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Ina hooming travel market IRCTC
continues to lose mind- and
marketshare to specialised travel
portals, reveals a study

Radhika Sachdev

IRS Tthe good news. Over 15 million
Fllll-:nu:l tgers now sl the
Net for travel products; out of

which, nearty nine million also by these
products anlineg

Nowthehad. Theyeantinue i face the
sime problems as they did two to thnee
years ago. Which i why 53% surfers pre
feer to Bruy just maan nckets.and that oo
from a non-differentiated, not-so-hap-
pening government portal maintnined by
the Indinn HRallways Catering and
Towrism Corporation (IRCTC), But chey
are not toa happy about the IRCTC portal
and, given achoice, are rendy toswitch o
specialised mavel sites such as . make-
MyTnp.com, trovelyurucom  and
yatra.com, Theseame someof the surprise
findings of JusxiConsults mecent
“indiz Onime 2007° end-user survey
that eovered 10,000 offtine and 25 000
amline respondents

Among the reasons cited for the Intes
netusers lack ofinterest ine-tickesand e
bookings for hotals were: slow wehsite
navigation, threatof spam, language hat
rier; Inck of respanse, difficuloy 6 con
pecting  etc. These problems  were
atrribited to all the terp tein onbine travel

peirtals,

inciuding
wiich, not surprisingly; has lost
43 pemeniage points inocon-

sumer preference, aocording 1o this
strvey (See box How theystackup), Thisis
a tad =ad. as [RCTC still holds svay
over radlway ticket sells, which inciden

IRCTC,

How they stack up

Rank  Website
1 Makemytrip
2 Yatra
3 IRCTC
4 Google
3 Yahoo
6 Rediff
7 Indiatimes
] Trawel
8 Travelguru

10 Cleartrip
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tally s the most Bought twavel product
online. The sale of nir tickets comes a
clogesecond.

Currently, IRCTC rakes in around
Rs85 crore every month injustrail tickets
through its portal, “With the planned re-
vamp of the site, this might just double,”
says Sanjay Aggarwal, general manager,
operations, IRCTC.Secondinthe running
{5 makemytrip.com that did business
worth Rs 500 core (marketshare 25-
30°) Tastvearand aims forRs 1,100 crone
this year, according to Sachin Bhatia,
founder and chief marketing officer of
makemytrip.com.

Players like travelgur and yatra, ae-
countforanother 209 of the share {16%,
respectively) of the §460 million online
travel morke: that is predicted to grow to
an estimated $2 billion by 2008, accord-
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Bupmtinnd: £517 SALOH

ing warecent PhoCusWright Incstudy -
tled “The Emerging Online Travel Mar-
ketplaceinindia®
*Alchough this may acoount for only 8-
1096 of rhe total travel market, the statis-
ticis good for a country with low Interniet
neteation,” - cays  Ashwini | Damera,
der and chief executive officer of
travelguni.com. The country’s travel
and tourism market is valued around
50 billion; of which the anline travel
marker makes up only around $1 billion.
“This is because people sull 1the planning
complex- irineraries face-to-face with a
travelagent.
Yiet sites like travelguru.com are dofng
wiell, primarilyonthesteengthoftheirfor
ien customer base {1586 and thelr spe-

cific focus on discount holiday packages
witha tie-upwith 400 Indian and 72,000
global properties. Business, according ro
Damera hasbesn growing at250% every
vear against the marker average of 55-
60%. The hotel booking segment s in-
deed so lncrazive that all the recent mar-
ket communications of makemytrip are
also focused on it “We have reviewed
some 800 properties and posted 500 cus-
tomer réviews on our refaunched web-
site, " sayvs Bhatia.
Asofnow, thesite sells5,000 airtickets
out af the 1,20,000 avaitable every day
mdSﬂﬂmﬂmm ot of roughly the
Saime i BPSL; the parential for
mmmmm}m non-airsegment
istremendous,”says Bhatia.
Intheairsegment also, only
2-3% nir tickets are sald an-
line, the rest is still handled
" offline by travel agents and
= travelcom
But thingsare changing. The
JuxtConsultsurveyindicates thar
srmall players like travelgumn and
yaira have gained substantially in
termsof preffered usage; the latter as
much mlﬁ%m&mmeﬁtmxnfm
launch, ewing perhaps to the promotion-
ol pctivitiss undertaken by Reliance
ADAG, the TVIS Group, and NVE the

threebigpromotersof yatra.com
mmmmmmm
ksmmﬂuunﬂpwﬂmlnmmsuf.hmh
pmfemnm share (including

-

Inconteast, IRCTC, whichhadaprefer-

enceusageof38%last vearhasnowslido
the third position asa'default’ train bicket
buying website with just 15% preferred
usagethisyear.
This decline is attributed partly to the
popularity of low-cost carriers and the
emergence of specialised travel portals
that peddle not just the cheapest air fares
butalsohotel inventories and discounted
holiday packages through exclusive te-
upswithallsortsofhclidaypropertiesand
hixury. resons. Understandably, these
portalshavealsodented thetravel salesof
generic portals like Google, Rediff, India-
times and Yahoo, where again, users land
upmostlyby default, whentheycan't find
aspecialised ravelwebsite,

Nonetheless, a substantial B?% of all
amline buyers are buying a travel product
online, astatisticthatwouldundoubtediy
improve with broadband ‘availability,
simplified navigation and the introdisc-
tionofvtheruser-friendlye-toals,



