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Kayak.com Case Analysis 
Recommendations and Suggestions for Options and Alternative Actions
Recommendations 
Because of underinvestment and lack of vision in the innovative technologies crucial to compete, Kayak.com have seen their profit margins threatened since competition has become increasingly high. This situation has resulted in the outdated technology search engines and tools as well as websites which are inefficient costly. The higher the costs, together with considerable losses in the sales revenue, has generated pressure on the senior management of Kayak. Com to maintain prices of online travel services for locked-in clients (Xiang, 2013). However, it only a short period before even loyal customers begin to defect. The poor quality in the online distribution functionality of Kayak.com and its online travel suppliers will continue to allow the new entrants into the market as well as to increase competition from the existing rival companies (Xiang, 2013). This death spiral definitely will continue to affect the online travel market until the outdated technologies are displaced and Kayak.com establish new business model as well as new techniques for innovation.
This does not imply that the organization which owns these online travel technologies cannot establish strategies to improve its competitiveness. To avoid the negative impact due to competition from other e-marketers, the company will need to invest in innovative technologies like the new entrants.Kayak.com has sufficient financial resources to establish effective and efficient technology platforms but it must stop depending on the old sources of profit. Therefore, to solve these issues, Kayak.com should implement the following recommendations:
Capitalizing on the profitability gradient of clients and cross-substitutes 
Most innovators in online travel services are taking advantage of profitability gradients of the clients to enter into the e-market with advanced innovative technologies. However, competition has been experienced and has affected the company’s value chain negatively. Hence to acquire a more competitive advantage over other e-travel marketers OTA and GDS, Kayak.com must build its meta-search engines and platforms to allow them to provide product and service valuation experience to their travel seekers and travel suppliers, in addition to the organization’s traditional search engines and e-market platform (Xiang, 2013).
Target the low-cost airline carriers
To the profit margin as well as increase its customer base Kayak.com should target the low –cost carriers like JetBlue, AirTran, as well as Spirit Airlines. This is because the infrastructure of these carriers are built on advanced and flexible online platforms and offer an ideal opportunity for pickoff clients.
Develop useful price prediction search engine
Kayak .com should develop efficient price predictive search engines through the use of the data of various travel seekers as well as travel suppliers from different mathematical models and from the past years to establish algorithms which can appropriately predict travel price to enable the customer to budget and prepare well for their holidays. This is because the algorithmic system will provide the current and potential customers with the confidence of truthful, reliable and accurate statistical data analysis (Xiang, 2013). To improve the price prediction algorithms, Kayak.com must track all the background flights and bung during forecasting week to determine whether the price predictions are accurate. Additionally, the organization needs to adopt the use of big data across all its online tools and systems to improve its predictive price models for hotel booking, car hire, as well as ticket selling.
Improve expansion strategies 
Kayak.com should improve its expansion strategy by expanding its international market from 15 countries to at least 50 nations. Additionally, the company should train its senior management on appropriate global advertising techniques to increase speed and efficiency. Also, the organization purchases the brands of its rival firms to enhance its growth as well as improve its competitive advantage. For instance, the acquisition of Sidestep Company combined the resources and innovative technologies of the two major rival firms operating in the online travel industry.
On the other hand acquisition of Swoodo Company improved the growth of their European business operations. Thus to be able to compete favorably, Kayak needs to purchase or partner with the key players in the online travel market.
.Suggestions for Options and Alternative Actions
Kayak.com should exploit the various opportunities in the travel industry and take necessary actions. Examples of such as opportunities include economic conditions and online travel advertisement. 
Economic environment conditions 
Because economic challenges like the 2008-2009 financial crisis, different industries such as the travel industry have severely affected leading to the decline of the travel fluency. Total spending in the European market decreased from roughly $340 billion in the year 2008 to around $320 billion in 2009 (Xiang, 2013). However, due to Kayak partnered with various third parties like Travelocity, Orbitz, as well as Expedia to market airline tickets for travel suppliers and eventually increased their customer base as well as its sales volume. There the losses caused by the global recession only impacted the offline travel service providers, as the online agencies revenue fared better, increasing by 0.8% since consumers tend to be more price sensitive, and always willing to carry out a lot of research for better travel deals in various online platforms (Xiang, 2013). Thus Kayak’s marketing strategies effectively promoted the company's capacity to get right –priced travel deals for their clients.
On the other hand, the use of third parties market platforms involves a lot of fees and costs which are usually deducted from the sales revenue. Also, Kayak incurs some cost on the utilization of different facilities of the third parties for instance advertising, additional promotion or payment services. Additionally, using the facilities of the third parties may make Kayak lose its brand identity due to overreliance of the facilities of the third party company, meaning most of the customers will be handled by these firms hence Kayak may lose its presence.   
Online travel marketing 
Travel industry represents the most significant marketing categories in the transport sector, in which different advertising agencies are spending over $30 billion worldwide on travel product and service promotion in 2010. However, only 15% of the amount was spent on online advertising and the remaining were spent primarily on offline marketing (Xiang, 2013). Since most travel suppliers have realized online advertising is relatively cheaper compared to traditional advertising, they are now contracting online travel marketing companies like Kayak.com. Therefore, Kayak capitalized the opportunity by the creation of special marketing features such as Hacker faresTM which increases consumers’ search efficiency for the better travel deals. Additionally, because Kayak does not generate any income off through booking travel services for their clients, the end products are truthful and reliable indicating that they provide the best services at relatively affordable costs than other rival firms providing online travel services. According to Paul English, the unique advertising approach employed by Kayak to link the travel suppliers and travel seekers, in which there is effective and efficient customer support service departed which is pro-customer, establishing an ultimate long term and short term customer experience, thus enhancing consumer satisfaction as well as promoting customer royalty (English, 2015).
Conclusions and Comments
Most case Kayak.com finds itself in a series of problems when travel companies of suppliers fail to provide access to their information about the type of services and product they offer. This is because most of Kayak’s travel queries outcomes are substantially reliant on the organization’s relationship with the travel firms such as car rental agencies, airliners hotels, as well as offline and online enterprises etcetera. Therefore, this implies Kayak.com must maintain a good relationship with all the exit and entry of key travel suppliers to enhance comprehensive and effective product search outcomes. 
Kayak.com also conducts its business activities in a very competitive business environment, with other several online platforms such as websites competing for the same consumer segments, thus the organization does not have a competitive advantage as well as a strong bargaining power over its rival firms and its margin for the provision of online travel services are much lower than other websites providing physical commodities.
Kayak.com also has shown the lack of adequate worldwide coverage and expertise globally despite establishing websites and other online platforms in fourteen nations outside the United States of America, but they have only created less than 30% of their total annual income from an international online market (English, 2015). Apart from the managing director of Kayak.com for the European market, top-level managers are located in the United States, as well as has little experience in international operations. 
Conclusion
Kayak.com, as well as other online travel companies such as Travelocity, Orbitz, and Expedia, are facing a lot of competition from airline organizations like Southwest Airlines Company which utilized internet since it is easily accessible as well as used by the majority of people. Southwest can exploit and seize the internet availability opportunity, and it became the first large airline company to sell the ticket and other travel products online. Unlike other airline commercial firms Southwest Airlines does not use the travel search engines of the third party organization like Kayak.com. Therefore, Southwest Airlines can cut the expenses of pay commission to search travel engines and uses the funds for marketing its products services directly at their website and other online platforms. Hence Kayak.com will face a lot of challenges very soon since most companies are adopting online travel engines in their system.     
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