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MORE SUSTAINABLE FLYING 
WITH OUR GREEN FARES
Reduce and offset flight-related CO₂ emissions
▪  Fares combine sustainable aviation fuel (SAF) to reduce  

CO₂ emissions with contribution to climate protection  
projects to offset remaining CO₂ emissions 

▪  Rebooking free of charge 

▪   10% more Miles & Points for intercontinental fares and  
30% more Miles & Points for Sustainable Corporate Value Fares
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Foreword 

Business travel is both a mirror and a motor of 
economic activity – and 2025 is no exception. 
Although the number of trips is not on the rise, 
their strategic significance is growing in a world 
marked by geopolitical tensions, economic 
headwinds, and technological upheaval. 
Face-to-face encounters foster trust, spark 
innovation, and strengthen partnerships – both 
at home and across borders. 

The Verband Deutsches Reisemanagement 
(VDR – German Business Travel Association) has 
been a steady companion on this journey for 
over five decades. As the voice of the industry 
and a driving force for companies, it provides 
direction, especially in turbulent times. The 
23rd VDR Business Travel Report captures how 
companies and organizations are navigating 
the new reality of corporate mobility: more 
selectively, with a stronger international focus, 
and increasingly driven by strategy. 

One thing is clear: corporate mobility is in 
a phase of recalibration. The old rhythm of 
frequent trips is giving way to a new kind of 
density – spatial, temporal, and thematic. The 
shift from domestic to international travel 
reflects a broader global outlook as well as an 
attempt to make travel more mindful, more 
sustainable, and more impactful. 

Travel management is also facing a paradigm 
shift. It is evolving into a hub that links 
technology, corporate strategy, and personal 
experience. The digital toolbox is expanding 
– artificial intelligence (AI) is opening up 
new possibilities for control and analysis, 
reshaping decision-making processes, and 
creating new room for maneuvering and new 
responsibilities. Amidst this transformation, 
the human being stays in focus: orientation, 
security, and a sense of purpose are becoming 
essential expectations of every trip – and of 
those who make them possible. 

This year’s report clearly highlights that 
business travel professionals are increasingly 
called upon to strategically define their roles 
and work across disciplines – at the intersection 
of mobility, HR, compliance, and sustainability. 
The VDR supports them with expertise, 
networking, and strong positions vis-à-vis 
policymakers and the business world. 

We extend our sincere thanks to all participating 
companies for their openness and trust. Your 
commitment makes this study possible and 
turns it into a reliable barometer for a sector in 
motion that continues to face new challenges. 

Christop Carnier (President)
Inge Pirner (Vice president)
Jens Schließmann (Managing Director)  
from right to left
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Back on the Road but with a New Route 

Suitcases are being packed once more – but 
under different conditions. After a sharp rise 
in the previous year, business travel behavior 
visibly stabilized in 2024. Business trips are 
once again part of day-to-day corporate life 
but they now follow a different set of rules. 
Expectations are rising and framework 
conditions are becoming more complex. In 
turn, travel management is evolving: it is 
becoming more strategic, more layered and far 
more than just a logistical task. 

The terrain for business travel has grown 
rougher. The route traverses through 
geopolitical uncertainty, rising costs, and 
an increasing number of sustainability 
requirements. Business trips are increasingly 
shaped by external forces. At the same time, 
economic pressure is mounting: inflation, 
volatile markets, and new fee structures are 
pushing costs higher. Today, global conditions 
reach all the way into the smallest travel 
itinerary – turning travel management into a 
challenging, strategic discipline. 

Sustainability is setting the pace. Companies 
are under growing pressure to align their travel 
policies with climate targets and CSR strategies. 
Rail travel is stepping into the spotlight, CO2 
offsetting is gaining prominence, and socially 
responsible travel design is coming into sharper 
focus. But sustainability does not just mean 
cutting emissions – it also means showing care 
not only for employees but also for their time. 

Nevertheless, personal contact remains 
irreplaceable – especially when initiating 
business, working in international sales, or 
operating in innovation-driven sectors. After all, 
trust has its limits on a screen. Real connections 
are made in person: they foster closeness, build 
relationships, and open doors that stay firmly 
shut in the digital realm. 

With the arrival of AI, a new chapter is 
beginning. Automated booking processes, 
data-driven decision-making, personalized 
recommendations – AI can streamline these 
types of workflows and improve quality. 
However, the technology can only reach its 
full potential when it is embedded not just 
technically, but also culturally and meaningfully.

The 2025 VDR Business Travel Report sheds 
light on this transformation – with data, 
insights, and impulses for a new era in travel 
management. It shows that the future of 
business travel is not a black-and-white picture 
but instead a colorful map full of possibilities, 
crossroads, and new paths to follow. 

Start of the Journey:  
Introduction and Key Data

 
The responsibilities of travel managers 
are increasingly shifting into the digital 
realm and technological change is 
happening daily. Booking and expense 
systems with well-structured data 
now have the upper hand: they can 
adapt more quickly and benefit from 
automation and AI.

Inge Pirner, Vice president

1
1 | Start of the Journey: Introduction and Key Data
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Statista modeling based on market research among those responsible for business travel and industry statistics

FIGURE 1
Key Figures

Business Trips Business Travel Expenses Ø Average Cost per 
Business Trip

2024

Compared 
to 2023

Compared 
to 2022

-8%
116.7 million

+55%
75.1 million

107.1 million €47.2 billion €439

+2%
€46.2 billion

+72%
€26.9 billion

+7%
€409

+10%
€371

Business Travel in 2024: How Companies Are Traveling

Business travel is once again firmly woven 
into the fabric of corporate reality. Overall, 
spending on business travel has risen by 2% 
to €47.2 billion – a strong sign that companies 
continue to invest in travel budgets, though 
with shifting priorities. Instead of simply 
counting trips, strategic questions are taking 
center stage. Which journeys are truly 
necessary? What additional benefits do they 
bring? And how can quality, cost awareness, 
and sustainability be harmonized? 

Following the sharp increase last year, travel 
activity has now stabilized at a high level – 
with 107.1 million trips. While this represents 
an 8% drop compared to 2023, it still sits 43% 
above the 2022 figure. However, this decline 
does not signal restraint but rather reflects 

structural consolidation. Today, companies 
travel with greater purpose: appointments are 
often bundled, occasions combined, and routes 
optimized. This not only saves time and money 
but also boosts efficiency and lightens the load 
on employees. 

The cost of a trip reflects its new significance. 
Average spending per journey rose by 7% 
to €439. Beyond general inflation, this may 
also point to more deliberate travel choices: 
companies are placing greater value on quality, 
selectively opting for comfort or sustainable 
alternatives. Travel expenses are increasingly 
viewed in a more nuanced way – not merely 
as costs, but as investments with tangible 
business value.

VDR BUSINESS TRAVEL REPORT 2025
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On the Move Internationally:  
Business Travel Is Becoming More Global 

Companies are thinking more internationally 
and increasingly seeking in-person exchanges 
on site. In a globally interconnected economy, 
physical presence is often more than just a 
gesture – it is a driver of success. Whether 
building customer relationships, developing 
markets, or maintaining partnerships, business 
trips abroad are gaining importance. 

This trend was clearly visible in 2024: the share 
of international business travel rose to 35% – 
a notable increase from previous years (2023: 
28%, 2022: 26%). What’s particularly striking 
is the strong emphasis on European markets: 
25% of travel destinations were within Europe, 
with 10% reaching the rest of the world. 
In a global climate marked by uncertainty, 
proximity, stability, and reliable frameworks 
appear to be regaining importance in business 
decision-making. At the same time, the share 
of domestic travel is decreasing – from 74% in 
2022, to 72% in 2023, and now down to 65% in 
2024. 

Changes are also taking place in the business 
travel landscape itself. Mid-sized companies 
remain a cornerstone of the market but are 
more sensitive to economic fluctuations 
than larger enterprises. The overall drop in 
volume is almost entirely attributable to small 
and medium-sized enterprises: while larger 
companies (with more than 500 employees) 
remain steady at 23.4 million trips, travel 
among small and medium-sized enterprises 
has declined from 93.3 to 83.7 million trips. 
With tighter budgets, mid-sized companies 
act with greater caution – carefully weighing 
the necessity of each journey and combining 
multiple purposes into a single trip. 

Business travel is crossing borders more 
frequently – and with every new destination, 
the complexity for travel management 
increases. Now more than ever, coherent 
strategies are needed to harmonize flexibility, 
cost awareness, and sustainability. 

Business Travel at a Glance

75.1 116.7 107.1

2022 2023 2024

FIGURE 2
Number of Business Trips (in millions)1

1 Deviations from the "Total" may result from rounding differences.
Statista modeling based on market research among business travel 
decision-makers and industry statistics

≤500 Employees >500 Employees
Total

23.4 
83.7

23.4 
93.3

60.5

14.6 

FIGURE 3
Share of Domestic and International 
Business Trips 

Domestic International

Statista Market Research (2025) among business travel decision-makers 
(n = 803)

20232022

72%74%

28%26%

2024
65%

35%

2
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2024

2023

2022

FIGURE 4
Total Business Travel Expenses 
(in billion euros)

≤500 Employees >500 Employees

36.5 10.7

35.9 10.3

21.0 5.9

Statista modeling based on market research among business travel 
decision-makers and industry statistics

An Investment with Vision:  
Business Travel Remains Strategically Significant 

Business travel is evolving – not in scale, but 
in substance. Instead of traveling as much as 
possible, the focus today is on quality. And this 
change in perspective manifests itself in different 
ways, depending on the size of the company. 

Among small and medium-sized enterprises, a 
decline in travel activity can be observed – yet at 
the same time, investment is rising. Companies 
with 10 to 500 employees account for €36.5 
billion of total spending – roughly three-quarters 
of the entire business travel market. In 2023, this 
figure stood at €35.9 billion. The increase may 
point to a strategy of concentrated effort. Rather 
than engaging in frequent short trips, small 
and medium-sized enterprises are focusing on 
mission-critical journeys – such as nurturing 
key client relationships, entering new markets, 
or managing pivotal project phases. These trips 
are more elaborate and consequently, more 
costly. On top of this, rising prices in the market 
are hitting companies without large-scale travel 
contracts especially hard. 

Large companies are keeping their travel 
volume stable but are also increasing their 
investments. Overall expenditure has grown 
from €10.3 to €10.7 billion. The reasons for this 
are likely multifaceted – alongside price inflation, 
qualitative factors are playing a growing role. 
More environmentally friendly modes of 
transport, carbon offsetting, and stricter safety 
standards are increasingly integrated into 
modern travel policies. 

This shows that, whether small and medium-
sized enterprises or large corporations, business 
travel is asserting its importance in the corporate 
context. It is no longer used in an inflationary 
manner but is being rethought as a strategic 
tool. Those who travel today do so with clear 
intent and with an eye on the bigger picture. 
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Voice from the Industry

Creating the Change:  
The Future Starts Now

In times when economic uncertainties and challenges are 
omnipresent, it is more crucial than ever to base decisions 
on solid data. For many years, the VDR Business Travel 
Report has provided us with the vital facts needed to 
accurately assess shifts in the business travel behavior of 
German companies. These insights form the foundation for 
developing the correct sustainable strategies as partners in 
business travel.

The latest findings from the VDR Business Travel Report 
show that the business travel market remains in flux. At 
the same time, economic fluctuations are becoming more 
severe and more short-term. Grim news from the economy 
and cost-cutting measures dominate the agenda. Travel 
expenses in particular often top the list of savings targets. 
Meanwhile, predictability is becoming ever more difficult 
for all players, especially for the hotel industry, which 
remains closely tied to the fortunes of the wider economy. 
However, it is important not to forget that hospitality is a 
vital pillar of corporate mobility, with business bookings 
making up the majority of hotel revenues in Germany. Digital booking platforms have now established themselves 

as the preferred method for business travel arrangements, 
while traditional travel agencies and travel management 
companies (TMCs) are losing ground. At the same time, 
companies are increasingly relying on flexible hotel rates 
to optimize their costs. This transformation has become 
the foundation for all corporate strategies and decisions. 
Fortunately, it offers more opportunities than risks for 
both sides. The key is to benefit from these opportunities 
together and to remain open to change.

This highlights that the spotlight should be put on genuine, 
equal partnerships between the hotel industry and travel 
management. We must pull together to navigate change 
and crises alike and to develop sustainable solutions side 
by side. We look forward to shaping the future of the 
business travel market with you as our partner. 

BWH Hotels is an international hotel group headquartered 
in Phoenix, Arizona, and serves as the brand umbrella for 
three global brand families: Best Western Hotels & Resorts, 
WorldHotels, and SureStay Hotel Group. The group 
comprises a global network of around 4,300 independent 
hotels across all segments in approximately 100 countries.

Carmen Dücker 
Managing Director of BWH Hotels Central 
Europe GmbH, which includes around 230 
hotels under the Best Western Hotels & 
Resorts and WorldHotels brands in Germany, 
Austria, and Switzerland (DACH region) as well 
as in Central and Eastern Europe

 
What is certain is that 
both the business 
travel sector and the 
hotel industry are 
undergoing structural 
transformation.
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Ticket to Transparency: 
Financial Flows

Planning Trips with a Click: Digital Booking 

The booking process within companies has long 
since gone digital – though not in a uniform 
way. While flights (75%) and hotels (76%) are 
predominantly booked via booking portals 
and online booking tools, nearly one-fifth of 
companies rely on specialized business travel 
platforms. The choice of booking channels 
offers insight into the travel management 
strategy in place – spanning efficient self-
booking approaches to more strategic, 
integrated solutions. Direct contact with travel 
agencies, such as via telephone or email, now 
plays a minimal role. Today, most travelers 
book online using a portal provided by their 
Travel Management Company (TMC) – with one 
notable exception: when it comes to car rentals 
(28%), personal advice is still in demand, for 
example to allow for flexible rebookings or last-
minute changes. The high figures reported in 
the "Other" category for car rental bookings can 
often be explained by spontaneous bookings 
made on site such as directly at airports or local 
rental stations. 

Patterns are also emerging around costs: 
transport and accommodation continue 
to account for the lion’s share of business 
travel budgets. 60% of companies report 
that transport represents 51% to 75% of total 
business travel costs, while 71% state that 
accommodation costs account for a maximum 
of 25%. This is a direct indication that mobility 
remains the dominant cost driver in the day-to-
day world of business travel.

FIGURE 5
Common Booking Channels for Business Trips1 
(in percent)

1 Deviations from 100% are due to rounding differences.
Statista Market Research (2025) among business travel decision-makers 
(n = 803)

Flight

Hotel

Rental Car

Travel agency / TMC direct

Online booking portals 
(e.g., Booking, Cytric, 
Concur, Onesto, etc.)

Directly via provider’s 
website

Online booking portals 
(e.g., Booking, Cytric, 
Concur, Onesto, etc.)Other

2 3

3

75 18

2

28 5 201037

76 18

138%
29%

1 Data was collected via survey and subsequently categorized.
The graphic shows selected responses.
No responses were recorded in the category “76%–100%.”

Statista Market Research (2025) among business travel 
decision-makers (n = 803)

FIGURE 6
Distribution of Business Travel Expenses by 
Category¹ (in percent)

0% – 25% 26% –50% 51% – 75%

Transport Accommodation

Meals

60%

71%

99%

2

3
3 | Ticket to Transparency: Financial Flows
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FIGURE 7
Hotel Booking Rate Structures Used 1

1 Deviations from 100% are due to rounding differences.
The chart shows selected responses.

Statista Market Research (2025) among business travel decision-makers 
(n = 803)

Negotiated / Fixed Corporate Rate Dynamic Rate

BAR (Best Available Rate) Combination

40% 28% 28%

3%

Hotel Booking: Balancing Flexibility and Planning Certainty

Even when it comes to hotel bookings, it is 
clear that it is no longer just about a bed for 
the night, but about cost control, flexibility, and 
negotiating skills. The choice of rate structure 
used is a strong indicator of how professionally 

and strategically companies organize their 
travel management. 

While fixed corporate rates were the norm 
in the past, the picture is far more nuanced 
today: 40% of companies now opt for the so-
called best-available rate (BAR) – the best daily 
rate currently available, offering flexibility and 
market responsiveness. A further 28% rely 
on fixed corporate rates based on framework 
agreements – a model that appeals through 
planning certainty, price stability, and 
contractually guaranteed conditions. Another 
28% combine different models, allowing them 
to choose between flexibility and cost control 
depending on the situation. 

Today, many companies are skillfully juggling 
flexibility and commitment depending on their 
booking tools, travel policies, and negotiation 
leverage. Whether it is a short city break or 
a long-term stay or a bustling metropolis 
or a rural location – the purpose of the trip 
determines priorities at the booking stage. 

We offer travel management 
made for business

Arriving 
relaxed

Your Business 
Travel Partner.
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FIGURE 8
Focus Areas in Travel Management 1

Measures were/will be addressed…

up to and including 2024.

in 2025.

from 2026 or later.

not adressed.2

Process Optimization Event Management

69%

82%

82%

6%

50%

59%

66%

23%

1 This chart shows a selection of ten answer options; 
multiple answers were possible. 

2 Exclusive answer.
Statista Market Research (2025) among business travel 
decision-makers (n = 803)

Setting the Course for the Future

Where the Journey Is Heading and What Is Already Moving 
Companies Today 

Business travel is under scrutiny and under 
pressure. What was once considered a natural 
part of working life is now being redefined. 
Topics such as mobility, travel security, 
efficiency, sustainability, and employee care 
are not new, but they are emerging under a 
different set of circumstances. 

Mobility is increasingly being viewed through 
the lens of environmental responsibility. 
Security today goes far beyond physical safety, 
and psychological strain and digital risks are 
moving into the spotlight. What was once seen 
purely as a functional business trip must now 
accommodate agile working models such as 
blended travel, workation, hybrid formats, and 
individual needs alike. 

Travel management therefore finds itself facing 
familiar themes, but which are transformed in 
their demands, scope, and expectations. AI and 
social change are providing fresh momentum. 
The compass is being recalibrated. What 
remains, what is expanding, and what is 
appearing on the horizon for the first time? 

Even tried-and-tested adjustment levers 
are shifting. Processes that once operated 
quietly in the background are now becoming 
central to strategic thinking. As business 
travel grows more diverse and demanding, a 
stable yet flexible foundation becomes ever 
more critical. Whether through streamlined 
workflows or professional event management, 
these elements are the backbone of 
efficiency, sustainability, and employee-
centered approaches. Only with lean and well-
coordinated processes can new requirements 
be meaningfully integrated – whether it’s 
booking low-emission transport, managing 
hybrid formats, or catering to individual 
traveler needs. In 2024, 69% of companies 
were actively working on process optimization 
and, by the end of 2025, this figure is expected 
to rise to 82%. Strategic planning in event 

management is also gaining momentum: the 
share of companies developing corresponding 
concepts is set to grow from 50% in 2024 to 
66% by 2026 or later. 

The areas of focus are wide-ranging and 
becoming interconnected. In the following 
chapters, we will focus on the key forces 
shaping the future of business travel: mobility, 
sustainability, travel security, and AI. 

4
4 | Setting the Course for the Future
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Voice from the Industry

For Better Connectivity –  
Today and Tomorrow 

The business travel market has been recovering only 
slowly in Germany and Europe since the pandemic, while 
the private travel sector has seen strong growth. Lufthansa 
remains firmly convinced of the essential importance of 
personal encounters – especially in the business world. This 
is echoed in the findings of the VDR Business Travel Report, 
referenced on page 16. As the leading airline of Germany’s 
export-driven economy, we see it as our responsibility to 
create the best possible conditions for business mobility. 
Our goal is clear: Lufthansa aims to be the first choice for 
business customers. 

We are therefore laying the groundwork for a sustainable 
premium product. In line with the needs of business 
travelers, our highest priority is ensuring reliable and 
punctual flight operation. We are tackling the challenges of 
recent years from every angle – through built-in schedule 
buffers, technical reinforcements, and additional qualified 
personnel, always in close coordination with our partners. 
Our major product offensive will also specifically benefit 
business customers: whether through redesigned lounges, 
newly introduced business-class catering on short-haul 
routes, or our new Allegris cabin on long-haul flights. 

We are also placing a strong focus on services for our 
corporate clients. Together with our partners, we are 
currently reviewing how booking and service processes 
can be optimized. Our “Sustainable Corporate Value Fares”, 
which have been very well received, are being further 
developed. The share of sustainable aviation fuel (SAF) 
will now increase to 30%, and our “Green Fares” are being 
extended to long-haul routes. 

However, one thing to consider is that nowhere is flying 
as expensive as in and out of Germany. As a result, an 
increasing number of routes are no longer economically 
viable, weakening the international connectivity of German 
airports and many key economic regions. For an export 
nation, this is a dangerous development. Together with 
other airlines, airports, and all our partners across the 
travel industry, we are therefore appealing to Berlin and 
Brussels to strengthen air travel and to establish fair 
competition regulations. Europe and Germany need 
strong connections to the rest of the world – to remain 
competitive as economic hubs and safeguard their 
strategic sovereignty. 

We are proud to play our part and would like to extend 
special thanks to the VDR for its commitment to this cause. 

Heiko Reitz 
Chief Customer Officer Lufthansa Airlines 

 
Europe and Germany need 
strong connections to the 
rest of the world not only to 
remain competitive as an 
economic hub, but to also 
safeguard their strategic 
sovereignty.
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FIGURE 9
Frequency of Transportation Use for 
Business Trips¹ (in percent)

1 Deviations from 100% are due to roundingdifferences and the 
non-representation of Don't know: 1% domestic / 
7% other European countries

Statista Market Research (2025) among business travel decision-makers 
(n = 803)

0% – 10% 11% – 20% 21% – 30%

31% – 50% >50%

Domestic European Abroad

20 433 2419

Plane

9 20 33 29

1

Train

7 22 39 29

4

2

22 25 28 13

Rental Car

49 36 9 5

53 27 8 5

Company Car

57 28 10 3

1

71 19 2

From A to B: Mobility

On All Routes: How Companies Are Reconnecting Their Mobility 

Planes, trains, or cars – business travel 
mobility is a puzzle made up of many 
pieces. At which time each piece comes into 
play depends on distance, purpose, and, 
increasingly, environmental considerations. 
On international routes, planes remain the 
preferred option: 29% of companies use them 
for more than half of their business trips within 
Europe. Domestically, trains are gaining ground 
– likewise, 29% of companies rely on them for 
over 50% of their national travel. The roles are 
neatly distributed: the skies belong to long 
haul, while rail dominates medium haul. 

In addition to flights and train travel, cars still 
play a part – particularly in the form of company 
vehicles. These complement the mobility 
mix, especially on domestic journeys. 57% of 
companies use them for up to 10% of their 
business trips. This speaks in favor of targeted 
use, for example for decentralized targets or 
weak connections. 

For the so-called "last mile", common modes of 
transport include taxis, public transportation 
and ride-sharing. 34% of companies use taxis 
for more than half of their onward mobility 
needs. Micromobility options such as e-scooters 
or rental bikes remain niche offerings. 

Looking ahead, commuting and fleet 
management are moving further into strategic 
focus – also in the context of business travel. 
In 2024, 70% of companies were actively 
addressing commuter mobility, and the 
trend is upward: by 2026 or later, this figure 
is expected to rise to 81%. Fleet management 
is also evolving (2024: 70%, from 2026: 77%) 
– not just for vehicle oversight, but as a core 
component of integrated, future-oriented 
mobility strategies. 

5
5 | From A to B: Mobility
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FIGURE 10
Under What Conditions Domestic Flights 
Are Considered 1

1 Multiple answers possible. | ² SAF = sustainable aviation fuel.
³ Exclusive answer.
Statista Market Research (2025) among business travel 
decision-makers (n = 803)

76%
67%
56%
37%
12%
10%

2%

Shorter travel time compared to 
alternative modes of transport

Lower costs compared to alternative 
modes of transport

Improved connections / increased 
frequency of domestic flights

Significant improvement in the airlines’ 
sustainability standards

Full offset of CO2 emissions using SAF² 
at no additional cost

Full offset of CO2 emissions using SAF² 
at additional cost

Regardless of these conditions³

Domestic Flights Caught between Efficiency and Responsibility 

Despite ongoing debates, domestic flights 
remain a realistic option for many companies 
– not as a default, but as a carefully weighed 
decision. Environmental awareness, however, 
is always important: 37% of companies 
would consider flying domestically if airlines 
significantly improved their environmental 
standards. Another 12% would take a flight if 
full carbon offsetting via SAF was offered at no 
extra cost – and a further 10% even if offsetting 
incurred a fee. 

Yet in the face of rising environmental 
awareness, one factor continues to dominate 
and keeps air travel in the conversation: time. 
For 76% of companies, shorter travel times 
are the primary reason for choosing domestic 
flights – by far the strongest driver among all 
decision criteria. When schedules are tight or 
travel needs arise at short notice, time becomes 
critical. On many routes, flying is simply the 
fastest mode of transport. 

Price is also something to consider. 67% of 
companies will book a flight when it is cheaper 
than traveling by train or car. Especially under 
budget constraints, the cost–benefit ratio 
becomes decisive and air travel often offers 
efficiency at a competitive price. 

However, even the best price is worth little 
without proper connectivity and planning 
reliability sets the pace. Domestic flights are a 
viable option for many businesses when they 
offer better coordination than other modes 
of transport. 56% would fly more frequently if 
there were denser flight schedules and more 
reliable connections because in day-to-day 
business, it is not just speed that counts, but 
also dependability. 

Flying remains a conscious decision. Only 2% of 
companies take to the skies regardless of the 
circumstances. For the vast majority, domestic 
flights are part of a finely tuned mobility 
strategy – a deliberate choice balancing time 
savings, cost-effectiveness, and environmental 
responsibility. Not an automatic reaction, but a 
considered move from a broader repertoire. 

VDR BUSINESS TRAVEL REPORT 2025
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FIGURE 11
Accepted Travel Time Extension When 
Choosing Train Instead of Plane1

1  Door-to-door travel time extension; percentages may not total 100% 
due to rounding differences. The chart shows selected responses.

Statista Market Research (2025) among business travel 
decision-makers (n = 803)

Less than 1h

Less than 2h
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Less than 4h

99%

91%

82%

35%

Switching Modes with Sense:  
How Much Longer Can a Train Journey Take? 

The desire for more sustainable business travel 
is present, especially when it comes to choosing 
modes of transport. But between ambition and 
reality lies a pragmatic question: how much 
longer can a train journey be, compared to 
flying, before it becomes unviable for business 
travelers? The answer is nuanced but it paints a 
picture of willingness to compromise. 

An encouraging sign is that the readiness to 
switch is high as long as the time frame remains 
reasonable. 82% of companies are prepared 
to accept up to three additional hours of travel 
when switching from planes to trains. A further 
35% are even willing to tolerate up to four 
extra hours. In other words, for more than 
8 in 10 companies, an extended rail journey 
is acceptable as long as it does not throw the 
entire day off track. This opens up space for a 
more balanced mobility mix. 

But patience has its limits. Only 2% would still 
opt for the train with significantly longer journey 
times. And just 1% say they would always switch 
to rail, no matter the duration. Conversely, only 
1% categorically rule out the train. For everyone 
else, the consensus is evident: rail is a welcome 
option so long as it does not drain time. 

This shows that rail is far from being a 
hopeless alternative to domestic flights  – 
quite the opposite. For many companies, it is 
the first choice when journey times remain 
within reasonable bounds. Especially on well-
connected routes with frequent services, it can 
shine  – both ecologically and operationally. 
And it's not just domestically that trains are 
popular: 28% of respondents also use rail as 
their mode of transport for 31% to 50% of their 
business trips within Europe.

The real challenge lies not in the switch itself, 
but in the surrounding conditions. Good 
connections, minimal transfers, reliable 
schedules, and manageable journey times 
are key. Those who are still to be persuaded 
to switch to rail not only need sustainability 
concerns to be addressed, but also need to be 
ensured that efficiency is top of mind and that 
infrastructure works. 
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Voice from the Industry

Is AI Being Left Behind in 
Travel Management?

AI is on everyone’s lips. Yet despite the wide range of 
applications already available, the German business 
travel sector is still making relatively limited use of this 
new technology.

AI can make it much easier to enforce travel policies, 
helping companies maintain greater cost control. Smart 
tools that incorporate a company’s internal guidelines 
can flag non-compliant options and suggest suitable 
alternatives. This also improves traveler experience, as 
employees no longer need to spend time hunting for the 
right offer. The resulting time savings also reduce indirect 
costs for the company.

When this functionality is integrated into a centralized 
TMC system with an online booking tool, all trips become 
visible in real time. This not only provides a live overview 
of costs but also enables in-depth data analysis. Within 
seconds, AI can detect booking behavior patterns and 
identify opportunities for savings. 

This is what Michael Riegel, CEO EMEA of the business 
travel and expense solution Navan, says: “We already offer 
our customers extensive, reliable AI functions. In a global 
comparison, however, we are observing that AI is being 
used more in the USA and the UK. The German market is 
slightly behind, but is showing an upward trend.” 

Find out which AI-powered features companies can 
already use — and will likely continue to rely on in the 
future — to make their travel management more efficient, 
at Navan. 

Michael Riegel 
CEO for EMEA at Navan, a business travel 
and expense management solution

 
When you consider that tasks 
like baggage tracking or price 
detection for hotel rooms and 
flight tickets have been handled 
by AI for years, it’s surprising 
how little of AI’s potential is 
actually being tapped.
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FIGURE 12
Share of Companies Actively Engaging 
with AI in Travel Management

Statista Market Research (2025) among business travel 
decision-makers (n = 803)

1 Percentages may not add up to 100% due to rounding differences. 
The chart shows selected responses.

Statista Market Research (2025) among business travel 
decision-makers (n = 803)

by 2026 or 
later
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increase of 
approx. 50%

32%2024

FIGURE 12
Share of Companies Actively Engaging 
with AI in Travel Management

FIGURE 13
Use of AI in Travel Management 1

1 Percentages may not add up to 100% due to rounding differences. 
The chart shows selected responses.

Statista Market Research (2025) among business travel 
decision-makers (n = 803)
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Check-In for AI:  
Automation and Digital Efficiency

When Algorithms Learn to Travel 

AI is considered one of the most significant 
technological developments of our time – 
and that includes in the realm of business 
travel management. Yet its use in this area 
remains sporadic. While AI is already soaring 
in departments like marketing and finance, 
in travel management it’s often still waiting 
at the gate despite the vast potential. From 
automated bookings and intelligent data 
analysis to personalized travel safety, AI can 
streamline processes and significantly ease the 
burden on staff. 

In 2024, 32% of companies were actively 
engaging with AI in travel management. By 2026 
or later, that share is expected to almost double 
– reaching 63%. One trend is unambiguous: 
those with greater resources and organizational 
structures are typically further along. While only 
23% of small and medium-sized enterprises (10 
to 500 employees) currently use AI applications, 
this figure rises to 48% among larger 
organizations. That is no coincidence – it is a 
matter of prerequisites. Larger organizations 
have access to more extensive datasets, more 
stable IT infrastructures, and more developed 
digital strategies. They have the capacity to test 
new tools, embed them internally, and deploy 
them effectively across the entire travel chain. 
Other companies are still at the starting line 
– but now is exactly the right time to gather 
experience, build knowledge, and develop 
suitable solutions. 

The check-in process has begun but not all 
companies are boarding in the same class. 
Early investment in AI can deliver tangible 
advantages: automated workflows, improved 
oversight, and more time to focus on what 
really matters. Those who act now are setting 
the course for a travel management approach 
that is not only more efficient but also fit for 
the future in a working world rapidly shaped by 
automation, data access, and talent shortages. 

6
6 | Check-In for AI: Automation and Digital Efficiency

19



FIGURE 14
Areas of application for AI-driven 
technologies in travel management1

1 Respondents whose companies use AI-driven technologies; 
multiple answers possible

Statista Market Research (2025) among business travel 
decision-makers (n = 803)
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AI as a Digital Assistant behind the Scenes 

One third of the companies surveyed are using 
AI in travel management today – primarily 
in areas where large volumes of data are 
structured, processed, communicated, and 
analyzed. This includes, for example, the 
analysis of travel data, automated booking 

processes, or reporting. In many cases, AI 
acts as a digital assistant in the background – 
often unnoticed but delivering tangible added 
value. In these contexts, automation proves 
particularly effective: it saves time, reduces 
sources of manual error, and creates more 
room for strategic tasks. Repetitive activities in 
particular benefit from AI-supported assistance, 
provided the technical and organizational 
foundations are in place. 

AI is most firmly established in data 
management: 75% of large companies (with 
more than 500 employees) that already 
use AI rely on it for this purpose. Among 
small and medium-sized enterprises (10 to 
500 employees), the figure stands at 68%. 
Communication (70% vs. 54%) and reporting 
(45% vs. 47%) are also areas where AI is part of 
daily operations – a digital assistant that sorts 
data, distributes information, and prepares 
reports. 

Differences in AI adoption become especially 
noticeable when things get complex. In 
automated travel expense reporting, 48% of 
large companies make use of AI, compared to 
only 22% of smaller firms. Those with scalable 
systems, structured datasets, and specialized 
teams are able to leverage AI more broadly. 
Smaller businesses take a more selective 
approach. For them, AI is not a fully automated 
cockpit but more of a smart copilot – a tool that 
supports defined tasks like data maintenance 
without taking over the entire steering wheel. 

VDR BUSINESS TRAVEL REPORT 2025
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FIGURE 15
Desired Use Cases for AI-Powered Technologies in Travel Management 1

1 Respondents from companies not using AI-driven technologies; multiple answers possible | 2 exclusive option
Statista Market Research (2025) among business travel decision-makers (n = 528)
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AI on the Wish List

Two-thirds of companies (66%) are not yet using 
AI in travel management but many already have 
an idea of where they would welcome digital 
support. Tasks currently handled by many 
people could soon be taken over by algorithms 
– quietly, efficiently, and around the clock, with 
minimal error. 

There are three areas at the top of the wish list: 
scheduling (41% for both company sizes), travel 
expense reporting (42% for small and medium-
sized enterprises, 35% for large ones), and data 
management (43% vs. 30%). These areas are 
seen as ideal entry points for AI deployment as 
they are structured, repetitive, and highly data-
driven – perfect conditions for automation and, 
for many businesses, a low-risk first step before 
venturing into more complex use cases. 

AI is less sought after in areas where processes 
are more flexible, sensitive, or highly context-
dependent: bookings, approvals, and policy 
integrations appear far less frequently on wish 
lists. The caution here is understandable – 
these tasks require intuition, experience, and 
situational judgement. In such cases, humans 
remain central decision-makers. 

A quarter of companies (25%) currently reject 
the use of AI in travel management altogether. 
This shows that the road to an AI-supported 
organization is no foregone conclusion. Gaps 
remain between technical feasibility, practical 
utility, and cultural readiness. Yet where AI is 
applied with care and discernment, it can quickly 
transform a wish list into real added value. 

6 | Check-In for AI: Automation and Digital Efficiency
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FIGURE 16
Relevance of Travel Safety in Business Travel 
Over Time 1

Significantly more important
Somewhat less importantSomewhat more important

Equally important

54% 38% 7%

1 %No responses were recorded for the answer category 
"significantly less important". Statista Market Research (2025) among 
business travel decision-makers (n = 803)

Better Safe than Sorry: Travel Policies Are More than a Formality 

For a long time, business travel was viewed 
primarily as a logistical task: book the trip, 
submit expenses, and job done. Today, every 
business trip is backed by a complex framework 
of rules and responsibilities. Sending employees 
on business trips comes with obligations 

– legal, financial, and social. Travel policies 
and security are therefore no longer mere 
formalities, but core components of the broader 
travel management ecosystem. They provide 
guidance, mitigate risks, and create a reliable 
safety net for employees on the move. 

With the introduction of new standards and 
growing sensitivity, travel safety has gained 
significant importance. The advent of ISO 
Standard 31030 marks a shift in focus from 
reactive protection to proactive responsibility. 
What used to be handled casually, somewhere 
between the travel agency and a risk advisory 
notice, now sits at the top of the agenda: 92% 
of companies report that travel security has 
become more important, with 54% stating it is 
now "significantly" more so. 

Responsibility for this shift in thinking lies 
primarily with those closely involved in day-to-
day operations. In 51% of companies, travel 
management teams are considered responsible, 
whereas 37% perceive HR as the department 
in charge. Strategic and finance departments 
play a much smaller role. This reflects a distinct 
message: travel security is not seen as a control 
mechanism, but as part of the duty of care – a 
tangible expression of corporate responsibility 
in the daily travel routine.

FIGURE 17
Assigned Responsibility for Travel Safety 1

1 Top 3 responses
Statista Market Research (2025) among business travel decision-makers 
(n = 803)

Travel Management
Executive Management

Human Resources (HR) 

51% 37% 9%

Safety First: Travel Security as a 
Corporate Responsibility7
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FIGURE 18
Considered Topics in Travel Risk 
Management1

1 Top 5 responses with the most mentions in the category 
"Considered"; totals deviating from 100 percent are due to rounding 
differences. The chart displays selected responses.

Statista Market Research (2025) among business travel decision-makers 
(n = 803)
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Traveling with a System: The Levers of Safety 

Safety does not happen by chance – it only 
works when every cog in the system interlocks 
smoothly. And there are many moving parts. 
Today, travel risk management encompasses a 
broad spectrum – from the physical well-being of 
travelers to cybersecurity and legal protections. 
Compliance regulations (80%), occupational 
health provisions (67%), cybersecurity measures 
(68%), and risk assessments (64%) were 
already widely established in 2024. But other 
components are also increasingly integrated: 
traveler tracking, crisis management, emergency 
plans, and safety training are all becoming 
standard elements in the overall structure. 

This interplay is not a static setup but a finely 
tuned system that must remain agile in the 
face of new pressures. Business travelers 
operate in an environment filled with diverse 
risks – from technical vulnerabilities and health 
issues to increasing data protection demands 
and mental strain. It is increasingly important 
that the safety architecture remains not only 
resilient but also adaptable – and account for 
all relevant levels of risk. 

Travel policies form the organizational 
backbone of this system. 93% of companies 
have implemented such policies – and in 98% 
of cases, where a policy exists, compliance is 
actively monitored. Travel safety, then, is not 
left to chance: it is structured, systematized, and 
deeply embedded in the travel management 
practices of nearly all organizations. 

The breadth of measures in place highlights 
one thing: travel safety is a system of many 
finely tuned levers. And the better they mesh, 
the stronger the safety net – for companies and 
travelers alike. 

7 | Safety First: Travel Security as a Corporate Responsibility
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Business Travel Strengthens Germany as 
an Economic Hub

We need an economic upturn in Germany. Key 
requirements for this include meaningful cuts to 
bureaucracy, relief for businesses, competitive framework 
conditions, flexible working models, and a revitalized 
labor market to promote employment. These are the 
foundations on which Germany can once again become 
an attractive and competitive industrial and economic 
location. Growth and prosperity in a functioning market 
economy also contribute to strengthening our society as 
a whole.

The role of business travel in supporting Germany as 
both an economic and tourism destination is often 
underestimated. Personal contact is essential not 
only for initiating business relationships but also for 
maintaining and expanding existing ones. During the 
COVID-19 pandemic, it became apparent how critical 
international travel was for Germany’s export industry 
– particularly for technicians and engineers involved 
in the setup, operation, and maintenance of exported 
machinery and industrial systems.

Germany’s tourism sector also benefits from business 
travelers. They help fill accommodation and hospitality 
services not just during peak holiday seasons or 
at tourist hotspots, but also mid-week and in less 
frequented regions. Trade fairs and congresses in 
particular often lead attendees to extend their stay for 
private travel within Germany. In the Tourism Committee 
of the German Bundestag, we recently explored the 
great potential arising from new work models such as 
workation and bleisure. Business travelers are also 

especially welcome guests because, on average, they 
tend to spend about twice as much as leisure tourists. 
And when traveling abroad, tour operators and self-
booking holidaymakers often benefit from low fares in 
economy class, which are only made possible by high-
turnover business trips in business class.

I am confident that, despite the many valuable and cost-
effective digital contact and conferencing tools now 
available, business travel will continue to play a vital role. 
After all, personal contact is irreplaceable – it brings people 
together and enables the kind of meaningful exchange we 
urgently need, especially in times of social polarization.

 
The COVID-19 pandemic has made 
it particularly clear how important 
it is for tradespeople and fitters to 
travel abroad for Germany as an 
export nation.

Anja Karliczek 
Member of the Bundestag and Chairwoman 
of the Committee for Tourism

Voice from Politics
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FIGURE 19
Consideration of Sustainability in Travel Management 1

1 Chart displays a selection of ten response options; multiple answers possible | 2 Exclusive response
Statista Market Research (2025) among business travel decision-makers (n = 803)
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From Goal to Action: How Companies Are Setting Their Course 

Sustainability is now a travel companion – no 
longer just a feel-good addition stowed in hand 
luggage. Since 2023, it has become a mandatory 
task within business travel management. 
New requirements such as the Corporate 
Sustainability Reporting Directive (CSRD) and 
increasing pressure from stakeholders are 
pushing companies to critically reevaluate their 
travel behavior. Initial CO2 footprints have been 
calculated, policies tightened, and offsetting 
models tested. 

By 2024, it is a case of: boarding completed. The 
time for talking targets is over – it is now about 
implementing action. Taking the train instead 
of a short-haul flight or opting for electric 
vehicles over petrol or diesel – climate-friendly 
alternatives are increasingly being demanded. 
Incentive schemes, such as reward systems, are 
also being introduced to encourage employees 
to travel more sustainably. However, the path 
to transformation is not without its obstacles. 

Many sustainable options are still limited in 
availability or not widely accessible. 

Following the initial steps toward sustainability, 
companies are now turning their attention to 
the bigger picture: moving away from isolated 
measures toward a holistic understanding of 
sustainability. While environmental initiatives 
are still being developed in many places, the 
social dimension – spurred in part by the CSRD – 
is already firmly embedded in the travel routines 
of many organizations. Topics such as comfort, 
working hours, blended travel, or workation 
were on the agenda for 43% of companies 
in 2024 – in 2025, more than half (55%) of 
companies will be addressing them. In contrast, 
the view on environmental sustainability 
remains more cautious. By the end of 2024, only 
26% of companies had addressed sustainability 
comprehensively. However, this figure is set to 
more than double by 2026 (to 53%). This shows 
that the will to change is there – but many 
companies are still on the rise. 

Eco-Upgrade:  
Sustainability in Business Travel8
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FIGURE 20
Engagement with Measures to Promote 
Environmental Sustainability1

1 Top 5 responses with the most mentions for “I have dealt with this 
(by the end of 2024)” and “I will deal with this in 2025”; multiple 
answers possible. 

2 Exclusive response
Statista Market Research (2025) among business travel 
decision-makers (n = 803)
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On the Right Track:  
Sustainability on the Corporate Travel Timetable 

Sustainable transport is no longer just a nice-
to-have in business travel management – it 
is now a top priority on the agenda for many 
companies. More and more organizations are 
shifting gears and exploring climate-friendlier 
alternatives. The focus lies on measures that 
are relatively easy to integrate – such as rail 
travel, electric vehicles, or carpooling. 

Rail is becoming a permanent fixture in many 
companies’ sustainability portfolios. Even 
though the final implementation of the CSRD 
directive is still pending in Germany, most 
companies have already recognized the need 
to act early and put measures into place. In 
2024, 63% of companies were promoting train 
travel, with this figure expected to rise to 69% 
by 2026 or later. Electric vehicles, however, are 
really picking up speed – 46% of companies 
were engaging with e-mobility in 2024, and, by 
2026 or later, that number is set to rise to 74%. 
Carpooling is also gaining traction: the share of 
companies addressing this topic is projected to 
grow from 49% (2024) to 65% by 2026 or beyond. 
The direction of travel is clear – now all that is 
needed is the right infrastructure to ensure this 
transformation does not stall halfway. 

Every journey leaves a footprint – including 
a climate one. That’s why, in addition to 
focusing on how employees travel, attention 
is increasingly turning to how much is emitted. 
Where CO2 emissions cannot be avoided, 
more and more companies are turning to 
compensation strategies. Currently, 19% of 
companies use carbon offset programs – a 
figure expected to nearly triple by 2026. CO2 
budgets are also slowly getting on track: at 
present, only 17% are working with them, but 
by 2026, 51% of companies plan to introduce 
defined emissions caps for business travel. 

VDR BUSINESS TRAVEL REPORT 2025
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Between Carbon Footprints and Comfort Zones:  
Rethinking Business Travel

Sustainability should be on board – ideally from 
the moment a booking is made. But there is 
often a gap between strategic papers and day-
to-day travel reality. Especially when it comes 
to concrete action, good intentions can quickly 
lose momentum. This is particularly evident in 
the aviation sector: green fuels like sustainable 
aviation fuel (SAF) are seen as the great hope 
of the airline industry – yet they remain 
difficult to access. SAF is more expensive than 
conventional kerosene, is not widely available, 
and widespread adoption is still a long way off: 

By 2026 or later, this figure is expected to more 
than double to 55%. The will is there to stay the 
course – even in the face of headwinds. 

But good intentions need tailwinds. To ensure 
sustainable travel does not stall at the next 

comfort zone, many companies are establishing 
guidelines and smart incentives to make 
climate-friendly behavior more appealing. 
Internal policies for selecting sustainable modes 
of transport are already in place at 46% of 
companies – a figure set to rise to 64% by 2026 
or later. To bring staff on board, companies are 
increasingly turning to gamified approaches: 
mobility budgets, rewards systems, or 
gamification strategies. While currently adopted 
by just 13% of businesses, these formats are 
expected to be in use at 38% of companies in the 
coming  years. 

The path toward sustainable business travel 
is not just a matter of infrastructure – it is also 
a matter of mindset. If we want sustainable 
choices to be embraced, they must be easy to 
make, attractively packaged, and sometimes 
even a little playful. That way, the journey 
towards sustainability won’t just stay in our 
heads but will also make it into the calendar of 
our next business trip.

23%
currently take SAF into account when 

planning air travel.
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Rethinking Business Travel: Between Stability and Recalibration 

Business travel is navigating a space of tension 
between change and continuity. While travel 
activity has stabilized at a high level, the 
parameters by which mobility is planned and 
evaluated have noticeably shifted. Companies 
are becoming more selective, traveling with 
greater intent, and evaluating each trip more 
in terms of its strategic impact. It is not the 
number of trips that matters anymore, but 
their purpose. 

At the same time, the landscape of business 
mobility is becoming increasingly complex. 
Internationalization is on the rise, particularly 
within Europe. Small and medium-sized 
enterprises face different challenges than 
large corporations, for example, in terms of 
access to digital tools or the capacity to make 

sustainable choices. The future of business 
travel is not a one-size-fits-all model, but rather 
a mosaic – one that must be tailored regionally, 
by industry, and according to individual 
company needs. 

Technology and sustainability are no longer 
side issues, but are instead driving forces of 
this transformation. AI promises efficiency 
and relief, but also demands new standards 
in data quality, process design, and user 
acceptance. Sustainability is evolving from 
a strategic objective to a steering principle – 
with new benchmarks, reporting obligations, 
and growing pressure to act. Corporate 
responsibility extends well beyond the 
carbon footprint today: social aspects such 
as care, safety, and flexibility are also gaining 
prominence. 

As a result, travel management becomes a 
strategic cross-functional task. It interlinks 
processes, people, technologies, and policies, 
and plays a key role in ensuring mobility 
remains fit for the future. It is no longer about 
"either or", but about a smart balancing act 
between speed and mindfulness, cost and 
comfort, and innovation and reliability. 

Business travel has not yet reached its final 
destination – but it is clearly on the right track. 
Those who take today’s signals seriously 
will see change not as a constraint, but as 
an opportunity: for greater impact, deeper 
sustainability, and a more strategic approach to 
business mobility. 

Guidelines for the Future of Business Travel

•	 Travel with greater purpose  
The reason for the trip matters more than the 
number of trips – strategic value takes priority. 

•	 Manage diversity  
Mobility is not a one-size-fits-all product – it 
requires differentiated solutions based on industry, 
region, and company size. 

•	 Actively shape the future  
AI, sustainability, and employee well-being are 
drivers and pace-setters – not just side issues.

Conclusion9
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FIGURE 21
Respondents’ Area of Responsibility¹

1 Multiple answers possible
Statista Market Research (2025) among business travel decision-makers 
(n = 803)

69% 60%

Travel Management Human Resources (HR)

8%

20%
9%

Finance / Budget Executive Management

Other Company Departments

FIGURE 22
Number of Respondents by Economic Sector

Statista Market Research (2025) among business travel decision-makers (n = 803)

Industry
254

Services Public Sector
58497

As in previous years, the target population of the 
study includes all companies based in Germany 
– including those with international operations, 
as well as public sector organizations with 
at least ten employees. Based on these 
criteria, a quota was established across four 
industry categories: 30% industry and 70% 
services (including 7% from the public sector). 
Additionally, balanced representation across 
four company size brackets was ensured. 

From this population, a random sample was 
drawn. Between January and April 2025, a total 
of 803 computer-assisted telephone and online 
interviews were conducted with individuals 
either responsible for managing business 
travel or organizationally authorized to provide 
the relevant data. 

The responses to qualitative questions reflect 
the situation at the time of the survey. All other 
figures refer to data for the whole of 2024. 

For the calculation of percentage changes, exact 
values were used (e.g. the annual total costs for 
business travel). As a result, minor discrepancies 
may occur when recalculating using rounded 
figures from the text or illustrations.

Methodology

9 | Methodology
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The Research Team

Since 2003, the Verband Deutsches Reise
management e. V. (VDR – German Business 
Travel Association) has defined the fundamental 
structure of this report as its publisher, in 
consultation with its members. In addition, the 
association selects current topics of interest, 
some of which are based on suggestions 
from readers. The data preparation, editorial 

realization, and organizational coordination of 
the study project are carried out by Statista+ 
and the VDR Service GmbH. Members of the 
VDR Executive Board also contribute their 
expertise on a voluntary basis from the outset, 
joined, depending on the thematic focus, by 
heads of relevant VDR specialist committees. 

The Verband Deutsches Reisemanagement e. V. 

The Verband Deutsches Reisemanagement 
e. V. (VDR – German Business Travel 
Association) is Germany’s largest network for 
corporate mobility management, with more 
than 600  member companies. Together with 
its members and partners, the VDR works on 
solutions to make business travel sustainable, 
reliable, and safe. In dialogue with both 
industry and policymakers, the association 

represents the interests of its member 
companies and advocates for fair regulatory 
and competitive conditions. For over 50 
years, the VDR has been a trusted partner to 
German businesses – including SMEs, large 
corporations, organizations, and providers 
of business mobility – and today stands for 
an innovative and informative network for 
business mobility.

VDR BUSINESS TRAVEL REPORT 2025
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