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Case study

How India’s second largest OTA Yatra increased
1ts gross hotel bookings by 3.2%

Yatra.com is a NASDAQ listed company (YTRA) headquartered in India. It is India’s second largest OTA founded

in 2006 by Dhruv Shringi, Manish Amin, and Sabina Chopra. The company has tie-ups with 70K hotels in India and

nearly 800K hotels across the globe.

The Objective

Conversion Goal — Increase Conversion Rate
Hotel booking businesses suffer from the
abandonment problem. It is common for users
to show an intent for booking a hotel but not
complete the transaction. This report from
2016 by Skift pointed out that OTA visitors
“abandon $1.78 trillion in abandoned shopping
carts”.

So minimizing abandonment was a big
opportunity for Yatra to boost their bottom
line and they chose WebEngage to accomplish
that.

Customer Lifecycle Management team at
Yatra worked with WebEngage to reduce cart
abandonment. Not every user who searches
for a hotel on Yatra, intends to purchase, but
our hypothesis is that the one who does have
slight inclination to purchase, but yet abandon
due to some reason, can be convinced with a
contextual engagement.

The Solution

Yatra built a customer journey workflow that
was aimed to nudge the users who have
reached the ‘review page), i.e. just one stop
away from completing the transaction.

Key Result

As a result of Yatra’s effective copy and with
help from the WebEngage Journey Designer,
they experienced a growth of

3.2% 0

in their gross
bookings!

WebEngage has been a solid part of
Yatra’s growth story. We are almost into the
6th year of our partnership from the time
when they were just an onsite tool. | hope
they grow as a product and keep helping
us add value to global hotel ecosystem

Mrinal Singhal,

Lead - Strategic
Partnerships, Ancillary
business & Customer Life
Cycle Management



https://skift.com/2016/05/23/focusing-only-on-conversions-is-a-big-mistake-for-travel-sites/
https://webengage.com/marketing-automation/customer-journey/?utm_source=monk&utm_medium=casestudy
https://monk.webengage.com/
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Reaching the review page was taken as a
strong intent for purchase and these users
were then contextually engaged to convert
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Here is the snapshot of the journey:
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Build a user journey like this

There are other benefits that we discuss in
results but let's just remember for now that
this journey helped Yatra improve gross
bookings by 3.2%.

Below, we are discussing the key highlights
of the journey. It would show light on the
approach that Yatra took in addressing their
abandonment problem.


https://monk.webengage.com/
https://webengage.com/marketing-automation/customer-journey/?utm_source=monk&utm_medium=casestudy
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The journey nudged users to transact
after every 48 hours as long as he didn't
purchase. The maximum number of
communication was limited to 4 to ensure
that we don't nudge user to the point of
annoying him.

If the user has already purchased, any sort
of subsequent communication pertaining
to itis a SPAM. And we know what James
Bond said, “Never SPAM Never again”.

So to ensure that, after every message
this journey verified whether the user has
purchased or not and if he has the journey
is stopped for him.

The journey nudged users via web push

Case study

which as | said is the most non-obtrusive
communication medium. With the rising
sensitivity among users (think GDPR)
towards promotions, it is important that
you reserve email for mission-critical
communications.

Suppose the user finalizes a hotel,
confirms the number of rooms and
reaches the review page too. But at the
end moment changes his mind and closes
that page to look for other hotels. We
shouldn’t be running any communication
for such users, right?. (remember what
James bond said) To ensure that this
journey has exit triggers.

Exit Triggers:

SETTINGS

Convarsion: NOT SET

domhoteldetail

domhotelsrp

domhotelconfirmation

As soon as the user does an action listed .
in the exit triggers, he is exited from

the journey and thereby not sent any

messaging.

Every block contains the number of
users who are in that stage giving Yatra a
cursory view of the journey performance.
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The Result

The journey by virtue of personalized
retargeting increased the gross bookings by
3.2%, which is the quantifiable result of this
journey.

Beyond that, the journey ensured personalized
communication with the users which means
positive brand experience- a strong leverage
in hypercompetitive OTA market.
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~ How can | help you?
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Another significant achievement was

the seamless engagement via web push
notifications. Amidst the high uninstall rate
of mobile apps, brands lose a critical link that
keeps them connected to users at all times.
Web push fills that void. It compensates for
mobile push notification, the access to which
you lose when a user uninstalls the app. This
journey displayed how to efficiently use web
push as an engagement channel.

4

Gross bookings
increased by 3.2%

Automated personalized
retargeting

Seamless mobile
engagement with
non-app users


https://monk.webengage.com/

Loved the case study?
Get a free product walkthrough. Talk to our

automation experts for custom solutions.

Schedule my Free Demo

WebEngagéQ

WebEngage is a multi-channel user engagement platform which automates communication across users’
life-cycle. It enables you to connect with them via. Web Messages (notification, survey and feedback), In-App
Messages, Push Notifications, Emails and Text Messages. WebEngage recently launched Journey Designer as
part of their product portfolio. Using the Journey Designer, you can plan your engagement campaigns across

multiple channels like web message, mobile app (push notification/in-app message) email & SMS.

Going steady on the mission to humanize websites and mobile apps, we are assisting thousands of customers
in 50+ countries. From enterprises like eBay, Lynda, Sendgrid, Snapdeal, MakeMyTrip, Avaya, Sougq, etc. to

thousands of startups worldwide, we are helping them Engage, Retain and Grow.

+1 (408) 890-2392 (US)
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