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The CWT Travel Management Institute

B The CWT Travel Management Institute conducts in-depth research into effective
travel management practices to help clients worldwide derive the greatest value
from their travel programs

B Business Traveler Services: Finding the Right Fit is the institute’s latest report in a
series on the eight key levers of effective travel management identified by CWT

B All research published by the CWT Travel Management Institute is available at
http://www.carlsonwagonlit.com/en/
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Travel managers say online booking
reduces the average air ticket price by
7% on average

Estimated savings on airfares through online booking
Travel managers (%)

40 -

Average: 6.7%

No savings <2% 2-4% 4-6% 6-8% 8-10% >10% Don't know

Carlson
Wagonlit Source: CWT Travel Management Institute

Travel B n rv f travel managers (112 r n
ased on a survey of travel managers ( esponses) Copyright © 2011 CWT 6



Online adoption reaches 52% on average,
according to surveyed travel managers

Respondents (%)
30 = ]

Average: 52%
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Don't know <30% 30-50% 50-70% 70-90% >90%
Online adoption (% all online and offline bookings in companies that use OBTs)
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Online usage varies considerably between
countries and industries

OBT usage by country (% all transactions)

Australia  United Canada France  Germany  United Sweden Spain
States Kingdom
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High-tech industries lead the way in

online usage

Electronics

Agriculture

Hospitality

Construction

Telecommunication equipment and services
Computer hardware, software and services
Food and beverage

Engineering and technology

Consumer products and services

Business services

Healthcare, life sciences and pharmaceuticals
Industrial manufacturing

Media and communication

Retalil

Consulting

Metals and mining

Banking and financial services

Aerospace and defense

Automotive and transportation

Energy and utilities

Chemicals

Government and public sector (incl. not for profit)
Other

Average
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Online adoption is impacted by corporate
culture

Average score

Very strong 10 — Impact on online adoption

i 7.8

7.0
7 &56363 6.6 6.6

6.3 6.3
. 5.7 5.8 e

Very weak 1 -
Ability to change Self-enabling Process performance E-culture Culture of mandates

Online adoption M <30% 30-50% 1150-70% M >70%
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Satisfaction scores are significantly lower
for online than offline transactions
Travelers (%)
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Asia Pacific Latin America North America Europe, Middle East and Africa Clobal
79 7.5 8.6 8.1 8.9 7.7 8.1 /S 8.3 7.6
Average satisfaction scores
M -2 L 34 1156 M 78 M %10
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Key benefits of a consolidated global OBT
and multiple best-in-market local OBTs

Single global online booking tool

@ Economies of scale

3 Single supplier management

O Improved leverage and customization
3 Consistent user experience

3 Simplified implementation

O Best-in-market
O Market knowledge
3 Local support
O Local content

Multiple best-in-market
online booking tools
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Above all, travelers want simplicity,
24 /7 access and speed from corporate
travel services

Travelers’ ranking of corporate travel services by importance ’:;’g"(‘?gg
I
Ease of booking [" " EEEPEEE L 31 26 2.5
24/7 access PEET sk IR VSR . 35 2.8
Speed of booking [ 1 " 19 e 2 e 28 12 3.0
Access to relevant content s <
(e.g., rail and low-cost flights) - — s ' i s 31
Access to service in mother tongue 29 PIS . 12 BW 9 13 47
Quality of technical support 7 32 ! 17 Y] 5.0
Access to VIP services 54 | 22 e 5 402 28R
I 1 I 1 1 |
Respondents (%) 0 20 40 60 80 100
Least important Most important
L
7 6 5 - 3 2 1
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The most important booking features for
travelers are the ability to book when it
suits them, obtain the lowest rates and
book all travel through the same channel

Travelers' ranking of booking services by importance  Average Number of
ranking responses

Ability to book when it suits me SOEmIES 20 59 | 2.0 1,614

Ability to obtain lowest rates 5 - 3¢ 2.6 1,179

Ability to book all travel through the same channel TN 28 1,205
Access to a wide range of options T 30 976
Ease of booking within the policy/program IS 17 . 716

Ease of changing/cancelling if required TR 32 1,398
Speed of booking ITEEE 33 1,199
Cost of transaction to the company 25 INER 34 762
Quality of advice ; P 5TITEIE e 274
Pre-trip information : T T Tl 38 154
Immediate booking confirmation ' I s B 38 921
Access to other travelers' tips 23 — -8 4.2 71
6l0 BIO 1Cl)0
Respondents (%)
Least important Most important
[ B

5 4 3 2 1
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Different service configurations suit
different needs in terms of low- or high-

touch service and standardized or
customized processes

Cost and complexity of different service configurations

High
A On-site service
center
Full -service center
1D nee
VIP service Standardized
team service center
Cost
Multinational
service center
Y
Low
Low ¢——-+— mplexity of chan » High
Carlson Complexity of change g
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For travelers, the most important mobile
services are itinerary information, flight
status and electronic boarding passes

Travelers' ranking of mobile services by importance

Average
ranking
o  — - -
Flight status updates [ 37 33 22 2.4
Electronic boarding passes 21 36 25
Safety and security alerts 35 10 m 4.6
Maps 26 : BEE 47
Travel management = 51 —“———v—m 5.1
company contacts ' — '
Tourist information 7 "I 6.5
1 T T T T 1
0 20 40 60 80 100
Respondents (%)
Least important Most important
E - S22 S
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Travelers attach great importance to
emergency assistance

Average
Travelers' rating of corporate travel services score

Emergency assistance in exceptional

weather or strikes)
b i e B e 5>
(including hotline support) m:'. - ' ] ;
Ability to redeem unused tickets alw i.zmwr_’ " 38 8.1
Traveler profiles automatically—
available to travel counselors mjz 17 7.5
to save time when booking
Online exper;se. rﬁa(ir)ager?ené—
tool with direct fee . q
from payment card data m: 2 2l n - o 8 = Lo
Social media (for other travelers’ tips) 5 29 R PR 39
] | T T T 1
0 20 40 60 80 100
Respondents (%)
Irrelevant Relevant
- - ST 0°0°Z2TaEm.
1 2 3 B 5 6 7 8 9 10
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Travelers expect a range of benefits from
social media

Average

Travelers’ ranking of social media benefits by importance hkiog

Look for and/or share information h 14

—

Network with peers n‘_"”_w 24

Monitor and receive
other travelers' feedback “ 24 R - 3.

-

Obtain market intelligence n : 25 B .u 3.2

Communicate with suppliers n 13 II 4.1
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In a sample of 14 companies, 17-53%

of travelers use social media for business
travel

Trips (%)

455 Travelers’ use of social media for business travel in a sample of companies
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Expense management involves policy,
processes and a system

3 Authorized expenses and amounts

Policy @ Employee's roles, cost centers and
hierarchy in the expense approval process

O Filing of expense claims and invoices

Expense O Processing and reconciliation of expense claims

management JGIEE 3 Approval and reimbursement of expense claims
3 VAT reclaim and reimbursement
O Auditing
@ Web-based software, hosted software

SEEY or manual spreadsheets
Carlson
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A quarter of travel managers say travelers
do not have to justify out-of-policy

bookings
Requirement to justify out-of-policy bookings

No Don't know
15% 1%

Unlikely

Yes
60%
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47% of survey respondents say TMCs
should offer expense management
services

Travel managers who consider TMCs a valid player in expense management

Don't know
23%

Yes
47%

No /
30%
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Thank you.

All research published by the CWT Travel Management Institute
is available on
www.carlsonwagonlit.com
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