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FAST FERRY

Type: Interviewer-led | Difficulty: Low | Function: Digital | Sector: Leisure & Tourism | Stretch area: Judgement and insights | Author: ex-McKinsey

Our client is FastFerry, a maritime transport company that operates ferry routes between mainland Australia and
destinations in continental Asia. They carry both passengers and their vehicles, mainly cars and scooters, serving about 1.5
million customers per year. The ships offer a range of cabins from low-cost shared bunks to ensuite cabins, along with
restaurants, bars, and shops on board.
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FAST FERRY - QUESTION 1

Dimension: Structuring

How would you analyze FastFerry’s revenue issues?

INTERVIEWER The candidate should prioritize looking at FastFerry’s services offered and how the pricing of these compares to the rest of the market,
GUIDAI "™ angers.

"have affected passenger numbers in the
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FAST FERRY - QUESTION 2

Dimension: Judgement and insights

Share Exhibit 1. We've received some data from the client which benchmarks FastFerry’s performance on each of its
revenue streams against its two main competitors.

What can you learn from these competitors that could help FastFerry improve its performance?

itside of those shown on the chart. If not,

INTERV
GUIDAI ch revenue each competitor is getting from
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FAST FERRY - EXHIBIT 1
YearN-3 @ Present Year

MARKET PRICE COMPARISON
Average spend per service, per passenger, $
Passengers, million Ticket fare Vehiclefare Meal and drink spend? Revenue, $m
1.80 108 120

1.50

71.5
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Sunny

52.8
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FAST FERRY - QUESTION 2

Dimension: Judgement and insights

» Theentire industry seems to have shrunk over this period when looking at the total number of passengers.
* FastFerry is underperforming compared with competitors:

o While passenger volumes have declined during this period, all players have seen an increase in their revenues; FastFerry’s revenue
increase is noticeably lower.

o FastFerrvsaw a bigger decrease in passenger volumes than their competitors. with a decrease of 20%, while Thousand Sunny and
) POOr Services.

evenue lead has decreased:

had the biggest price increase over this
PROPO s year).
SOLUTI » a good pricing strategy from a competitive

ig room for improvement in this area.

icket would only mean 80m in revenue,

/enue.
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FAST FERRY - QUESTION 3

Dimension: Creativity

FastFerry currently has an app available for customers to order food and drink onboard, whereas Thousand Sunny engages

customers through an app before, during and after trips.
What are some ways that FastFerry could generate additional revenue through a mobile app throughout the customer

journev?
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FAST FERRY - QUESTION 3

Dimension: Creativity
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o Pushnotifications for promotions, personal offers and o
incomplete purchases

O
o Integrating BNPL (buy now pay later) and other financing o
solutions to check out .

PROPG

SOLUTI

*  Purchasing * On-ferry

Live notifications for onboard events
Scheduling updates to keep people satisfied/informed
Happy Hour discounts or similar real-time offers
In-apn entertainment package e.g. movies
areas and faster internet access
1d discount cards for onboard stores
lity entertainment onboard

1and further travel offers from preferred

scount for pre-booking next trip
tivities and partnerships

lection

schemes

rdatato third-party partners in arrival
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FAST FERRY - QUESTION 4

Dimension: Math

Market research shows that FastFerry could sell the data associated to customer profiles to partners in the destination city
for the sum of:

« 3% of a passenger’s average ticket fare

. 7% : .

+ 5%

Given 2s by 5 dollars, which would

increc
What
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FAST FERRY - QUESTION 4

Dimension: Math

PROPG

SOLUTI
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We can see the cost per passenger by service in Exhibit 1:

o

o

$45 on the ticket fee, reducing to $40 following the proposed price drop
$20 on vehicle fare and $15 on food and drinks

The additional average fee that can be earned from selling data is $3.35.

~
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c businesses. For instance, they could offer

commodations
> preferences of their target customers
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FAST FERRY - QUESTION 5

Dimension: Synthesis

‘ What would you recommend to the client?

We were asked to assess the reasons for FastFerry’s slowing revenue growth and recommend solutions.
er numbers and it is not significantly

nd has increased prices, which may have

does not offer

PROPG

SOLUTI

stomer retention and spend, while laying the

) partners in the destination cities.
rices that they offer to passengers and
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