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Foreword

 

These findings reflect the modern, dynamic and constantly changing world of business travel, where a large 
number of travellers change their plans once they’re on the road and where the need for flexibility cannot 
be ignored. This is where travel consultants and travel managers can come into their own, providing support 
for coping with unforeseen changes, efficiently handling complex bookings and making travellers’ lives as 
easy and stress-free as possible. The companies who acknowledge this shift and make the transition to an 
added value model – as well as embracing technology that satisfies internet-savvy travellers’ demands for 
self-service and control – will be best placed to navigate the shifting sands of business travel. As we look to 
the future; a high quality tailored service combined with access to always-on, anywhere and everywhere 
technologies will enable travel managers – and their corporate travellers – to be better connected, which will 
be crucial in adapting to “the new normal”.

Diane Bouzebiba,

Managing Director

Amadeus UK & Ireland

The business travel landscape is constantly changing, and we know that 
corporate travel managers and Travel Management consultants need to 
do everything they can to listen better to their clients’ evolving needs 
and expectations. We’ve commissioned this report to help us, and our 
customers, to succeed in travel by getting closer to the people who are at 
the centre of everything we do: the travellers.

 

The findings of this report show that there’s a sea change now we have 
entered into a new era of travel management: we’ve reached the tipping 
point on the number of those who can make their own travel plans 
through online corporate booking tools. This is inevitably going to have an 
effect on travel departments, who will find themselves moving away from 
a traditional model of booking clients’ business travel to one in which 
they are acting more like consultants, providing added value and superior 
service.

Introduction

The 21st Century Business Traveller highlights the opportunities to help travellers and corporates succeed in 
today’s fast-moving business landscape. It presents a useful snapshot of today’s business traveller in the UK 
and Ireland, which will be of interest to corporate travel managers and road warriors alike. It also looks at the 
experience of travelling for business and explores traveller feedback in how business travel is managed. The 
objective is to identify the 21st Century Business Traveller, gain insight into their experiences and attitudes, 
and help travel managers stay a step ahead of their expectations.

The report draws on specially-commissioned research among 400 UK and Ireland business travellers, working 
for larger companies, to paint a portrait of the 21st Century Business Traveller. It looks at who is travelling for 
business today: their demographic profile, their destinations and their expectations. The report  then focuses 
in on traveller experiences, specifically with reference to corporate travel management and corporate travel 
policy. Well-managed policies have long been seen as the key to holding down T&E costs: the report examines 
the extent to which travellers are complying with policy, and investigates where travellers fail to comply.

The 21st Century Business Traveller examines how travel managers can best meet the evolving needs of 
both the business and the traveller. Personal technologies – such as smartphones and tablets – offer exciting 
possibilities for travel managers to help travellers self-manage their travel needs in a controlled environment. 
This can be achieved despite the increasing complexity of business travel and the need to add demonstrable 
value.   

Travel managers who understand the needs of the tech-savvy 21st Century Business Traveller – and who 
are prepared to work with their travellers to leverage these technologies – are in a strong position to drive 
even greater business efficiencies and reduce traveller stress. The final section of The 21st Century Business 
Traveller report provides action points to help corporate travel departments maintain and grow their relevance 
to the business.  
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Research Findings

The Research Findings gets under the skin of the 21st Century Business Traveller, providing insights into their 
needs and expectations. The aim is to discover how well travel departments are meeting traveller needs, and 
identify how they can better anticipate traveller needs and support the business.

The research is based on the results of a survey carried out online by ICM Research during November / 
December 2012. 400 people who work for large companies (with 250 or more employees) and regularly 
travel for business were surveyed in the UK and Ireland. All respondents worked for companies which have 
documented travel policies in place.

  The 21st Century Business Traveller: headlines

• Generally occupies a senior position in their organisation and works in the services and technology                                                        
      sectors

• Most business travellers can now use desktop online corporate booking tools, but only a third of           
      respondents have access to mobile booking tools

• Business travellers need flexibility: half needed to change their itinerary after booking

• Their Number One priority when travelling for business is convenience

• The majority of business travellers respect their company’s travel policy: two-thirds did not deviate          
      from policy in 2012

• There is a relatively high degree of ambivalence towards the corporate travel department (and a

   significant number of travellers says the department gets in the way of conducting business)

1) Meet the 21st Century Business Traveller       
This first section of the Research Findings focuses on the travellers, identifying who is travelling for business 
and their priorities. This section also includes a zoom (see box) on the ‘Gen Y’ business traveller: the younger 
cadre of business travellers who will define the future business travel environment.

Where do they work?            
Reflecting the UK and Ireland’s service-intensive economies, some 47% of respondents work in the services 
and technology sector (high technology: 17%, financial services: 14%, transport & telecommunications: 10% 
and healthcare: 6%). 11% of respondents work in manufacturing, with 8% in government agencies. (QF)

What level do they occupy in the organisation?             

Air Origins and Destinations               

         The most popular destinations for business   
         travel were domestic (the UK with 44%),   
         followed by Europe (36%), North America (10%)  
         and Asia (7%). (Q1)   

Frequency of business travel           
Against the background of sluggish economic growth in the UK and Ireland, people continue to travel for 
business. But the research shows that frequent business travellers are making do with fewer trips. Over half 
(53%) of people who made more than 11 business trips in 2012 made twice as many trips in 2011. (Q1 / Q2)

Priorities            

“This is an important insight: convenience 
is far and away the first priority for business 
travellers in the UK and Ireland. Travellers value 
convenience because it makes their lives easier, 
reduces stress and improves their productivity.  
If convenience comes top of the list for the 21st 
Century Business Traveller it should also be a 
top priority for travel managers.”

“Against a sluggish economic background, organisations are ever 
more intent on controlling costs, and overall volumes of business 
travel are down. But in this context, travelling to maintain and 
grow relationships with customers and business partners becomes 
ever more critical. Business travellers need to make every trip count.                      
The key question for travel managers must be: how can I help my 
travellers add value to every trip?”

“Almost half of the survey (44%) cite London 
as their primary origin for business trips, 
underlining the pivotal role the capital’s 
airports continue to play in the UK economy. 
This explains why business bodies - such as the 
Institute of Directors i  - are intensifying their 
lobbying for more capacity at Heathrow and 
Gatwick.”

62%
Convenience

was the number

one priority

When asked about their priorities when travelling for business, the respondents revealed strong pragmatism. 
By a large margin, convenience was the number one priority (62%), followed by cost (22%) and comfort (15%). 
(Q4)

The majority of respondents (70%) are in management or more senior roles. Some 29% describe themselves as 
senior management, directors or board members. Only 8% describe themselves as occupying clerical or more 
junior office roles. (QE)

The most popular ‘base’ airport (the airport from which respondents usually depart) is London Heathrow, with 
36% of business travellers naming it as their primary airport. Following some way behind is Manchester, with 
9%. London Gatwick (8%), Dublin (5%) and Birmingham (5%) completing the Top 5. (QD)



2) The changing world of the business traveller       
Today’s ever-changing world means that the nature of business travel is constantly evolving. The most difficult 
economic climate in a generation has put pressure on travel departments’ budgets, prompting them to cut 
costs. 

A new, tech-savvy and always-connected generation of young business travellers has entered the workforce, 
with aspirations and demands that differ from their older counterparts. Widespread adoption of online 
technologies has transformed the nature of travel booking and itinerary management, forcing travel 
managers to provide a service that’s more than just making travel bookings. 

And the increasingly fragmented, busy lifestyle of business travellers means that they require precisely the 
right tools and technologies to be able to get the job done.

51% Had to make

changes to their

travel plans

Spotlight on ‘Gen Y’

By definition, any survey offers a snapshot of today’s business travel environment. But what about the 
future?

Here, we turn the spotlight onto the next generation of business leaders: the 17% of respondents 
who are aged 18 to 34. (QA) This key ‘Gen Y’ cadre is currently climbing the corporate ladder: they are 
tomorrow’s decision-makers (indeed, some 12% are already senior management or directors). (QE)

The priorities of Gen Y generally reflect those of more senior travellers. They are marginally more likely 
than the other age groups surveyed to value comfort and cost over convenience. 57% cite convenience   
as their Number One business travel priority (versus 63% for 35-44 year olds, and 65% of 45 to 54 year 
olds). (Q4)

One trend identified in the 2012 Amadeus Report From Chaos to Collaborationii was for business 
travellers to include personal or leisure travel within their trip. Gen Y respondents are more likely than 
any other cadre to seek additional services from their business travel. 36% would like the option to 
include self-funded leisure travel into their business travel arrangements. They are also more likely than 
any other cadre to want advice from the corporate travel department about their destination (including 
local sights, restaurant reviews, discount offers etc.). (Q5)

36%
Would like to

include self-

funded leisure

travel

Complexity is a fact of life for business travellers. 
Half (51%) of the survey respondents had to make 
changes to their travel plans in 2012 (Q6), with 
38% having to amend their flights while they were 
travelling. (Q7)

A change of plans

 

More frequent travellers, as expected, require even more flexibility: 35% of travellers who took more than           
11 trips had changed about half of their trips. (Q6) 

Changes to travel plans can be stressful: meaning missed connections, more waiting around and  
reduced productivity.

So how well are corporate travel departments doing in facilitating smooth changes to travel plans?      
30% of respondents said the department had been ‘very effective’ when they needed to make changes to 
their travel arrangements during a business trip. However, the majority of travellers were lukewarm, with 
40% replying the department’s response was ‘somewhat effective’, and 14% saying it was ‘ineffective’. 
(Q8)



3) The traveller’s view on corporate travel management

Travel policy is one of the most effective measures companies can take to hold down T&E costs - and this now 
seems to be accepted by companies and travellers alike. In this section, the research looks at adoption and 
compliance around policy. This section also looks at how effectively travel managers equip their travellers to 
deal with changes to their travel plans.

Understanding policy            
51% of travellers surveyed said they fully understood         
their company’s travel policy (Q9) - but this left 49%          
of people with a more limited understanding.

Complying with policy            
Overall, two-thirds (66%) of respondents said they had never gone ‘off plan’ during 2012. This level of 
compliance indicates that business travellers are, for the most part, prepared to respect travel policy.  
Focusing in on frequent business travellers (those who made 11 or more trips per year), full compliance with 
policy falls to 49%. Among these travellers, 18% went ‘off plan’ five times or more during the year.

35% of travellers could see that their company’s travel policy made a positive contribution to the business 
(Q12). A large majority (85%) believed that policy fully or mostly met their needs when they travelled for 
business (Q14). 

Attitudes to the corporate travel department        
Respondents showed a degree of ambivalence to        their 
corporate travel department, with some 47%         saying 
that the department neither helped nor         hindered 
the business. 15% of business travellers         say the 
corporate travel department hindered         their ability 
to do business. (Q12)

“It is encouraging to see how many travellers are complying fully with policy, and helping their companies 
control the cost of travel in 2013. At Amadeus, we want to help travel departments maintain and grow 
compliance and maximise their purchasing power in negotiations with suppliers in the years ahead, 
as well as helping them provide added value to the traveller. This is no small challenge as engaging 
airline and hotel apps on personal devices could tempt travellers to go off plan. We would also like to 
see corporate governance expanded, to cover traveller monitoring when travellers are on business trips, 
making sure they’re being properly looked after, and as safe as they can be.”

“The corporate travel department and travel 
managers need to be seen to add value; by 
controlling T&E costs, ensuring the changing 
profile of traveller needs are anticipated and 
seeing to it that travel is adequately governed. 
The relatively high degree of ambivalence 
uncovered by the research suggests travel 
managers need to do more to increase the 
visibility of their contribution to the business.”

51% Fully understood
their travel 
policy

4) The right tools and technology for the job

The introduction of online self-booking was a great leap forward for how organisations could manage 
and control the cost of travel over the last decade. The almost universal adoption of personal devices like 
smartphones - and the willingness of tech-savvy employees to use their personal devices for work - creates 
strong possibilities for travel managers to reduce stress, improve efficiency and maintain the effectiveness of 
policy. This section examines the extent to which travel managers are taking advantage of the available tools.

Online self-booking            
66% of travellers can now book their travel via a corporate online booking tool. The fact that so many travellers 
can now use this technology represents a tipping point in the adoption of online corporate booking.

Personal devices            
However, while most companies now offer the         
speed and convenience of self-booking, most          
travellers surveyed do not have the ability to          
book travel on their mobile or tablet (Q15). 

This finding suggests a significant area of opportunity                                                                                                                
for travel managers. In 2007, the  Amadeus / Henley         
Centre report Future Traveller Tribes 2020iv described how the growth of smart personal devices would bring 
the ‘humanisation of technology’. This process is now well underway: the rising generation of employees have 
a BYOD (Bring Your Own Device) mindset and expect to be able to use their own devices to interface with 
business systemsv.

As personal devices become more sophisticated and intuitive, they offer more ways to streamline the traveller 
experience. For example, providing location-based information, interactive guides and maps. The Amadeus 
Report From Chaos to Collaboration described the emergence of a “strong market for mobile devices as 
travel reconnaissance tools”, and this presents corporates and travel managers with exciting opportunities to 
support their travellers.

“People manage more and more of their lives 
with their personal devices. There’s a clear 
opportunity here for travel managers to help 
them, by giving them the ability to book and 
manage their business travel via their mobile. 
Forward-thinking travel managers will also 
use these devices as a platform for added value 
services like information about where to get a 
decent meal or catch some sights.”

“Amadeus has long promoted the benefits 
of corporate self-booking tools. They 
offer corporations and TMCs the lowest 
transactional cost method for making travel 
arrangementsiii. This technology is now a 
fixture, and the high levels of adoption show 
that travellers are embracing it.”

66%
Can book travel

via an online

corporate tool



Insights and Recommendations

The 21st Century Business Traveller provides an encouraging picture on the performance and status  
of the corporate travel department today.   

Knowledge of, and compliance with, corporate travel policy is strong.  Clearly, business travellers are, 
for the most part, happy to work with policy to achieve the cost efficiencies their organisations need 
to remain competitive.

However, the findings reveal a concerning degree of ambivalence about the corporate travel 
department.  To remain relevant, visible and valued in the fast-moving business world, travel 
managers need to do more to understand and meet the needs of the 21st Century Business Traveller.

The research pinpoints some areas where travel managers can make improvements that will deliver 
demonstrable value to their travellers.

	 •	Equip	travellers	to	deal	more	effectively	with	changes	to	their	travel	arrangements:	51%	of															
	 travellers	had	to	alter	their	travel	plans	in	2012,	and	54%	of	travellers	believe	travel	managers		 	
 could do more to help them.

•	There	is	a	clear	appetite	among	business	travellers	for	services	that	enhance	their	travel		
experience, such as the option to include self-funded leisure travel.  Take advantage of this to offer 
travellers more value, with destination information and discount offers that they can access via 
corporate travel tools.

•	Turn	the	BYOD	trend	to	your	advantage:	put	the	expertise	of	your	department	into	your		 	
 travellers’ hands by allowing travellers to use their smartphones and tablet devices to plan, book  
 and amend their travel arrangements.

The most critical area for improvement is understanding the needs and expectations of travellers.  
These are changing all the time. Research carried out among the 2013 BTS audience found that 54% 
of corporate travel departments felt they did not invest enough in garnering feedback from their 
corporate travellers. Only by understanding traveller needs can corporate travel departments and 
travel managers target improvements on areas that matter most to their travellers. 

The 21st Century Business Traveller offers a big  
picture view: to truly understand traveller needs                                                                                                         
and maintain and grow into the future the strong 
levels of compliance revealed by the research, 
travel managers need to actively involve travellers 
in shaping the corporate travel policy.  

Make it a priority to get closer to your travellers.  

This is an investment in your future.

Say hello to your business
solutions consultant
Chris Goring heads up a team of more than 20 

travel and technology experts who work with 

Amadeus customers to deploy tailor-made 

solutions for optimum business results.

We take pride in delivering smarter technology. 

And by listening better to our customers, we 

help them improve their bottom line, enhance   

customer loyalty and streamline operations.

Find out how Chris’ Consulting and Solutions 

team can help you further succeed in travel.

Contact Chris at sales@uk.amadeus.com 



i In December 2012, the Institute of Directors published a survey of its members, showing that 59% believed lack of capacity at Heathrow was damaging the UK’s inward 
investment prospects.  
See http://www.bbc.co.uk/news/uk-20772236

ii From Chaos to Collaboration: insight into the future of travel.  Amadeus and The Futures Company, January 2012.  
http://new.amadeusblog.com/wp-content/uploads/2012/01/From_chaos_to_collaboration.pdf  

iii See A Study on the Adoption of Corporate Self-booking Tools.  Amadeus and Cranfield University, 2006.  
http://www.amadeus.com/us/documents/aco/us/Cranfield_Adoption_SelfBooking.pdf 

iv Future Traveller Tribes 2020.  Amadeus and Henley Centre HeadlightVision, 2007.  
http://www.amadeus.com/amadeus/travellertribes.html 

v See The Economist, 8 October 2011 on the rise of personal devices in the corporate environment.  
http://www.economist.com/node/21531112 


