
Four Keys to Utilising Data to  
Support Road Warriors in 2017

THE YEAR OF THE  
BUSINESS TRAVELLER



You don’t have to be a business traveller to appreciate how business 
travel is growing. Global business travel spend has doubled in the last  

15 years, and a recent report from the Global Business Travel Association 
predicts the figure could reach $1.6 trillion by 2020.

As spend has increased, so have companies’ attempts to rein in cost  
through strict procurement practices, mandates, and policy. In the push-pull 
environment of corporate travel, some travellers opted instead for choice  
and ease-of-use even if it meant booking outside their respective travel  
programmes.

Given the diminishing returns associated with increasing controls on travel-
lers, many industry leaders are calling for a new era of travel management in 
which traveller satisfaction is prioritsed in order to encourage compliance  
willingly. Some large corporations have embraced this ideal wholeheartedly– 
even hiring new travel roles focused on traveller satisfaction–while others 
have been more hesitant.
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Travel spend will always be a key consideration for corporations. Yet, even  
in a cost-conscious environment, businesses have an opportunity to adopt 
policies and practices designed to improve the lives of road warriors and  
the most frequent travellers. Addressing traveller satisfaction can help  
engage travellers, make business trips more productive, and strengthen  
corporate travel programmes.

This report provides four recommendations that all businesses can embrace 
at a minimal cost to make 2017 The Year of the Business Traveller:

• Lay the groundwork  
• Prioritse perks  
• Minimise disruptions  
• Simplify the booking and travel management process

Life as a business traveller isn’t always easy. By heeding some of the tips in 
this report, businesses can simplify the experience for all their road warriors 
without blowing budgets.
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Tip 1: Laying the groundwork of your business travel programme

The beginning of the year is a prime time to evaluate, modify, and communi-
cate the policies of a business travel programme. As businesses welcome 
new employees and get ready for peak travel months, it’s important to revisit 
the fundamentals and communicate them to business travellers.

According to Monster.com, the first quarter of any year—specifically,  
February—is peak time for hiring new employees in the United States.  
The same trend is also true in Canada, the UK, and Australia (among other 
countries). Newness breeds excitement, and with new hires and new facets 
of a corporate travel policy, companies have an opportunity to educate 
employees and generate buzz about their business travel programmes.
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Businesses also want to be sure to have  
programmes in place before spring, which data  
from Sabre indicates historically is the busiest 
business travel period of the year.

March is the busiest month of the year, with 
nearly 3 million corporate economy flights 
booked in 2015 in North America, Latin America, 
and EMEA. April holds firm in second place in 
most regions. (The only region where these 
trends differ is APAC, where August is the  
busiest month.)

Economy Cabin Air Bookings in 2015
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Another reason for revisiting and communicating the details of a business 
travel programme early in the year: Small changes in travel habits can mean 
big savings throughout the year—especially when it comes to how far in 
advance business travellers book. In their recent annual report about the 
state of the air travel industry, Expedia and Airlines Reporting Corp., shared 
data indicating that the biggest deals on average air ticket prices can be 
found 21 days or more in advance. Put simply, the data indicated that flights 
booked three weeks out were significantly cheaper—in some cases, as much  
as 30 percent less.

At the same time, however, stats from Sabre reveal that globally,  
only one-third of flights are booked that far in advance.
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In fact, Sabre’s data indicates that a large  
percentage of business travel tickets are  
purchased at the “last-minute,” or anywhere  
from zero to six days in advance. Among the four 
major regions of the world (again, North America, 
EMEA, Latin America, and APAC), the average 
advance purchase for business travel was only 
5-6 days. This means businesses are overpaying 
for travel. It also means that nudging travellers to 
book business trips earlier could result in major 
savings over time.

Recommendations  
Get business travel initiatives rolling early in the 
year, and bring new employees on board with 
these programmes straight away to maximise 
opportunities across the board. Communication 
will help travellers better understand what’s 
expected of them. What’s more, encourage busi-
ness travellers to book trips at least three weeks 
in advance to take advantage of better deals and 
keep costs down.

Advanced Air Purchase
North America, EMEA, Latin America and APAC in 1–30 days
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Tip 2: Prioritising perks to engage new hires and frequent travellers

Companies should keep two things in mind as they examine their  
travel policy: 

• A business travel policy should mirror the company’s culture, and 
•  It should balance the needs of the company’s travellers and the  

company’s goals.

When a business traveller spends weeks on the road each year, offering 
perks can make travel that much easier and help travellers feel valued.  
Consider some of Sabre’s recent data regarding ancillaries, or supplemental 
purchases, on business travel. 

The numbers indicate that the most commonly purchased ancillaries across 
North America, Latin America, Europe, and Asia Pacific are fast-track passes 
and pre-reserved seat fees. Baggage fees also make the lists in some mar-
kets; this fee is incurred most commonly in the EMEA and APAC regions.  

When negotiating with suppliers, include fast-track, baggage, and seat 
upgrade fees in your contracts. High-performing road warriors will appreciate 
the flexibility and convenience these incentives provide. Companies will bene-
fit from increased productivity of frequent travellers. If you cannot add these 
incentives into your supplier contracts, you can make them reimbursable for 
frequent travellers.

Basic economy fares–low 
fares with restrictions like no 
pre-assigned seat assignment 
and no overhead bin access–
are becoming more common. 
Many travel managers and 
TMCs are restricting these 
fares in order to maximise 
travellers’ time and minimise 
their frustrations.
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The Sabre data also suggests that business travellers would embrace fast-
track benefits that enable them to minimise the time spent at security and 
customs checkpoints. In North America, travel managers are now offering 
business travellers TSA PreCheck and Global Entry. In the UK, travel manag-
ers can leverage the Registered Traveller Programme to minimise time spent 
in security and Customs lines. Other countries and other regions offer similar 
services. The bottom line: These services typically cost as little as $100 per 
traveller. Investing in these programmes expedites travel and minimises 
delays and disruptions in business travellers’ schedules.

Recommendations 
Show business travellers their time and comfort is important. Allow them  
to purchase ancillaries or negotiate these incentives into supplier contracts. 
Offer to cover fees for fast-track benefits that seek to minimise time at  
airport chokepoints.

Bringing in fast-track perks

At a time when extra cash can buy business travellers any 
number of in-airport perks, different businesses support 
fast-track perks differently. Some businesses have gotten 
Global Entry for their road warriors without employees 
leaving the office. If a business can guarantee a minimum 
number of sign-ups, Global Entry agents will make a 
“house call” and come to register employees on-site.  
Others offer free TSA PreCheck to all business travellers 
who make 12 or more trips per year. The bottom line: For 
businesses that want to extend and amplify perks to their 
road warriors, options abound.
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Tip 3: Minimising disruptions in business travel

Nobody likes travel delays. Yet it’s not surprising that the airports through 
which business travellers fly most frequently are those that also have some 
of the highest delays due to the volume of flights going in and out each day. 
While avoidance may be difficult—business travellers need to do their thing—
businesses can offer ways to make delays more manageable.

According to Sabre itinerary data, Chicago O’Hare International Airport (ORD), 
LaGuardia Airport (LGA), John F. Kennedy International Airport (JFK), Sao 
Paulo Congonhas International Airport (CGH), and London Heathrow Interna-
tional Airport (LHR), are some of the most heavily travelled airports by busi-
ness travellers. They also tend to have more delays.

It may not be possible to eliminate travel through these airports completely, 
but if possible, business travellers may want to look into booking itineraries 
through alternate airports to avoid hassle. 

Another way to empower business travellers to avoid the downside of  
delays: Underwrite a membership to a global lounge programme. These  
programmes grant travellers access to semi-exclusive clubs inside airports.
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In almost all cases the clubs offer free Wi-Fi; in many cases the clubs serve 
complimentary food and drinks, too. Some of these lounge programmes are 
even connected to particular credit cards. Prices ($249-$399) and terms and 
conditions of these programmes vary but the benefits are the same—with 
access to the clubs, business travellers can turn delays into work time or  
personal downtime. What’s more, with complimentary food and Wi-Fi,  
the lounges help eliminate these expenses elsewhere down the line.

Recommendations  
Stay on top of travel delays by scheduling creatively and giving business  
travellers alternatives when they’re stuck. Whenever possible (and affordable), 
book trips around airports that have become notorious for delays. Offer each 
business traveller a set amount of money to cover membership into global 
lounge programmes to maximise time spent on the ground.
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Tip 4: Simplify the booking and travel  
management process

The process of booking travel for the business 
traveller requires balancing schedule, conveni-
ence, and corporate policy. It varies by region,  
but about 80 percent of global business travellers 
prefer to self-book travel. These travellers want 
booking to be quick. They want it to be easy. 
More than half of business travellers (62 percent) 
want to be able to book trips 24/7. And once 
these road warriors have booked their trips,  
they also want to use self-service technology  
to manage the trips. 

In short, business travellers want tools that  
make managing travel easier for them to do  
from anywhere.

There are some interesting data points to support 
this statement. Egencia’s research indicates that 
business travellers are using an average of three 
different devices per trip. And, Sabre’s Digital 
Business Traveller research showed that seven 
out of 10 travellers in North America say receiv-
ing “travel preferences catered to their personal 
travel history and preferences” is important or 
very important. That means road warriors  
prioritse personalisation.

These same travellers also say they want mobile 
apps to support them in the field. The 2016 
Sabre|GBTA Digital Business Traveller Survey  
indicates that of the five most commonly used 
types of travel apps in North America, three are 
travel supplier apps (airline, lodging, and ground 
transportation) and the other two are online 
booking site and restaurant apps. 
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Apps Business Travellers Use the Most While Traveling

¢ United States    ¢ Canada

Airline

50%57%

Online Booking

41% 43%

Lodging

32%41%

Car Rental

37% 34%

Restaurant

33% 37%

Restaurant

44% 42% 23%41%

Online Booking

40%34% 52% 25%

Airline

49% 52% 36%34%

¢ Germany    ¢ Italy    ¢ Spain    ¢ Nordics    

Lodging

26% 57% 8%29%

Car Rental

18%32% 41%28%

Expense Management

7%20% 26%17%

Ride Sharing

29% 19%

North America-based business travellers Europe- and Nordic-based business travellers
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Finally, both anecdotal evidence and data  
from Sabre and Egencia indicates that business  
travellers long for technology that enables them 
to evaluate transportation options by the cost  
or time to get to a location. Although the use of 
ride-sharing apps ranked toward the bottom  
of the list of the most used apps while traveling 
for business, interest in ride-sharing services  
is high among certain demographic groups.  
For instance, the use of services such as Uber 
and Lyft are more predominant with Millennials 
and Gen-X travellers. Of the regions surveyed,  
Millennial business travellers in the United States 
are most interested in these services, followed 
closely by Italy and Canada.

Interested in Ride Sharing 
Business travellers by age
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In most cases, business travellers prefer using self-service technology to 
manage their travel, with the majority of travellers using supplier or OTA apps 
to update their itineraries. There is an opportunity for travel managers to 
address these apps in their respective travel policies and encourage travel-
lers to download their TMC’s or preferred providers’ apps that align with their 
programme objectives. 

In addition to controlling travel policy leakage, providing recommendations on 
travel technology can help corporations track business traveller preferences 
to improve traveller satisfaction and promote in-policy behavior, and identify 
opportunities for cost savings or supplier negotiations.

Recommendations 
Empower business travellers by providing them with access to consumer- 
friendly, intuitive booking tools and apps that will help them manage  
travel from any device seamlessly. The best technologies for road warriors 
are those that cover pressing needs such as checking flight status,  
accessing boarding pass, changing hotel or flight bookings, navigation,  
and booking rides. The very best apps also offer personalisation based  
on a traveller’s history.
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Conclusion

Today’s high-performing employees are not only looking for better compen-
sation or an opportunity to advance in their careers; they are also looking  
for a successful company that wants to help them be more productive  
and offers a level of flexibility that brings satisfaction and balance.

Data from Egencia and Sabre shows that a few simple steps can help 
employees find the right mix of productivity and happiness. These are  
incremental, cost-conscious changes businesses can implement without 
blowing budgets. 

By incorporating travel perks and ancillaries within the travel programme,  
companies can introduce additional cost-saving measures, off-setting the 
investment. Businesses can also realise additional cost savings through 
increased visibility and control of business travel within the organization. 

All businesses that send employees on travel for work should consider  
perks that can set their company apart and increase frequent travellers’  
satisfaction. Considering that the cost of replacing employees these days 
can be 200 percent of their starting salaries, it seems sensible to say that 
investing in business travellers is a true investment in the future. 
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The report represents a collaboration between Egencia and Sabre—two organisations that engage  
in business travel every day. 

Egencia is the most business-traveller centric company in the world; driven by consumer insights and 
technology investments from parent company Expedia, Egencia connects technology, content, service, 
and reporting in one place. 

Sabre is a global technology provider to the travel industry, providing business software, data and mobile 
travel solutions; Sabre operates the world’s largest travel marketplace, connecting travel buyers and  
sellers to hundreds of airlines and thousands of hotel properties around the world. More than $120 billion 
of travel is purchased through the Sabre marketplace annually.


