consumer behaviors are changing, and they are increasingly
becoming more digitally savvy and mobile-centric. According to Klook's research in
2019, three-quarters of bookings in Southeast Asia are made on mobile devices
(Sorrells 2019). Unlike most OTAs that offer air ticket and hotel reservation service
packages, Klook mainly competes in tours, local transportation, attraction tickets, day
tours, and outdoor excursions. All these products and services are on sale on Klook's
platform for tourist planning.

Besides, Hong Kong-based free and independent travelers (FITs) and business travelers
have shifted from hyper-planning to last-minute booking. They prefer to manage their
travel activities via mobile devices at any time. Klook allows the traveler to redeem
services on-site using QR codes or e-vouchers on mobile devices instead of showing
paper-printed vouchers. Also, Klook partnered with local service operators to provide
unique VIP experiences to their customers; for instance, Klook collaborates with Ngong
Ping 360 to provide skip-the-line tickets.

2. Celebrity Charm Strategy

Klook embraces the power of content and social media marketing to boost awareness
and interest and continuously collaborates with celebrities, Key Opinion Leaders
(KOLs), or influencers in Asia. In 2021, Klook invited Edan Lui and Jeremy Lee,
members of the famous boyband Mirror, to be their representatives for Klook's 7th



Anniversary Staycation promotions. Klook arranged a special edition of Klook's
"birthday van" and welcomed their social media follower to join by reservation or walk-
in for photo taking with Edan and Jeremy's sharped cardboard and get souvenirs.
Depending on the content piece's target customers, Klook chose the relevant KOLs that
best fit that customer group to get the message across. For instance, there was a
considerable demand for local Hong Kong tourists to look for things to do within the
city during the COVID-19 pandemic. To reach out to families with children, Klook
partnered with Coffee Lam, an influencer famous for content about healthy living and
parenting, to feature her "staycation" experience in her own Instagram story. Through
that, her followers could learn more about where she stayed, what experiences she took
part in, and find invaluable tips, such as fun staycation things to do with small children.

Outcomes

Referring to Eric Wang's interview, the operating business in Asia, especially in Hong
Kong, increased a half to the pre-COVID-19 period. Klook has monthly traffic of
around 5 million with visitors from the countries of Asia, and more than 60% of its
traffic was from searches. The major success factor is Klook's marketing strategies.
Klook invited Edan and Jeremy to represent their new promotion; their fans bought and
supported the brand and products due to the celebrity effect. Thirdly, Klook uses the
Celebrity Charm Strategy instead of being heavily promoted on its corporate media
channels to allow the customer to be inspired by the messages more naturally, giving
off a more genuine feeling without diluting the celebrity's image, therefore further
promoting products to the public.

Implications & Challenges

1. Threat of competitors

Given OTAs are becoming trends in the travel industry. However, there is fierce
competition between Klook and KKday, Expedia, Booking.com, etc., in Hong Kong.
Both operate and expand similar travel-related OTA businesses. Since more
competition cause more choices and supplies to customers, a competitive market can
force people to lower prices to remain competitive and reduce the profit margin on each
sale or service.

2. Narrow customer bases

Additionally, Klook's significant customer base service products are in Asia, especially
in Southeast and Northeast regions. Most of the customers were from Asia, 32.52%
from Taiwan, and 10.59% from Hong Kong in 2019. The narrow customer bases inspire
Klook to expand its new products and services and explore its new target customer
market.
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