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US Airways offers its members greater privileges through additional offers by its Dividend Miles
program on travel on US Airways and its partners. The features differ for its three membership types —
Silver Preferred, Gold Preferred and Chairman's Preferred.

Quantas, a member of the OneWorld Alliance (a Star Alliance competitor network program), through
its loyalty program offers three membership levels above the entry level: Silver, Gold and Platinum. Status
credits determine the Frequent Flyer membership level. Members can earn Status credits by flying on
eligible flights of Qantas, other OneWorld Alliance partners, Air Pacific, QantasLink or Jetstar services. The
points earned are based on the distance travelled, and the ticket type.

Going one step further than intra-Airlines alliances, Southwest Airlines and Bank One just launched a
joint Rapid Rewards Business card for small businesses “of all sizes.” The card rewards two points for every
dollar spent on Southwest Airlines and charged to the card; other purchases get one point for one dollar.

Beyond the Airlines industry, Travel Agencies also offer various flavors of loyalty programs.

For example, Thrifty Car Rental has just launched its own signature frequency program, Blue Chip
Rewards. The program, an enhancement to the company’s Blue Chip Express Rental Program®, will
reward Blue Chip members who elect to sign up with credits that will earn free days on qualifying rentals at
participating Thrifty locations in the U.S. and Canada.

“The great thing about this program is its simplicity,” said Rainey Talbot, director of marketing — customer
retention for Thrifty. "When we set out to create our own program centered around our Blue Chip custom-
ers, we wanted something that was easy to understand, but of high value. Combined with the great service
that customers already get with the Blue Chip Express Rental Program, the addition of a frequency-based
component will add a lot of value for customers.” To celebrate the launch, Blue Chip Rewards members will
earn double credits from now through September 30, 2004, when booking their reservation via
THRIFTY.com (Single credits will be awarded for rentals made through other booking channels.) Blue Chip
Rewards members are awarded one free day when a member earns 16 credits. Award certificates for the
“free day” are automatically mailed to members after earning 16 credits. With the Blue Chip Express Rental
Program, customers speed through the check-in process in 60 seconds or less, with no-hassle pick-up and
return. As part of the Blue Chip Satisfaction Guarantee, if a customer for any reason is dissatisfied with
their rental, they get their first rental day free of charge. Available at 125 airport locations in the U.S. and
Canada, Blue Chip is a service that is free of charge.
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When presented with a list of hotel brands, not one Hilton HHonors, Radisson Gold Rewards or Starwood
Preferred Guest member in the survey could correctly identify all the brands covered by the program he or
she belonged to, said Greg Diaz, vice president of Phoenix Marketing's travel research group. This, in spite
of the fact that the low-scoring Hilton, Radisson and Starwood frequent-guest programs together cover
more than 20 loyalty program brands.

A total of 1,904 Hilton, 453 Radisson and 1,035 Starwood frequent guests participated in the study.
Diaz blamed marketing missteps for the widespread ignorance.
"You need to communicate all the brands in your program," he said.

Bolstering his claim: In his survey, more than two-thirds of frequent guests at Choice Hotels International,
which prominently posts its brands in advertising and on the Internet, correctly identified the six chains in its
program: Clarion, Comfort Inn, Comfort Suites, MainStay Suites, Quality Inn and Sleep Inn.

"There's no question there's been a tremendous proliferation of brand names," said Marc Grossman, senior
vice president for corporate affairs at Hilton Hotels Corp. "The industry has gotten kind of crazy. You don't
just have extended-stay hotels. You have up-scale extended stay, mid-priced extended stay.... The bologna
gets sliced pretty thin."

All of this clearly implies that managing customer relationships — for continuously reiterating the branding,
features and advantages of the hotel loyalty programs to its current clientele, as also for making a strong
and positive brand-impact to prospective customers — is a critical area where hoteliers today must focus
on. Traditionally, customer relationship management focus in hospitality has always begun and ended in
one phrase: “customer satisfaction.” The presumption is very simple: Customers will appreciate good
service so much that they would not go to your competitor. In other words: Customer satisfaction plus
quality of services equals customer loyalty.

The truth is that customer satisfaction does not always equal customer loyalty.

Research shows:
e 40% of satisfied customers switch hotels without hesitation (Forum Corp.)
e 65% to 85% of customers who choose a new hotel claim to be satisfied and very satisfied with the
former one (Harvard Business Review)
e 85% of customers claim to be satisfied, yet willing to switch to other hotels (University of Texas).

These are compelling numbers, clearly indicating that even for the best-of-class service provider hotels there
is a crying need for focused and ongoing relationship building and relationship deepening exercises with their
key clientele.

Electronic customer relationship management (e-CRM), in the context of the exploding Internet
distribution and marketing in hospitality, is a business strategy supported by Web technologies allowing
hoteliers to engage customers in strong, personalized and mutually beneficial interactive relationships,
increase conversions and sell more efficiently.
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Today’s multi-channel marketing model requires a single brand image to be communicated across all chan-
nels. At the same time, it requires interactive customer relationships to be established and maintained
across all channels, ensuring that the most up-to-date and complete service history and profile representa-
tion of the customer is available during all customer contacts, across all channels.

While an integrated 360-degree customer view across all channels is the best foundation necessary for
cultivating meaningful and profitable customer relationships, one channel is emerging as being a first
amongst equals in terms of the critical role it can play in customer relationship and loyalty management
for the hospitality sector: The hotel website has become the “first point of contact” with the
overwhelming majority of hotel customers.

The 2004 RUSH Report, a joint effort by Hospitality eBusiness Strategies and iPerceptions, based on nearly
40,000 customer survey respondents on 30 major brand hospitality Web sites, shows: 50.9% of all visitors
on hotel branded Web sites identify themselves as members of a hotel brand loyalty program.

A significant part of the remaining 49.1% of the visitors claim that they would consider becoming members
of a hotel loyalty program or would be interested to learn more. These 49% of visitors are up for grabs and
“available” to any proactive hotel brand. Offering a well functioning, easy to understand and manage, well
presented loyalty program on a site is an important step in that direction.

The 2004 RUSH research team believes that the overall customer satisfaction with the hotel Web
site is indicative of the “retention capability” of the hotel at large. The Report finds that current
Web site visitors are neither very satisfied nor dissatisfied with their overall experience on the hotel brand
Web site:

e Lessthan 19% of visitors characterize their experience as “excellent,” while 17% report they are not
satisfied and qualify the experience as “fair” or “poor.”

Further accentuating the importance of the web for hospitality are other research findings:
e This year 75% of North Americans will research travel online and 42 million will book travel online
(TIA).

This means that almost every time an Internet user lands on a hotel Web site a branding interaction occurs,
thereby creating either an opportunity, or a threat, for the hotel. This branding interaction can be positive
(brandbuilding) or negative (brand-eroding). Unfortunately for some hoteliers on many occasions a visit to
the hotel Web site turns out to be the “last point of contact” with these particular customers.

The key question facing hoteliers today: How can hoteliers establish mutually beneficial interactive
relationships with the customers to increase repeat business, boost revenues, and retain loyalty? The
answer seems to unequivocally lie in leveraging e-CRM best practices, especially within the hotel/travel
website.

Below is a summary of the main aspects of e-CRM in hospitality along with case studies and research
study results, that can help:
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A. Customer Knowledge

Knowing your website’s visitors is an extremely important consideration when conceptualizing and design-
ing your hotel website and your e-CRM strategy. After all, addressing your key audiences and providing
them with relevant information is one of the key aspects of any hospitality site. Different customer
segments should easily identify areas on the site that “speak to them.” Internet users visit a hotel website
not as John Smith or Jane Smith, but as a Business Traveler, Meeting Planner, Special Event Planner, Family
Traveler, Spa Services Seeker, etc. If you do not speak to each of these audiences, you will lose most of
them to your competition.

The 2004 RUSH Report shows:

e 56% of all visitors on hotel branded websites are leisure travelers and 32% are business
travelers. Approximately 3% of hotel websites visitors are involved in meeting or event plan-
ning.

Understanding why online travelers visit your website is of ultimate importance. Are they coming to make
reservations? Compare rates with a third-party site? Seek directions to the hotel? Or are they looking for

the hotel’s phone number?
e 34% of all visitors on hotel branded websites seek information about the hotel, while 30% of

the visitors come to make or change a reservation.On the whole, 23% are people who visit
the site to research/compare rates. Leisure travelers look for area attractions and family
accommodations.

Business travelers look for directions and high speed Internet.

Meeting planners look for function room floor plans and capacity charts.

An important question is the creation of a single view customer database. Is your guest data from POS, PMS,
CRS, call center and Web channeled into a single database? Many major brands have invested millions of
dollars to achieve a “single view” of customers regardless of sales channel, and are reaping the benefits of
the same.

The benefits:

e Identifies your most valuable customers with best lifetime value perspective (20:80 principle)
Allows guest-centric data mining: Guest history, guest profiles, past bookings, preferences, etc.
Enables informed decisions in real time
Allows fast response times
Offers real-time guest lifetime value
Delivers business insight to executives, marketers, sales
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B. Personalization

Personalizing the customer experience on the hotel website is a powerful conversion and retention tool.
Customizing your interaction with your most valuable customers (those 20% who generate 80% of your
business) will provide significant long-term rewards.
Personalization at the property level should start by:

¢ Identifying all “electronic touch points” with your customers (hotel guests, meeting
planners, travel professionals, etc.) and creating an action plan.

e  Personalize all electronic communications with your customers. Adopt a policy on how to
address your guests via e-mail (first name only, Mr/ Mrs. plus last name, etc.).

* Addressing the customer segmentation issues on the property website is a logical next
step — it makes sense to divide up your current customers on basis of the value they
contributed in the past, their preferences, their visit frequencies, etc.

e Here are some of the efforts by the major travel and hospitality companies to make the
user experience more personable:

e Personalization agents can use a variety of customization applications capable of
creating behavioral profiles and a real-time profile for each customer

e Collaborative filtering can take a preference matrix and artificial intelligence to
capture and predict customer interests

Decision-support applications utilizing various applications for behavioral profiling, predictive modeling,
collaborative filtering and click-stream analysis is capable of “sensing” the purchasing behavior and
patterns of the user

C. Customer Support

It is important to understand that customer service is only one aspect of e-CRM and is primarily a
reactive function aiming to improve performance and efficiency, while e-CRM as a whole is a proactive
long-term strategy.

Given the backdrop of this larger perspective, however, the customer support aspect of e-CRM remains an
extremely important trust building and customer retention tool. A well-positioned “Contact Us” or “Help”
button or push-to-talk feature speaks volumes about the hotel brand and builds trust. Fully, 57% of online
shoppers “actively seek sites with good customer service” (2003 eMarketer Survey).

A review of the major hotel brands shows that only Hilton uses “live agent” or “push-to-talk” functionality.
Feedback from hoteliers who have installed “push-to-talk” functionality for more than 24 months now
shows that consumers rarely use this feature. However, researchers believe that just the existence of this
function plays an important role to provide additional piece of mind for the customer. Research shows that
only 50% of those searching travel online actually make their bookings online (Jupiter, PhoCusWright and
HeBS). The other 50% look online, but book offline because of privacy issues, security concerns, purchas-
ing habits or the need to speak with a live agent to finalize the travel booking, etc. Therefore a hotel web-
site should take extra steps to accommodate these 50% of potential bookers by providing online help
desks, live agents, “push-to-talk” features, very visible 1-800 numbers, TTY phone numbers, etc.
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Customer support in the Internet age relies on a wide range of tools and techniques. Here are some to
consider:

¢ Web Self-Service Tools: Intelligent service channel management and natural language search
engines; directing customer requests to most appropriate support information and services; FAQs;
“Ask the experts” self-service chat rooms; interactive maps, directions and business locators.

e Live Service Tools: Push-to-talk functionality and real-time interaction with live agent; instant
messaging and chat-room type assistance; Voice-over-Internet Protocols applications; and
automation to pre-screen live support (selective approach).

¢ E-Mail Service Tools: Inbound e-mail management; and automated e-mail response systems
capable of automating 80%-90% of e-mail volume with 98% accuracy, dramatically improving
service and reducing support staff by up to 40%.

ITC Infotech, CRM and the Travel & Hospitality segment

ITC Infotech India Ltd (www.itcinfotech.com), provides integrated IT and IT-enabled services to global
customers with a business domain-centric focus, and with a commitment to custom-structure each
relationship around its clients.

Its domain-centricity arises out of its rich heritage of being part of a large IT-user business corporation
(ITC Limited is one of India's oldest, most valued and largest corporates), and through its many
engagements with Fortune-class global organizations. I3L's expertise spans domains like Manufacturing,
CPG & Retail, BFSI and Travel and Hospitality, and functional areas such as CRM, Trade Marketing and
Distribution, Product Lifecycle Management, Supply Chain management, ERP solutions, e-Business,
e-Procurement, etc.

ITC Infotech runs the Indian IT industry’s first vertically aligned Hospitality and Travel practice, backed by
over 250 man-years of domain experience in these two sectors. Its domain capability in the Travel &
Hospitality area is born out of the invaluable first-hand operational experience that comes out of having run
one of India’s largest and most successful Hotel chains (in partnership with Sheraton) and one of India’s
largest Travel Management companies.

ITC Infotech is amongst the only IT services enterprises in India who can offer its Travel & Hospitality
clients worldwide the combination of this kind of unparalleled domain competence coupled with industry-
leading CRM services capabilities.

Cited variously by global research analysts such as Forrester as one of India’s most capable CRM services
provider, ITC Infotech further has a rich global spread of experiences in managing large-scale as well as
custom-scope CRM initiatives for various leading global firms. Indeed, specifically in Siebel CRM, ITC
Infotech is one of India’s strongest and most experienced industry teams, offering services ranging from
CRM consulting, business analysis and business readiness evaluation and CRM process modeling, all the way
downstream to designing, developing, implementing and supporting CRM projects.

The ITC Infotech web-site can be accessed at: http://www.itcinfotech.com

This document is the property of ITC Infotech India Limited, and may contain information, which is confidential and legally privileged,
and the same shall not be used or dealt with by any third party in any manner whatsoever without the specific consent of ITC Infotech
India Ltd./ its subsidiaries/ its parent company.
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