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Background Information

1.Yushou, or Mamori in Japanese, means “the Talisman of Protection". It is typically
placed inside a brocade pouch, containing a prayer, religious inscription, or invocation.

People can buy them in Shinto shrines and Buddhist temples. There are many kinds of
Memory, but they all expire in one year. Japanese believe that Memory is an essential
item full of spiritual energy and is helpful to make wishes come true. As a necessary
item in Japanese people's lives, more and more young Chinese people living in the big
cities would like to have Mamori to comfort themselves who are under extreme life
pressures and emotional stresses.

2.Every Chinese New Year, many people pray at the most famous Buddhist temples for
happiness and health for the coming year. At the same time, they also make offerings
to the temples by purchasing Buddhism books or ornaments. Lingyin Temple is the
most well-known temple in Hangzhou City, Zhejiang Province. However, there is
another Buddhist temple with a long history, beautiful seasonal sceneries and well-

preserved ancient buildings, and that is Faxi Temple. Compared with other famous local
temples, how Faxi Temple promotes traditional culture of Buddhism and inspires more
young people to get to know the religion is the key to keep a sustainable development.

Marketing Strategy

1.Learning from the Japanese Mamori, Faxi Temple cooperated with a famous design
company to launch new products inspired by well-known Buddhist characters. Unlike
the stereotype of religion before, the products are designed for improving wealth,
relationships, luck and education. These products are the Chinese Mamori that pleased
Chinese young people and made them feel closer to the religion.

2.In 2019, to increase the exposure on social media and trigger customers to share their
experiences, Faxi Temple launched an online shopping service called Faxi Mamori. It
provided the exclusive service of “Online Enlightenment". The searching volume
surely increased, and that made Faxi online shopping the hottest religious topic of the
year.

Outcomes

1.While becoming a popular tourist destination via social media, Faxi Temple offered
online services to increase revenue and raised awareness. It encouraged customers to
share their experiences on social media for word-of-mouth marketing and developed
and raised percentages of younger customers. It differentiated from other well-known
temples in marketing.

2.Since Mamori expires in one year, there is one repeat customer in every five of them.

It made the repurchase ratio significantly high. More and more young locals pay their
trips to Faxi Temple to buy Mamori which makes Faxi Temple the most popular



destination in Hangzhou.

Implications & Challenges

After localizing the Mamori design, other local temples started to make similar products.
What should Faxi Temple do to face the situation?
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