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BATM
(Belgian Association of Travel Management)

A non-profit making organization created in 2002.

We represent the interests of the Corporate Travel
Professional within the Belgian travel industry by
promoting best practice, education and providing
forums for networking and knowledge sharing.

For more visit www.batm.be
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DISCLAMER

The material used during this presentation

IS not intended for commercial but educational
purpose only.
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Understanding the Business Travel landscape
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Why a Managed Travel Program ?

Benefits of a Managed Travel Program: Traveler Safety and Savings

0+:0+:0-=

With a consolidated travel managed program a company gain:

Safety

Savings

visibility of travelers
« comprehensive data

 uniform platform to develop travel policy parameters and workflow
to manage compliance and traveler behavior

« Supplier leverage for negotiation BATM
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Streamlining
of travel Alignment of

Quality and related corporate
Cost value of processes & strategic
containment service integration goals and
delivered into the travel
Company’s objectives
workflow

Safety &
Security
oversight
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T&E Breakdown Analysis

Blocks that contain at least one air travel, lodging or car rental
transaction are tagged as Trip blocks. All other expense items
are labeled Non-trip

Total T&E 100+

Source: CWT white paper T&E Decision Tree Understanding
corporate spending patterns

Business meals
Miscellaneous
Phone

M&E

Personal car mileage
Parking / tolls

Office supplies

Taxi

Gas

Public transport

M&E

Business meals
Miscellaneous
Phone

Gas

Parking / tolls
sonal car mileage
Taxi

Office supplies
Public transport

" Non-trip spending

<1% subcategories

1%

Auxiliary spending
1% subcategories
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Business Travel Market Outlook
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Financial market volatility, plus weakened global
economic growth and corporate earnings, are the key
drivers of the slowed activity.

This has caused “a growing number of businesses” to
re-institute cost controls, and revisit hiring, capital
expansion plans, and travel.

Global Business Travel Association’s (GBTA)
education and research arm is forecasting only
“moderate” growth in the sector through the rest of
this year.
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Key Trends in Business Travel
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Safety and security

Improve Efficiency of Business Travel related
processes

The Business Traveler evolution

Use of mobile technology to support the trip
experience

The travel experience (“Traveler Centricity”)

The “empowered” traveler

BATM
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The Traveler Evolution
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Millennials will comprise the majority of the workforce|by 2025
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The evolution of the Business Traveler

2014 Statistics from Pew Research:
Millennials: Confident. Connected. Open to Change

533%

Sleep with their phone
next to their bed

Generation Y

79 Million

Millennials in the U.S.
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Segmentation of the travel market (The pastzl

Business travellers i Leisure travellers




The Business Travellers The Business Travel Market
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The Leisure Travel Market The Leisure Travellers
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The Business Travellers The Leisure Travellers
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The (New) Travellers and The (new) Travel Market Place
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Use of mobile technology to support the
trip experience
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..... and they want to do
it with their smartphone.
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Added value to Business Travel
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PRE TRAVEL

Buyer wants
Access to content and
fares to be presented in

a seamless, integrated

fashion and complaint with

policy

Traveller wants
A simple, efficient booking
process that presents the

information needed to
make an informed decision

Added value to Business Travel

IN TRANSIT

Buyer wants
Health, safety, well-
being and security of the

traveller, and the reputation

of the company, to be
assured

HEVAUERELS
A hassle free travel
experience, in a safe and
secure environment

POSTTRAVEL

Buyer wants
Analytics that enable travel
patterns and behaviours to

be explored, and business
opportunities and risks
identified

Traveller does not want
A complex or time consuming
administration processes
or have to think about the

anything that distracts them
from the business trip

Source: Mobility #8

lr Quality/shopping

booking tool (*)

Easy of expense reporting (*)

rQuaIity support during travel disruption (*)
Convenience of travel solutions (*)
Reliable internet/data connection (*)

(*) = Most important traveller’ s factors - as per “BTN - Procuring Happiness - an emerging practice” research
http://www.businesstravelnews.com/Research/Traveler-Happiness-2016/Procuring-Happiness




What is your value proposition

to Business Travel?




A better price

or

a better trip experience for

travelers and an integrated
solution that can meet the
requirements of a modern
Travel Managed program?







