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MAINTAINING AND SHAPING BUSINESS MOBILITY

The business travel and event industry is growing again;
the (most recent) crisis is over. But the German economy
can also thank the sound judgment of that industry’s
key players for its continued competitiveness. With pro-
fessional interdisciplinary skills allowing them to handle
the diverse demands of technology, travellers and the
day-to-day business, travel managers help to maintain
their companies’ competitive edge. The growth in
business travel volume forecast last year has now come
to pass, with a further step-up anticipated in the future.
And yet this should not open the floodgates for explo-
ding costs — there’s no going back to “business travel as
usual”. Sudden events are capable of reversing the state
of the global economy virtually overnight. That's why
active shaping of the conditions for successful business
mobility management is needed on all levels — through

knowledge transfer, ideas and initiatives. VDR — The
German Business Travel Association stood by its members
as a farsighted and reliable partner during the crisis.

In times of turnaround, it picks up on trends early on
and sensitises travel managers to the new demands and
challenges they will be facing.

What do the central business travel processes look like
today, and how will they change in the future? Which
skills and tools would travel managers like to have under
their belt? Can mobile applications effect a “genetic
change”? Take the time for a calm look back over past
developments — and sharpen your awareness of the
challenges to come — with the representative findings

of this, the ninth, VDR Business Travel Report.




IMPORTANT RESULTS AT A GLANCE

The key data:

€ In 2010 there were 8.1 million business travellers.’

154.8 million business trips led to spending in the amount of

*
€ 43.5 billion Euros translated into
L

127 Euros per business traveller per day.

Cautious growth

To an even greater extent than the economy as a whole,
the business travel market showed signs of recovery in
2010. Last year 60% of those affected by the economic
and financial crisis indicated that travel restrictions
would continue to be in place and alternatives sought
despite the upswing. This prudence enabled travel
managers to protect their companies from automatic
cost escalation. Are we witnessing a turning point, with
travel managers playing a stronger role in shaping
business mobility? (Figures 1, 2 and 5, Table 1, pages 5
and 7).

Large companies demonstrate efficiency

In terms of company size, business travel has picked up
particularly among the smaller businesses. Larger com-
panies by contrast have acted cautiously and increased
their travel volume only by 1.8%. And they have done
so efficiently: despite their higher travel volume, larger
companies managed to reduce travel spend by 3.8%.
A similar picture can be seen in the public sector: large
organisations have kept costs down (+0.7%), while the
smaller ones found this more difficult (+8.6%) (Figure 2,
page 5).

European scenario becomes a reality

As VDR predicted in various places, the demand for
regional services and products is climbing. As a conse-
quence, Europe has been gaining market share amongst
German business travellers ever since 2005. Up to now,
mainly domestic destinations have noticed a substitution
effect through technology-assisted travel alternatives
(Figure 4, page 6 and the VDR Business Travel Report
2009, Section 7 “Development of business travel volume
— expectations for 2009 and subsequent scenarios”).

With a cherry on top

Longer trips, more overnight stays and increased book-
ings in the 4- to 5-star categories — business travellers
are compensating for years of going without any luxury
on the trip there and back by enjoying a more pleasant
stay at their destination (Figures 7 and 9 page 9 f. and
the VDR Business Travel Report 2010, Section 4 “Air
travel booking classes”).
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- 6.8% | 8.7 million business travellers
+ 6.7% | 145.1 million business trips
+ 5.7% | 41.1 billion Euros

-10.4% | 142 Euros

- /

Dream versus reality?

Nine out of ten travel managers in general advocate
the use of a travel management system. And yet, “on
the other end of the line” are frequently the suppliers
themselves (Figures 18 and 20, pages 16 and 17).

Trend toward mobile services

Visiting a business partner without a mobile phone in
hand? A three-day business trip with no online access?
Not so long ago, that used to be the rule - but today,
it's simply inconceivable. Business travellers put trends
like mobile applications on their smartphones to the
acid test. Three out of five travel managers at German
companies believe that mobile applications deliver
added value - and are ready to pay for sound solutions
offering solid benefits (Figures 13 to 15, page 13 f.).

Trust is good, control is better

Growth is in sight for the coming year as well, but
business trips remain a matter for executive attention.
There is still money to be saved in the area of over-
night stays, because fewer than half of all companies
exert control over accommodations costs throughout
the year (Figures 11, 12 and 25, pages 11, 12 and 19).

Beam me up, Scotty!

We're still light years away from teleportation a la
Captain Kirk — but seamless chains of travel services
will nonetheless gain in importance in future for the
majority of travel managers. They want to book a
business trip from a single source, via one channel
or one supplier only. “Spot buying” with globally
integrated mobile applications and influencing
business travellers “anytime, anywhere” can't be far
off (Figures 22 to 24, page 18).

'Employees of a company or public-sector organisation who take at least one business trip a year.
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2 BUSINESS TRAVEL: FACTS AND FIGURES

Quantity

The German economy once again saw healthy growth in 2010. The 3.6% rise in gross domestic product (GDP)
adjusted for prices was the strongest since reunification. Just one year ago, Germany experienced its worst recession
in the post-war era, with GDP adjusted for prices taking a nosedive of 4.7%.2

To a still greater extent than the economy as a whole, the business travel market began to recover in 2010. After a

decline of 11% in the year of the recession, the number of business trips in companies with ten or more employees

went up by 6.7% from 2009 to 2010. A five-year overview reveals, however, that the level reached in boom year
2007 has by no means been regained yet. One lesson

Number of business trips in 2006-2010 learned from the crisis is apparently to reduce business
travel.
200 — million ) ) ]
“How many business trips were undertaken in your
business/your organisation in 2010?"
150 —
Dividing businesses into two size categories and
100 - leaving out the public sector, business trips have
increased above all in smaller companies® - by 9.1%.
50 Larger firms with more than 500 employees have
reacted with great caution, allowing travel volume
to rise by only 1.8%. In the public sector, the volume
0 growth seen last year due to the windfall of the
) economic stimulus package stagnated in 2010.
Figure 1
Costs

“How high were total business trip expenses in 2010?"

With a rise of 5.7%, overall business travel costs went up to a lesser degree than the number of trips. Costs totalled
43.5 billion Euros, still lower than in previous years. As already suspected in the turbulent year 2009, a recovery in
demand does not automatically mean a return to previous business practices — in synchrony with the economic
upswing.* It remains to be seen in the coming years whether the level of travel spend in 2006/2007 will be attained
again, or whether, instead, a turning point has come: toward a greater role played by management in shaping
business mobility.

Larger companies with over 500 employees have

Total cost of business travel in 2006-2010 demonstrated efficiency: despite their higher travel

2006

Figure 2

Organisations with

2007 2008 2009 2010

over 500 employees
H 10-500 employees

billion € volume, they managed to reduce travel spend by 3.8%.
| Total: Total: Total: Total: A similar development was seen in the public sector:
50— 474 48.7 46.6 Total: 435 large organisations were able to keep costs in check
8.7 9.6 98 411 (+0.7%), while the smaller ones found this difficult (+8.6%).

Note: Any journey undertaken for purposes of business
that is recorded on the basis of expense reports counts
in this study as a business trip. The duration, purpose,

distance and destination of the journey and the professional

status of the travellers are insignificant here. As soon as

expenditures are charged to the company as business travel

expenses, they are counted in these figures. For further
definitions of the terms used here, please see the VDR

Business Travel Reports from 2003-2006 (German originals).

2See press release published by The Federal Statistical Office, Wiesbaden, 12 January 2011.

*Small- to medium-sized enterprises (SMEs) are companies with 10 to 250 employees. When we speak of “smaller businesses” in this analysis, we mean
companies with 10-500 employees. See VDR Business Travel Report 2006, p. 40 “Begriffserlauterungen A-Z” (German original).

“See VDR Business Travel Report 2009, Section 7 “Development of business travel volume - Expectations for 2009 and subsequent scenarios”.




Duration

“How long do business trips last?”

Business trips were much longer in
2010, increasing to an average 2.4 days.
One in five trips lasted four days or
longer. This reflects a need to catch up
on foreign travel, but also the consoli-
dation of separate trips into longer
ones. Business trips without overnight
stay were at a low last seen in 2005.

A further reason for longer trips overall
can be found if we take a closer look at
the destination regions.

Destination regions

Duration of business trips in 2006-2010

100% —
16% 19% 21% 18% 22%
80% —
35% 35% 30% 31% 339
60% —
) ) 51%
40% —| 49% 46% 49% o e
20% —
0% | | |
2006 2007 2008 2009 2010
2.2 02.3 02.3 2.2 024
upto 1day [l 2-3days 4 or more days
o Average duration of the business trip in days
Figure 3 - excl. PS -

“How are business trips distributed between the destination regions Germany, Europe and

intercontinental?”

Domestic trips still make up the lion’s share of German business travel. Compared to 2005, however,
European travel has also picked up substantially (by 33%). Intercontinental destinations saw a 3% rise.

Total number of business trips
by destination region in 2005/2010

Although the USA and China were
named as the “most important” foreign
business destinations in 2010, travel
volumes are increasingly being distri-

Organisations with

Figure 4

over 500 employees
Hl 10-500 employees

million
140 — Total: buted among the countries of Europe —
Total: . . . 1
120 1735 14417 Wl'th. elg_ht of them making the hit I|§t of
11.92 destinations abroad.’ Large companies
100 — &0 with over 500 employees made an
80— above-average contribution to this
development. Their trips to European
60— Total: ;c;tg;: destinations were up by 51% this year.
40— 21.02 5_'30 Bt;; Btgg Smaller businesses undertook fewer
20 3.51 509 584 busmes§ trips on the whole.ln a six-year
: - comparison. Growth was witnessed only
0 for European travel.
2005 2010 2005 2010 2005 2010
G;rfmany Eu:gpe Intercontinental In the public sector 87% of travel took

place within Germany, and 13% abroad.
Compared with 2005, trips abroad have
gained in significance.

*See VDR Business Travel Report 2010, Section 5 “Destination countries”.



3 STRUCTURE OF BUSINESS TRAVEL COSTS

Average cost of business travel “What is the average cost of a business trip?”

One of the most interesting developments can - .

be seen in the average cost of a business trip: Average cost per business trip in 2006-2010

it has gone down continuously since 2006. 400 € —

By 20009, a strong reduction in travel volume

seemed to mean that the savings options had 300 € —

been exhausted, and average costs stagnated.

In “year one"” after the recession, however, the 200 € —

negotiating power of travel managers is once

again coming to the fore. The number of business 100 € -

trips has gone up and expenditures have been

kept in check, leading to a further 2% reduction 0—

in average costs. 2006 2007 2008 2009 2010
Figure 5 - excl. PS -

“"What did companies spend on average for business travel?”
“"What influence does travel management have on travel spend?”

Average business travel spend in 2009/2010

Average business Change...
travel costs

Companies with 2009 2010 in average in average Share of
business business companies with
travel costs travel volume | travel managers

in 2010
10-500 employees 96,000 € 103,000 € +7% +8% 25%
over 500 employees 2,250,000 € 2,221,000 € -1% +4% 56%
Table 1 - excl. PS -

Spiralling prices in a recovering economy put travel managers under pressure. But they have met the challenge
professionally. In larger companies average travel costs largely remained stable even though suitcases were being
packed more often. In smaller businesses with up to 500 employees, costs more or less kept pace with business travel
volume.

A comparison between business and holiday travel®: total costs and daily expenditures in 2006—2010

Germans kept a tight hold on their

Key figure Business travel Holiday travel purse strings during business trips in

Total costs per year 2010 43.5bn. € 54.8 bn. € 201_0’ only t_o then splash out W.hen on
2009 411 bn. € 53.1 bn. € holiday. Business travel expenditures
2008 46.6 bn. € 53.3 bn. € were planned prudently and distributed
2007 48.7 bn. € 50.9 bn. € over several days: a business traveller
2006 474 bn. € 53.9 bn. € spent an average of 127 Euros per day

in 2010. At the same time, more holiday

Daily expenditure per person 2010 127 € 70 € flights and hotel stays, while the

per day 2009 142 € 67 € average duration of the trips remained
2008 135€ 67 € the same, resulted in the highest
2007 137€ 65€ amount of holiday expenditures since
2006 148 € 66 € yexp

2006.

Table 2

¢Own calculations based on F.U.R, Hamburg/Kiel: Reiseanalysen 2007—2011. Business trip expenditure per person per day: only businesses, excluding public sector.
Holiday trips lasting 5 days or longer. To enable comparisons, the statistical universe “Germans” is used starting with the 2011 report.




Cost areas

Taking the long view, the structure of business travel spend has remained stable. Suppliers have all
felt the positive effects of the upswing. Expenditures on rail travel and meals even surpassed the
2008 level. Companies continue to steer their travellers into the Economy and Premium Economy
classes for intercontinental flights and to put up resistance to the extra costs charged by airlines for
ancillary services.

The money spent on overnight stays has gone up by 15.5%. This increase reflects the greater number
of business trips being taken, their longer average duration and a loosening of restrictions on the
multiple-star hotel categories. Car hire companies did marginally better this past year. And the
restaurant business is doubtless one of the winners following the crisis: business travellers consumed
one billion Euros more in food in 2010.” A welcome development from the management point of
view is that the miscellaneous area of “other costs” could be effectively pruned this year, sinking to
the lowest share since 2006.2

“"What were the totals for the different cost areas in your company/your organisation?”

Total costs of business travel broken down by cost areas in 2009-2010

2009 2010
Total: 41.1 billion € Total: 43.5 billion €

9.7 bn. € 49bn. € 1.2 2“- € 5.4 bn. €
(24%) (12%) (26%) (12.5%)

46 bn. €
(10.5%)

3.4bn. €
(8%)

3.5 b:‘- € 38bn. €
(13%) %)

6.7 bn. €

(16%) 7.15bn. €

10.9 bn. € (16%) 11.35 bn. €
(27%) (26%)

M Flights Rail Hired cars M Hotels Meals Other costs

Figure 6

’See seasonal tourism survey conducted in spring 2010 by the Deutscher Industrie- und Handelskammertag (DIHK):
“Erwartungen an die Sommersaison 2010 - Bilanz der Wintersaison 2009/10".
#To find out which costs fall under this category, see the VDR Business Travel Report 2010, Figure 6, page 8.



4 OVERNIGHT STAYS

Development of overnight stays and turnover

“How many overnight stays® did the business trips taken for
your company/your organisation include?”

) ) In 2010 business travellers for German
Number of overnight stays in 2006-2010 organisations made 7.7% more overnight
million . Total: Total: Total: T;ga;: stays than in the previous year: the ovclerall
60 T°1ta'- 55.6 57.6 54.5 : number rose to 58.7 million. Longer trips
>1.9 16.0 16.2 14.6 14.9 took on renewed importance. Although
e travellers in smaller companies with 10 to
40 500 employees stayed overnight more often
than in any year since 2006, no cost explosion
took place on the overall market.
20 —
0 —
2006 2007 2008 2009 2010
Organisations with over 500 employees
M 10-500 employees
Figure 7

“How is the number of overnight stays distributed between
domestic and foreign accommodations?”

The distribution pattern for

business-related stays in Number of overnight stays in Germany and abroad in 2009-2010

Germany and abroad has not million

changed: two out of three room 50

nights are booked in domestic Total: Total:
accommodations. German 38.4 39.8

business travellers spent a 40

total of 39.8 million nights in
domestic accommodations in
2010, reaching the level seen

in 2008. Smaller companies with
up to 500 employees accounted
for a plus of 2.3 million.

10.4 9.5

While foreign travel was still
strictly curtailed last year,
accommodations abroad have

now made their way back to _ Stays Stays . Stays Stays
.. in Germany abroad in Germany abroad
the double-digit growth rates
they enjoyed before the crisis Y Y
(+17.4%). 2009 2010
Organisations with [l 10-500 employees over 500 employees

Figure 8

°Number of overnight stays = room nights.




“What turnover was generated by overnight stays?”

Turnover for overnight stays (room nights) by business travellers in Germany and abroad in 2007-2010

Turnover 2007 2008 2009 2010

Germany 8.6 bn. € 8.0bn. € 6.85 bn. € 7.7 bn. €

abroad 3.1bn. € 3.5bn. € 2.85bn. € 3.5bn. €
Table 3

With regard to turnover, German hotels did better in percentage terms than the mere volume growth
would indicate. While overnight stays were up in 2010 by 3.6% over 2009, there was 12.4% more money
in the cash register. Due to the strong pressure on turnover between 2007 and 2009, German hotels have
raised their prices again. Outside Germany, turnover rose by 22.8%, with 17.4% more room nights.

This development can be attributed in a part to a shift toward higher hotel categories (see Figure 9).

The average worldwide cost of an overnight stay, taking into account all types and categories of
accommodations, went up by 5 Euros in 2010 to 126 Euros (+4.1%)."

Accommodation categories

"Which accommodation categories are booked by your business?”

Accommodation categories on business trips in 2009-2010

2009 2010
Total: 54.5 million overnight stays Total: 58.7 million overnight stays
2.8 mil.
(5%) 5.3 mil.
1.45 mil. (9%)
(3%) 1.15 mil.

(2%)

4.15 mil.
(7%)

5.05 mil.
(9%) 22.3 Mio.
(38%)

19.1 mil.
(35%)

26.1 mil.

(48%)

1 and 2 stars (Economy) 4 and 4+ stars (Upper Midscale/Upscale)
M 3 stars (Midscale) 5 stars or more (Upper Upscale)
Figure 9 B other accommodation categories

A marked shift was seen in accommodation categories toward 4-star hotels. And nearly twice as many
travellers as in the past four years went for “Upper Upscale” hotels with 5 stars. After already suffering

a "blood-letting” between 2008 and 2009, with three million fewer room nights, the 3-star hotels have
ceded further ground. Bookings have likewise declined in 1- and 2-star hotels and the “other” categories.

*Wherever data on the number of overnight stays as well as the costs could be provided, this was used for the calculation. A calculation based on total
overnight stays and turnover as well as a forecast of differentiated average prices between Germany and abroad is not possible.




Business travellers in the public sector are generally booking accommodations with 3 stars or fewer more
often (60%). But here as well a general shift has taken place within the past year toward higher categories.

Accommodation categories on business trips
in Germany and abroad in 2010

Germany | 8% 47% 34.5% 2.5% For domestic trips in particular, the
higher-category establishments

- welcomed more German business

travellers this past year. When Germans
Abroad (4% 37% 44% 2% take business trips abroad, they also
tend to stay — as in past years —
T T

| | | primarily in 4-star hotels. In 2010
0% 20% 40% 60 % 80% 100 % foreign 5-star hotels profited from a
jump of five percentage points in the

1 and 2 stars (Economy) B 5 stars or more number of German guests. The overall
B 3 stars (Midscale) (Upper Upscale) picture has hardly changed, though:
4 and 4+ stars M other accommodation stays in 4- or 5-star hotels made up
(Upper Midscale/Upscale) categories 57% of all room nights abroad in 2010,
Figure 10 while in 2009 the share was 56%.

Controlling accommodation costs

Controlling of hotel costs during the year, which would allow travel managers to recognise any variances from the
target, is conducted in fewer than half of all companies. And yet a semi-annual or quarterly check to ascertain any
deviation from the targeted annual accommodation costs would certainly facilitate effective cost control.

Many companies are perhaps
lacking the proper tools for
consistently and transparently
tracking the often difficult-
to-standardise area of hotel

“Do you use a controlling system to keep track of accommodation costs
during the year?”

costs. Differences between Controlling for accommodation costs
domestic and foreign
accommodations, in Companies with

the way management
information is supplied
by chains or individual
hotels, as well as varying

over 1,500 employees

price strategies and 501-1,500 employees
brand changes can make
controlling difficult. 251-500 employees

10-250 employees

[ I I I I |
0% 20% 40% 60 % 80% 100 %

B Yes M No

Figure 11 - excl. PS -




TRAVEL MANAGEMENT PROCESSES

Deployment of travel management

"Who establishes travel policy in your company, negotiates with travel agencies and suppliers, steers and
controls travel spend?”

Responsibility for core business travel management tasks in 2007/2011

0,
Management ﬁ

31%

Travel Manager or Travel Office l o aw

30%

Executive Secreta ry/ASSiStant _

21%

Finance/Budget _

Auditing/Controlling 18%

Purchasing | 1005
Human Resources _

5%

Other department _

2%

Outsourced
2%
0% 10% 20% 30% 40 % 50 % 60 % 70%
[ 2007 2011
- excl. PS -
Figure 12 - multiple choices possible -

Business travel remains a management issue and — particularly at SMEs — executive secretaries are increasingly
assuming the role of competence centres for the core travel management tasks. Their significance has

gone up four percentage points over last year. In 63% of companies with over 1,500 employees, travel
management is today defined as a separate area of responsibility. In view of its impact on costs, more and
more finance departments also have a say in travel management —in 2011 one in five.

12 VDR Business Travel Report 2011, Copyright © Verband Deutsches Reisemanagement e.V. (VDR) 2011




Mobile applications™

“Do you think mobile applications offer added value for your business travellers?”

Business travellers are trendsetters and added-value
testers for all of those technological success stories we
can no longer imagine living without: mobile phones,
laptops, wireless networks, web and video conferencing,
and other innovations designed to facilitate doing
business on the go. Overall, three out of five travel
managers in German companies agree that mobile
applications (“apps” for short) deliver added value for
their travellers.

In 2010 German mobile phone users loaded some 900
million apps onto their smartphones. Nearly 90% were
free of charge. With 110 million fee-based applications
on offer, a turnover of 357 million Euros was made in
2010 (+88% compared to last year). The average price
was 3.25 Euros.” But are companies also willing to pay
for apps? After all, switching processes and integrating
new software costs money.

Opinion on added value offered
by mobile applications

100% —
50% 39% 37% 28%
80% —
72%
60% —
40% —
20%
0%
10-250 251-500 501-1,500  over 1,500
employees employees employees employees
M Yes, they do deliver added value
No, they do not deliver added value
Figure 13 - excl. PS -

Willingnesss to pay for mobile applications

Companies with

over 1,500 employees

501-1,500 employees

251-500 employees

10-250 employees

“Would your company be
willing to pay for such mobile
applications?”

Of those companies that
believe the new apps deliver
added value, nearly half (44%)
are prepared to shell out to
equip their business travellers
with useful mobile appli-
cations. These might be used
for example to book, cancel or
change travel plans, or to

I
0% 10% 20% 30% 40%

Figure 14

- only companies that believe mobile applications deliver added value -

access important information
en route, such as traffic reports
or news of delays.

|
50% 60% 70%

- excl. PS -

The willingness to pay increases with the size of the company. In the public sector one in three organisations (34%)

answered this question affirmatively.

For practical assistance in deciding what they really need, companies can turn to VDR’s Technology Committee.

The committee members examine available offerings to see whether they respond to the needs of IT and travel
managers and are also user-friendly. At its 2011 Spring Mobility and Travel Management Conference, VDR found out
that business travellers today are mainly looking for mobile applications with consolidated information concerning
their trip. The committee is currently putting together a VDR checklist to support companies when introducing

mobile travel applications.

""Information and communication services that can be used on personal mobile devices such as mobile phones (so-called “smartphones”) or PDAs.
2See Bundesverband Informationswirtschaft, Telekommunikation und neue Medien e.V. (BITKOM): press information from 14 February 2011.




“How will the importance of mobile applications for
business travellers change in the next three to five

years?”

One thing is clear: German travel managers believe
that business mobility will in future increasingly be
managed using smartphones. That's the conclusion
drawn by eight out of ten respondents. In addition

to the growing availability of apps, the driving force
behind this development is above all the fusion of
users’ work and leisure-time online habits: interactivity
and social media have simply become part of everyday

life. An additional driver is the

opportunity to make

more productive use of travel time."

Future outlook for mobile applications

M Importance will increase
Importance will decrease

Importance will stay the same

- excl. PS -

Figure 16

Figure 15
Use of credit cards
Corporate cards
55%
Private employee credit cards
41%
One central credit card
charged to company 41%
Company cards
pany 40%
None
7%
0% 20% 40% 60 %
Companies with M 10-500 employees over 500 employees
- excl. PS -

- multiple choices possible -

Credit cards

“Does your company use
credit cards for travel expense
accounting?”

Over half of the larger compa-
nies surveyed (55%) make use of
“corporate cards”, i.e. personal
credit cards where the traveller
is cardholder. The amount may
be first charged either to his
private account or the company
account, even though the
invoice is addressed to the
employee. In smaller companies
in particular, so-called “company
cards” play only a minor role
these day. These ensure the
centralised expensing of travel
services by booking them to a
credit card stored with a travel
agent.”

In companies with a separate travel management department the use of corporate and company cards is in general

much more common.

3See BCD Travel: Changing the DNA of Managed Travel, White Paper, Utrecht 2010 and a press release issued by Heilbronn University titled: “Wie verandern mobile
Applikationen den Geschaftsreisealltag?”, Heilbronn, March 2011.

'“See VDR glossary at www.vdr-service.de.




“"Which services does the traveller pay for with a corporate card while on a business trip?”

Services charged to corporate cards
Hotels 88%
Hired cars 70%
Fuel 65%
Meals 65%
Rail 63%
Parking 62%
Taxis and public transport 60%
Flights 60%
Internet/WLAN use 47%
Telephone 44%
Participants’ fees 43%
Travel agency service fees 31%
Gifts/courtesies 30%
[ [ [ [ |
0% 20% 40% 60 % 80% 100 %
- excl. PS -
- multiple choices possible -
Figure 17 - only businesses that use corporate cards -

Looking at the two major cost blocks of hotels and flights (see Figure 6), differences in payment method are
apparent: in 88% of companies that put corporate cards at the disposal of their business travellers, the card is
used to pay for overnight stays. In companies with a special department devoted to travel management, smaller
items such as internet use, phone, taxis and participants’ fees are also frequently paid using corporate cards.

Although 60% of businesses use corporate cards to pay for flights, company cards are used more frequently for
this purpose in the bigger companies, as flights are more often booked with the help of a travel agency.




Opinions of travel managers

“To what extent do you agree with the following statements?”

Nine out of ten travel managers advocate in general the use of a travel management system. But machines
can't do everything: 82% view travel agencies as a very important source of advice — in all matters concerning
business travel management. Of the companies with international operations, a clear majority believe that
standardised processes for travel expense accounting are important, no matter where these costs are incurred.
These results demonstrate just the opposite of the trend reported in the past two years — that travel managers
were often involved in routine tasks and general administration.

Modern technologies and competent travel agent partners working together efficiently for the benefit of cor-
porate clients and their business travellers can save time that can then be devoted to more important matters.

Opinions of travel managers

In my opinion, using a travel management system
yields tangible process advantages 56% 34.5% 6% M 3.5%
and hence cost savings.

The travel agency is a very important adviser in all . . ) ,
matters of travel management. 46% 36% 1% Al

As a company with international operations,
travel expense accounting processes standardised 46.5% 43% i/5 4%
internationally/globally are important to us. ¢

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

Agree completely Tend to agree Tend to disagree M Don't agree at all
- excl. PS -
Figure 18 - travel managers only -

6 BOOKING CHANNELS

Responsibility

“Who books business trips Responsibility for booking business travel

in your company?”

|

Secretary/Assistant

Once a trip has been planned, 72%
an assistant usually carries out

the actual booking in most com-

panies. Half of business travellers Traveller 52%

also book their own travel. In
0 .
43% of tI\e larger companies A central company 26%
and one in four of the smaller department
ones, there is a special travel
department. Depending on the

43%

corporate travel policy, the tools 0% 20% 40% 60% 80%
available, as well as the com-

plexity and urgency of the trip, Companies with M 10-500 employees over 500 employees

several departments or persons - exdl. PS -

H Fi 1 - i i ible -
may be involved. igure 19 multiple choices possible
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Booking recipients

“"Where are business trips booked?”

“On the other end of the line” today is usually the hotel, airline, rail service or car hire company.
They might be contacted via a website, email, phone or fax, or using a ticket machine or mobile application.

The trend seen in past
years toward online
bookings still continues.
A stationary travel agency
receives somewhat over
half of all bookings today,
although a closer look at
exactly which services are
being booked would

lead to very different
conclusions.” In larger
firms, online travel
agencies are used about
as often as stationary
ones — 57% of the time.
These are followed by
specialised online travel
service providers such as
Flug.de, Hotel Reservation
Service (HRS), hotel.de,
ehotel.de, mietwagen.de.

Booking recipients

Supplier

Stationary travel agency

Online travel agency

Online provider
of travel services

Travel management system

|

36%

I3%

16%

81%
72%

53%

57%

45%
57%

42%

0%

Companies with

Figure 20

[
20%

M 10-500 employees

[ [ [ |
40% 60 % 80% 100 %

over 500 employees

- excl. PS -
- multiple choices possible -

Booking channels for accommodations

“Does your company require that a specific booking channel be used for hotels?”

Prescribed booking channel for overnight stays
Companies with
Over 500 employees A1 % 59%
10-500 employees 25% 75%
[ I I I |
0% 20% 40 % 60 % 80 % 100 %
B Yes No
Figure 21 - excl. PS -

“See VDR Business Travel Report 2006, Section 4.6 “Booking channels”.

Most businesses do not
prescribe a particular booking
channel for accommodations.

In larger companies there is
often a travel manager or travel
policy, which is why a greater
share prescribes a specific
booking channel (41%).




Travel managers look to the future

For the majority of travel managers, “door to door”
booking options will become more important in
future. By this they mean a seamless service chain for
the business trip, with all services bookable from a
single source via one booking channel or supplier.

The selection of which Global Distribution System to
use is also becoming more dynamic thanks to travel
managers, as steering by means of negotiated rates
is increasingly being replaced by daily pricing, known
as “spot buying”. In 2006 only half of all companies
found spot buying important — now the share is
69%.'¢

The best prices, worldwide availability and ease of
booking — with today’s mobile applications, the
significance of being able to influence business
travellers “anytime, anywhere” with integrated
offerings is growing.

The future importance of
“door to door” booking options

M Importance will increase Importance will stay the same
Importance will decrease

- excl. PS -
Figure 22 - travel managers only -

“My influence on the selection of the booking
system (Global Distribution System, GDS) in our
travel agency will grow”

30%
37%

24%

Agree completely
Tend to disagree

Tend to agree
M Don't agree at all

- excl. PS -
Figure 23 - travel managers only -

“The use of spot buying will in future replace
negotiated rates”

44% 25%

Agree completely
Tend to disagree

Tend to agree
M Don‘t agree at all

- excl. PS -
Figure 24 - travel managers only -

Taken together, all three findings point in the same direction: the world of travel management is becoming more
complex, faster-paced, more technical, more comprehensive and, with the right systems to support the processes,
more effective for all those involved: economical, sustainable, efficient, transparent and pleasant. A travel-intensive
business that understands the significance of, and potential for, intelligently shaping business travel will no longer be
able to get by in future without comprehensive mobility management.

'*See VDR Business Travel Report 2006, Section 6.3 “Negotiations and daily rates”.
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7 DEVELOPMENT OF BUSINESS TRAVEL VOLUME

Expectations for 2012

“How will the number of business trips change in your company in 2012 compared to 2011?”

Estimated development of overnight stays and modes of transport in 2012

Rail 15% 55% 25% 5%
I I I I |
0% 20% 40% 60 % 80 % 100 %
decrease M stay the same increase can't predict
Figure 25 - excl. PS -

For the hotel business and above all for airlines, the forecast has never been this positive: more than 30% of those
surveyed anticipate increased bookings. The economic upswing and the confidence that further growth will be seen
in the coming year are reflected plainly in the expectations of those who make the decisions on German business
travel. This group proves year after year that they are one of the most sensitive barometers of the state of the
economy. By taking action long before the downturn, they equipped themselves well during the crisis to handle the
new wave of growth that came in its wake, and now they continue to hold the rudder firmly in hand. For despite
their faith in the present situation, travel managers know all too well that world events — natural disasters, political
upheaval, new terrorist threats — can impact business travel again on short notice. Reacting prudently to growth,
being prepared even before the next incident to intervene effectively — these are management tasks that prove their
value day after day.

THE RESEARCH TEAM FOR THE VDR BUSINESS TRAVEL REPORT
GERMANY 2011

VDR - The German Business Travel Association, the publisher of this report, has defined the basic structure of the
analysis and selected topical questions in consultation with its members. United Research AG is responsible for the
field work and the scientific evaluation of the primary data, which is gathered by the MKT company. The VDR core
team of Kathrin Wilger and Andrea Bonell has been working together with the project manager Kirsi Hyvarinen since
2003 for the expert analysis, reporting and organisational supervision of this study project.

VDR - THE GERMAN BUSINESS TRAVEL ASSOCIATION

VDR represents the interests of German business with respect to all aspects of business travel management.
The aim is to ensure that worldwide business travel is efficient, economical, safe and unimpeded. With over
500 member companies, the German Business Travel Association represents a total business travel turnover of
more than ten billion Euros per year.




METHODOLOGY

As in previous years, the statistical universe for the VDR Business Travel Report is constituted by all businesses that
have their principal place of business 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 well represented. Equal weight
is given to the four different size categories. Due to the differences between the private sector (“businesses”) and
the public sector, most results are presented separately. The corresponding data basis is made clear in the respective
passages:

€ When reference is made to businesses or companies, this excludes the public sector (“— excl. PS -").
€ When reference is made to organisations, this means both businesses and institutions in the public sector.

A random sample was taken from this statistical universe. Between January and March 2011, 800 computer-assisted
telephone interviews were conducted with persons who are responsible for managing business travel or authorised
by their organisations to provide the relevant data.

Areas of responsibility of the respondents in 2011

Executive Secretary/
Assistant/Office Manager

Travel Manager

Finance/Budget

Human Resources

Management

Purchasing

Auditing/Controlling

Other job

I I I I I I I |
0% 5% 10% 15% 20% 25% 30% 35%

Figure 26 - multiple choices possible -

The responses to qualitative questions reflect the situation at the time of the survey, while all others are based on
the 2010 figures. All extrapolations without reference to secondary sources are based on a special evaluation of the
statistics of the German Federal Employment Agency (see Table 4, page 21).

The following organisational 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 more than 1,500 employees
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Number of organisations in Germany and their employees
according to size categories and business sectors (change in economic sector WZ 03)

Organisational size category (organisations with ...... employees)
10-250 251-500 501-1,500 over 1,500 Total
Organi- Organi- Organi- Organi- Organi-
sations Employees sations Employees sations Employees sations Employees sations Employees
Total |390,035| 13,818,570 8,125 | 2,794,031 3,960 | 3,123,285 1,044 | 2,996,638 | 403,164 | 22,732,524

- as of: 2010 -
Table 4 - not including organisations with 1-9 employees -

Source: own calculations, based on statistics from the Federal Employment Agency, Data Centre, Nuremberg, 2009.
Calculated according to the economic sectors WZ08 (2009 and 2010) and WZ03 (2008)

Note: The amendment of the “Statistical Classification of Economic Activities in the European Community” (NACE)
resulted in the list of economic sectors put together in 2003 (Revision 1.1) being replaced in 2008 by NACE Revision 2.
Starting with reporting year 2009, indicators have no longer been available for the formerly used classification
according to Rev. 1.1. As the two systems are not identical, there are some systematic differences with regard to the
number of organisations included. The extrapolations formerly made in the VDR Business Travel Report were based
on the organisations as classified in Rev. 1.1, meaning that no direct comparison can be made with the organisations
as listed in Rev 2. The extrapolations for the year 2010 are therefore based on the figures last recorded in reporting
year 2008 for Rev. 1.1. Changes with regard to the number of organisations for the period from 2009 to 2010 were
taken into account by applying changes in Rev. 2 for this period to comparable economic sectors in Rev. 1.1.

Sectors of the respondents in 2011

0/ —
100% M trade/installation and repair

of vehicles and durable goods

manufacturing industry

0/ —i
80% M other public and
personal services

public administration/
60 % — defence/social security
healthcare, veterinary,
social

40 % — credit and insurance industry

building and construction

M hotel and restaurant industry

0/ —i
20% education

5%

5% traffic/new media (1%)

2%

0% = real estate and housing/

property rentals (1%)

Figure 27




IMPRINT

This study in German and English (published in 2007-
2011), together with Management Summaries in German
and English for the years 2003-2006, are available free
of charge at: www.geschaeftsreiseanalyse.de

The contents of this document are protected by
copyright. Changes, abbreviated versions, additions
and supplements, any publication or translation,
commercial or educational use by third parties must
first be approved by VDR. Duplication is only permitted
for personal use and only on condition that this copy-
right notice is reproduced on the duplicated document
itself.

Quotations of the VDR Business Travel Report Germany
2011 are permitted, provided they contain a reference to
the source as well as to the secondary sources indicated
in the report. A file copy would be greatly appreciated.

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

Published by:

Verband Deutsches Reisemanagement e.V.
VDR - The German Business Travel Association
Darmstaedter Landstrasse 125

D-60598 Frankfurt/Main

Phone: +49 696952 290

Fax: +49 69 69 52 29 29
info@geschaeftsreiseanalyse.de
www.geschaeftsreiseanalyse.de
info@vdr-service.de

www.vdr-service.de

Copyright © Verband Deutsches
Reisemanagement e.V. (VDR) 2011
All rights reserved.

Original edition 2011

Produced by:

Gathof Druck GmbH
Anzengruberstrasse 12

D-63073 Offenbach/Main-Bieber
Phone: +49 69 89 14 39

Fax: +49 69 89 10 71
Gathof_druck@arcor.de

22





<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


