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Business trips are a sensitive barometer of the economic mood and mobility of German companies – both inter-
nally and externally. For many years now, VDR has been keeping close watch over the changes in the way
German companies think, act and conduct their processes, with the help of market research tools and the VDR
TrendsPort “think tank” as well as in daily dialogue with our members. The diversity of our industries calls for
a differentiated understanding of all aspects of mobility. By analysing the market data compiled for the VDR
Business Travel Report, we have been able to identify and examine many interesting, and in some cases critical,
developments. The representative information provided by travel managers has influenced decision-making in
both business and politics. One thing is clear: in spite of all the “24/7 technologies”1 available in communi-
cations and business travel, the personal meeting is still the driving force for business contacts. VDR is also
giving more space in its considerations to sharing experiences on an international level, for example in the near
future at its second joint conference with its European partner association GBTA, taking place from 9 to 11
November in the travel and trade fair hub of Frankfurt.

The thirteenth VDR Business Travel Report also examines trends that VDR predicts will play a greater role a few
years from now. Already today, we are looking for initial answers to questions such as: Should we simply dismiss
the share economy as a “euphemistically named form of platform capitalism”,2 or does it offer business travellers
ways to save costs in a new, digital economic order? Are “door-to-door” solutions still a distant dream? How can
business travellers work effectively with hotels today and in the future? We have summarised here the latest
findings on the world of occupational mobility and hope you will enjoy an interesting and informative read.

Watching markets, understanding 
mobility, shaping the future

1 Constant availability on the one hand,
and active use and “round the clock”
communication on the other, with in-
creasing blurring of the boundaries be-
tween work and leisure time. 

2 Sascha Lobo on 3 September 2014 in
Spiegel Online: “The human machine:
On the way to dumping hell”, 
www.spiegel.de/netzwelt/netzpolitik/ 
sascha-lobo-sharing-economy-wie-bei-
uber-ist-plattform-kapitalismus-a-
989584.html 
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1 Important results at a glance

Key data: 2014 2013:

In 2014 there were 10.1 million business travellers3. + 1.2% 10 million business travellers

175.8 million business trips led to expenditure in the amount of + 2.8% 171.1 million business trips

49.2 billion euros – equivalent to + 2.2% 48.2 billion euros

146 euros per business traveller per day. – 1.0% 148 euros

Large companies take longer international trips
The number of business trips taken by organisations in Germany
increased by 2.8% in 2014 compared to 2013. Domestic trips
tended to be shorter, but international trips were longer, which was
also reflected in higher business travel spend. Large firms spent more
in relative terms than the number of trips might lead one to believe.
The reason can be found in longer and more frequent travel abroad. 
(Figures 1, 2 and 4, Pages 6 and 7)

Five billion euros in “other costs”
A difficult field offering potential savings is the category “other costs”,
small amounts which have in sum been growing again in recent years,
reaching the impressive total of five billion euros in 2014. This cat-
egory includes transport-related costs ranging from fuel, taxi fares,
public transport and mileage allowances all the way to parking
charges. Larger companies have relatively higher communication
costs than smaller ones due to more frequent trips abroad. 
(Figures 6 and 7, Pages 9 and 10)

“Likes” outstrip stars
The criteria for selecting accommodations are changing. Guests’ per-
sonal impressions are becoming increasingly important. “Personal
recommendations” and “reviews” are thus taking the place of tradi-
tional classifications. (Figure 12, Page 12)

Daily or negotiated rates? It’s all about the mix
The ten-year trend toward taking advantage of daily rates continues,
but where negotiations are worthwhile, they’re still given a chance,
particularly in the hotel business. 83% of companies with a separate
area of responsibility dedicated to travel management negotiate prices
for hotel stays. For rail travel, nearly half of all companies use only
the daily fares, while when it comes to car hires, the use of daily
prices has even quadrupled. (Figure 16, Page 15)

Mobile is – not quite yet – the new online
Around two-thirds of travel bookings by medium-sized businesses in
Germany are today made online, and 4%–5% on mobile devices.
Direct bookings with suppliers are still the most common. Travel agen-
cies are called in mainly for flights and more complex travel arrange-
ments. (Figures 21, 22 and 23, Pages 18 and 19)

Share economy – well-known, little-used, full of promise?
Business travellers are often early adopters of innovative mobility serv-
ices and products. Whatever makes travel and communication more
efficient, more secure and more pleasant prevails in the end. Today
new service offers from transport to accommodation are coming onto
the market as private pixel platforms. In this first phase, German com-
panies and public-sector organisations are still cautious – but will
that still be the case five years from now? 
(Figure 25, Page 21)

Long-distance coaches still an “also ran”
One in ten of the largest companies, usually those with price-sensitive
travel managers at the helm, book occasional coach travel for their
employees. But employees of SMEs take long-distance coaches more
frequently. On the whole, though, their use for business travel is still
limited. (Figure 27, Page 22)

2016: Stable to rising
Confidence persists in the overall stable development of business
travel in the year to come. A positive mood prevails, but no major
leaps in growth are expected. The German Ministry of Economics pre-
dicts a slight increase in travel within the eurozone, along with good
export prospects thanks to the depreciation of the euro.4 The forecasts
made by most travel managers are similar. SMEs in particular, as well
as the biggest companies, are counting on increased bookings in all
areas of travel. (Figure 29, Page 24)

3 Employees of a company or public-
sector organisation who take at least one
business or official trip per year.

4 Federal Ministry for Economic Affairs
and Energy, press release of 22 April
2015.
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2 Business travel: Facts and figures

Quantity
“How many business trips were taken in your 
company/organisation in 2014?”
The German economy was in good shape in 2014.
The price-adjusted gross domestic product was
1.5% higher than the previous year and thus
exceeded the average of the last ten years.5 The
development of business travel followed suit. The
number of trips in organisations with ten or more
employees rose by 2.8% between 2013 and 2014.
This corresponds to the previous year’s forecasts of
increased bookings in all areas of travel, especially
by larger companies.6

While in 2013 the number of business trips
declined slightly at companies with more than 500
employees, and by contrast went up by 3.1% in
medium-sized companies,7 in 2014 increases were
seen across all business sizes (a plus of 3.8% and
3.5%, respectively).

Costs
“How high was total business travel spend 
in 2014?
More travel produced higher costs last year, but the
rise was not commensurate with the increase in the
number of trips: the 2.2% increase to 49.2 billion
euros thus indicates relative savings. A closer look
reveals some differences: Companies with over 500
employees spent 6.6% more, with only a 3.8%
increase in the number of trips. This means that their
employees were generally away for longer periods of
time. Medium-sized companies travelled within Ger-
many more frequently, thus saving an overnight stay
here and there. Large organisations in the public sec-
tor were especially frugal: with nearly unchanged
travel activity (+0.6%), they were able to cut costs
by 2.5%.

5 See press release no. 016 of the Federal
Statistics Office, Wiesbaden, 15 January
2015. 

6 VDR Business Travel Report 2014,
Chapter 8 “Outlook for 2015”, p. 21

7 When this report refers to “medium-
sized businesses”, this means compa-
nies with 10–500 employees. Small and
medium-sized enterprises (SMEs) are
companies with 10–250 employees. 
See VDR Business Travel Report 2006,
“Term definitions A-Z”, p. 40. 

Number of business trips in 2010–2014

Organisations with � 10 –500 employees
� over 500 employees  
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Total cost of business travel in 2010–2014
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Figure 1

Organisations with � 10 –500 employees
� over 500 employees  Figure 2

Things were somewhat different in the public sector:
0.6% fewer trips were reported by smaller organisa-
tions and 0.6% more by the larger ones.
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8 Percentage of employees in the organi-
sation who take at least one business
trip per year. 

9 VDR Business Travel Report 2014,
Chapter 4 “Strategies for efficient 
business travel organisation”, 
Page 13, Figure 16. 

Any work-related trip that is recorded on the basis of individual expense reports counts in this study as a
business trip. The duration, purpose, distance and destination of the journey and the professional status of
the travellers are insignificant here. As soon as expenditures are charged to the company or organisation as
business travel expenses, they are counted in these figures. For further definitions of the terms used here,
please see the VDR Business Travel Reports from 2003–2006 (German originals) as well as the VDR Glossary:
www.vdr-service.de/der-verband/fachthemen/vdr-glossar (in German only).

Results from companies and from the public sector are usually shown separately due to the differences
between the sectors. The corresponding data basis is indicated in each case: The terms “busines ses /
com panies / firms” exclude the public sector (“– excl. PS –”). “Organisations” covers both companies and
public-sector institutions.

i

Business travellers
“How many business travelers8 were there in 2014?”
Even though digital communication offers a range of
new possibilities, and web-, video- and teleconferenc-
ing are already part of our everyday lives, personal
encounters remain essential both for doing business
and for the public sector. Therefore, after a stronger
increase between 2012 and 2013, in 2014 the num-
ber of business travellers continued to grow, but only
slightly, by 1.2% to 10.1 million. About one in three
employees on average took at least one work-related
trip. At the biggest companies with over 1,500
employees, there is trend towards 40% of the staff
travelling – more trips are distributed among more
employees. These businesses reported about the
same ratio, 37%, in 2005 – but in the wake of the
financial crisis, fewer employees were sent on the
road for a time. 

Duration
“How long do business trips last?”
There were fewer two- to three-day business trips in
2014. Accordingly, there were more trips without an
overnight stay, although the longer trips (four days
and over) were also up slightly. Even if the average
duration of 2.1 days remains unchanged, these
results point to some popular strategies for efficient
business travel: shorter trips through optimised con-
nections, and the consolidation of travel.9 As usual,
the average length of trips increases with company
size. Nearly one in four travellers for the largest firms
was on the road for at least four days.

Breakdown of business travellers by company size 
in 2010/2014

31%

28%

30%

22%

34%

28%

37%

25%

Companies with
10 – 250 employees

251 – 500 employees

501 – 1,500 employees

over 1,500 employees

0% 10% 20% 30% 40%

� 2014    � 2010 – excl. PS –Figure 3

Duration of business trips in 2010–2014

� up to 1 day � 2–3 days � 4 and more days – excl. PS –
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Figure 4
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3 Structure of business travel costs

The strategies applied by travel managers have con-
tinued to show results: the average cost of a business
trip has been reduced to 307 euros. Far-sightedness
and close control of costs will continue to strengthen
the competitiveness of German companies in the
future.

Daily expenditures
While the average length of business trips remained
the same at 2.1 days, the costs per trip declined mar-
ginally from 148 to 146 euros in 2014. In the leisure
travel market by contrast, both the average daily
expenditure per person (2014: 77 euros) and the
duration of trips went up (2014: 12.5 days).11 Nev-
ertheless, the business traveller still spends roughly
twice as much per day, regardless of the season. This
travel activity thus safeguards jobs in the hotel,
restaurant and transport industries nationwide.

10 Our own calculations, in conjunction with
F.U.R, Hamburg/Kiel: Travel reports
2011–2015. Business travel expenditure
per person and per day: companies only,
not the public sector. Holiday trips of 5
days or longer. 

11 See F.U.R, Hamburg/Kiel: Travel reports
2011– 2015.

– excl. PS –

Average cost per business trip in 2010–2014

400 €

300 €

200 €

100 €

0 €
2010 2011 2012 2013 2014

310 307305 296 308

Figure 5

Comparison of business and holiday travel:10

Daily expenditures in 2010 –2014

Expenditure per person per day Business travel Holiday travel

2014 146 € 77 €

2013 148 € 73 €

2012 140 € 73 €

2011 148 € 70 €

2010 127 € 70 €

Table 1

Total business travel spend broken down by cost areas in 2013 /2014

� Flights   � Rail   � Hire cars   � Hotels   � Meals   � Other costs

€ 8.9 bn 
(18,5%)

€ 12.4 bn 
(26%)

€ 3.8 
bn

(8%)

€ 12.2 bn 
(25%)

€ 6 bn 
(12,5%)

€ 4.9 bn 
(10%)

2013
Total: 48.2 billion €

2014
Total: 49.2 billion €

€ 9.2 bn 
(19%)

€ 12.5 bn 
(25%)

€ 3.7 
bn 

(7,5%)

€ 12.5 bn 
(25,5%)

€ 6.3 bn 
(13%)

€ 5 bn 
(10%)

Figure 6

Cost areas
“What were the totals for the different cost areas 
in your company/organisation?”
The distribution of costs over the main areas remains
quite stable from year to year. In 2014, costs went
up in all areas except for hired cars. In terms of trans-
port, rail gained additional market share. In a five-
year comparison, proportional spending on rail travel
went up from 16% to 19% – mainly to the detriment
of the car hire industry. One euro in four is still spent
on overnight stays or flights.

The most noticeable increase in 2014 was once again
spending on meals, which went up by €0.3 billion.
Also of note is another jump in the small amounts sub-
sumed under the category “other costs”, which have
been on the rise for the past few years and in 2014
amount to no less than five billion euros. These items

Average costs per business trip
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include transport-related costs for fuel, taxi fares, 
public transport and mileage allowances as well as
parking charges. Larger companies have relatively
higher communication costs than smaller ones due to
more frequent trips abroad. Compared to businesses,
the public sector spends less in proportion on com-
munication, credit cards, hospitality and gifts, but
more on trade fairs, conferences and seminars.

Companies with � 10 –500 employees  � over 500 employees

Cost areas that fall under “other costs”

95%

97%

87%

97%

82%

92%

76%

85%

64%

71%

54%

72%

40%

63%

39%

62%

39%

65%

28%

46%

19%

34%

Parking charges

Taxi fares and public transport

Use of private car (mileage allowance)

Fuel

Event attendance fees 
(e.g. trade fairs, conferences, seminars)

Hospitality (for guests or employees, 
if not included under “Meals”)

Internet / Wi-Fi use

Credit card fees (e.g. foreign use)

Telephone

Gifts/ courtesies

Travel agency fees

Miscellaneous

0% 20% 40% 60% 80% 100%

1%

1%

– excl. PS –
– multiple specifications possible –

– Companies in which “other costs” are specified in travel expense accounting –Figure 7
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4 Overnight stays

Overall trends
“How many overnight stays did the business trips
taken by the employees in your company/organisa-
tion include?”12

“What was the distribution of overnight stays 
between domestic and foreign accommodations?”
In keeping with the previous year’s forecast, 2014
not only made up for the slight stagnation in
overnight stays of late but actually reached a record
high of 63.7 million. In particular employees of
larger organisations took longer trips and hence
logged more room nights (+8%). SMEs had shown
more caution when predicting hotel bookings, but
still produced 2% more room nights in 2014 (not
shown).

Looking at the cost areas, it is clear that additional
expenditure of over half a billion euros for hotels and
meals can be attributed to increased overnight vol-
umes. The number of overnight stays by travellers
for German organisations rose in 2014 by 4%. 72%
of this increase benefitted domestic accommoda-
tions – which hosted in particular more guests from
organisations with 10 – 500 employees. More and
longer trips, especially by larger firms, resulted in an
increase in foreign stays by 6%.

Accommodation categories
“What overnight categories does your organisation
tend to book?”
The trend of the last few years to gravitate “toward
the middle” when it comes to domestic accommoda-
tions still persists. Nine out of ten business travellers
can be found in accommodations in the 3- or 4-star
category. This “hotel pattern” is very similar across
all organisation sizes. While 8% of travellers still
stayed in the “upper upscale” category with 5 stars
in 2010, the percentage was down to 3% in 2013
and 2014. Domestic 1- and 2-star hotels gained
greater market share among German business trav-
ellers in 2014, up from 4% to 6%.

Number of overnight stays in 
Germany vs. abroad in 2013 / 2014

Organisations with � 10 –500 employees  � over 500 employees  

in Germany abroad in Germany abroad

2013 2014
Total: 61.4 mil. Total: 63.7 mil.

Number of overnight stays in 2010–2014

Organisations with � 10 –500 employees  � over 500 employees  
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Figure 8

Figure 9

Accommodation categories for business and official travel in Germany in 2010/2014

� 1 and 2 stars (economy) � 4 and 4+ stars (upper midscale/upscale) � other accommodation categories
� 3 stars (midscale) � 5 stars or above (upper upscale)

2014

2010

0% 20% 40% 60% 80% 100%

54% 34% 3%3%6%

2.5%

8%8% 47% 34.5%

Figure 10

12 Number of overnight stays = room
nights.
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“Which aspects are decisive in the selection of 
accommodations – given an ideal location?”
The overall decision-making pattern has hardly
changed in the past eight years. Travel managers say
that their first consideration is always the price – for
obvious reasons. But many more companies today are
keeping costs under control by implementing a travel
policy, in most cases introduced in the wake of the
financial crisis. Larger companies in particular have
become more cost-conscious in this connection. How-
ever, recommendations and user reviews are also hav-
ing a greater impact – if a supplier receives only a
few reviews, this is almost tantamount to a poor rat-
ing. Hotels thus take targeted advantage of travellers’
desire to share their experiences with others.

On the whole, the importance of the areas of “Per-
sonal recommendations” and “Reviews” is on the rise
compared to the traditional classifications. The clas-
sic star rating still provides a further basis for select-
ing accommodations, but it is no longer the sole cri-
terion. Also considered are target-group-specific
criteria such as those found in the VDR certifications
Certified Business Hotel®, Certified Conference
Hotel®, Certified Green Hotel® and others.13

13 More information: www.certified.de.

As in previous years, when a trip takes the business
traveller abroad, the next higher category is fre-
quently booked. This has hardly changed from the
previous year: 65% of overnight stays abroad were
booked in the 4- and 5-star category in 2014. In a
five-year comparison, however, bookings of 4-star
accommodations have gained significantly, by 13
percentage points.

� 2015  � 2008

Factors influencing choice of hotel in 2008/2015

91%

83%

60%

28%

47%

35%

45%

41%

23%

14%

8%

8%

7%

7%

7%

6%

Price

Travel policy

Personal recommendations 
(from business travellers, colleagues)

Category (stars)

Reviews 
(from the internet, trade journals, books)

Choice is left to the travel agency

Brand/chain

Certification

Other aspects

0% 20% 40% 60% 80% 100%

3%

2%

– excl. PS –
– multiple specifications possible (maximum 4) –Figure 12

Accommodation categories for business and official travel abroad in 2010 / 2014

2014

2010

0% 20% 40% 60% 80% 100%

2%

2%

32% 57% 8%

13%4% 37% 44%

1%

Figure 11

� 1 and 2 stars (economy) � 4 and 4+ stars (upper midscale/upscale) � other accommodation categories
� 3 stars (midscale) � 5 stars or above (upper upscale)
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5 Travel management strategies

14“Security of business travellers and 
security-related measures”, see 
VDR Business Travel Report 2014, 
Page 19, Figure 22.

Responsibility for travel management
Not every company has a separate area of responsibility dedicated to travel management. The development of
this field has differed over the years, depending on the size of the company. While SMEs have tended to cut
back here, one in five companies with 251–500 employees still maintains a dedicated travel management
unit. Companies with more than 500 employees are the ones that have recognised most clearly the need for
professional travel management, responding by reinforcing this area.

The tasks of a travel manager are becoming increasingly broad, as demonstrated by the variety of topics
addressed at this year’s VDR Spring Conference in Wiesbaden. The travel manager is the go-to person for almost
all areas of business mobility. This applies particularly to the increasingly complex fields of travel expense
accounting and event management. Half of today’s travel managers are in charge today of travel security and
health issues,14 and one in four of the company’s vehicle fleet. The growth of mobile communication has led
to a need for more control – today a task for every fifth travel manager.

Travel management as a separate area of responsibility

10%

17.5%

21%

22%

50%

35%

73%

63%

Companies with
10 – 250 employees

251 – 500 employees

501 – 1,500 employees

over 1,500 employees

0% 20% 40% 60% 80%

– excl. PS –� 2015   � 2011

Percentage of companies with a travel policy

61%

45%

83%

71%

98%

86%

100%

97%

Companies with
10 – 250 employees

251 – 500 employees

501 – 1,500 employees

over 1,500 employees

0% 20% 40% 60% 80% 100%

– excl. PS –� 2015   � 2013

Figure 13

Figure 14

“Is travel management a separate area of
responsibility in your company?”

Travel policy
“Does your company have a travel policy?”
The significance of this key tool for controlling
direct and indirect costs has risen significantly
in companies of all sizes. This year for the first
time, all companies with more than 1,500
employees report that they use a travel policy.
Although SMEs have tended over the years to
do away with travel management as a separate
area of responsibility, they still implement travel
policies more often than they did two years ago.
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Future incentives for encouraging compliance 
with travel policy

25%

20%

7%

60%

Participation in a bonus/ 
loyalty programme

Granting of special status 
in loyalty programme

Special rates for leisure trips

Discounts for restaurant services

Other

None

0% 20% 40% 60%

– excl. PS –
– multiple specifications possible –

– Companies that have a travel policy –

1%

1%

Figure 15

In reply to the question of which incentives will in
future play a key role in compelling travellers to com-
ply with the travel policy, 60% of companies said
“none”. Whether the reason can be found in tenden-
cies toward looser policies (for example in the direc-
tion of “open booking”) or in strict compliance regu-
lations, was not investigated. Only a minority of
companies try to entice travellers to comply by offer-
ing incentives such as bonuses and special rates for
private travel. Last year, the handling of bonus points
earned on business trips was on the whole more
employee-friendly, meaning that companies should
not be expected to offer their own bonus programmes
more frequently in future as a new incentive for com-
pliance.15

15 VDR Business Travel Report 2014,
Chapter 4 “Travel management strate-
gies”, Page 15, Figure 18.

Negotiated vs. daily rates
“Do you or your company’s travel agency negotiate
framework agreements with suppliers or do you 
take advantage (as well) of the current daily rates?”
Since our first investigation of this question almost
ten years ago, there has been an increasing trend
towards the use of daily rates by companies with a
separate area of responsibility for travel management.
This is a logical development, because today the sup-
pliers’ systems offer booking processes that are more
streamlined, flexible and fast. When it comes to rail
travel, nearly half of all companies use exclusively

– excl. PS –
– Basis: companies with a separate area of responsibility for travel management –

Negotiated vs. daily rates for hotels, flights, rail and hire cars in 2007/2015

� Daily rates � Both, but targeted use of daily rates is becoming more important for us
� Contract negotiations � Both, but framework agreements are becoming more important for us
� Neither contracts nor targeted use of daily rates

37%13% 28%2015

2007

0% 20% 40% 60% 80% 100%

18% 4%

34%16% 17% 25% 8%

21.5%37% 24%2015

2007

12% 5.5%

35%20% 16% 21% 8%

13%48% 18%2015

2007

15.5% 5.5%

34%28% 9% 15% 14%

44%31% 10%2015

2007

Hotel

Flights

Rail

Hire cars
7% 8%

54%8% 5% 20% 13%

Figure 16

the daily rates offered by the German railways. And
the use of daily rates for hired cars has quadrupled.
Only in the hotel field are negotiated rates still nearly
as popular in 2015 as they were in 2007. Negotia-
tions are still carried out wherever they are worthwhile.
This is demonstrated by companies with more than
500 employees, who can use their high travel volume
as a bargaining chip. Medium-sized companies book
45% of their overnight stays exclusively based on
daily rates, but among the larger firms the percentage
is only 16%.
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Hotels: purchasing, mobile solutions
“What is the minimum annual room night 
volume that would cause you to negotiate rates
with a hotel?”
Medium-sized companies that negotiate contract
rates with hotels already try to secure price and serv-
ice benefits for volumes under 50 room nights. Larger
companies open negotiations with suppliers from a
volume of 100 room nights and over. One in three
companies with over 500 employees is already ready
to negotiate with a volume of 50 overnight stays.

Contract negotiations based on volume of overnight stays

� Contract rates for under 50 overnight stays
� Contract rates for 50 or more overnight stays
� Contract rates for 100 or more overnight stays
� Contract rates for 200 or more overnight stays

40%

17%

54%
Companies with
10 – 500 employees

over 500 employees

0% 20% 40% 60% 80% 100%

44%30% 9%

– excl. PS –
– Basis: companies that negotiate rates with hotels –

5%
1%

Figure 17

“What purchasing models do you use for 
hotel bookings?”
Varied strategies are applied for purchasing hotel
stays. 53% of travel managers surveyed use only one
of the four models. Static contract rates, i.e. rates set
down in a framework agreement, are the most popular.
This is followed by contract rates combined with
“best buy” options such as publicly available daily
offers and special promotions. So-called dynamic
contract rates, for example in the form of percentage
discounts on the available, fully flexible daily rates,
are used by about one-third of the companies that
negotiate with hotels. So-called “open booking”16 by
employees is permitted by 4% of the medium-size
companies and 9% of those with more than 500
employees that negotiate with hotels.17

16 Business trips can be booked without
the typical restrictions and require-
ments of the classic corporate travel
programmes. 

17 See also Chapter 7 “A closer look at
changes in the market”. 

Models used by travel managers for purchasing 
hotel services

59%

55%

36%

8%

Static contract rates

Combination of contract rates and best buy

Dynamic contract rates

Open booking

0% 20% 40% 60%

– excl. PS –
– multiple specifications possible –

– Basis: travel managers who negotiate rates with hotels –Figure 18

Chapter 5
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“In which areas of your cooperation with 
hotels do you deploy external service providers 
or external solutions?”
Outsourcing is of interest for slightly more than half
of the companies with travel management as a sepa-
rate area of responsibility. Regardless of company
size, external providers are deployed the most for han-
dling bookings, which is usually done by a travel
agency. External assistance is also used for data
administration and analysis. Approximately one in ten
companies always uses external consulting services
when dealing with hotels, and just as many let others
take care of payments or technical optimisations.
When it comes to tenders and the subsequent draft-
ing of contracts, 14% of the larger firms and 7% of
the smaller ones rely on outsourcing services or tech-
nologies.

Outsourcing of steps involved in purchasing hotel services

29%

32%

17%

23%

14%

23%

12%

11%

12%

10%

10%

7%

14%

45%

41%

Handling of bookings

Booking statistics, data analysis

Administration, such as uploading
contract rates

Consulting

Payment

Establishing purchasing criteria / 
purchasing / contract negotiations

Tenders (RFP) / drafting of contracts

We do not use external service providers
or solutions

0% 10% 20% 30% 40% 50%

– excl. PS –
– multiple specifications possible –

– companies with a separate area of responsibility for travel management –

Companies with � 10 –500 employees   � over 500 employees

2%

Figure 19

“In which areas do your business travellers 
use mobile solutions in connection with hotel stays, 
or in which areas can you imagine their use in
future?”
Generally, larger companies are more open to using
mobile solutions than smaller ones. So far, only 13%
–18% of the companies surveyed rely on smart-
phones, tablets or apps for processes ranging from
the selection of a hotel to preparing for a stay. More
than half, however, can imagine using such solutions
in future, especially for mobile check-in. The respon-
dents also regard mobile hotel reviews as unproblem-
atic both today and in the future. Only in the area of
invoicing is this route not a welcome idea for most.
We can only speculate about the possible reasons,
but fears regarding data security are probably the
main argument.

– excl. PS –

Mobile solutions in connection with hotel stays

� Use of mobile solutions   � Use is conceivable   � Use is inconceivable

18% 32%

0% 20% 40% 60% 80% 100%

50%

13% 28% 59%

13% 30% 57%

16% 42% 42%

24% 47% 29%

15% 42% 43%

20% 45%

Hotel selection

Booking

Managing the booking

Preparations for the stay

Arrival / Check-in

During hotel stay

Departure / Check-out

Invoicing

Hotel reviews

35%

14% 82%

27.5% 43% 29.5%

Companies with 10 – 500 employees over 500 employees

17% 48%

0% 20% 40% 60% 80% 100%

35%

15% 41% 44%

18% 41% 41%

14% 58% 28%

21% 59% 20%

12% 54% 34%

15% 59% 26%

24% 72%

25% 60% 15%

4%4%

Figure 20
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6 Booking and accounting

For this question, respondents were asked to esti-
mate the ratio of bookings made in their company
online, offline or mobile. The trend of recent years

Booking channels

� online      � offline      � mobil

30%

58%
38%

4%

Companies with 10 – 500 employees Companies with over 500 employees

– excl. PS –

65%

5%

Figure 21

Booking channel by type of service
Direct bookings are the method of choice for hotels,
hire cars and rail. In the case of air travel and gen-
erally for more complex trips that require more
research and involve potential hidden costs, travel
agency partners tend to be called in – that is, if
flights or complex trips are booked at all: 23% of
SMEs do not fly and 67% do not take any complex
trips (not shown). In companies with a dedicated

Companies with � 10 –500 employees  � over 500 employees  

Booking channels used by companies (for hotels and flights)

39%

56%

85%

71%

48%

53%

28%

38%

Stationary travel agency

Directly with the supplier

Online platforms

Online booking engine

A module with an integrated 
complete solution

Other channels

0% 20% 40% 60% 80% 100%

1%

1%

4%

6%

– excl. PS –
– multiple specifications possible –

– companies that book the respective services –

66%

79%

54%

42%

33%

25%

26%

38%

0% 20% 40% 60% 80% 100%

0%

2%

1%

5%

Hotel Flights

Figure 2218 See Google “Think Travel Mobile One-
Sheet”, 2012: Increase in mobile travel
information searches by business 
travellers from 40% to 57% in two
years (2010–2012). 

towards “more online” is evident in the results:
medium-size companies make about two-thirds of
their bookings online these days. At the bigger firms,
by contrast, travel agencies or other “offline” part-
ners are used somewhat more frequently. The rea-
sons can be found in the larger travel volumes and
higher frequency of complex itineraries. In the public
sector, two-thirds of the larger organisations and
59% of the smaller ones book online. Even if mobile
devices are increasingly being used to search for
information,18 mobile bookings are not the preferred
channel among those surveyed.

Booking channels: online, offline or mobile?

area of responsibility for travel management, online
booking engines or fully integrated solutions are used
more often. Online platforms have become popular
in particular for hotel bookings. Half of all respon-
dents said they used online bookings – regardless 
of whether travel was booked by a travel manager 
at a large company or the secretary’s office at a
smaller one.
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Companies with � 10 –500 employees  � over 500 employees  

Booking channels used by companies (for rail and hire cars)

35%

52%

82%

62%

20%

25%

32%

34%

Stationary travel agency

Directly with the supplier

Online platforms

Online booking engine

A module with an integrated 
complete solution

Other channels

0% 20% 40% 60% 80% 100%

0%

1%

1%

3%

– excl. PS –
– multiple specifications possible –

– companies that book the respective services –

22%

44%

84%

72%

10%

18%

17%

28%

11%

8%

0% 20% 40% 60% 80% 100%

0%

1%

Rail Hire cars

Figure 23

Travel expense accounting
“How is travel expense accounting done at your
company?”
“Do you compare booking data with the data from
travel expense accounts at your company?”
Whether travel expense accounting is done more or
less manually depends primarily on the size of the
company. The obvious question is then whether
there is a travel manager or at least a specific person
responsible for this area to ensure greater efficiency.
Where large amounts of data must be processed,
special software or a solution integrated into the
ERP system19 is the rule. Only firms with fewer
employees and smaller travel volumes still work with
manual paper-based reports or manual/digital Excel
tables. But among their ranks as well, the use of
software solutions or ERP systems, or even inte-
grated complete solutions, has increased. In 2014,
36% of respondents used one of these options, and
in 2015 their use rose to 46% (not shown). Most
companies reconcile booking data with travel cost
accounts: 89% of the smaller ones and 83% of the
larger firms with over 500 employees do this either
in full or in part.

19 Enterprise resource planning system =
complex application software that helps
a company to plan its resources. 

Travel expense accounting methods

40%

32%

31%

11%

15%

7%

9%

36%

4%

14%

Specific software solution for 
travel expense accounting

Enterprise Resource Planning-
system (ERP system) with 

module for travel expenses

Integrated complete solution

Manual/digital report,
for example using Excel

Manual paper-based report

Other

0% 10% 20% 30% 40%

– excl. PS –

� Separate area of responsibility for travel management
� No separate area of responsibility

1%

0%

Figure 24
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7 A closer look at changes 
in the market

New developments on the business travel market, whether long-term or short-lived, often come to Germany in
their English-language versions. By the time there is a general understanding of the phenomenon in question,
the English term has either become established in German everyday speech or is no longer a topic of discussion.
One example is “zero commission”, which was once hotly debated and is today the norm. How the current
issues of the “share economy”, “door-to-door” and “open booking” develop will depend largely on whether they
live up to their promise and how economically viable they prove to be, i.e. to what extent they help save on
direct or indirect costs.

Share economy
The business travel market is on the whole hesitant to take advantage of the new offerings made possible by
the share economy. Car-sharing services are known to nearly all travel managers in companies with more than
500 employees. And the majority of respondents also know about the other “share economy” offerings such
as accommodation platforms and transport services. Enthusiasm is still limited, however – so that around half
of these companies do not allow their employees to book cars through providers such as DriveNow, Car2Go 
or Flinkster. Furthermore, only about one in three companies allows overnight stays to be booked on Airbnb, or
the use of a “ride sharing” service like Uber.20 “Share economy” alternatives find the greatest acceptance in
smaller companies.

The public sector is similarly conservative in this connection. Booking these new services is frowned upon in
most organisations. However, 30% of official travellers are allowed to use shared transport services, and 38%
private accommodation offerings and car sharing. Things are different outside Germany, for example in the UK,
where public service employees are even encouraged to take advantage of the “share economy” as long as the
offers provide value for money. The aim is to demonstrate official support for a new economic sector.21

20 Recently modified legal provisions
could not be taken into account in the
survey on 2014

21 http://resource.co/article/government-
backs-sharing-economy-budget-2015-
9938, 18 March 2015.

“Share economy” offerings
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43%

59%

55%

77%

Companies with 10 – 500 employees

Companies with over 500 employees
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Figure 25
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Long-distance coaches
In recent years, long-distance coaches have in some
cases been putting up some serious competition to
rail and cars not only for leisure travel, but also for
business trips. SMEs already use long-distance
coaches much more frequently than other compa-
nies. But even the biggest firms, especially those
with price-conscious travel managers, are not nec-
essarily averse to this option: about one in ten has
long-distance coaches in its transport repertoire. In
the public sector, 14% of travellers book a coach
trip occasionally. They hence account for twice as
many bookings as were reported by private-sector
enterprises.

Use of long-distance coaches

15%

3%

4%

9%

Companies with
10 – 250 employees

251 – 500 employees

501 – 1,500 employees

over 1,500 employees

0% 5% 10% 15% 20%

– excl. PS –Figure 27

Door-to-door
Companies dream of seamless business travel services that can be booked from a single source or at least
through a single booking channel or provider, while offering travellers optimal support in terms of both costs
and time.22 12% of medium-sized businesses and twice as many larger companies are already realising this
dream. 53% of larger companies say that where door-to-door is not possible, immature products are to blame.
For the smaller companies, many offers are simply not of interest. In cases where colleagues are travelling
together but from different places of residence, seamless travel likewise remains a pipe dream. Furthermore,
considerations of economy and time also play a role when existing offers go unused.

� Yes, completely possible  � Yes, partially possible  � No

Possibility of “door-to-door” booking

48%

29%

38%

37%

Door-to-door booking options are not of 
interest for our company

The products are immature

Colleagues often travel together, but from
different places of residence

Offers are seldom economical or time-saving

0% 20% 40% 60%

23%

53%

44%

38%

Door-to-door booking options are not of 
interest for our company

The products are immature

Colleagues often travel together, but from
different places of residence

Offers are seldom economical or time-saving

0% 20% 40% 60%

– excl. PS –
– multiple specifications possible (diagram on the right) –

– companies for which door-to-door bookings are not (seamlessly) possible (diagram on the right) –

23%

65%

12%

36%

40%

24%

Companies with 10 – 500 employees

Companies with over 500 employees

Reasons why door-to-door bookings are not (seamlessly) possible:

Figure 26

22 See VDR TrendsPort 2014, p. 2.
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Open booking
Predominantly critical reactions were voiced by
respondents with regard to so-called “open booking”
in travel management. If it’s left up to the traveller
to decide which travel services are booked with which
supplier and how, travel managers fear risks for exam-
ple in terms of data security, disadvantages due to
the lack of reporting, and implications for the com-
pany’s duty of care. One in three travel managers
hopes however to realise possible savings from open
booking. And 77% admit that there are some benefits
when it comes to meeting individual travel needs.

“Open Booking” – opportunity or risk?

� opportunity � risk

77%

30%

23%

Do you see the trend toward more “open bookings” as an opportunity or a risk for …

… the personal needs of business travellers?

… savings?

… the issue of travel security?

… localising employees in the event 
of a crisis?

… contract negotiations (with suppliers)?

… controlling travel volume/ travel flows?

… reporting?

… transparency?

… data security?

0% 20% 40% 60% 80% 100%

70%

24% 76%

18% 82%

11% 89%

8% 92%

8% 92%

94%

95%

– excl. PS –
– travel managers –

5%

6%

Figure 28
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8 Outlook for 2016

Trends in business travel volume
“How will the number of trips made by your company change in 2016 compared to 2015?”
There is widespread confidence that quite stable conditions will persist on the travel market in 2016. A positive
basic mood prevails, but no expectation of any real growth spurts. This outlook echoes the German government’s
spring forecast for overall economic development in 2016, according to which the eurozone will see slightly
higher growth while the depreciation of the euro could add an extra boost to export prospects.23 This forecast
is also reflected in the predictions of most travel managers: they expect constant or slightly higher travel volumes
in the coming year. Booking increases for all services are predicted primarily for SMEs as well as for the largest
companies with more than 1,500 employees.

23 Federal Ministry for Economic Affairs
and Energy, press release of 22 April
2015. 

– excl. PS –

Estimated trends in overnight stays and modes of transport in 2016

Number of overnight stays and use of the various modes of transport will
� fall    � stay the same    � rise    � can’t say
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Methodology and credits

Methodology
As in previous years, the statistical universe for the study is constituted by all business that have their head-
quarters in Germany – including those that have operations abroad – and organisations in the public sector
with ten or more employees. On the basis of these features, the four different sectors – manufacturing/con-
struction, services, trade and the public sector (PS) – are equally well represented. The same weight is given
to the four different size categories. Due to the differences between the private sector (“businesses”/ “compa-
nies”) and the public sector, most results are presented separately. The corresponding data basis is made clear
in the respective passages:
■ When reference is made to businesses or companies/ firms, the public sector is excluded (“– excl. PS –”). 
■ When reference is made to organisations, this includes both companies/ businesses and institutions in the

public sector. 

Number of organisations in Germany and their employees according to size categories (NACE 2003)

– Status: 2014 –
– excluding organisations with 1 – 9 employees –

Source: our own calculations, in conjunction with statistics from the German Federal Employment Agency, Data Centre, Nuremberg, Calculated using NACE 2008 (2013 and 2014) and NACE 2003 (2008)

Organisation size categories (organisations with … employees)

10 – 250 251 – 500 501 – 1,500 over 1,500 Total

Organisations Employees Organisations Employees Organisations Employees Organisations Employees Organisations Employees

Total 419,109 14,847,752 8,734 3,005,772 4,141 3,281,221 1,175 3,418,257 433,159 24,553,002

Table 2

2015 Respondent areas of responsibility

50%
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12%
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Travel Management

Human Resources

Executive Secretary /
Assistant or Office Manager

Finance / Budget

Purchasing

Management

Auditing / Controlling

Other activity
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1%

– multiple specifications possible –Figure 30

2015 Respondent sectors of industry

� Trade / installation and repair of vehicles
and consumer goods

� Manufacturing / construction

� Other community, 
social and personal services

� Public administration / defence / 
social security

� Credit and insurance trade

� Health and social work

� Construction trade (2%)

� Education (2%)

� Transport / communications (1%)

� Hospitality industry (0.5%)

� Real estate, renting and 
business services (0.5%)
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60%
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24%

24%

23%

13%

6%
4%

Figure 31

A random sample was taken from this statistical uni-
verse. Between January and April 2015, 800 com-
puter-assisted telephone interviews were conducted
with persons who are responsible for managing busi-
ness travel or who are authorised by their organisa-
tions to provide the relevant data. The responses to
qualitative questions reflect the situation at the time
of the survey, while all others are based on the 2014
figures. All extrapolations without reference to sec-
ondary sources are based on a special evaluation of
statistics from the German Federal Employment
Agency (see Table 2).

Exact figures are used when calculating percentage
changes (for example total annual expenditures on
business trips). This explains why calculations using
the rounded figures shown in the texts and figures
sometimes lead to different results after the decimal
point.

The following organisation size categories have been
defined for this analysis:
■ organisations with 10−250 employees
■ organisations with 251−500 employees
■ organisations with 501−1,500 employees
■ organisations with over 1,500 employees
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Credits

This report in German and English (2007–2015 editions) and the German and English Management
Summaries from 2003–2006 are available free of charge from 
www.geschaeftsreiseanalyse.de.

The contents of this document are protected by copyright. Changes, abridged version, additions and
supplements, any publication or translation, or commercial or educational use by third parties must
first be approved in writing by VDR. Duplication is permitted for personal use only and only on con-
dition that this copyright notice is reproduced on the duplicated document. Quotations from the VDR
Business Travel Report 2015 are permitted, provided they contain a reference to the source as well
as to the secondary sources indicated in the report. A file copy would be greatly appreciated. 

Where the male pronoun form is used in the text, this has been done for the sake of simplicity. This
is meant to signify both men and women.
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