


it for Le Passage to India: ‘The journey of a lifetime, every time." Shares
Habig, “That has been our guiding principle. It was defined following the
key issues in the market and from the fact that | have a very clear strategic
framework because I've worked for many years in the strategic areas of
business.”

Habig stresses upon his experience as a business strategist, having
started his career in TUl and making it to the top rung as head of the
Executive Chairman'’s Office, where he was responsible for heading the
group’s strategy and group development function. He then developed a
strategic framework for destination service for the entire DMC business
globally. The astute professional points out that technology poses a
major challenge in the marketplace, where suppliers now go directly to
the end user.

Habig is an advocate of customer-experience management, which
relates to customer interactions and to exceed customer expectations and
garner customer loyalty. The master strategist puts his vision statement
succinctly: “If I wish to create the journey of a lifetime, | would want to
create experiences that last for a lifetime, something that is extraordinary
and exclusive for my clients. If | aspire for that, | first need to understand
the client, and be closest to that person. And that doesn't mean..the
tour operator, or the travel agent abroad, | need to understand the end
customer... the one who is travelling.”

Hand in hand with customer engagement comes 'differentiated
product propositions,’ that is, offering exclusive products that nobody
else can. Habig cites the example of Mexico’s famous pyramid at Chichen
ltza, where TUI offered its clients an exclusive entry before opening time.
Habig has endeavoured to make this exclusivity consistent and calls it
‘operational delivery,” and this is linked with the brand as represented by
the company. The latest ISO 9001 2015 standard for product development
ensures operational delivery and includes all standard operating procedures.
This is how the company translates its vision to reality.

Multipleinitiatives towards product enhancement, constant brainstorming,
everyone working jointly as a team..these are some of the things that Habig
lists as the hallmark of his company’s resounding success. “Along with one key
element to see it through, which is patience,” concludes Habig with a smile.
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