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Introduction
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The purpose of this assessment is to consider
best practices that can be applied to the 

experiences of creating, activating, or authenticating 
Hyatt Gold Passport member accounts.
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We  looked  at  several  competitors  in  the  hospitality  industry  and  two  other  
travel  sites  to  compare  loyalty  account  experiences  and  identify  trends  and  
best  practices.

INTRODUCTION  :  APPROACH
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Competitive
Assessment
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HYATT  :  ENTRY  POINTS

7

STRENGTHS
• Header  module  provides  persistent  
direct  access  authentication  and  
access  to  enrollment

• Global  navigation  provides  persistent  
access  to  Hyatt  Gold  Passport  
information

• Header  module  provides  persistent  
access  to  brief  articulation  of  benefits

• Header  module  provides  persistent  
access  to  alternate  flows:  forgot  
password,  help  signing  in

WEAKNESSES
• Account  activation  is  not  available
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HYATT  :  ACCOUNT  FLOWS

8

STRENGTHS
• Account  flow  pages  are  structurally  
and  visually  consistent  with  one  
another  as  well  as  with  other  pages  
throughout  Hyatt.com

WEAKNESSES
• Account  flows  do  not  give  adequate  
indication  of  number  of  pages  or  
steps:  the  enrollment  flow  has  a  call  to  
action  to  continue  – without  context

• Page  structure  is  not  used  effectively:  
the  authentication  page  has  a  lot  of  
unused  space

• There  are  few  calls-­to-­action  within  
account  flows  to  benefit  information
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HYATT  :  BOOKING
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STRENGTHS
• Users  are  able  to  authenticate  from  
within  the  booking  flow

WEAKNESSES
• Step  navigation  does  not  give  
adequate  indication  of  the  number  of  
pages  or  steps  users  will  take  along  
the  booking  path

• Information  is  not  well  grouped  or  
prioritized
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HYATT  :  ADDITIONAL  CONSIDERATIONS
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STRENGTHS
• The  Hyatt  Gold  Passport  landing  
provides  engaging  information  about  
Hyatt’s  loyalty  program  and  benefits

• Persistent  access  to  information  and  
account  flows

• Consistent  account  experiences  are  
available  in  eight  languages

WEAKNESSES
• Account  activation  is  not  available

• Page  structures  are  often  uneffective
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MARRIOTT  :  ENTRY  POINTS
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STRENGTHS
• Header  module  provides  persistent  
direct  access  to  authentication  and  
access  to  enrollment  and  activation

• Header  module  provides  access  to  
alternate  flows

WEAKNESSES
• Header  module  does  not  offer  any  
context  or  explanation  of  the  Marriott  
loyalty  program
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MARRIOTT  :  ACCOUNT  FLOWS
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STRENGTHS
• Account  flows  provide  calls-­to-­action  
to  benefit  information

• Account  activation  exists  as  a  distinct  
flow

WEAKNESSES
• The  overall  design  of  the  Marriott  
account  flow  pages  is  generic  and  
boxy
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MARRIOTT  :  BOOKING

13

STRENGTHS
• Users  are  able  to  authenticate  and  
enroll  from  within  the  booking  flow

• Access  to  explanation  of  benefits  as  
well  as  to  a  benefits  “tutorial”  is  
provided  in  the  booking  flow

WEAKNESSES
• Rewards  information  and  functionality  
sometimes  appears  in  separate  pop-­
up  windows  which  may  sometimes  
confuse  users
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MARRIOTT  :  ADDITIONAL  CONSIDERATIONS
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STRENGTHS
• Header  module  provides  persistent  
access  to  key  flows

• Consistency  between  account  flow  
and  alternate  flow  pages

WEAKNESSES
• Overall  site  design  is  inconsistent  and  
unpredictable
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STARWOOD  :  ENTRY  POINTS
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STRENGTHS
• The  Starwood  SPG  loyalty  program  is  
presented  as  a  strong  brand

• Basic  information  about  the  loyalty  
program  is  available  within  the  
account  module

WEAKNESSES
• SPG  and  Starwood  are  separate  sites  
with  different  visual  design
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STARWOOD  :  ACCOUNT  FLOWS
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STRENGTHS
• Account  activation  flow  broken  into  
three  steps

• User  can  move  easily  between  flows
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STARWOOD  :  BOOKING
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STRENGTHS
• Auto-­enrollment  option  appears  toward  
the  top  of  the  guest  information  page

WEAKNESSES
• There  is  a  lot  of  inconsistency  across  
branded  booking  flows

• There  is  not  always  a  clear  call-­to-­
action  to  authenticate  from  within  the  
the  booking  flow

• There  are  no  links  to  loyalty  program  
information  and  benefits  accessible  
within  the  booking  flow
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STARWOOD  :  ADDITIONAL  CONSIDERATIONS
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STRENGTHS
• Clear  link  in  the  authentication  module  
to  activate  account  if  you  are  a  first  
time  visitor  on  the  SPG  landing  page

• User  is  navigated  to  a  page  which  
allows  the  user  to  activate  their  
account.  This  is  a  three  step  process

• From  a  property  site,  when  user  
selects  to  authenticate  they  are  
redirected  to  an  authentication  page.  
This  authentication  page  has  a  link  for  
first  time  visitors  as  well

WEAKNESSES
• No  global  drop  down
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FAIRMONT  :  ENTRY  POINTS
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STRENGTHS
• Module  on  home  page  gives  access  to  
enrollment,  activation,  and  
authentication  flows

WEAKNESSES
• Module  in  header  is  non-­interactive
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FAIRMONT  :  ACCOUNT  FLOWS
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STRENGTHS
• Enrollment  flow  begins  with  a  good  
degree  of  information

• Informational  areas  in  enrollment  flow  
are  well  defined

• Activation  flow  is  brief

WEAKNESSES
• No  cross  linking  between  account  
flows
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FAIRMONT  :  BOOKING

21

STRENGTHS
• Very  clear  call  to  action  to  authenticate  
or  enroll  in  rewards  upon  initial  
reservation  click  through

• Thorough,  compelling  explanation  of  
program  benefits

WEAKNESSES
• Does  a  poor  job  of  announcing  the  
rewards  program  or  providing  a  login  
within  the  home  page  booking  widget
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FAIRMONT  :  ADDITIONAL  CONSIDERATIONS

22

STRENGTHS
• Account  flows  are  available  in  several  
languages

• Well  organized  presentation  of  
benefits  information

WEAKNESSES
• No  cross  linking  between  account  
flows
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HILTON  :  ENTRY  POINTS
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STRENGTHS
• Header  module  provides  access  to  
enrollment  and  authentication

WEAKNESSES
• Hilton  Honors  matches  the  Hilton  
Worldwide  brand  rather  than  the  Hilton  
Hotel  brand  and  has  a  different  look  
and  feel  despite  being  included  in  the  
primary  navigation



©  2011    |    CONFIDENTIAL

HILTON  :  ACCOUNT  FLOWS

24

STRENGTHS
• Enrollment  in  Hilton  Honors  is  quick

WEAKNESSES
• Enrollment  in  Hilton  Fast  Reservations  
is  a  longer,  more  involved  process

• Hilton  Honors  does  not  have  an  
activation  flow

• Two  membership  programs  may  be  
confusing  to  users
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HILTON  :  BOOKING

25

STRENGTHS
• Clear  opportunities  to  authenticate  
rewards  program  and  book  rewards  
travel  from  the  home  page  and  upon  
click  through  to  the  reservation  details  
page

WEAKNESSES
• No  pitch  of  rewards  program  or  clear  
call  to  action  to  authenticate.

• Call  to  action  to  authenticate  only  
occurs  if  you  attempt  to  book  rewards  
travel  without  first  authenticating  – a  
use  case  that  is  unlikely  to  happen  
much  in  real-­world  use.
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HILTON  :  ADDITIONAL  CONSIDERATIONS

26

WEAKNESSES
• Hilton  Honors  does  not  have  an  
activation  flow

• Two  membership  levels  may  be  
confusing  to  users

• Experience  in  German  and  Japanese  
is  quite  different  from  English  
language  experience
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INTERCONTINENTAL  :  ENTRY  POINTS
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STRENGTHS
• Access  to  enrollment  and  
authentication  flows  from  module  on  
home  page

WEAKNESSES
• Access  to  enrollment  and  
authentication  flows  from  header  on  
interior  pages  is  an  inconsistent  
experience
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INTERCONTINENTAL  :  ACCOUNT  FLOWS

28

STRENGTHS
• Enrollment  form  is  relatively  short

WEAKNESSES
• Multiple  enrollment  forms  seem  to  be  
available  to  set  up  the  same  type  of  
account

• Activation  flow  is  hard  to  get  to
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INTERCONTINENTAL  :  BOOKING
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STRENGTHS
• The  ability  to  authenticate  appears  at  
the  very  beginning  of  the  enrollment  
form

WEAKNESSES
• Multiple  flows  for  the  same  enrollment  
process
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INTERCONTINENTAL  :  ADDITIONAL  CONSIDERATIONS
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STRENGTHS
• Activation  flow  available  from  header  
drop  down  for  some  brands

• Enrollment  is  available  in  several  
languages

WEAKNESSES
• Activation  flow  can  be  tricky  to  get  to
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KIMPTON  :  ENTRY  POINTS

31

STRENGTHS
• Can  access  account  flows  from  
primary  navigation

WEAKNESSES
• Can’t  authenticate  directly  from  home  
or  other  pages

• At  least  three  links  to  the  Kimpton  
InTouch  informational  page  from  the  
primary  navigation
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KIMPTON  :  ACCOUNT  FLOWS
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STRENGTHS
• Enrollment  flow  is  broken  into  steps

• Most  of  the  form  falls  under  the  
second  step,  but  information  is  
grouped  manageably  

• They  make  it  fun
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KIMPTON  :  BOOKING
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STRENGTHS
• Clear  call-­to-­action  to  either  
authenticate  for  their  rewards  program  
or  enroll  within  the  booking  path

• Provides  a  thoughtful  3-­step  
enrollment  process  focused  on  
understanding  guest  preferences

WEAKNESSES
• Specific  benefits  could  be  articulated  
more  clearly  



©  2011    |    CONFIDENTIAL

KIMPTON  :  ADDITIONAL  CONSIDERATIONS
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STRENGTHS
• Good  presentation  of  benefits  content

WEAKNESSES
• Lack  of  ability  to  authenticate  from  
most  pages  of  the  site

• Limited  language  support
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UNITED  AIRLINES  :  ENTRY  POINTS
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STRENGTHS
• Access  to  enrollment  and  
authentication  flows  from  module  on  
home

• Access  to  benefits  section  from  home

• Login  module  on  left  side  of  interior  
pages  gives  access  to  enrollment  and  
authentication  flows

WEAKNESSES
• Access  to  account  from  header  is  a  
static  link
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UNITED  AIRLINES  :  ACCOUNT  FLOWS
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STRENGTHS
• Enrollment  flow  gives  access  to  
activation  flow  and  vice  versa

• Enrollment  and  activation  forms  are  
consistent

WEAKNESSES
• Enrollment  and  activation  are  so  
similar  they  could  be  combined
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UNITED  AIRLINES  :  BOOKING
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STRENGTHS
• Ability  to  authenticate  during  booking  
flow  to  have  profile  information  
populated  into  booking  fields

• Ability  to  auto-­enroll  once  information  
has  been  entered
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UNITED  AIRLINES  :  ADDITIONAL  CONSIDERATIONS
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STRENGTHS
• Enrollment  benefits  are  well  presented  
on  the  Why  united.com  page
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AMERICAN  AIRLINES  :  ENTRY  POINTS
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STRENGTHS
• Access  to  enrollment  and  authenticate  
from  module  on  home  page

WEAKNESSES
• Static  link  in  header
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AMERICAN  AIRLINES  :  ACCOUNT  FLOWS
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WEAKNESSES
• Layouts  are  longer  than  necessary  
and  potentially  confusing  to  users

• No  activation  flow
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AMERICAN  AIRLINES  :  BOOKING
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STRENGTHS
• Clear  opportunities  to  authenticate  into  
the  rewards  program/redeem  rewards  
for  current  members  

WEAKNESSES
• No  clear  call  to  action  to  enroll  in  the  
rewards  program

• No  communication  of  rewards  
program  benefits
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AMERICAN  AIRLINES  :  ADDITIONAL  CONSIDERATIONS
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STRENGTHS
• Site  is  available  in  several  languages

WEAKNESSES
• Account  activation  flow  is  unavailable
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Findings &
Recommendations
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FINDINGS  &  RECOMMENDATIONS  :  OVERVIEW

44

• Navigation  to  account  flows  should  be  easily  accessible  to  users  as  appropriate

• Content  about  Hyatt  Gold  Passport  should  be  accessible  and  compelling

• Forms  should  require  no  more  or  less  information  from  users  than  necessary

• Enrollment  process  can  be  better  organized  and  may  differ  depending  on  user  flow  and  channel

• Functionality  and  content  should  be  consistent  across  Hyatt

• Labels  for  account  flows  should  be  consistent  and  intuitive

Several  key  topics  emerged  from  the  observations  as  relevant  to  consider  when  
addressing  Hyatt  Gold  Passport  account  flows
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FINDINGS  &  RECOMMENDATIONS  :  NAVIGATION

45

SUPPORTING  FINDINGS

• While  links  to  enrollment  and  
authentication  are  common  across  sites,  
there  are  inconsistencies  regarding  
interactions  and  placement.

• The  differences  between  enrollment  and  
activation  are  sometimes  as  slight  as  just  
one  or  two  questions  different.

• The  site  should  provide  ample  points  of  
access  to  account  flows.

• Links  to  account  flows  should  be  
consolidated  in  the  same  areas  – such  as  
the  persistent  header  module,  account  
module  on  the  Hyatt  Gold  Passport  page  
etc.

• Cross  links  should  appear  so  that  users  
who  start  down  the  wrong  flow  can  switch  
to  the  correct  flow.

• It  is  beneficial  to  users  to  have  the  option  
to  enroll  when  they  are  already  entering  in  
information  for  other  purposes,  such  as  
during  the  booking  flow.

Navigation  to  account  flows  should  be  easily  accessible  to  users  as  appropriate
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FINDINGS  &  RECOMMENDATIONS  :  CONTENT

46

SUPPORTING  FINDINGS

• All  of  the  sites  considered  feature  areas  of  
content  in  which  the  benefits  of  
membership  are  specified.  

• For  some  sites,  this  content  is  thorough  
and  compelling.  For  most  sites,  compelling  
content  is  brief  or  non-­existent.

• Information  about  loyalty  programs  should  
be  compelling  and  of  sufficient  quality  and  
quantity.

• It  should  cite  examples  of  benefits  that  are  
real  and  specific.

• Limited  benefits  content  – highlights  –
should  be  pulled  into  the  account  and  
booking  flows  with  clear  links  to  the  more  
extensive  content.

• If  there  are  different  flows  for  different  
types  of  account  activity  – such  as  
enrollment  versus  authentication  – these  
differences  should  be  clarified  for  users  
when  possible.  

Content  about  Hyatt  Gold  Passport  should  be  accessible  and  compelling
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FINDINGS  &  RECOMMENDATIONS  :  FORMS

47

SUPPORTING  FINDINGS

• Many  of  the  sites  considered  do  not  break  
down  account  flows  into  distinct  steps  and  
multiple  pages.

• Hyatt  flows  ask  users  for  information  that  
we  know  may  not  be  currently  used.

• (See  also  chart  on  next  slide)

• Breaking  flows  into  distinct  areas  of  
questions  may  obviate  the  need  to  break  
them  into  multiple  pages.

• Where  possible,  forms  should  be  
shortened  to  their  bare  essentials.  They  
should  ask  users  only  for  information  that  
is  immediately  actionable  and  will  improve  
the  user  experience.

• While  some  sites  ask  users  for  information  
such  as  social  security  numbers  and  bank  
accounts,  most  rely  on  less  objectionable  
information  such  as  email  address  for  
activation,  account  number  retrieval,  etc.

• Most  sites  create  one-­to-­one  relationships  
between  emails  and  unique  accounts.

Forms  should  require  no  more  or  less  information  from  users  than  necessary
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Initial	
  Security	
  Credentials
(When Loyalty	
  Number	
  is	
  Known)

Information	
  Required	
  for	
  
Loyalty	
  Number

Profile	
  Information Alternate	
  Path

Marriott First Name, Last	
  Name, Rewards	
  
Number,	
   Country,	
  Zip/Postal	
  Code	
  
(Required	
  for USA)

Alternative	
  process	
  for	
  
Rewards	
  	
  Number	
  is	
  email	
  
address	
  entry

Activity,	
  address,	
  phone, date of	
  birth,	
  credit card Email	
  Address	
  
or	
  Rewards	
  
Number

Starwood Last	
  Name, Member	
  #	
   Alternative	
  process	
  for SPG	
  
Member	
  Number is	
  email	
  
address	
  entry

My	
  Stays,	
  address, language,	
  credit	
  card Email	
  Address	
  
or	
  SPG	
  
Member	
  
Number

Hilton Username	
  or	
  Hhonors #, Email	
  
address

Alternative	
  process	
  is	
  contact	
  
Customer	
  Service

Stays,	
  phone,	
  address, credit card

InterContinental First Name, Last	
  Name, Priority	
  
Number, Zip/Postal	
  Code, New	
  
PIN,	
  Verify	
  PIN

Alternative	
  process	
  for Priority	
  
Number is	
  email	
  address	
  entry

Activity,	
  address,	
  phone,	
  passport,	
  date of	
  birth,
PIN, credit card

Email	
  Address	
  
or	
  Priority	
  
Number

Accor Email	
  address Email	
  address N/A

United The	
  Name	
  and	
  Address	
  
information	
  you	
  provide	
  must	
  
match	
  the	
  Current	
  Mileage	
  Plus	
  
information

Search	
  for	
  your	
  Mileage	
  Plus	
  
using	
  your	
  email	
  address	
  or	
  
Search	
  by	
  Name	
  and	
  Address

Activity,	
  cell,	
  email,	
  home,	
  business,	
  pager,	
  fax,	
  
address, date of	
  birth,	
  sex, credit card,	
  
companion

American First	
  Name,	
  Last	
  Name,
AAdvantage Number

Process	
  for	
  for	
  Aadvantage #
is	
  entry	
  of	
  email	
  address,	
   First	
  
Name,	
  Last	
  Name

Activity,	
  cell,	
  email,	
  home,	
  business,	
  pager,	
  fax,	
  
address, date of	
  birth,	
  sex, credit card,	
  Bank	
  
account	
  for	
  E-­‐Check, companion

Southwest First	
  Name,	
  Last	
  Name, Acct.	
  #, Zip	
  
Code

First Name,	
  Last	
  Name, State,	
  
Zip	
  Code, Date	
  of	
  Birth

Activity,	
  cell,	
  email,	
  home,	
  business,	
  pager,	
  fax,	
  
address, date of	
  birth,	
  sex, credit card,	
  SSN

FINDINGS  &  RECOMMENDATIONS  :  FORMS  :  CHART
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SUPPORTING  FINDINGS

• Across  sites,  many  of  the  questions  asked  
during  enrollment  flows  are  also  asked  
during  booking  flows.

• (See  also  chart  on  next  slide)

• Long  processes  like  enrollment  should  be  
better  organized  so  that  related  questions  
are  grouped  together.  Questions  that  are  
related  to  account  versus  profile  should  be  
differentiated.

• It  should  be  clear  to  users  what  is  
mandatory  and  what  is  optional  
information.

• Enrollment  can  be  a  longer  process  when  
users  have  specifically  chosen  to  enroll  
from  the  web

• Enrollment  can  be  a  quicker  process  when  
users  are  coming  in  from  other  flows  such  
as  booking  or  other  channels  such  as  
mobile

Enrollment  process  can  be  better  organized  and  may  differ  depending  on  user  
flow  and  channel
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REQUIRED	
  INFORMATION
FOR	
  JUST	
  BOOKING

REQUIRED INFORMATION
FOR	
  JUST	
  ENROLLMENT

REQUIRED	
  INFORMATION	
  
FOR	
  BOTH

OPTIONAL	
  INFORMATION
FOR	
  BOOKING

OPTIONAL	
  INFORMATION
FOR	
  ENROLLMENT

Hyatt Search	
  Options
Location
Dates
Hotel	
  /	
  Room	
  /	
  Rate
Credit	
  Card
Cancellation	
  Policy

Password Name
Address
Email
Phone

Room	
  Preferences
Airline Information
Gold	
  Passport	
  #

Username
Mobile	
  Phone
Customer	
  Type
Preferred	
  Language
Preferred	
  Format

Marriott Search	
  Options
Location
Dates
Hotel	
  /	
  Room	
  /	
  Rate
Credit	
  Card

Password
Rewards	
  Program	
  Options

Name
Address
Email

Room	
  Preferences
Marriott	
  Rewards	
  #
Company
Telephone
Comments

Promotion	
  code
Phone

Hilton Search Options
Location
Dates
Hotel	
  /	
  Room	
  /	
  Rate
Credit Card
Phone

[None] Name
Address
Email

Room	
  Preferences
Special	
  Accounts
Company
Hhonors #
Tell	
  us	
  about	
  your	
  Travel
Comments

[None]

FINDINGS  &  RECOMMENDATIONS  :  ENROLLMENT  :  CHART
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FINDINGS  &  RECOMMENDATIONS  :  ENROLLMENT  :  CONCEPT
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SUPPORTING  FINDINGS

• Many  of  the  sites  look  dated  and  off-­brand.

• Forms  and  account  flow  pages  often  have  
a  very  different  look  and  feel  than  standard  
pages.

• Some  sites  support  account  flows  in  
multiple  languages,  but  the  experiences  
are  often  not  consistent  across  languages.  
Several  different  page  templates  may  be  
applied  in  different  languages.

• The  unique  and  sophisticated  voice  of  the  
Hyatt  brand  should  be  conveyed  by  all  
pages,  even  account  forms.

• The  user  experience  should  be  consistent  
between  account  flows  and  the  rest  of  
Hyatt.com.

• Hyatt  is  currently  doing  a  great  job  with  
internationalization.  As  new  solutions  are  
created,  Hyatt  should  continue  to  offer  
them  in  all  of  the  Hyatt  Gold  Passport  
languages.

• Ultimately,  all  functionality  should  follow  
this  pattern  of  consistency  across  
languages  – including  account  flows,  
booking  flows,  etc.

Functionality  and  content  should  be  consistent  across  Hyatt
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SUPPORTING  FINDINGS

• Some  sites  are  internally  inconsistent  
regarding  the  labels  they  use  for  account  
flows,  but  some  labels  are  consistent  even  
across  sites.  For  instance,  all  of  the  hotel  
competitors  refer  to  authentication  as  sign  
in.

• (See  also  chart  on  next  slide)

• Hyatt  labeling  is  moderately  consistent,  
but  should  be  more  consistent  where  
possible.  “Forgot  Password”  versus  
“Forgot  Your  Password”  is  unnecessary  
variation.

• Variation  is  acceptable  if  context  calls  for  
it.  “Join  Hyatt  Gold  Passport”  is  
appropriate  for  a  link  whereas  “Join  Now”  
is  more  appropriate  for  a  button.

• Activation  should  be  labeled  “Activate  
Account”.  While  other  sites  use  labels  
such  as  “Need  Password”,  this  may  be  
difficult  for  users  to  differentiate  from  
Forgot  Password  flow.

Labels  for  account  flows  should  be  consistent  and  intuitive
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AUTHENTICATION ENROLLMENT ACTIVATION FORGOT PASSWORD AUTO-­‐ENROLL

Hyatt Sign In Join	
  Hyatt	
  Gold	
  
Passport
Join	
  Now

[Not Available] Forgot	
  Password
Forgot	
  Your	
  Password?

[Not Available]

Marriott Sign In Join	
  Marriott	
  Rewards Set	
  up	
  online	
  password Forgot	
  Password? Not	
  a	
  member yet?	
  Enroll	
  now

Starwood Sign In Join	
  Now Activate	
  account Retrieve	
  password Not	
  a	
  Starwood Preferred	
  Guest?

Fairmont Member	
  Login
Sign	
  In
Log	
  In

Enroll Activate	
  account Click	
  here	
  if	
  you	
  forgot	
  
your	
  password?

[Not Available]

Hilton Sign	
  in Register [Not Available] Forgot	
  Password? I	
  would	
  like	
  to	
  create	
  an	
  account

InterContinental Sign	
  In!
Log	
  in

Join	
  Now! Forgot/Need	
  PIN#?
Create	
  a	
  PIN

Forgot/Need	
  PIN#? [Not Available]

Kimpton Sign	
  In Join	
  Now [Not Available] Forgot	
  your	
  password?	
  
Click	
  here

[Not Available]

United Log	
  in Join	
  Mileage	
  Plus Need	
  password? Forgot	
  password? Join	
  Mileage	
  Plus	
  now
Enroll	
  me	
  in	
  Mileage Plus

American Login Enroll	
  Now!
Join	
  the	
  Aadvantage
Program

[Not Available] Forgot	
  your	
  password?
Need	
  a	
  New	
  Password

Enroll	
  instantly	
  at	
  the	
  end	
  of	
  
making	
  your	
  reservation

FINDINGS  &  RECOMMENDATIONS  :  LABELS  :  CHART
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Thank You.


