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ABSTRACT: Today every organization is acting in a dynamic environment and in a world

characterised by turbulent change and fierce competition due to technological
advancement and the knowledge based economy, an organization must always ready to
adapt and transform themselves so as to be able to confront the shifting needs of the new
environment, more demanding customers, smarter workers, anticipating ability to
changes, accelerating the development of new products, processes and services,
changing technologies and customer expectations, businesses have realised the
importance of Customer Relationship Management in acquiring new customers, retain
existing ones and maximize their lifetime value. The wide spread availability of the
internet across the world has led airlines to use their corporate web-sites to bypass
travel intermediaries and focus on online communication, information and transaction.
The paper considers five dimensions of Web site quality-usability, web site design,
service quality, information quality and enjoyment on a sample of 150 respondents from
four airlines namely, Air India, Spicejet, Indigo and Jet Airways. Respondents consisted of
40 employed, 80 business men and 30 students. Overall, the majority of respondents are
frequent, experienced Internet users and likely to be relatively good judges of Web
quality. Analysis of results shows that customers’ priority about airlines website are
changing. As the self-service, no-frills and low-cost trend for air travel has grown in
recent years, so consumers have been driven less by service quality and more by easy
access to good information packaged in an entertaining and fun "wrapper'. More over the
airlines have pursued different strategies for their Web sites over the period of study .Air
India rated badly for service quality and Jet Airways and Spice jet scored high on service
and information quality. The paper suggests that careful management and selection of
subjects to be placed on web site can retain the customers and reduce switching
intentions.
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