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“Any Where-Any Time with MakeMyTrip Mobile”
A Case Study on MakeMyTrip Mobile Travel Solution & breaking the Mcommerce Inertia
Evolution of Commerce

Commerce has evolved over the centuries. Prior to the evolution of money it was a simple “barter process” where things could be exchanged, say milk for grains. The evolution of money brought with it, the concept of a “marketplace”. In a marketplace, Commerce is function of 4 P’s – Product, Price, Place and Promotions. All these four components play a vital role in a transaction to take place. Different combinations of 4Ps determine different forms of Commerce. Once the marketplace came into existence, a few pioneers realized that people would be ready to pay extra if they could deliver products at customer’s doorsteps. A slight modification on Price and Place led to the convenience of getting products at their homes. This concept delighted the customers and thus, the concept of “Street Vendors” was born. When the Postal System came into being the sellers decided to cash in on the new opportunity and started using mailers giving description of their products. It led to the concept of “Mail Order Cataloguing”. From here, the evolution of the “Tele shopping” networks was inevitable with the development of media vehicles. The latest generation of commerce is one that can be done over the internet. Internet provides a virtual platform where sellers and buyers can come in contact for sale and purchase of goods and services. They can be thousands of miles apart, may belong to different parts of the world, might speak different languages, “E-Commerce” emerged as the boundary-less trade medium in the era of globalization.
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Since, Internet has the ability to reach the customer’s home; the Distribution Channel has started to assume new meaning to the B2C and C2C eMarketer. The Physical delivery got converted to electronic delivery; physical products were now electronic products, displayed on a website. With options of paying online through debit and credit cards, even the transaction was purely electronic. Another important P for the e marketer, the Promotion, assumed importance, especially because there is no face to face interaction between the buyer and seller. The focus of online promotions is the ‘great deals’, ‘discounts’, ‘convenience’ offered by the eMarketers.

The size of B2C E-Commerce Industry for the year 2006-07 was computed to be around Rs. 7080 crores. The market is expected to reach the mark of Rs. 9210 crores by the end of 2007-08, a growth of about 30% over the current year. Online Travel Industry is the largest contributor to the B2C E-Commerce Industry, sized at Rs. 5500 crores for the year 2006-07 and is expected to rise to Rs. 7000 crores by the end of 2007- 08. The overwhelming response of the consumers towards this segment is triggered by the entry of low cost carriers. The industry saw an upsurge in the travel aggregators and tour operators, thereby bringing affordable travel at doorsteps of Indian travelers. The industry has witnessed an increase in the number of travelers as well as number of travels per traveler. However, the biggest issue facing this industry is limited penetration of credit cards, coupled with consumer’s apprehensions towards using their credit cards online.
Usage of E-Commerce

According to the survey conducted among the Industry players, the E-Commerce Industry in India was worth Rs 7080 crores at the end of 2006-07. Is it big enough? How much is it expected to grow?

The PC literate population is on a fast growth curve having grown 100% in 2006 over 2004. Though in India overall penetration is still low the important factor is that a critical mass of users is shaping up which will fuel rapid growth over the next 3-4 years. A Claimed or Ever Internet User is defined as one who has ever accessed Internet. A subset of Claimed Internet users, Active Internet Users are defined as those who have accessed Internet at least once in the last one month. They are the regular users of Internet and are aware of the recent trends and applications emerging on the Internet. The population of Active Internet Users was 21 million in March 2006.
As these Internet Users mature with respect to exposure and awareness of internet, they tend to spend more time online; access internet more frequently and surf non-communication based applications and advanced online applications like gaming, E-Commerce, etc. However, as it is evident from the charts below, E-Commerce is still not the key driver of the internet. Internet usage in the country is still driven by email and information search. However, the interesting part is that out of the 13.2 million internet users across 26 cities covered in I 2006, 14.2% use the internet to buy travel tickets; 5.5% people do online shopping especially products like Books, Flowers, Gifts etc. and 5% people deal in stocks and shares through the internet. Though the percentage contribution of E-Commerce is almost same over the years, however, the number of Internet users using E-Commerce is growing rapidly.

Thus, E-Commerce is surely being adopted by the Internet users as a way to shop. They are buying a variety of products online and visiting various websites to buy products from. Given the rate of growth in E-Commerce users, size of the E-Commerce industry is expected to reach Rs. 9210 crores at the end of 2007-08, a big jump of 30% over the current industry size.

Categorization of Internet Users

According to the data, of total 21 Million Active Internet Users in March 2006 (Source: I-Cube 2006), around 53% have had looked for information on travel while 27% are likely to look for information on travel services online. Though, only 10% of the Internet Users have booked Air tickets rail tickets or hotel rooms in last six months, only, 22% are likely to avail these services in the near future. Except for Travel, percentage users looking for information and buying online is pretty low. Based on their behavior towards buying online, Internet users can be classified into the following four categories:
Triggers and Barriers for the E-Commerce market in India

In addition to the industry size, it is imperative to understand the reasons behind the growth and Reasons hampering the growth E-Commerce industry in the country. This section elaborates the triggers and barriers that impact the adoption of E-Commerce by the Internet users Triggers which motivate the online shoppers to buy products online.

Top 6 reasons given by shoppers in buying through Internet
1. Saves time and efforts 1

2. Convenience of shopping at home 2

3. Wide variety / range of products are available 3

4. Good discounts / lower prices 4

5. Get detailed information of the product 5

6. You can compare various models / brands 6

Barriers
Top 6concerns while buying online
1. Not sure of product quality 1

2. Cannot bargain/Negotiate 2

3. Not sure of security of transactions /Credit card misuse 3

4. Need to touch and feel the product 4

5. Significant discounts are not there 5

6. Have to wait for delivery 6

Online Travel Industry

Online Travel Industry, comprises Air, Rail, Hotel Reservations; Car Rentals, Tour Packages. At 40% year on year growth, the online travel industry is a rapidly growing space, and is estimated to be worth US$ 2 billion by 2008. The travel boom, emergence of low cost carriers, proliferation of the internet and the growing acceptance of e commerce over the last few years, are key factors that have contributed the emergence of this sector as a formidable force in the overall travel industry. According to industry estimates, the offline travel industry is expected to see its share drop from 32% in 2005 to 10% in 2008, owed to the growth in revenue of online travel agents. Make My Trip.com was the first online travel agency in India, and is the current market leader. 

In the last 3 years, the Indian skies started getting covered with low cost or the ‘no frills’ airlines. The travelers got their biggest surprise when Air Deccan, India’s first low cost airline, introduced trips to major cities of India at fares comparable to the Indian Railways. In no time, there were others joining the league. The competition among the Airlines led to of great offers and deals to the customers. As a result, dreams of thousands of Indians belonging to SEC A and SEC B came true; they could now fly from Delhi to Mumbai with Re 1 and Rs 500 tickets. The travel industry was riding on a high wave. Along with the travelers, the tour operators too thought of cashing in the opportunity offered by low airlines. A number of online travel aggregators and tour operators, operating on lines of brick-and-mortar business models swarmed the Online Travel Industry, offering customized choices to its users comprising of choice for place to visit, ticket bookings, stay etc. The sites even take one through virtual tours to the places selected by the user.
To understand the dynamics of Online Travel Industry.they can be subdivided into four types is based on the way these entities operate –

. 

· Travel Aggregators: They offer Air tickets, tour packages, hotel reservations, car rentals across the globe in collaboration with multiple service providers. The attractive packages offered by Travel Aggregators with a guarantee of ‘most economical deals’ attracts a lot of Internet Users to their websites. Their operations are mainly online and are supported by 24-hours customer care to provide information and solve queries of the Trialists. Since they are collaborators of travel services, they generate revenue through commissions on every sale.
· Travel Companies/Tour Operators: They comprise the traditional travel agencies like. Those who now have a click and mortar model. They are the key intermediaries bringing travel products and services of various players closer to the customers. Like Travel Aggregators, they offer air tickets, hotel reservations, car rentals, tour packages for India and abroad. Their revenues are also determined by the commissions through the sales generated.
· Hotels: These comprise hotel chains that have spotted the potential of adding yet another channel to reach out to their customers. Today, most of the three to seven star hotels have started developing the websites for online bookings of their room inventory. With hotels moving their inventory online, customers can book a room with just a few clicks from anywhere in the world.
· Railway Bookings: The online ticketing website of the Indian Railways has emerged as one of the largest single-product E-Commerce sites in the country. Online rail reservation system proved to be a major relief to the travelers spending hours in queues at railway reservation counters.
Indian Online Travel Industry – Salient Facts 

· eTravel: Comprises half of all eCommerce in India  

· Contribution to e-commerce in India: 84% of online buyers (10.8M) to date

· Typical buyer: 28-44yrs Male; Owns car & hi-end appliances; Salaried and/or Self-employed

· The fastest online shift globally: Grown to 40% in 3 yrs

· Opportunity:

· Long tail evident - geographic spread of buyers over 500 towns 

· Market expected to grow to $5 Bn by 2010 

· Air product is the low-hanging fruit

· Challenge: Growth and penetration of Non-air products

The key drivers steering the growth of the travel Industry are:

· India shining: The Indian economy is growing at a rate of more than 9% per annum. This has led to increase both business and leisure related travels.
· Increase in the Internet users: Increasing penetration of Internet connectivity and PCs has led to an increase in the Internet users across India. The demographic segments that have witnessed maximum growth comprise college going students and young persons. These segments are the users of advanced applications and technologies online and are most likely to be heavy E-Commerce users.
· Growth in low cost carriers: The concept of 'Low Cost Carriers' or 'No Frill Airlines', targeted primarily at the middle-class has bought a revolution in the Indian Travel Industry. With Air Tickets getting cheaper, growth in the number of travelers and the number of travels per person has increased tremendously. This has in-turn affected the entire travel industry in a positive way.
· Convenience is the priority: The online processes are constantly being worked upon to make them easier to understand and use. Besides, the travelers are constantly seeking comfort and ease in planning their trips. Combination of the two has led to the increase in the usage of websites as against physical booking counters.
· Secure Payment Mechanisms: Security of transactions online has been a major barrier to the growth of the E-Commerce. However, with secure payment interface being provided by the websites, the Internet Users are fast overcoming their apprehensions. According to major players, 65%-90% of their customers pay through credit cards. For those who are apprehensive of paying online, various websites provide various options of paying offline like, cash on delivery and cash cards. Given the above-mentioned drivers, the potential of Online Travel is not being exploited fully. There are still some major issues limiting the growth of Online Travel to its full potential. Till these issues are worked upon, the number of users and the amount spent by them would be limited.

The Critical Issues in the Online Travel Segment are:

· Poor enabling Infrastructure: Though the status is improving, at the moment, the market has low PC penetration in households and limited broadband penetration. As each of these plays an important role in developing the market, these are significant roadblocks to overcome.
· Apprehension of paying online: A majority of Internet users are still uncomfortable when it comes to paying online. They prefer standing in queues for hours rather spend a few minutes to book railway tickets. This is further limited by low penetration of credit cards in the country.

· Limited Inventory: Low Inventory is a big factor for the low percentage of hotel bookings currently happening online. According to a major hotelier, size of the inventory offered online is limited to 122 rooms that can be booked through 100 odd websites. The online booking is thus limited to only 10% of the total bookings.
                                                                                                              

The difference between Ecommerce and Mcommerce is that ecommerce is limited to PC users with an Internet Connection. With Mcommerce moving to an SMS platform among other things, M commerce is open to almost the entire mobile population. Purchase and sale of VAS content cannot be classified as M – Commerce.
The different areas that come under M – Commerce

a) Travel and Ticketing – convenience is the key. Mobiles are and will re iterate their time saving devices.

b) Movie Ticketing
c) Bill payments – making payments to utility and service companies

d) Merchant Transactions & Retail Transactions – Mobile Internet transactions over the Internet is difficult as of now due to low speed of the Internet

e) Money Transfer – transfer from person to person through a financial intermediary

Currently E-Commerce is synonymous with PC and browser-based interaction. However, in the near future mobile phones will rule the online transactions. Today, online downloads to mobile phones is limited to low value services like music downloads, picture message downloads and ringtone downloads. However, as the mobile users get more familiar with buying online, the purchase of high-involvement products is expected to rise. Certain verticals like Banking and Finance, Travel, Entertainment, and Retail are likely to drive the growth of m-Commerce in the country. In the recent past, E-Commerce and it variants like the m-Commerce have yearned for the position of being the most important drivers of the Internet. They are continuously evolving and upgrading to make a consumer’s e-Spending experience hassle free and memorable. However, to attain that position, it needs to awaken its inner beauty – simplicity and security of transaction.

M-Commerce in India

M Commerce is at a very early stage. It’s about purchase and sale of goods and services through the mobile with the use of a financial institution. Purchase and sale of VAS content cannot be classified as M – Commerce. The industry is quite optimistic about the future of m-commerce. Wireless is considered to be the next big thing in the communications industry. The growth rate of mobile phones has already outnumbered the growth of fixed line phones in India.
Since the introduction of M-Commerce, there have been debates on future of its prospects in India. Would it be as successful or is it a mirage that attracts many but offers nothing worthwhile? True enough; the players in the Mcommerce marketplace are still struggling to settle with a successful business model. Most of them are settling for Advertising Model, hoping it would help them breakeven. However, to grow beyond, the majority of the revenue needs to be generated from customers. Customers on the other hand, have become choice-spoilt. There is no dearth of offerings for them. They skip from one seller to other in search of best deals in the standardized products market.

The next big thing?

The m-commerce market in India has not seen as much growth as was expected. Experts opine that it is still in a very nascent stage and will take time to reach the maturity level to match EU and the US standards. "The m-commerce segment was in fact over-hyped. However, the market has started emerging only in the last one year. Before that it was mostly free stuff that was available in this space

M-commerce has immense potential and is expected to be the next big thing in India. The Indian cellular industry is registering phenomenal growth. Think about it, the ability to address 50 million people through a single medium offers tremendous scope for m-commerce.
Indian cellular operators today are under tremendous pressure to sustain and grow their ARPU (Average Revenue Per User). Fierce competition among operators has consistently driven down tariffs, reducing revenue from the voice-based operations of the wireless networks. Operators today are providing value-added services to sustain and grow their ARPU. "You are already checking movie schedules and airline/railway booking status among other things using your handset. Mobile commerce still shows great promise as one of the most compelling ways to offer profitable services to the customer on the go.

The works

There are two types of transactions take place in m-commerce—low-value and high-value. Low-value transactions usually imply music downloads, logo downloads, picture downloads, ring tone downloads, etc. There can be some banking and value-added services like news and stock alerts. Then there are services like m-coupons and wallets. On the other hand, there are high-value transactions, which involve credit and debit card transactions, point-of-sale terminals, going to the merchant location and paying through the handset. Presently in India only low-value m-commerce transactions are happening; the concept of m-coupons and wallets has not yet picked up. There is no major development in terms of high-value transactions.
USER CATERGORY CHARACTORISTICS

· Conventional  People who shop in Brick and Mortar stores

· Looked for Information (LFIs)  People who browse for information but do not shop

· Apprehensive People who will not shop on the  unless their concerns are addressed
· Enthusiasts People who are willing to try out

Though majority of Users look for information on various product categories online, a relatively smaller portion of them actually buy online.

Some of the reasons to explain this behavior are:

1. Apprehensions with paying on Mobile

2. Lack of touch-feel-try – Hotels / Holidays

3. Concern with authenticity of products sold online - Hotels / Holidays

4. Delivery mode / acceptance

The need for ‘touch-feel-try’ might be important for product categories like hotels / holidays fall in the zone of ‘high-risk’ products,for which there are many ‘LFIs’ and very few ‘Enthusiasts’. The rise in number of subscribers and the replacement market for mobile handsets has made it one of the lucrative channels for reaching the customers.
With rise in usage of GPRS enabled handsets, accessing internet from mobile phones has been made easy. To assist m-Commerce, various mobile payment cards have been introduced in the market. These payments cards are relatively safer to use than the credit cards. Another way to address the fear of using credit cards is introduction of limited payment cards and debit cards, where the amount, and hence, the risk of the buyer is limited to the value of the card. However, the websites that allow users to use these cards for paying online are limited. As these issues are addressed, coupled with increase in awareness of secure payment gateways being installed by various travel sites, the industry is expected to rise by 50% to Rs 7000 crores at the end of year 2007-08. Thus, introduction of new trains and low cost airlines, coupled with increasing confidence in payment gateways and hot deals offered by various players is expected to draw attention of more people making Travel stay at number one position among various B2C E-Commerce categories.
Growth in the Mcommerce is driven by:

· Increase in the number of buyers and sellers: The success of a marketplace depends on the presence of a large number of buyers and a large number of sellers.

· Change in the customer’s attitude: The consumer should ready to experiment /Try the Mobile channel.
· Convenience: ‘Any Where –Any Time ‘. ‘On the go’ captures it all. A 5 minute effort on mobile can save   15 minutes of surfing on net / looking for PC connectivity   two-hour trip to the mal. Paying on mobile that won’t take more than 5-6  field clicks” Thus, an Mobile buyer saves time, effort and money when buying on mobile as compared to buying from physical stores/online.
· Better Bargains:  Mcommerce eliminates the need to maintain expensive and fancy showrooms, what attracts customer attention to mobile stores is the great deals best prices’ and ‘better bargains
· Simplicity is the key to proliferation of M commerce coupled with developing trust with audiences.

· Long term commitment of resources / nurturing of Mcommerce by organizations / support by industry – Government.
Barriers to growth of Mcommerce Market

Major hurdles

Plenty of business applications could benefit from advancements in this space. However, major advances in m-commerce are not going to happen until higher-bandwidth networks are deployed and wireless service providers cooperate with each other instead of pushing competing standards.

"One of the major reasons why m-commerce has not yet taken off is that commerce-capable cellular networks, which can route real-time transactions over the cellular network to a remote payment gateway and guarantee security over the transaction, are yet to be seen in India. Operators need to instill confidence among mobile users to start taking buying decisions on deals initiated from mobile phones and turning the mobile into a wireless debit card. Until cellular networks offer the right environment for easy and secure transactions, we are going to see little progress.

The different parties involved in the entire m-commerce value chain are wireless infrastructure providers, wireless service providers, certifying authorities, applications/software providers, equipment manufacturers, merchants credit card companies and banks. And the absence of proper coordination between them will hamper growth. "I think cooperation between companies, mobile network operators, portals, mobile service providers, media houses and global brands around the world can only help m-commerce to click

Another reason for the sluggish growth of m-commerce, according to experts, is that vendors are moving very slowly. "Industry players need to come together to establish industry standards for m-commerce transactions. This means all the players in the value chain, from biometrics to SIM card providers, cellular operators, network providers, application developers, banking to semiconductor companies have to coordinate to figure out how to get in on the m-commerce act. And, that is a tough task.It is not only the lack of vendor coordination, but also the lack of new investments, bandwidth constraints, as well as the lack of supporting technologies that are major bottlenecks for m-commerce in India.

M-commerce can only happen when infrastructure rollout is completed and cellular adoption has reached relatively high levels," he says. If we look at India we are almost in the final phase of network rollout, with operators not only focusing on growing their network width but depth within a circle as well." And fact is that in their rollouts the operators are actively deploying next generation wireless Internet technologies to facilitate data services as well. Even the cellular subscriber base is growing phenomenally and reaching respectable levels of adoption. So, the stage seems to be set for m-commerce and the industry is already seeing the first signs of evolution in value-added services that operators have started providing. Quick adoption is imminent, keeping in mind the ARPU decline from voice.

Bottlenecks

On the infrastructure/technology front, there is no clarity in terms of standards with two competing standards, namely WAP (Wireless Access Protocol) and SIM (subscriber identity module).

As far as value transactions are concerned, low-value transactions are easier to control than high-value ones, for credit card companies. Also, in case of high-value transactions customers need to have enough faith in the security system. "Presently regulations also do not allow m-commerce transactions between banks or credit card companies. For instance, while you can pay a merchant from your bank account through your mobile you cannot transfer funds from one bank account to another. This is a major hurdle.

However, this is not what is bothering users. The aspects they are concerned about are usability, clarity in terms of the form factor, the services available, and security. Another issue on the user side is the online receipt / ticket Delivery / good to fly perception for the Mpurchase.

Besides, even if the process does work, buying a product over a phone or a PDA is not so easy; problems include small, low-resolution screens, spotty network support, low GPRS penetration – Usage & Speed concerns, apart from less-than-secure transactions. These hassles make the entire process seem not worth the trouble. Even if you see a new process or innovative way of conducting m-commerce, all the components do not get a head start from day one. The process takes time to evolve. It is difficult to purchase something through a PDA or mobile considering physical limitations of wireless devices. European network operators, together with technology companies, have already started working on Premium SMS. Premium SMS makes it possible to send and bill cost liable information via SMS.

Other Barriers

· Consumer Bias: Consumers will display a bias for medium that they know well and have had a good experience in the past

· Lack of ‘touch-feel-try’ experience: Internet Users say often question “would the diamonds in the ring be as big as shown in this picture”, “it seems like my size but what if does not fit well”, “what if this camera does not work”. Thus, lack of ability to try a product before buying acts as a barrier for some Internet Users apart from mobile users. In addition, often the product or the service delivered differs from the perception displayed on the website.(Hotels / Holidays ) The customer is not sure of the quality of the product unless it is delivered to him and post delivery of the product, it is often a lengthy process to get a cancellation or the unsuitable product changed.
· Mounting competitive pressures from different competing channels: The market for online buying is still at a nascent stage. However, at this early stage too, the market is swarmed by the players selling their or third party’s products online. To attract customers, the competing players are adopting all means to provide products and services at the lowest prices. This has resulted in making the consumers choice-spoilt, who in turn surf various websites to spot the lowest price for the product

· Seasonality: Market is faced by seasonal fluctuations, “August to February is the peak seasons for sale, while March to July is the dry seasons for sale”. During the peak season, occasions that drive the sales are Diwali, Rakhi, Valentines Day, New Year, Christmas, Mother’s Day, Friendship Day etc
· Low Penetration & Usage of credit cards
· Credibility in payment system: Online frauds and breach is the biggest barrier / perception barrier to sales. As a result, prospective buyers prefer staying away from revealing their credit card and bank details.

· Delivery of products: it might take a few minutes to search, book and pay for products and services online, but the mindset acceptance of Mobile delivery mechanism is a hurdle.
· State of mobile networks today because there is a risk of transactions not maturing due to poor networks.
Emerging trends

M-commerce is an entirely new sales and promotion channel; the enabler for an entire range of mobile Internet services, allowing payment for telecom, information, media and entertainment services, available anywhere, anytime. Several recent technologies, industry and standards developments are enabling the m-commerce market.
One of the emerging trends in this space is that of integration with portals. Though this is not happening to a great extent now, experts believe that this will definitely happen in the days to come.
	Ideal m-commerce market characteristics

	· Relatively high penetration of mobile users

· High Internet awareness

· Relatively high e-commerce maturity

· General consumer demand for new services

· A high proportion of early adopters, with a willingness to pay


We might not see high-value transactions in India, till there is some clarity on the arrangement between the different parties involved. As far as applications are concerned, some that might fuel the m-commerce growth are pictures, MP3 downloads, games and smaller vending machines.
Certain verticals—banking and finance, travel and transport, media and entertainment, and retail—can benefit quicker from m-commerce than others and they are likely to drive its growth.
M – Commerce is expected to grow in India because:
-       Penetration of mobile is 4 – 5 times than PC

-       Its 24 x 7

-       Mobiles are expected to be at 500 million in 2010

Challenges:
-       Security with respect to payment through mobiles. No 3D security is still available

-       Speed of GPRS – only 128 kbps

-       User interfaces for mobile commerce

-       SMS vs GPRS vs Voice

An important thing to note is that with respect to any new technologies that are easy to use – a one time trial generally gives users the confidence to pursue repeat use.
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About MakeMyTrip India

The India business of MakeMyTrip was launched in September 2005. As the first and only comprehensive online travel site with real time booking for flights, hotels, holidays and cars, MakeMyTrip.com is heralding a revolution in the way travel is bought in India. 


After a successful launch, MakeMyTrip continues to lead the market with innovative products and services. In 2006 – 2007 it helped people plan over 1 million trips. They sell over 8000 flight tickets, 1000 hotel room nights and over 100 holiday packages every day.  The site attracts over 3.5 Million unique visitors every month according to ComScore Media Matrix, an independent internet research agency.

 

Headquartered in Gurgaon, MakeMyTrip crossed Rs. 562 Crores (USD 125 Million) in the last fiscal year, which is approximately 180% growth from the registered sales of Rs. 200 Crores (USD 42 Million) in 2006. The projected turnover for 2007 – 2008 fiscal year ending March 2008 is Rs 1000 crores (USD 250 million), which is 78% growth from the previous year. MakeMyTrip offices are located in over 8 cities in India.

About MakeMyTrip US             









MakeMyTrip.com was launched in 2000 to cater to the niche USA to India travel market. Since its inception, it has been growing at a fast pace to emerge as the foremost travel website in the US to India market.  MakeMyTrip.com has 3.5 % share of this NRI market, which is pegged at  Rs 4500 crore (USD 1 Billion). 

 

With over 100,000 customers and 130,000 registered users in the US, MakeMyTrip has a renewal rate of 30%. NRI’s can book tickets to India online or call our Travel consultants who are available 24x7 on US toll free 1800-India-10. The unprecedented growth rate, superior technology, excellent customer service and over three years of profitable operations, has established. MakeMyTrip as the number one destination for NRI’s when looking to book travel to India.   
India’s No 1 Online Travel Company
· Pioneer of online travel in India

· Largest OTA and among top 5 travel companies.
· On track for $254M in Sales & $19.3M in Revenue

· Highest seller of domestic air tickets & online hotels

· Leading travel company for NRI market, esp. in USA

· Adopted a ‘Hybrid OTA’ model for holiday product

· National Footprint with Retail Outlets in 15 cities and growing.
Winner of several industry awards 
● ‘Best Online Travel Company 2006 – 2007’ Galileo Express TravelWorld 
● Emerging India award' from ICICI-CNBC 
● Red Herring 100 hottest start-ups 
● Top Seller awards of several airlines 
● Rated #1 travel site 
MakeMyTrip Mobile Travel solutions
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MakeMyTrip, the no.1 online travel agency is pioneer and leader of mobile travel platform in India. It Established India’s First True Mcommerce Platform for Travelers It offers the most holistic  M-commerce platform for travelers, which allows customers to search, book, pay and even receive their ticket & travel vouchers on their mobile phones at no additional cost . This provides the customer with anywhere – anytime reach and convenience through easy access to MakeMyTrip mobile Travel application..
Features 

· Search – On Mobile

· Book – On Mobile

· Pay - Using Credit Card on Mobile

· Ticket Delivery – Through Email / SMS 
Benefits 

· Anytime, Anywhere Access To MakeMyTrip without a computer

·  Payment  through Credit card

·  Option to choose GPRS / SMS based application

·  Instant booking &  delivery of air tickets

MMT Mobile Travel solutions can be accessed via:

a) SMS 

b) GPRS –WAP based 

(Both have their Pros & Cons)
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    How to achieve critical mass and acceptance of the MakeMyTrip`s new Mobile based applications? Strategy, Market & Implementation plan with Key success criteria.
The Following pointers that must be addressed / kept in mind while designing a solution set: 

· The need for a clear business case / ROI Model. ( Target -10 K Flight Tickets sales / month  through Mobile )
(While organizations are keen to use technology, they are struggling to find a compelling business case for adoption and that without a strong business case projects are unlikely to progress past the pilot stage)
· Budget Constraints for Marketing Activity.( Marketing budgets is allotted based on ROI model and projected sales )  Yearly Budget -10 lakh

· Falling Flight ticket margins .Difficulties in selling Holiday –Hotel Products through mobile. ( Being Non standardized Product )
· Training and technical issues, as well as staff / internal acceptance issues

· Privacy and security issues: The technology has the potential to track the location of people and collect personal data. Consumer Mindset – Perception.
· Difficulties in integrating with existing back-end systems/Telecom Operator/Payment gateway. And coping with fast changes in legislation / law & Technology.

· Non acceptance / not attaining of critical mass by any Mobile Commerce Payment mechanism .low Credit card penetration & Usage
 *Analysis must keep in a Fit-Viability framework. Supported by following data / facts.

    Credit card penetration & usage 
    Number of Indians using Flights for travel

    GPRS users / access / availability.

    Merits / demerits of SMS / GPRS based application







