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doing to cut through the clutter of options and increase brand loyalty.
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The development of the Travel and Hospitality industry is 
so dynamic that it inadvertently calls for tight competition 
amongst business competitors. With the number of 
choices in every spectrum of travel and the technological 
advances and innovations happening every step of the 

able to maintain its product or service in the market.

 

brands is one that has increased exponentially in the past 

meaning of a brand. The American Marketing Association 

services from one seller or seller group and differentiate 

dimensions that make them distinguishable from one 
another. These differences are more symbolic and emotional 
representations of the brand. 

 

 

Brand loyalty is a measure of the consumer’s relationship 

a product or a service based on their satisfaction. One of 
the major factors that contributes to an increased sense of 
brand loyalty is community. Studies show that a community 
accounts for 80% of a brand’s business and is a result of 

online branded communities are gaining momentum and 
emerging as the new driving force for sales. Apart from 

consumers with an additional communication channel. This 
communication/interaction helps the brand to establish 
more connections and secure more members. The brand 

and services from their chosen brand and simultaneously 

directing the attention away from the positive traits of other 

also refer the products or services to others. 

its loyalty amongst repeat consumers. Therefore in spite of 

marketing approach including communicating through 

including our Relationship Managers to bring that personal 
touch in our communications about not only the latest 

Customer Lifetime Values

 

Customer lifetime value is the average amount of money 
your customer will spend on your business over the whole 
period of your relationship. It has long been acknowledged 
that this metric both provides evidence of the effectiveness 
of a company’s brand awareness and relates to its net worth. 
By comparing the revenue value per traveller to his/her life 

consumers with different values. 

and build trust that will be the foundation of their business 

invested but also improves the onboarding process by 
eliminating those members who most likely will drop out 

are some of the ways that brands can establish trust and 
improve their CLV. 

most important thing is to build trust with customers. It is 
also important to be responsive to the needs of customers. 
That is why we take every feedback of our customer very 
seriously. The other important factor for building brand 
loyalty is consistently exceeding customer expectations by 
delivering stellar level of services and always meeting brand 
standards.” 
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