Safety and security

Traveler safety and security is the third highest
travel program objective for respondents overall;
conversely, security and risk management is also
a key challenge across a number of regions,
especially the Middle East and Latin America.

Companies often operate in a cross-
functional environment. When groups like
travel management, human resources and
security departments work together to protect
employees, it is vital to have a data solution in

place that couples the categorization of travel
disruptions, risk exposure and crisis situations
with relevant information and business
processes to safeguard travelers, before and
during their trip.

Safety issues also influence companies’ drive to
stop travelers from booking direct with suppliers,
as risk management and traveler tracking
depend on a centralized and comprehensive
data source.

/

/

Car and rail pose data complications

Survey respondents indicate that insufficient
data for rail and car represented the second
greatest strategic sourcing challenge in both
categories during 2008 negotiations.

Rail and car data offer unique challenges. Rail
distribution is fragmented, and rail travel in
European countries is often sold as an open
ticket (the traveler can take several trains
during a given period of time and can disembark
at various stations). In addition to creating
difficulties with monitoring travel spend, this

poses a secondary challenge in terms of traveler
tracking and security.

Rental cars pose a different problem. Costs
such as in-car amenities like GPS, refueling
options, and loss damage waivers (LDW) often
occur outside of the reservation process, when
the traveler picks up the car. These costs are
consequently difficult to manage, as their
identification only occurs “downstream,”
through supplier reporting or the expense
reconciliation process.

INFORMATION AND DATA MANAGEMENT
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Expense Management

Card usage

s directly
inked to the
effectiveness of
using card data
to manage the
travel program.

More than 60% of travel buyers now have full
responsibility for, influence on or an advisory role
in the expense management process. Although
the information that is essential to managing true
corporate travel and entertainment spend comes
from the expense management system, and the
end-to-end process is a critical element in the
traveler’s total travel experience, 19% of travel
managers have no influence in this area.

Automated systems are well established in global
travel programs and in North American and
European regional programs. In other regions,
however, paper-based systems still rule. Even in
Europe, a third of programs are based on a paper
system, compared to 10% of programs in North
America. Overall, 27% of respondents say they

have an automated system in place, compared
with the 269 who use paper-based systems.

For those companies with automated systems in
place, global and North American programs are
most advanced in their integration of data from
the corporate card program, with more than a
quarter of respondents saying this integration is
currently happening.

Looking forward, 40% of companies overall say
they plan to implement expense management
systems over the next two years. Part of this
growth is driven by regulatory compliance, as
companies realize they do not want the potential
regulatory nightmare associated with tax laws,
audit controls and data privacy laws.




Payment cards

This year has witnessed a significant shift toward
the use of corporate cards with individual
payment (see figure 15). The proportion of
programs with this payment structure has risen
by more than half over 2007 to stand at 48%
this year. The change is coupled with a dramatic
47% fall in the number of programs using ghost
(lodged) cards, which are now used in just 19%
of programs.

A significant proportion of companies report
that their travelers are using personal credit
cards - typically 12% to 15% across the world,
with the exception of North America, where 6%
of travelers use their personal cards.

Card usage is directly linked to the effectiveness
of using card data to manage the travel program.
The survey shows that 58% of companies with
more than 9o% of their spend on a card, and 50%
of companies with 80% to 89% of their spend
on a card, rate card reports as very effective or
adequate. When only 70% to 79% of spend is on
a card, the percentage of companies saying the
card reports are effective drops to 28%.

Figure 15 -
Use of corporate card
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Source: BCD Travel's 2008 Travel Program Survey,

powered by Advito

End-to-end strategy

Just 7% of companies globally have an end-
to-end system in place, in contrast to the 30%
of companies currently using an automated
expense management system. An appetite for
end-to-end systems does exist, however. When
asked about their technology plans for the next
two years, one in six companies foresees an end-
to-end implementation.

Implementinganend-to-endsystemisexpensive.
However, the costs of the technology are
coming down and the tools are getting
more sophisticated, with the addition of
features such as e-receipts, which automatically
populate travelers’ expense claims at the point
of booking.

BCD Travel's Ross Atkinson, vice president
for Online Technology Solutions, says that
avoiding fragmentation and redundancy is key:
“Companies may have an online booking tool
and may get rich data out of the corporate card,
but they typically do not have a sophisticated
expense management tool. Even if they do, it
is usually not linked to the online booking tool.
If companies are using multiple solutions, they
will have challenges at the profile, workflow and
approval mechanism level.”

Unified solutions have very deep integration
at the data and workflow level. Their significant
advantage lies in the reconciliation between the
traveler’s reservation and the card spend and the
subsequent effect on compliance.

EXPENSE MANAGEMENT
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Corporate Social Responsibility

When it comes to
The decision to reduce corporate carbon
CS R, CO m pa ﬂ |€S footprints today may take decades to achieve

a significant difference in the pace of climate

a re fOC USl n g mo re change, but the impact of such a decision on

business has an immediate effect.

on Wr | tte N p O ‘ | Cy An authoritative report by audit, tax and advisory

firm KPMG on business risks says: “Companies

J[ha ﬂ COﬂcrete and sectors that fail to adjust to a changing

business environment created by new laws and
a CJ[ | O n S regulations face competitive disadvantages
: while regulatory uncertainties make it difficult

for companies to plan ahead.”

CORPORATE SOCIAL RESPONSIBILITY

It goes on to say there is a “new climate reality” in
which successful corporations are increasingly shaped
by environmental and socio-economic issues.

10Climate Changes Your Business, KPMG, 2008.




ENVIRONMENTAL
ISSUES GAIN CEO
ATTENTION

Sixty percent of chief executives in a
McKinsey & Company survey earlier this year
said climate change was very or somewhat
important in their corporate strategy while
49% felt that the impact of climate change
on purchasing and supply chain management
was important. Despite that importance,
words have not yet translated into action.
Forty-four percent of those surveyed said
their companies seldom or never took climate
change into account in their purchasing
decisions. Yet the majority of those surveyed
felt improvements in the way they deal

with climate challenges would lead to an
improvement in corporate profits.

Source: How companies think about climate change,
McKinsey & Company, 2008

Travel programs begin to adopt CSR

Responsible travel management is still in its
infancy - only 38% of the respondents to the
BCD Travel survey report having any Corporate
Social Responsibility (CSR)-related component
incorporated in their travel programs.

Based on survey results, CSR initiatives can be
split into two broad areas: stated intentions in
the travel policy, such as promoting alternative
means of transport, and concrete actions, such
as measuring the carbon footprint. For global
programs as well as regional programs in
North America and Europe, around 70% of CSR
initiatives relate to written policy and 30% to
actual measures undertaken.

For companies that have already made a
commitment to CSR in their travel program (see
figure 16), the focus is on three key areas (in
order of frequency of use):

 Duty of care and security
 Travel avoidance

« Promoting alternative means of transport

Carbon reporting for travel, which has received
muchattentioninthesustainable travel debate, is
used by few companies - just 2% of respondents
overall - and equally few companies are actually
setting carbon targets. However, more than
5% of respondents say carbon reporting and
targets will be introduced over the next two
years. Carbon offsetting - through a financial
contribution to an environmentally focused
program - is also negligible. Again, survey
results indicate that this mechanism will also
grow in importance over the next two years.

Referringto potential growthinthisarea, Advito’s
Mary Ellen George says, “Mobility is the basis for
business deals, successful client relationships
and effective organizational dialogue. We see
travel managers being asked for strategies to
balance cost-effectiveness with environmental
sustainability and social considerations in an
effort to establish a responsible approach to
travel management that is integrated into the
overall travel program.”

CORPORATE SOCIAL RESPONSIBILITY
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Figure 16 — The shape of CSR in travel %Q o
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CSR initiatives currently in place & < <G

Travel policy reflects duty of care and security 21%  23% 19%  20%
Travel policy promotes travel avoidance 16% 14% 12% 14%
Travel policy promotes alternative means of transport 12% 5% 11% 15%
Travel policy reflects work/life balance 8% 14% 8% 11%
Travel policy reflects on-trip productivity 9% 14% 9% 6%
Travel policy reflects environmental sustainability 6% 9% 9% 6%
Sourcing of suppliers is also based on other CSR credentials* 8% 5% 7% 6%
Sourcing of suppliers is also based on environmental credentials 5% 5% 6% 4%
Travel-related carbon footprint is measured on a company level 4% 5% 4% 6%
Travel included in corporate sustainability program reporting 5% 5% 4% 4%
Work with suppliers on CSR initatives 3% 0% 4% 4%
Targets for travel-related carbon emission reduction 2% 0% 3% 1%
Travelers are informed of carbon emissions per trip 1% 5% 2% 1%
Financial contribution to carbon offset programs 2% 0% 2% 2%

*(e.g., human rights, labor standards)
Source: BCD Travel's 2008 Travel Program Survey, powered by Advito




Meetings Management

31% Of
companies are
planning on
implementing an
online meetings
solution in the
next two years.

In the past, travel and meetings were very much
separate but their current integration can be
clearly inferred from the survey’s findings (see
figure 17). Three in every five buyers now say
they either have full responsibility for meetings
management or have an advisory or influencing
role; just one in ten buyers says he has no
influence whatsoever in this area.

Despite both travel and meetings increasingly
operating in the same space, driven by the rise
of procurement-led strategies, few corporations
feel they manage meetings well.

MEETINGS MANAGEMENT
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Figure 17 - Managed meetings components
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powered by Advito

Figure 18 - Effectiveness of meetings program
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powered by Advito

Some call meetings management the last
frontier of travel management, as meetings
represent an area where significant cost savings
can still be found.

Figure 18 shows that just 1% of respondents rate
the effectiveness of their meetings program as
“excellent,” with almost a third categorizing it
as either “poor” or “needs improvement.”

Bruce Morgan, senior vice president of
marketing and business development for BCD
Meetings & Incentives, says one of the key
challenges in the meetings sector involves the
often contradictory allocation of responsibility
and budget: “Although a buyer may have been
given a responsibility for meetings, he may not
have the authority to truly control the meetings
program, especially since the meetings budgets
frequently sit elsewhere in the organization
- making meetings management a political
issue.”

While travel has become commoditized to some
extent in recent years, meetings have yet to
do so; meeting planners will often pay more to
ensure a meeting’s objectives are met.

Access to the right data is a key challenge, but
travel buyers should be in no doubt that it is very
hard to leverage suppliers between group spend
and transient spend. Most organizations lack
the necessary data and most suppliers will not
release the information.

One of the key
challenges in
the meetings
sector involves
the often
contradictory
allocation of
responsibility
and budget.




In North America, the survey reveals, meetings
management is at the forefront of buyers’ minds
- it is rated as the third biggest challenge in
the region, after rising travel costs and policy
compliance.

North America also benefits from having few
language and currency complications compared
to other regions, such as Europe or Asia.

Cross-border culture can also hinder effective
meetings management. “In the meetings space,
even more than in transient travel, there is a
desire for local service. The Vietnamese want
to work with Vietnamese, the Chinese with the
Chinese. It's about understanding the cultural
nuances of a meeting,” says Morgan.

While meetings management is a complex
service, a surprisingly high number of companies
are looking at technology to manage meetings for
them - 31% say they plan to implement an online
meetings solution in the next two years.

In addition to the obvious benefits — transaction
cost reductions, ticket price savings and greater
program compliance - companies are seeing
the value of the not-so-obvious benefits. These
include comprehensive tracking of all group
air transactions (both planned and ad-hoc) and
the additional travel volume from group hotel
bookings, which brings more weight to the use
of preferred suppliers for further leveraging of
total travel spend.

Thereis a large disparity of investment to solving
meeting management pains - from adding a
meeting module to an existing online booking
solution to putting in place an enterprise
meetings management solution. Making the
right investment in meetings management
technology will ensure a larger return, and
companies may not need to invest as much as
they think to see results.

The complexity of meetings management
contributes to the fact that one in nine
companies already outsources group
sourcing and logistics management, with
more planning to do so over the next two
years.

MEETINGS MANAGEMENT
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The information in this appendix shows the profile of the 333 organizations that participated in the 2008 Travel Program Survey.

Respondents by industry sector Respondents by air spend

Technology $75m - $100m

$50m-$74.9m > $100m

Healthcare $30m - $49.9m
Other : ’

<$Im

$15m-$29.9m \\
2%\ 3%
1%

Entertainment/Media
inment/Media gy o,

3%

2%
Government

0 .
Distribution 2% : $5m-$14.9m
Automotive ' 2% :
Construction l 1%
Non-profit l 1%
Hospitality l 1%

APPENDIX

$1m-$4.9m

Because figures have been rounded to the nearest : Because figures have been rounded to the nearest
whole number, percentage totals may not equal 100. : whole number, percentage totals may not equal 100.
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As a leading provider of global corporate travel
management, BCD Travel simplifies and streamlines the
business of travel. This benefits our client’s organization
on every level: from the bottom-line to the business
traveler. BCD Travel operates in more than 9o countries
on five continents, with US¢$12 billion in total sales and
a combined worldwide workforce in excess of 12,000.
BCD Travel is a BCD Holdings N.V. company. For more
information, visit www.bcdtravel.com.

Advito provides travel-management advisory, procure-
ment and outsourcing services that guide clients
through a complex travel environment. Advito’s focus
on consulting delivers proven value, unbiased counsel
and a customized approach for every client and every
engagement, together with industry expertise and
access to data to drive quantifiable decision-making.
Advito is headquartered in Dallas and London and
operates in key business markets around the world.
Advito is an independent operating unit of BCD Travel,
the world’s third-largest travel-management company,
owned by BCD Holdings N.V. For more information,

visit www.advito.com.

BCD Holdings N.V., a Dutch family-owned company
founded in 1975 by John Fentener van Vlissingen, is a
market leader in the travel industry. The BCD Holdings
companies are: BCD Travel (global corporate travel
management), Park ‘N Fly (off-airport parking), TRX
(travel transaction processing and data integration
services) and Airtrade (leisure travel). The company
employs approximately 14,000 people and operates
in more than 9o countries with total sales, including
franchising, of US$ 13 billion. For more information, visit

www.bcd-nv.com.
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