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“Back to business” but not 
“business as usual”
After the collapse in business travel in 2020, the
situation improved slightly in 2021. This was par-
ticularly important to the survival of German 
service providers. As before, the majority (80%) 
of the 33 million business trips taken were within
Germany. The mood became more positive; never-
theless all involved in the industry remained far
behind the record year 2019 in terms of what was
happening and how it was happening. As was the
case for German economic performance as a whole
in 2021, their work was still heavily impacted by
the pandemic and the accompanying measures
taken as well as by increasing staffing and materi-
als bottlenecks. In total, business trips increased
by 26% to 41.4 million in 2021 and expenditure
was 13.4 billion euros – both still well below their
pre-crisis levels.
(Figures 1–2, Page 7)

Downward trend dampened 
but lasting
While in 2021 over 70% of all organisations still
expected a long-term decline in business trips, this
year the figure was between 55 and 63%. As in the
previous year, the organisations that expect a las-
ting reduction estimate it to be by an average of
30%.
(Figure 18, Page 22)

Longer trips: 
Roomnights rescued
Post-pandemic, it seems that the trend towards
ever shorter business trips is turning around, the
attitude being “If you’re going to travel less fre-
quently, it might as well be for longer.” The average
duration of business trips rose across all company
sizes, amounting to 2.3 days overall. For accom-
modation providers that meant an initial recovery
of 39% to a total of 24.1 million overnight stays.
Smaller organisations remain the backbone of
“roomnights”. And even though domestic travel
naturally profited most as business travel slowly
began to be possible once again, the percentage
increase in overnight stays abroad was even stron-
ger, at 49%.
(Figures 4, 10 and 11, Pages 9 and 16)

Integrated mobility 
management on the rise
The complexity of the tasks of business travel
managers has risen in the past twenty years in
terms of efficient spending, extensive duties of
care for business travellers, digital transformation,
safety issues, sustainability and much more. The
past two years have shown that crises are the right
time for networked specialists. Today, the majority
of companies already pools the many different
responsibilities connected to corporate mobility in
one place or is planning to do so within the next
one-to-two years.

Corporate bosses are generally still responsible 
for emphasising the importance of integrated
mobility management: in smaller companies 71%
of it is under the responsibility of top management,

1 Key figures at a glance

Veränderung
in %

Key data 2021: 2020:

In 2021 there were 5.5 million business travellers + 67 % 3.3 million business travellers

41.4 million business trips led to expenditure of + 26% 32.7 million business trips

13.4 billion euros translated into + 32% 10.1 billion euros

147 euros per business traveller per day. – 9% 161 euros

Change
in %
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in larger companies it is ever more common for a
travel management department to cover this topic
(51%). 
(Figure 7, Page 13)

Spotlight on “temporary living”
Serviced apartments are an alternative for longer
on-location deployments and when combining
business and private trips. Today, serviced apart-
ments are booked by 18% of smaller and 23% of
larger companies. And of those business travel
managers who do not yet have this kind of hotel
alternative in their programme, they are willing to
consider it in one fifth of companies. The require-
ments are many and certification is important for
80% of respondents. 
(Figures 12 and 13, Page 17)

Sustainability:
Accountability via reporting
With the Corporate Sustainability Reporting
Directive (CSRD), the EU is extending the duty to
carry out sustainability reporting on the environ-
ment, social issues and methods of corporate
governance to a much larger number of companies
than before. The share of companies that never-
theless responds with “we have no plans to do
this” is still high (28% of companies with over
500 employees). A total of 44% of organisations
in the public sector are still hesitant. Especially
in the areas of employee mobility and business
trips there is a lot of room for adjustments to
reduce aspects such as carbon emissions. As a
control instrument, most larger companies in par-
ticular integrate environmental key figures into
booking tools in advance of a trip.
(Figures 14 and 16, Pages 18 and 19)

A gap between ambition 
and action?
Sustainable business operations are increasingly
shifting from being an option to being the rule. The
number of companies actively working towards
more sustainability in the business travel sector
has increased again in 2022. While two years ago,
72% of larger companies supported measures for
a better carbon footprint, this year the figure is
89%, and 80% for organisations in the public
sector. Nevertheless, the individual activities that
benefit sustainability are stagnating – although
partly on a high level – or are declining sightly.
Only sustainable mobility budgets as well as cor-
responding offerings to employees are being used
more frequently. 72% of business travel managers,
who are generally willing to spend more to com-
pensate for carbon emissions, see 1 to10% addi-
tional costs as acceptable.
(Figures 15 to 17, Page 18 ff.)

Here to stay:
“New Work” through digital 
transformation
Digital transformation in communications and in
cooperation accelerated in 82% of companies due
to the pandemic. An identical number of employers
will continue to implement new, flexible work
models going forward. Mobile work and remote
work models are also gaining traction in cases
where it is not necessary for employees to be pre-
sent for a certain number of hours at the company’s
offices. Working from a desired location is permit-
ted by 54% of companies and one in four plans to
allow their employees to work from wher ever they
want worldwide.
(Figures 20 and 21, Page 24)
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Duration

“ How long do business trips take? ”
While day trips without an overnight stay had been
gaining in popularity in the pre-crisis period, 2021
seems to be trending in the opposite direction, in
particular at SMEs. “If you’re going to travel less
frequently, it might as well be for longer.” The ave-
rage duration of business trips rose across all com-
pany sizes, amounting to 2.3 days overall. In com-
panies with over 1,500 employees, every fifth
business trip took four days or more. Day trips with
no overnight stay accounted for half of business
trips in 2021 – both in private industry and in the
public sector (not illustrated).

ADVERTISEMENT

READY FOR 
BUSINESS.

Liquidity, supply chains,
business travel, payments
– your business is worth
the best solutions.

Find out more

Ø Average duration of business trips in days

Ø 2.2

Ø 2.0

Ø 1.6

Ø 2.3

Ø 1.9

Ø 1.7

Ø 2.3

Ø 1.9

Ø 2.0

Ø 2.4

Ø 2.1

Ø 2.3

� up to 1 day � 2–3 days � 4 or more days – excl. PS – 
Figure 4 © VDR Business Travel Report 2022
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2019

Duration of business trips by company size 2019 – 2021

57% 29%

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

14%

49% 36% 15%

8%70% 22%

62% 27% 11%

50% 32% 18%

9%66% 25%

64% 24% 12%

49% 32% 19%

14%57% 29%

58% 26% 16%

48% 31% 21%

19%47% 34%

Companies with

10– 250 employees

251– 500 employees

501– 1,500 employees

over 1,500 employees
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16 In addition to business trips, this 
includes commuting, travel between
subsidiaries, privately used mobility 
offerings subsidised by the company.

Integrated mobility 
management

“ Does your company have integrated
approaches to mobility and are you 
pooling them in one place? ”

“ If yes, which area of the organisation 
is responsible? ”

The majority of companies already pools the many
responsibilities associated with corporate mobility
in one place or plans to implement this in the next
one to two years. In the public sector, 65% of orga-
nisations state the same (not illustrated). In addi-
tion, corporate bosses are generally still responsi-
ble for emphasising the importance of integrated
mobility management16: In smaller companies
71% is under the responsibility of top manage-
ment, in larger companies it is ever more common
for a travel management department to cover this
topic (51%). The public sector primarily relies on
HR (42%), the travel management unit, or manage-
ment (34% each) (not illustrated).

ADVERTISEMENT

Climate protection 
can be so simple
With bahn.business, your company is climate
neutral on business trips thanks to 100 % 
renewable power in electrified DB regional and
long-distance rail services. We are also your 
contact for sustainable employee mobility and 
are happy to assist you with individual solutions.

0% 20% 40% 60% 80%

– excl. PS –
– Companies that are taking integrated approaches to mobility and are pooling them in one department of responsibility (right side) –

–multiple specifications possible –

Integrated mobility

71%
35%

18%
16%
16%

11%
11%

Management 
HR

Sustainability Management  
Finance /Budget

Travel Management
Purchasing

Executive Secretary / Assistant or Office Manager
Auditing /Controlling  – 5%

0% 20% 40% 60% 80%

57%
51%

48%
24%

21%
20%

7%

Management
Travel Management

HR
Sustainability Management

Purchasing
Finance /Budget

Executive Secretary / Assistant or Office Manager
Auditing /Controlling  – 4%

Figure 7 © VDR Business Travel Report 2022

Companies
with 10 – 500 employees

Companies
wiht over 500 employees

� Yes, these programmes already exist
� No, but we plan to install them in the next 1 to 2 years
� No, nothing planned

Integrated mobility approaches Responsible department

33%

41%

24%

43%

33%

26%
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Collaborations with
Travel Management Companies

“ Does your company work with Travel
Management Companies? ”

“ If so, how do you rate the collaboration 
in 2021? ”

In 2021, the second year of the pandemic, the
daily tasks and special challenges of the time con-
solidated collaboration with Travel Management
Companies (TMCs) on a high level, in particular at
larger companies, of whom 82% were supported
by TMCs. Every fifth large company had several
partnerships (not illustrated). As before, only about
every third smaller company works with a TMC. In
the public sector, 56% of organisations rely on
their professional support (not illustrated).

For 88% of all companies that work with at least
one TMC, the intensity remained the same or
increased – this is more or less the same experi-
ence as in the previous year. 

Payment methods

“ How do you pay your 
TMC partner(s)? ”

Most contracts continue to be based on the number
of transactions (84%). The importance of this type
of payment has risen compared to the previous
year. Contract modifications were interesting to
many companies. One new type is contact fees,
which every tenth company is now making use of.
The public sector chooses between the different
payment methods in a very similar manner to pri-
vate sector companies (not illustrated).

� Collaborations became more important in 2021
� Collaborations remained the same
� Collaborations became less important in 2021 

37%

51%

12%

100%

80%

60%

40%

20%

0%

– excl. PS –
– Companies that work with Travel Management Companies (right side) –

Collaborations with Travel Management Companies in 2021

Figure 8 © VDR Business Travel Report 2022

Companies with 10 – 500 employees

Companies with over 500 employees

Percentage of companies that work with 
at least one Travel Management Company:

Evaluation of cooperation with 
Travel Management Companies 2021:

30%

82%

Figure 9 © VDR Business Travel Report 2022

Per transaction 
(transaction fee)

Fixed fee (management fee)

Additional, performance-based fees
(bonus /malus system)

Service costs for consulting
(contact Fee)

We work with several partners with
different payment methods

Payment methods with Travel Management Companies 2021/2022

– excl. PS –
– Companies that work with Travel Management Companies –

– multiple specifications possible –

84%
67%

28%
31%

15%
21%

10%

9%
8%

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

� 2022    � 2021

not surveyed
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“ Did you outsource tasks to your 
TMC partners last year? ”

Very few organisations outsourced tasks in 2021.
Just 8% of companies, regardless of size, and 15%
of public sector travel managers that work with at
least one TMC decided to to this. When outsour-
cing did happen, the tasks were quite varied, from
designing the travel policy, to process optimisation,
travel cost billing, data consolidation and reporting,
online booking and payment solutions. Health and
safety topics were also put into the hands of a TMC
partner by some organisations (not illustrated).

ADVERTISEMENT

You are unique. 
That’s what makes us different.
To learn more about how ATG provides unique, 
tailormade solutions for your Travel Management 
program, you can contact Martina Eggler.
meggler@atg.com | t +49 69 5060 7775
m +49 171 835 1100 | www.atgglobaltravel.com
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Serviced apartments, 
requirements

“ Does your company book serviced apart-
ments as an alternative to hotels? ”

18% of smaller and 23% of larger companies cur-
rently have serviced apartments in their portfolio.
And of those travel managers who do not yet use
this alternative to hotels, they are willing to consi-
der it in about one fifth of companies. Since larger
companies are more likely to book longer stays and
trips abroad, they are also very slightly more likely
to be potential customers for serviced apartments.
In the public sector, 16% of organisations are
already making such bookings, for 65% the topic
is not relevant (not illustrated).

“How important are the following criteria
when choosing an alternative to hotels for
your business travellers? ”

This question only looked at companies that book
or can imagine booking serviced apartments. For
many, certification creates trust in the quality of the
product offered; This aspect is “somewhat impor-
tant” to “very important” for 80% of respondents.
As is always the case with labels, it is essential to
pay attention to the type of certification in order to
ensure credibility and transparency. Self-catering
services are almost as important as certification. It
is very important for just under every third respon-
dent that the business travellers can cater for them-
selves in the same building. Other services such as
wellbeing offerings are less important, but there is
some demand here all the same. Overall, the assess-
ments of public sector travel managers do not differ
to any significant degree from those of the private
sector (not illustrated).

ADVERTISEMENT

JOYN Serviced Living : 
Your easy way to stay
Your new temporary home.
Business travellers will find flexible living space, indi-
vidual apartment sizes and comprehensive services 
in the JOYN serviced apartments at five locations.
Discover JOYN in the metropolises of Zurich, Vienna,
Munich, Cologne & Düsseldorf. JOYN us and #stayeasy

Figure 12 © VDR Business Travel Report 2022

Companies
with 10 – 500 employees

Companies
with over 500 employees

Booking of serviced apartments as an alternative to hotels

� Booking of serviced apartments
� Can imagine booking serviced apartments
� No booking of service apartments – excl. PS –

18% 23% 59%

23% 25% 52%

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

Figure 13 © VDR Business Travel Report 2022

Certification (e.g. sustainability)

In-house catering offered

Personal, human contact at check-in /check-out

Services like kitchen accessories, 
additional cleaning etc.possible

Wellbeing offerings (e.g. gym, communal area)

Importance of criteria when choosing an alternative to a hotel

� Very important   � Somewhat important   � Not so important   � Not important at all – excl. PS –
– Companies that book or can imagine booking serviced apartments –

28% 52% 16%

29% 43% 24%

19% 34% 31% 16%

10% 25% 42%

9% 25% 43%

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

4%

4%

23%

23%
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� Sustainable business operations are 
increasingly becoming the rule and 
corporate mobility is an important part
of that. From your perspective, what 
are the biggest challenges to ensuring
businesses in particular can make an 
effective contribution here?

During the Covid lockdowns, video confe-
rences had to replace in-person meetings and
conferences. Even if virtual meetings are not
a completely satisfactory substitute for busi-
ness trips and face-to-face encounters, they
can nevertheless complement them well.
They can help avoid cost-intensive travel and
large environmental footprints. Many compa-
nies are already focussing on reducing their
environmental footprint around travel. Choo-
sing a climate-friendly mode of transport or
compensating for emissions are already a fre-
quent occurrence.

However, it’s very clear to me that business
travel will continue in the future. I think the

Claudia Müller, MdB, 
Federal Government Coordinator for the 
Maritime Industry and Tourism, 
Federal Ministry for Economic Affairs and 
Climate Action:

challenge is to find a good balance between
trips that are really necessary and being flex -
ible and open enough to continue using vir-
tual alternatives where possible.

� Regarding new work models, could 
you sketch out your ideal workplace of
the future?

Business trips may often seem very
appealing, but at the same time they are fre-
quently an additional burden for employees,
who sometimes have to deal with different
time and climate zones. This puts pressure
on the human organism, while at the same
time the travellers have to perform well pro-
fessionally. Ideally, business trips would take
external conditions into consideration. Con-
flicts with family responsibilities also need to
be considered. These are all aspects that
should be factored into an ideal workplace.
To my mind, finding balance on an individual
level is the right path towards the workplace
of the future.
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Pricing

“Would you be willing to pay extra for carbon 
compensation? ”

“ Assuming a business trip (including transport, 
overnight stays etc.) costs 1,000 euros, how much
would your company pay for carbon compensation? ”

The attitude towards additional costs to contribute towards more
sustainability is similar across all company size categories and in
the public sector. Over half are willing to compensate monetarily
for the carbon emissions they cause. The amount is also clear for
most organisations: 72% of business travel managers in compa-
nies consider 1 to 10% on top acceptable. That translates into a
range of 10 to 100 euros for a 1,000-euro trip.

“Should carbon compensation offered by a service 
provider like an airline be directly integrated into the
price or should it be possible to book it on top? ”

When it comes to the technicalities of processing this kind of com-
pensation payment, 41% of companies would be satisfied if it was
a flexible booking option on top. For about one-third of companies,
both alternatives would be interesting, i.e. either integrated into
the price or flexibly on top. Business travel managers in the public
sector are of a similar mindset (not illustrated).

Figure 17 © VDR Business Travel Report 2022

Up to 1 per cent

Up to 5 per cent

Up to 10 per cent

Up to 15 per cent

Over 15 per cent

I don’t know

Willingness to pay for CO2 compensation

– excl. PS –
– Companies that are willing to pay for CO2 compensation (right side)  –

9%

9%

39%

33%

7%

0% 20% 40%
� Yes      � No      � I don't know

8%

36% 56%

Willingness to pay Amount willing to pay

3%



Chapter 7

22

7 Changes due to and post-pandemic

Travel volume

“What do you expect to happen: Will 
business travel activity decrease lastingly
over the next three to five years compared
to the pre-crisis year of 2019, and if yes
by what percentage? ”

The shock of the pandemic is abating, not just in
our everyday life but also in terms of how people pre-
dict lasting reductions in business travel volumes.

While over 70% of all organisations expected a las-
ting decline in 2021, this year it was between
55% and 63%. The organisations that expect a
lasting reduction estimate it to be similar to the
average figure estimated in the previous year
(30%, not illustrated). The added value a business
trip generates will be taken into consideration to
a greater extent in the future: Corporate goals, cus-
tomer expectations and employee needs have to
be aligned.

Figure 18 © VDR Business Travel Report 2022

Companies
with 10– 500 employees

Companies
with over  500 employees

Public sector

Expected lasting reduction in travel activity compared to pre-crisis year 2019–2021/2022

� Agree completely      � Tend to agree      � Tend to disagree      � Totally disagree

41% 31% 12%16%

27% 28% 24%21%

30% 33% 18%19%

27% 33% 16%24%

42% 38% 14% 6%

48% 33% 8% 11%

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

2022

2021

2022

2021

2022

2021

ADVERTISEMENT

The journey to sustainable 
business travel with SAP Concur
Sustainability is top of mind for many business 
travelers. With SAP Concur, you can easily 
incorporate sustainable policies into your travel 
program, reduce carbon emissions and make 
better decisions. This is good for the environment
and to achieve sustainability goals.
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Use of private cars and 
carsharing services

Private cars were used more in the past two years,
since social distancing to keep the risk of catching
Covid low meant that people switched away from
air, train and bus travel. Private vehicles were given

preference over carsharing services. In about half
of the larger companies and in the public sector,
business travellers used their own cars more – anot-
her reason being the frequent outages of transport
connections due to the pandemic. And use of car -
sharing services also increased at around a quarter
of organisations during the pandemic.

Figure 19 © VDR Business Travel Report 2022

Companies
with 10–  500 employees

Companies
with over 500 employees

Public sector

Use of private cars and carsharing offerings on business trips during the pandemic

� Agree completely      � Tend to agree      � Tend to disagree      � Totally disagree

18% 22% 44%16%

24% 25% 15% 36%

34%26% 25% 15%

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

Use of private cars on business trips 
rose during the pandemic.

Use of carsharing offerings on business trips 
rose during the pandemic.

11% 13% 60%16%

11% 15% 16% 58%

59%12% 10% 19%

0% 20% 40% 60% 80% 100%
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“Will new and flexible work models 
influence business travel at your 
company? To what extent do you 
agree with these statements? ”

Over half of all organisations, both in the private
and public sector, expect that the reorganisation
of work models will require more flexibility in tra-
vel planning as employees demand it more. This
will also frequently entail any existing travel poli-
cies being redefined. But the over 70% of all orga-
nisations do not share the prediction that a much
higher number of business travellers will become
commuters.

� Sustainable business operations are increa-
singly becoming the rule and corporate mobility
is an important part of that. From your 
perspec tive, what are the biggest challenges to
ensuring businesses in particular can make 
an effective contribution here?

First of all, transparency must be created so that busi-
ness travellers know the “footprint” of a business trip,
i.e. the carbon consumption of the different modes
of transport, also as compared against video confe-
rences. That way, already at the planning stage, they

Christoph Carnier, 
VDR president, 
Senior Director Travel,
Fleet & Events at 
Merck KGaA

can weigh up which way makes most sense. But some
business trips cannot be replaced by video confe-
rences. In such cases, the cost must be compensated
for. So in future, a good balance between environment
and cost aspects must be found in order to make a
contribution towards sustainability.

� Regarding new work models, could you sketch
out your ideal workplace of the future?

I think it’s still too early to draw a clear picture, since
the requirements are very different in different com-
panies. Some things can be dealt with completely
remotely, but many activities require physical pre-
sence in a team. And when companies want to share
their corporate philosophy and culture with their
employees, remote work reaches its limits very
quickly. In the end, there will probably be a mix of
both models in various shapes. As it’s still quite new,
there’s not much experience to go on. Many things
are also not yet clear, from defining the regular work-
place location to the settlement of travel costs by the
company that goes along with that.

Impact of new work models on business travel sector

New work models require a redefinition 
of the travel policy.*

Employees will demand more flexibility 
in their travel planning in future.

The willingness to travel for business
increases with the new work models.

If working from home becomes the rule, 
commuters will become business travellers.

0% 20% 40% 60% 80%

� Companies with 10 – 500 employees
� Companies with over 500 employees
� Public sector

60%
55%

62%

54%
61%
61%

37%
42%
44%

22%
25%

20%

Figure 22 © VDR Business Travel Report 2022

*only companies that have a travel policy
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Methodology and credits

Methodology

As in previous years, the statistical universe for the
study is constituted by all businesses that have their
headquarters 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/construction, services, trade and the
public sector (PS) – are equally represented. The
same weight is given to the four different size cate-

gories. Due to the differences between the private
sector (“businesses”/“companies”) 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 compa-
nies, the public sector is excluded (“– excl. PS –”).

� When reference is made to organisations, this
includes both companies/businesses and insti-
tutions in the public sector.

2022 Respondent sectors of industry

� Trade / installation and repair of 
vehicles and consumer goods

� Other public and personal services

� Manufacturing

� Public administration /defence /
social security

� Construction

� Transport / communication services

� Credit and insurance trade

� Hospitality

� Health care /veterinary medicine /
social work

� Education and training (1%)

� Real estate /housing /rental 
services (1%)

25%

24%

18%

8%

7%

6%

4%

3%
3%

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Figure 24 © VDR Business Travel Report 2022

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

– As at: 2021 –
– excluding organisations with 1 – 9 employees –

Source: own calculations, in conjunction with statistics from the Federal Employment Agency, Data Centre, Nuremberg. Calculation based on NACE 08 (2020 and 2021) and NACE 03 (2008)

Organisational 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 468,256 16,742,878 9,743 3,365,895 4,428 3,759,786 1,343 4,116,862 483,770 27,985,421

Table 2 © VDR Business Travel Report 2022

2022 Respondent areas of responsibility 
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Purchasing

Other activity
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A random sample was taken from this statistical
universe. Between February and May 2022, 800
computer-assisted telephone and online interviews
were conducted with persons who are responsible
for managing business travel or who are authorised
by their organisations 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 2021 figures. All extrapolations
without reference to secondary sources are based
on a special evaluation of statistics from the 
German Federal Employment Agency (see Table 2
above).

Exact figures are used when calculating percen-
tage changes (for example total annual expendi-
ture on business trips). This explains why calcula-
tions using the rounded figures shown in the texts
and charts sometimes lead to slightly 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

The research team

VDR, the publisher of this report, has since 2003
defined the basic structure of the analysis in con-
sultation with its members and each year selects
topical questions to be examined, some of them
suggested by readers. Research for Future AG is
responsible for the field work and scientific evalua-
tion of the primary data, which is gathered by ARIS
Umfrageforschung Markt-, Media- und Sozialfor-
schungsges. mbH. Antje Adam, Sandra Waldinger
(VDR) and Claudia Mock (Research for Future)
work with project manager Kirsi Hyvaerinen (HYVÄ
Coaching & Consulting) on the expert analysis,
reporting and organisational supervision of this
study. Volunteers also contribute their expert
knowledge to each year’s report, including Inge Pir-
ner and Olaf Lehmann from the Presidential Com-
mittee of VDR, as well as leaders of VDR expert
committees as appropriate for each specific topic.

VDR – The German Business Travel
Association e.V.

VDR - The German Business Travel Association
represents the interests of German business with
respect to all aspects of business travel manage-
ment. The aim is to ensure that worldwide business
travel is efficient, economical, safe and unimpe-
ded. With over 560 member companies, the Ger-
man Business Travel Association represents a total
business travel turnover of more than twelve billion
euros per year (2019).
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