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“We are hitting 
a tipping point [in trav-
el management] where 
[buyers] have squeezed 
[out] most of the costs 
that can be squeezed, so 
experience is the next 
dynamic to work on.”

SME INSIDERS

BTN gathered two small and midsize enterprise travel managers to wade 
through the challenges of travel risk management for SMEs, then collected 
advice for those managers from TRM veterans. The results: plenty of take-
home value for travel management programs of all sizes.

PAGE 8

WorldAware director and senior advisor of 
critical operations, global assistance and re-
sponse Bob Howell believes terrorist attacks 
on hotels will increase and become more so-
phisticated. He spoke with BTN lodging editor 
Donna M. Airoldi about what corporate travel 
managers can do to mitigate the risk.

Why are hotel terrorist attacks becoming 
more dangerous?
Over the past couple years, Al-Shabab—which 
is one of the more prolifi c terrorist organizations 
in Africa, based out of Mogadishu, Somalia—has 
perfected their hotel attack modus operandi. 
They breach the hotel’s perimeter security with 
an explosive device—it could be an [improvised 
explosive devise] or a suicide bomber—then fol-
low with an assault team to cause as much death 
and destruction as possible. [The group has used 
this tactic multiple times in Mogadishu and in 
Nairobi in January 2019.] We fully expect to see 
the M.O. expand across the region and be adopt-
ed by other insurgent groups around the world.

This Risk Expert Expects 
Terrorist Attacks on Hotels 
to Rise

The Hotel Brands Travel 
Buyers Rated Highest On a scale of 1 to 6

Luxury: Fairmont 5.17
Upper-Upscale: Westin 5
Upscale: DoubleTree 4.88
Upper-Midscale: Fair� eld by Marriott 4.74
Midscale: Wingate by Wyndham 4.68
Upscale Extended Stay: Home2 Suites by Hilton 4.88
Midscale Extended Stay: TownPlace Suites by Marriott 4.59

FULL STORY ON PAGE 12

BTN’S 2019 HOTEL BRAND SURVEY

BY DONNA M. AIROLDI & CHRIS DAVIS

6 | Data Hub
How Companies 
Pay for Mobile 
Workers to   
Get Around

WORLDAWARE’S
BOB HOWELL 

Howell talks: 

• Terrorists’ hotel  
attack M.O.

• Hotel security  
assessments

• Mitigating risk
Vehicle allowances
Fixed & variable rate (fi xed for things like 
insurance & variable for things like fuel)

Reimburse per mile
Company-owned vehicles

23% 64%

8% 5%
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INTRODUCING SPLIT MY BILL
THE EXPENSE REPORT, SIMPLIFIED.

Now, when travelers add extra days, features, or 
upgrades to their car rental, it’s easier than ever 
to split what they add and what the company 
owes.

Easily click or tap the “Add” or “Modify” button, 
choose “Pay with another credit card” and see 
the total split up how they prefer. 

No more messy expense reports — 
Split My Bill keeps it simple.

©2019 Avis Rent A Car System, LLC
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Google plans to enable corporate-relevant flight 
search through its Google Flights metasearch product, 
according to sources who indicate the function will 
open initially for Google’s internal travel program and 
then for a wider market. How far Google chases the 
corporate travel sector remains to be seen. The search 
giant declined a request to elaborate on plans.

Yet, several sources familiar with the plans, each of 
whom spoke on the condition they not be named, said 
Google, as soon as this fall, will enable airlines and cor-
porate clients to include corporate identifiers on Google 
Flights, thereby allowing business travelers to shop cor-
porate negotiated fares on the metasearch site.

Google does not plan to function as a travel man-
agement company or a fulfillment shop, staying true to 
the metasearch model in which users shop on a com-
parison site, in this case Google Flights, and then drive 
the booking directly to a supplier site for ticketing.

On the user side, Google’s own internal travel 

program is the first adopter, according to a couple 
of sources. Googlers have used the term “dogfood-
ing” or “eating your own dog food” to describe how 
the company adopts and tests products or features 
internally before releasing them to a wider market. 
“Millions of people, including our own employees, 
use Google Flights to help book their travel, and 
we’re always looking for ways to improve the user 
experience,” a Google spokesperson said.

According to a source outside the company, 
Google is likely to expand the user base for Google 
Flights’ corporate-relevant flight search from internal 
testers to users of G Suite. The company’s B2B prod-
uct set includes services like email, calendars, docu-
ment sharing and collaboration tools. Sources out-
side the company said Google’s entry into corporate 
travel will start with flight shopping. It’s unclear if it 
plans to incorporate other features for corporate us-
ers like back-end data capture, policy management, 
preferred-supplier preferencing and hotel shopping.

One way for corporate users to close the loop from 
front-end flight search to back-end data management 
could be for businesses to tap a data-capture system 
like Traxo or SAP Concur’s TripLink, which funnel 
booking data from supplier websites into corporate 
travel information systems. After all, Google’s inter-
nal employee travel program last year turned on Trip-
Link to support data capture for American Airlines 
and United Airlines, according to a source. 

On the Horizon
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Google Flights Eyes   
Corporate Fare Shopping

      
 B Y  J AY  B O E H M E R 

JetBlue CEO Robin Hayes is ready to take on 
the “obscene” premium fares between the U.S. 
and London as the carrier prepares to launch its 
first European flights in 2021. At BTN Group’s 
recent The Beat Live conference, Hayes called 
air service to London an incredible opportunity 
for JetBlue amid an “erosion of competition.” 
He was referring to a decrease in competition 
on flights between London and the U.S. now 
that all major U.S. and European carriers are 
involved in joint ventures on such routes.

Fares between New York and London have 
been growing at a rate 8 to 9 percent higher than 
transcontinental fares, Hayes said. “[The fares] 
are really obscene compared with the true cost of 
providing the offering. Premium transcontinental 
fares are now about half of what they were before 
we came along, so we know we can win.”

JetBlue has been considering opportunities 
in Europe “for a while,” and long-range, nar-
rowbody Airbus 321 aircraft enabled it to hap-
pen, Hayes said. In addition to the range, the 
aircraft has a unit cost similar to widebody air-
craft; narrowbody aircraft typically have higher 
unit costs. The newer A321 is more efficient 
than other narrowbody planes, which provides 
the “cost advantage to offer significantly lower 
fares” on U.S.-London routes, he said.

The routes likely will attract sizable corporate 

business, Hayes said. Many business travelers 
who do not have access to corporate fares fly the 
route, and a lot of companies like to add JetBlue 
to their portfolio simply to “have options,” accord-
ing to Hayes. The biggest challenge for the sales 
team would be “knowing which business to take 
because there will be a lot of interest,” he said.

JetBlue still has some decisions to make, not 
the least of which is exactly which London airport 
or airports it will serve. The carrier also is deciding 
what its premium Mint product will look like on 
the routes. Hayes said it will be designed to “build 
on the Mint experience, taking it to the next level.”

Over the next several years, JetBlue will build 
up a fleet of 26 of the long-range A321s and will 
look at additional routes to Europe, as well, Hayes 
said. In the meantime, he isn’t concerned about 
the possibility of competing carriers ratcheting 
up their own London networks in response to 
JetBlue’s entry. “When we did the Mint business 
case for [transcontinental flights], we assumed 
we wouldn’t do any corporate business, but when 
you cut the fare as much as we did, you stimulate 
the market. People are flying that couldn’t be-
fore, and the demand massively increases. When 
we’re up to speed with 26 A321s, that’s a pretty 
small part of the total market, and what will hap-
pen is that the market will get stimulated beyond 
the size of our additional capacity.” 

Booking and expense provider TravelBank is rolling out a suite 
of trip management tools that will serve as a central hub from 
which business travelers can manage their trips. Dubbed 
SuperItinerary and available through the TravelBank app, the 
service features a mobile itinerary tool, integrated trip budget-
ing and TravelBank Marketplace, a digital store featuring third-
party services and apps commonly used by business travelers.

Available later this year, the mobile itinerary will sync meet-
ings, dinners and other scheduled events into a single time line 
view and will suggest services, such as ride pickup, based on 
the traveler’s schedule. Offers from third-party services includ-
ed in TravelBank Marketplace will appear within the itinerary, 
as well, to initiate and facilitate purchases on the go.

Travel Marketplace is now live, featuring more than 30 part-
ners, including Uber, Lyft, Clear, GroundLink and Getaround.

Purchases made via Marketplace and the mobile itiner-
ary will flow directly into TravelBank’s expense solution. 
The integrated budgeting tool, set to roll out early next year, 
will enable travelers to see how prospective purchases 
align with trip budget and policy guidelines.

Trip management has become a point of emphasis 
among travel management providers seeking to expand 
their functionality beyond booking. Legacy travel man-
agement companies like BCD, through its TripSource app, 
as well as tech-forward travel management startups like 
TripActions, now offer in-trip management tools for use 
throughout an entire trip. 

JetBlue CEO Prepares to Fly to Europe  
 BY MICHAEL B. BAKER

TravelBank Is Rolling Out
a Trip Management Tool  
 BY ADAM PERROTTA
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SAP Concur’s Jim Lucier & 
Mike Koetting talk: 

• Concur’s strategic 
position within SAP’s 
new Intelligent Spend 
Group, which includes 
SAP Ariba & Fieldglass

• Concur’s product  
road map

• New Distribution  
Capability

BTN chief editor Elizabeth West sat with freshly 
minted SAP Concur CEO Jim Lucier and chief 
product strategy officer Mike Koetting.

YOU’VE BEEN WITH CONCUR FOR 11 YEARS. IN WHAT 
WAYS WILL YOU LEAD DIFFERENTLY FROM YOUR PRE-
DECESSORS, CHANGE FOCUS OR BRIDGE AREAS WHERE 
YOU’VE FOUND GAPS?
Lucier: I don’t think there are many gaps, in part be-
cause I’ve been on the executive team for a long time 
and so I would be indicting myself. I’m not coming 
in to change things dramatically. Our growth pillars 
remain our growth pillars, our culture remains our 
culture and we need to continue to invest in those 
things. That said, the timing of the announcement 
of the integrated spend group, our combination with 
Ariba and Fieldglass, is quite opportunistic. I do want 
to emphasize that we will continue to embrace SAP. 
[Concur has] been run as a stand-alone line of busi-
ness for quite a while, but we have a lot to bring like a 
lot of cloud culture that complements SAP’s incredible 
globalization capacity. There’s a lot of cross-pollinat-
ing that can happen. And it’s not that past leadership 
wasn’t in favor of this, but it’s now something we can 
talk about more openly, particularly as we combine 
under a comprehensive spend management business.

WHAT DO CUSTOMERS THINK?
Lucier: Customers are forever asking for new tech-
nologies around artificial intelligence and machine 
learning. That’s something we’ve been doing for 
a number of years even before anyone called it by 
that name. But there’s much more realization on the 
potential power of this, so the customers are asking 
for that dynamic. Traveler experience is another big 
one. We are hitting a tipping point [in travel man-
agement] where [buyers] have squeezed [out] most 
of the costs that can be squeezed, so experience is 
the next dynamic to work on. The focus on the trav-
eler experience is in the heritage of our business and 
has been the magic of integrated travel and expense. 
From the company perspective, integrated travel and 
expense doesn’t make that much sense: Travel rolls 
up to procurement and the metrics they’re concerned 
about are cost savings, price and that sort of thing. 
Of course, expense goes in through accounts pay-
able. They have a very different set of things they 
care about. It wasn’t until you said, “Wait. From the 
business traveler’s perspective, this is one process.” 
Concur cleaned that up and delivered it as a single 
process for the business traveler. We were also very 
early into mobile, and we talk all the time about how 
Concur technology can help the traveler.

IT OCCURS TO ME THAT SAP CONCUR HAS BEEN TALK-
ING ABOUT BROADER TRAVEL SPEND MANAGEMENT 
AND VISIBILITY SINCE THE ADVENT OF TRIPLINK. CAN 
ONE OF YOU TALK ABOUT THOSE PARALLELS AND IN-
TERSECTIONS AND WHAT’S NEXT FOR CONCUR?

Mike Koetting: The very foundation of our value prop-
osition is spend management. We started this holistic 
view when we integrated travel and expense. Then, we 
took an honest look at what spend management was 
really going to require and made the investments and 
developed the technology to capture spend that was 
happening outside of just the one [agency] channel. 
That was eight years ago with Trip-Link, when it was 
heresy to even suggest [looking outside the channel]. 
But we just saw in a flash poll [that we conducted at 
the Global Business Travel Association conference] that 
fully 71 percent of travel buyers expect within the next 
12 months to have a mechanism to capture off-channel 
spend. Collectively within SAP and the partnership 
with Ariba and Fieldglass, we all have this shared vision 
of delivering spend management in ways that are aug-
mented by better analytics, machine learning, AI and 
customer experience. So I think you will see Concur 
continuing to elevate the experience and value of that 
core proposition of spend management and recogniz-
ing that as you evolve this idea of spend management, 
perhaps there’s less magic in just automating a trans-
action. There may be more magic around the traveler 
experience around the breadth of transactions that you 
can capture and the number of channels that you can 
capture and the amount of content you can touch.

WHAT ABOUT NEW DISTRIBUTION CAPABILITY? 
CONCUR HAS INTEGRATED BRITISH AIRWAYS AND 
LUFTHANSA CONTENT FROM OUTSIDE THE GLOBAL 
DISTRIBUTION SYSTEM. HOW MUCH DEMAND ARE YOU 
SEEING FOR THAT?
Koetting: Part of our challenge and why it takes so 
long is our desire to integrate that with the TMC. So 
that is a non-GDS solution in Concur Travel that is 
designed and intended to enable integration with the 
TMC should the TMC be willing to pursue it. To the 
degree that you’d have clients who say it’s less impor-
tant that this [content] is integrated in the Concur 
Travel booking tool or the TMC, then we can point 
them to TripLink. BA has worked for a year now, and 
Lufthansa should be there very shortly.

Lucier: We are listening constantly to customers to 
understand where they want to go. I have anecdotal 
data from going out and talking to customers a lot. 
If you’re impacted by a carrier that’s moved [content 
out of the GDS], you’re looking to access this content.

WHERE DO YOU SEE THE MOST GROWTH?
Lucier: We’ve grown more in the last four years than 
we grew in the first 21 [years]. Our international 
business has grown really quickly and continues to. 
Second is small business, which is also international, 
but small business has been a growth engine for five 
years. The awareness [around] AI and machine learn-
ing has fueled our [existing] client business. We are 
making investments into helping customers see the 
value we are providing, and as they see more value, 
they tend to want to buy more. That’s a third pillar 
and it’s great. The fourth is the public sector. Our 
foray into the U.S. civilian government taught us an 
awful lot about what you need to do for, actually, 
every central government, so we are making a huge 
push there and have set up a team to pursue central 
government business around the world. It’s a huge 
opportunity for us.  

SAP Concur Talks   
Spend Management
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 PRO.DELTA.COM/CORPORATE

 With an operational track record like ours, we’re 
 uniquely able to help your business succeed.

 EVERYONE TRIES TO BEAT

 OUR NUMBERS. 
 SO DO WE.
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Costs & Mileage for Mobile 
Workforces Are Rising
Companies with mobile workers are seeing increases in both the average cost per worker and the average mileage traveled by their workforces, 
according to mobile workforce management company Motus’ annual Mobile Workforce Benchmark Report. Most companies pay employees 
a cost per mile, though they usually also employ other reimbursement methods for those workers who travel the most, according to the study. 
The survey, conducted between January and May, collected responses from more than 2,000 companies that have mobile workforces.

Data Hub BY MICHAEL B. BAKER

Reimburse per mile
Company-owned vehicles
Vehicle allowances

Fixed & variable rate 
(fi xed for things like 
insurance & variable 
for things like fuel)

Mobile apps
Manual entry 
(spreadsheet, T&E  
system or web portal)

Telematics/
hardwired solution
Vehicle plug-in 
device

VEHICLE COST PER  
MOBILE WORKER

BUSINESS MILES PER  
MOBILE WORKER

$9,697 $9,843 

$8,480 

23% 42%64% 49%

$8,734 
$9,175 15,520

13,106

15,114
16,516 16,752

2014 2015 2016 2017 2018 2014 2015 2016 2017 2018

HOW COMPANIES PAY 
FOR MOBILE WORKERS 
TO GET AROUND

THE TOOLS COMPANIES USE 
TO TRACK BUSINESS MILES

8% 5%5% 4%

69% 
OF THESE USE 
THE IRS RATE, 

& THE REST 
USE CUSTOM 

RATES.

13.8%
YOY

DECREASE

3% 
YOY

INCREASE

5% 
YOY

INCREASE

1.5%
YOY

INCREASE

15%
YOY

INCREASE

9%
YOY

INCREASE

1%
YOY

INCREASE

16%
YOY

DECREASE
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AROUND THE CORNER. 
AROUND THE WORLD.

Partnering with Enterprise and National ensures 
you always have rental options whenever you 
or your co-workers travel, wherever you go. Our 
fully staffed offices make sure you always have 
assistance when needed.

And when you join the award-winning Emerald 
Club from National, you’ll experience elevated 
service in all corners of the globe. 

The Business Rental Program from Enterprise
and National provides service in more than
100 countries and territories, with more than 
9,100 fully staffed locations worldwide.

National, the “flag” and Emerald Club are trademarks of Vanguard Trademark Holdings, USA LLC. Enterprise and the “e” logo are trademarks of Enterprise Holdings, Inc. © 2019 Enterprise Holdings, Inc. K01138 10.19

Visit www.businessrentalprogram.com/btn  
or call 1-877-439-4504 to learn more.
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TRAVEL RISK 
MANAGEMENT SETUP
RENEE GANNAWAY: We have a travel 
management company, ATPI, who uses 
WorldAware. All our transactions go 
through their software. On my desktop, 
I can access wherever anyone is in the 
world. If there’s an emergency, I can 
send out an email through WorldAware. 
[As a separate security service for our 
20 most frequent travelers], we send all 
of their itineraries through to Global 
Guardian, and they are sent announce-
ments on the countries they’re traveling 
to; on their phone, they have an alert if 
there’s an emergency, they have an SOS 
button they can push.

CURTIS CLEAVES: We do not have a risk 
management program, such as Gan-
naway with WorldAware. We have a very 
high percentage of our travel booked 
through our travel management com-
pany, and we have traveler tracking 
through there where it will give us their 
location, their hotel, what � ights they’re 
taking, limos and their mobile phone 
numbers so we can call anybody at any 
time. The travel management company 
will be proactive in rebooking travel if 
need be. And we also have emergency 
contacts for the people that travel.

VETERAN VIEW
RICK WAKIDA: Is it mandatory that travel-
ers book through the designated booking 
channels? If not, then tools are only as good 
as the data that goes in, and even if it does 
mandate that, there are always exceptions 
and there are always people that don’t fol-
low policy. How is that addressed? [Also], 
relying on the TMC, unless they have their 
own tracking tool and communication tool, 
makes it a manual process any time there’s 

an incident for the travel manager to follow 
up. If you’re following up with 50 people, 
that’s very time consuming and not scal-
able. Providing itineraries to Global Guard-
ian again sounds manual. Ideally you would 
have an automated system where, based 
on the bookings, there’s a queue to both 
providers. I’m not saying one-provider-fits-
all is better, but how are they integrated 
and coordinated. And if you have both 
giving you advice, you could get conflict-
ing instructions where one says, “This is a 
risky place,” and the other is like, “It’s OK. 
Just exercise caution.” Or worse yet, during 
an incident, one could be like, “Shelter in 
place,” and the other could say, “Evacuate.” 
What does the traveler do in that case?

KEVIN REAGAN: [If using] multiple sources 
[of risk management] and multiple dash-
boards, how is it communicated to travelers 
what they could expect as far as communi-
cations—continuity and messaging—
coming from TMCs and Global Guardian.

COMMUNICATING WITH 
& TRAINING TRAVELERS
GANNAWAY: Global Guardian does send 
out information on certain countries for 
those travelers that are always traveling. 
We always have our [offshore drilling] 
crews escorted, so we’ve got somebody 
with them when they’re going into places 
that may not be so safe. Say we’ll be go-
ing into Myanmar. That’ll be a new area 
for us, so we’ll work with the ground 
agents there to facilitate and make sure 
our travelers get from the plane to wher-
ever they’re going and then back. Our 
[health, safety and environment] depart-
ment will discuss with them the norms, 
the cultures of that country. There’s just 
surrounding water on the ocean. They 
don’t do much interaction on land except 
when they’re transporting to and from 

the airport. But they still try to inform 
them of the cultures, and that’s handled 
by the agency.

CLEAVES: We have a monthly newsletter 
to our travelers, and we cover a variety 
of topics. One is safety: what to look 
for; safety in a hotel, airport; and what 
to do, what not to do [like] keeping low 
profiles and avoiding risky areas. We 
have started working with our security 
department. We now have a female se-
curity officer at one of our locations. So 
we’re trying to get a program set up for 
our female travelers; about 40 percent 
of our travelers are female.

VETERAN VIEW
WAKIDA: You’re mitigating risk to both travel-
ers and the company: traveler safety and 
security while they are traveling, and then 
some catastrophic event that could hap-
pen to the executive team could impact the 
viability of the company as a whole. They 
can get a lot more leverage out of trying to 
address travelers as a whole, which would 
incorporate female travelers, and then carve 
out some female traveler-specific measures.

REAGAN: A general traveler awareness course 
would be essential for any company that is 
intending to send their employees internation-
ally, conducting at a minimum annual refresher 
training to address any new risks that may have 
arisen in the past 12 months. There are a lot of 
things we take for granted in the United States 
as domestic travelers that really could expose 
us to some threats and risks when we go 
abroad, such as where to appropriately carry 
your cash or how to label your bags correctly 
or what logos to wear or not to wear. Then, if 
you do have the resources, identify particu-
lar employee populations [that] could pose a 
higher risk, such as a large contingent of lone 
female travelers. Or you could provide execu-
tive traveler training or LGBTQ community 

SME Insiders

PRO ADVICE ON TRAVEL 
RISK MANAGEMENT

Kevin
Reagan

Rick
Wakida

Renee
Gannaway

(NOT PICTURED)

Curtis
Cleaves

BTN assistant editor Dawit Habtemariam gathered two small and midsize enterprise travel managers—
Mapfre Insurance travel buyer Curtis Cleaves and Diamond Offshore travel manager Renee Gannaway—
to wade through the challenges of travel risk management for SMEs. He then collected advice for those 
managers from Informatica global travel manager Rick Wakida, a veteran in the industry, and Kevin 
Reagan, sales manager for travel risk management provider Anvil Group.
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B2B

“I believe it’s having the flexibility to 

adapt our approach to what’s best for 

you and your travelers, and the creativity 

and tenacity to make it happen.”

What makes a
buying experience
exceptional?

More than 5,700 hotels with 
meeting space in the most 
locations worldwide
www.ihgb2b.com

©2019 InterContinental Hotels Group. All rights reserved.

Jennifer
Market Account Director
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specifi c training. It would be best to focus on 
that as a second level, providing the general 
traveler training fi rst for all employees.

PREPARING FOR 
THE UNKNOWN
GANNAWAY: For our company and our 
size, we think we’re meeting the needs, 
but you really don’t know what your need 
is until something serious happens, right? 
So we could be missing something that we 
aren’t covered on, but we don’t know that 
at this point.

CLEAVES: We have the traveler tracking. If 
I see anything that’s happening anywhere, 
I notify our HR department, our secu-
rity department; I work closely with our 
security department. We do not have an 
action plan if something should happen 
because everything would be situational, 
so it’s hard to plan for. It’s also part of a 
cultural shift. Our travel was pretty much 
unmanaged three years ago, and we’re just 
bringing it up to speed.

VETERAN VIEW
REAGAN: You can never plan for everything, 
from top to bottom. However, if you do recog-
nize that there could be gaps in the program 
or know that improvements could be made 
but we just don’t know where, consult with a 
third-party provider that can come in with an 
unbiased view. Some of them may even have 
experience in that particular industry and really 
do a good, thorough gap analysis and make 
suggestions on where they can improve their 
program. More often than not, we hear, “Well, 
nothing’s ever happened, so we don’t feel that 
our risk is too great across the globe.” Over the 
last fi ve years, we have seen the regional risk 
of Western Europe, in particular, signifi cantly 
change. Now, there are specifi c measures in 
place to mitigate risk when traveling to areas 
that historically would have been typically safe.

WAKIDA: As far as not knowing what you don’t 
know, every company is in that position. How-
ever, from a duty of care perspective, you need 
to have some plans in place. I would suggest the 
two-by-two matrix of impact versus probability. 
The upper-right square—high probability, high 
impact to the company—you want to address 
those fi rst. And then high impact, low probability 
or higher probability, lower impact. You don’t 
really worry about low impact, low probability 
stuff, but you have to have the resources and 
programs in place to react. It’s not like, “We have 
a specifi c plan the next time 9/11 happens or the 
next time a volcano erupts.” It’s not event specif-
ic; it’s more about the type of event. If there’s an 
event that shuts down all the airports in Europe, 

how do we approach that? Who do we contact? 
Who do we notify in the company, and how do 
we address it? They may not have the resources 
of Fortune 1000-type companies. However that 
does not absolve their duty of care.

CLOSE CALLS &   
MAKING THE CASE
CLEAVES: We’ve had shootings at hotels, 
and I’ve contacted HR [and] security, 
let them know if we had anybody in 
the area. We’ve had weather situations 
where there were tornadoes. We just had 
� ash � ooding at one of our locations. I 
try and use those for leverage with HR 
and security to get something more sub-
stantial put into play.

GANNAWAY: I’ve been here 11 years 
[and] nothing has happened, but never 
say never. There’s always something 
that’ll happen. Right?

VETERAN VIEW
REAGAN: “Never say never.” That’s exactly 
the place we operate from: Craft a crisis-
response plan, with the help of a third-party 
provider if the resources are not there, for any 
incident on a big level. And then drill down to: 
What do we do in an active shooter situa-
tion, what do we do in a weather situation. 
Understanding what your global footprint is 
will be able to help better prepare what type of 
weather situations you could run into.

WAKIDA: [A shooting at a hotel where the 
company’s travelers are staying] would be 
the situation I would harp on to say, “Look, 
those people that got shot could have been 
our employees. We need to do something now. 
We need to invest in resources or a third-party 
solution to provide notifi cations, communica-
tions, security advice.” If people die while 
they’re traveling for your company, that’s the 
ultimate leverage [to advocate for action], 
but that’s too late. You want to use something 
that’s close that they can relate to, when 
management can actually picture it: “Hey, that 
could have been us in the headlines. Right.”

MOTIVATING   
STAKEHOLDERS
GANNAWAY: It would be nice if we 
could put some actual formal training in 
place for people going to new countries. 
You’ve got people that are on rigs that 
never even traveled out of the U.S. We 
have a big HSE department and they do 
a lot. They do concentrate a lot [on] off-
shore drilling—there are so many risks 
in that, just going to work everyday—but 

I would like to � nd a stakeholder that 
would take on training people and being 
more aware of different countries, areas 
and what to do in those situations.

CLEAVES: I’ve looked at ISOS this year 
and it seems like domestically, we’re 
OK, and in Spain, we have resources 
there that we can use. It doesn’t look 
like we really have the budget at this 
time to do anything. I would like to use 
the new female security of� cer that we 
have to put together a program for our 
female travelers: Webex or newsletter or 
something and somebody they could call 
if they had an incident. It’s been chal-
lenging. It’s an afterthought: I talked to 
the risk people, the compliance people, 
the security people, and they all agreed 
that we need something. If we can’t � nd 
a stakeholder that would want to run it 
or be responsible for it, then we have to 
come up with the funds.

VETERAN VIEW
WAKIDA: Make the case that reinvest-
ing in a travel risk management program 
is reinvesting in your employees, who are 
part of the product offering. Unless the rigs 
can run themselves, you’ve got employ-
ees involved, and the duty of care to those 
employees could be a pretty high priority 
because without the employees to run it, [the 
company] can’t provide whatever they are 
providing. One of the more successful ways 
of approaching engagement and budget is to 
partner with HR. They are more responsible 
for employees, whether they’re travelers or 
not, so it’s very logical to try to partner with 
them. Engage HR to include it in their benefi ts 
budget on a per-head-count basis. It’s easier 
to get a budget on an item for traveler safety 
and security based on the number of travel-
ers. If the budget and the pricing is on a 
per-person basis, the budget will naturally 
grow as the company expands and the travel 
base expands.

REAGAN: Calculate the risk of what it means 
when an offshore rig goes down. How many 
dollars per day are we losing by not having 
this site be operational? What if a C-suite 
executive is in an unfortunate accident and 
either can’t return to work or perishes while 
traveling? Utilize some case studies from the 
marketplace. Consult with what some other 
energy and oil and gas companies are doing 
to mitigate their risk. What sort of major loss-
es have they incurred in the past and how did 
they overcome that? Calculate that risk and 
put it into a monetary amount so that when 
bringing this up the chain to the C-suite, it’ll 
have more of an impact. 
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Your team depends on you,
so our team is here for you.
We’ve grown our dedicated Team so we can serve you even better. 
We’ll work hand in hand with your people to customize a solution 
for your travel needs. When you combine that with our increased 
participation in the GDS with Travelport and Amadeus in 2020, 
we’re making it more convenient to manage travel the way you 
want. More dedication. More Heart. That’s Southwest® Business. 

Learn more at 
Southwest.com/
AboutBusiness.

Growing
Sales Team
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BTN’S 2019 HOTEL 
BRAND SURVEY

Strategic Partners Win Out as Travel 
Buyers Gain Power B Y  D O N N A  M .  A I R O L D I

The hotel industry is in a holding pattern. The headwinds 
it faces are uncertainty in the marketplace, talk of the 
current economic expansion ending, trade wars and a 
coming election year. This puts pressure on brands to 
distinguish themselves, and there seem to be more 
brands than ever—about half a dozen were announced 
just this year so far—even as demand for apartment-
style accommodations, a la Airbnb, continues to grow.

This year’s BTN Hotel Brand Survey once again asked 
corporate travel buyers to list their go-to hotel brands 
across seven tiers of properties and to rate 13 attributes 
for each brand they used. Brands like Cambria Hotels gar-
nered enough use to make BTN’s list this year. The Choice 
Hotels brand debuted at No. 2 in the upscale segment, 
missing the top spot by only one-hundredth of a point.

Still, among multibrand hotel companies, Marriott In-
ternational led the way with six brands placing in the top 
three spots of their respective segments, including top 
honors for upper-upscale hotels, the upper-midscale tier 
and midscale extended stay. In fact, the upper-upscale 
Westin is the only brand to retain its No. 1 position in its 

tier from last year. Hyatt and Hilton each had four brands 
fi nish in the top three, while InterContinental Hotels 
Group and Wyndham each had two.

“I’m seeing in most programs Marriott and Hilton 
dominate the spend, but people are also looking to 
challenge that and play one off against the other,” said 
GoldSpring Consulting partner Neil Hammond. Which 
means buyers are trying to get larger, more strategic 
deals done at the chain level rather than going through 
the property level, Hammond said. “Whichever of the 
major brands can offer buyers a more consistent, more 
encompassing strategic deal so they can get more 
work and more negotiating done for less effort—they’ll 
start to win that battle.”

Indeed, the brands that scored highest in partner-
ship approach to negotiating rates and cancellation 
clauses, in fl exibility in negotiating amenities and in 
effective communication with travel buyers typically 
fi nished fi rst or second overall for their segments. But 
another category gained traction this year: safety and 
security standards. “We are seeing more and more in 

our programs that people are bringing in their own 
vetting and inspection programs” for safety and secu-
rity, Hammond noted.

A September report by industry consultant Bjorn 
Hanson showed that buyers may be starting to gain 
back some negotiating power with hotels. He notes 
that “we are in a different environment” than he’s seen 
in the past. “When occupancy gets high, rate growth is 
high, but we’re not having it this time,” he said. “Shame 
on the brands for letting that happen. How can we be 
at decades worth of record-high occupancy and not 
keep pace with infl ation?” That’s something that cor-
porate buyers, however, probably don’t mind.

And though average daily rate, occupancy and reve-
nue per available room each grew somewhere between 
just 0.5 and 1.5 percent year over year for the period of 
January through August, they are not dipping into nega-
tive territory. Still, STR lowered its 2019 forecast twice 
this year and as of August predicts year-over-year 2019 
RevPAR growth of 1.6 percent, occupancy growth of 
0.2 percent and a 1.4 percent rise in ADR.

12 | Business Travel News | October 15, 2018 www.businesstravelnews.com
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METHODOLOGY: BTN emailed readers who are responsible for corporate hotel buying decisions, and 336 participated in an online survey between Aug. 8 and Sept. 12 to rate the hotels with 
which they have conducted business in the past year. They rated each brand on 13 attributes on an ascending scale from one to six. BTN reported results only for tiers and brands with sig-
nifi cant respondent usage. The survey bases hotel-tier divisions on price-point data provided by STR. STR periodically moves hotel brands to different tiers. The brands in the following charts 
are placed in their respective tiers based on STR’s chain scale segments as of summer 2018, as respondents’ answered survey questions based on summer 2018-to-summer 2019 usage.  
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GREAT THINGS. MADE HERE.

Thank you to BTN readers for recognizing several of our brands across a variety of categories in this year’s Hotel Brand Survey:

THE RITZ-CARLTON  |  WESTIN HOTELS & RESORTS  |  MARRIOTT HOTELS  |  FAIRFIELD BY MARRIOTT  

RESIDENCE INN BY MARRIOTT  |  TOWNEPLACE SUITES BY MARRIOTT

 To learn more about our 30 brands and award-winning travel program Marriott BonvoyTM, visit

MARRIOTT.COM/BUSINESS

© 2019 MARRIOTT INTERNATIONAL, INC. ALL RIGHTS RESERVED. ALL NAMES, MARKS AND LOGOS ARE THE TRADEMARKS OF MARRIOTT INTERNATIONAL, INC., OR ITS AFFILIATES, UNLESS OTHERWISE NOTED.

WHEN THE RIGHT PARTNER 
TAKES YOU FURTHER
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2019 HOTEL BRAND SURVEY    LUXURY

Competition was tight for the 
luxury category once again. Af-
ter several years at No. 1, Marri-
ott International’s Ritz-Carlton 
brand fell to the second posi-
tion. Accor’s Fairmont stepped 
up to the top spot for 2019. Still, 
the difference between the two 
was just 0.11 points, as graded 
by travel buyers on a scale of 
1 to 6. Grand Hyatt trailed by a 
mere 0.04 points more. In addi-
tion, this year Loews made the 
cut, based on usage, coming in 
seventh but still just one-third 
of a point behind the leader.

Since becoming part of Accor 
in 2016, Fairmont has been able 
to reach a wider audience, said 
Meenaz Diamond, Accor SVP 
of global sales for North and 
Central America. “Some buyers 
limit their program to two or 
three major [hotel] companies, 
and Fairmont on its own would 
not have been considered a ma-
jor company. But now, as part 
of Accor, we were able to get 
into a couple of programs that 
may not have been open to us 
before. It’s been a big bene� t 
for some of our properties.”

Accor also has been able to 
expand its sales team focused 
on business travel and meetings 
and events to more than 30 peo-
ple, working for all its brands. 
Prior to being bought by Accor, 
Fairmont had about eight peo-
ple on business travel, Meenaz 
added. Accor also has invested 
in the Fairmont brand by open-
ing new properties and reno-
vating existing ones. “Accor is 
a company on the move,” said 
hospitality industry consultant 
Bjorn Hanson. “Its regional sale 
activities, promotions and cus-
tomer relationship management 
initiatives over time are having 
an effect. I don’t think Ritz-
Carlson or Grand Hyatt is doing 
a bad job. Just all these things 
are new and adding a level of 
energy and positive messaging 
for Fairmont.”

Fairmont scored top marks 
for clean and attractive facili-
ties, meeting facilities, a part-
nership approach to negotiating 

rates and penalties, commu-
nication with travel buyers 
and price-to-value relationship. 
“The thing really concerning 
buyers is not just rate anymore, 
said GoldSpring Consulting 
partner Neil Hammond. “It’s 
being � exible on the cancella-
tion terms, which we know have 
been an issue. It’s being strate-
gic, and the amenities are very 
important. And if you look at 
the key things that moved [Fair-
mont], their focus on being � ex-
ible, which they were leading on 
last year, put them in top place.”

Meenaz said that even though 
Accor is larger, it still takes 
a personal approach to talk-
ing and listening to customers’ 
needs to tailor programs to their 
requirements. “We’re holding 
more roundtables and think 
tanks that bring buyers together 
where it helps them communi-
cate,” she said. “It’s an oppor-
tunity for us to hear from them 
and help us to understand more 
deeply and then push internally 
for what we need to meet buy-
ers’ requirements.”

No. 2 Ritz-Carlton, which 
still topped the luxury category 
in the J.D. Power 2019 North 

America Hotel Guest Satisfac-
tion Index Study, scored high 
for on-property service staff, 
traveler wellness, safety and se-
curity standards, and data and 
reporting. “Safety and security 
continue to be a top priority 
for our corporate travel buyers 
that book our hotels globally,” 
said Marriott global brand of� -
cer and luxury portfolio leader 
Tina Edmundson, calling it a 
trend for the overall luxury cat-
egory. “Ritz-Carlton hotels in 
particular are in high demand 
due to the level of security that 
corporate travel buyers know 
is in place at these hotels.” Ed-
mundson also has seen an in-
creased interest in sustainabil-
ity from guests. The brand also 
is “laser-focused” on “unique 
and exceptional experiences, 
wellness offerings and us-
ing technology to enhance the 
guest experience.”

Edmundson noted that Ritz-
Carlton Rewards transitioned to 
Marriott Bonvoy, Marriott’s uni-
� ed loyalty program, this year. 
“This transition has been very 
positive overall for both our cor-
porate travel partners and their 
travelers, but it did represent a 

change,” she said. “However, 
our guests now get more bene� ts 
and have greater options.”

Third-place Grand Hyattt scor-
ed in the top spot for strategic 
locations for business needs, and 
it placed second for sales staff, 
� exibility in negotiating amenities 
and communication with travel 
buyers. “Grand Hyatt is a special 
brand in our portfolio,” said Hy-
att VP of global sales Gus Von-
derheide. “It has been known as 
a group hotel, but based on these 
hotels being located in many big 
cities, they are also very highly 
popular destinations for busi-
ness travelers. And the brand has 
done a great job of welcoming the 
business traveler and not making 
them feel as if they could get lost 
in the midst of a convention if 
there was one on property.” One 
way is a special check-in for loy-
alty members.

Grand Hyatt also has invest-
ed in the user experience, in-
cluding mobile room keys and 
mobile app access to past folios 
for expense purposes, Vonder-
heide said. “We are working 
with virtual pay solutions in or-
der to make that easier for our 
customers, as well.”

LUXURY
ON A SCALE FROM 1 TO 6 Fairmont

Ritz-
Carlton

Grand 
Hyatt

Four 
Seasons

InterCon-
tinental

JW 
Marriott Loews AVERAGE

Strategic locations for business needs 4.88 5.03 5.19 4.73 4.91 4.84 4.67 4.89

Clean, attractive & well-maintained 
hotels & facilities 5.64 5.56 5.27 5.59 5.25 5.25 5.21 5.4

Meeting facilities 5.28 5.08 5.05 4.98 4.84 5.02 5.08 5.05

On-property service staff 5.4 5.56 4.97 5.55 5.23 4.98 5.04 5.25

Healthy food & fi tness options to support 
traveler wellness 5.2 5.28 5.14 5.08 4.98 4.95 5 5.09

Safety & security standards 5.52 5.59 5.35 5.53 5.3 5.17 5.04 5.36

Brand consistency 5.36 5.33 5.11 5.41 5 5.19 5.17 5.22

Sales staff (national, regional & local) 5.12 5.1 5.19 4.92 5.2 4.88 4.71 5.02

Partnership approach to negotiating 
rates & penalties like cancellation terms 5.16 4.64 4.84 4.84 4.86 4.64 4.54 4.79

Flexibility in negotiating amenities like 
breakfast, parking, Wi-Fi, loyalty status 
& upgrades

4.8 4.41 4.81 4.47 4.84 4.5 4.54 4.62

Communication with travel buyers 5.12 4.82 5.05 4.47 4.75 4.72 4.5 4.78

Data & reporting 4.56 4.69 4.51 4.22 4.41 4.36 4.42 4.45

Price-to-value relationship 5.12 4.72 4.78 4.8 4.91 4.64 4.79 4.82

TOTAL 5.17 5.06 5.02 4.97 4.96 4.86 4.82 4.98

Fairmont Is Buyers’ New Top Pick in Luxury
B Y  D O N N A  M .  A I R O L D I
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2019
A moment to thank you 
for choosing us.

Thank you, Business Travel News! We’re 
honored to be your top choice for luxury  
in the 2019 BTN Hotel Brand Survey— 
a true testament to all of our hardworking 
Fairmont colleagues and everyone in the 
Accor family. 

Gateway to the best of luxury in 27 countries.  
fairmont.com
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A bit of a shake-up occurred in 
the BTN Hotel Survey upscale 
categories this year, as fewer up-
per-upscale brands quali� ed for 
the survey, based on usage. Hil-
ton’s Embassy Suites vaulted from 
eighth place in the upper-upscale 
segment last year to second this 
year, as the brand improved its 
scores in nine of the 13 categories. 
Meanwhile, Choice Hotels’ Cam-
bria Hotels debuted on the survey 
within a hair’s breadth of the up-
scale segment’s top spot.

The wellness trend from 2018 
continued into 2019, but with 
more personalization and mind-
fulness options for guests. Westin, 
long a leader in wellness hospital-
ity, introduced a culinary program 
that increased the number of re-
sponsibly sourced and organic 
items offered where possible and 
increased choices for guests to 
better meet their dietary needs 
and preferences. M Clubs at Mar-
riott Hotels introduced the Mind 
Menu, with snacks like the Brain 
Booster or the Slumbershot that 
use “active ingredients to enhance 
the mind and body,” according to 
the company.

Upper-Upscale
Westin carried away this segment, 
earning top marks for 12 of the 13 
categories. It also is the only brand 
across the entire BTN Hotel Brand 
Survey to repeat its No. 1 position 
in its segment from last year. Wes-
tin’s competition wasn’t nearly as 
close as in 2018, either. The only 
category where the brand didn’t 
dominate was in strategic locations 
for business needs, which went to 
its sister brand, Marriott Hotels.

Two things made the difference 
this year, according to Marriott 
International global brand of� cer 
and luxury portfolio leader Tina 
Edmundson: “We are doubling 
down and doing a fair amount of 
work to refresh the core pillars for 
the brand, which is all about well-
ness.” She added that Westin has 
enhanced its healthy menu items 
and by early 2020, all Westin hotels 

in North America will have Peloton 
bikes. “With the strength of the 
combined portfolio, the education 
with our salespeople with corpo-
rate buyers has increased.”

Westin has 49 hotels in the pipe-
line globally, most of its growth in 
Asia, though Europe is doing well, 
too, Edmundson added. The Wes-
tin London City opening in late 
2020 will be the brand’s � rst Lon-
don hotel, and the 618-room Wes-
tin Anaheim Resort in California is 
due to open next summer and will 
be adjacent to the Anaheim Con-
vention Center.

Embassy Suites came in at No. 2. 
Though it didn’t win any catego-
ries, it scored well in strategic lo-
cations for business needs, clean 
and attractive hotel facilities, on-
property service staff, brand con-
sistency and sales staff. “We’ve 
been reenergizing the lobby space 
with an atrium refresh program,” 
said Hilton SVP of sales, customer 
engagement and industry rela-
tions Kelly Phillips. That initiative 
launched in 2014 but is ongoing. 
“The lobby space is a point of en-
try and welcome for guests. There 
also have been innovations around 

the food and beverage experience, 
speci� cally the new dining concept 
of Brickstones Kitchen & Bar,” a 
full-service restaurant launched 
in early 2018 at select Embassy 
Suites properties.

Embassy Suites also is expand-
ing globally; 253 properties are 
open and 43 are in the pipeline, 
according to Phillips, who called 
attention to Latin America and 
the Middle East. “We are expand-
ing in areas that are helpful and 
necessary for business travel. Our 
customers who are used to staying 
[with us] in the U.S. are looking 
for the same brands in other parts 
of the world.”

Tied for third place this year are 
Hyatt and Marriott Hotels, but 
each scored just three-hundredths 
of a point behind Embassy Suites. 
Marriott Hotels scored highest for 
strategic locations. It also did well 
with sales staff and safety and se-
curity standards. “Marriott Hotels 
is often a � rst choice in markets 
for both booking on the sales side 
and for safety and security for 
our customers,” said Edmundson. 
“Additionally, the global appeal of 
the brand allows the customer to 

know exactly what they are get-
ting no matter what the location 
may be.”

Marriott Hotels has 155 proper-
ties in the pipeline, including Aus-
tin and the brand’s � rst hotels in 
each Tunisia, Albania, and Bosnia 
and Herzegovina. Edmundson add-
ed that the Marriott Hotels brand 
is also “deeply entrenched in the 
convention network, and with so 
many new brands to sell, many of 
our customers stay with the brand 
that they have been with over the 
years. Because of this, much of our 
business is repeat business.”

Hyatt scored well on brand con-
sistency, sales staff and clean and 
attractive facilities. “We are suc-
cessfully personalizing our guest 
experience to have [guests] be 
comfortable coming back, and 
the Hyatt brand does that very 
well,” said global sales VP Gus 
Vonderheide. “Personalization is 
a big buzzword with us right 
now, and I like the comment, 
‘You win an account one traveler 
at a time.’ Getting an organiza-
tion to choose your hotel in their 
program doesn’t guarantee you a 
room night. We need to make sure 

UPPER-UPSCALE
ON A SCALE FROM 1 TO 6 Westin

Embassy 
Suites Hyatt

Marriott 
Hotels Hilton Sheraton AVERAGE

Strategic locations for business needs 5.04 5.18 4.58 5.27 5.19 4.78 5.01

Clean, attractive & well-maintained hotels & facilities 5.22 5 4.94 4.94 4.96 4.59 4.94

Meeting facilities 5.13 4.68 4.74 4.76 4.76 4.81 4.81

On-property service staff 5.17 5.05 4.85 4.85 4.72 4.89 4.92

Healthy food & fi tness options to support 
traveler wellness 5.09 4.59 4.83 4.66 4.49 4.85 4.75

Safety & security standards 5.17 4.82 4.94 5.02 5 4.89 4.97

Brand consistency 5.22 5.05 5 4.79 4.76 4.63 4.91

Sales staff (national, regional & local) 5.04 5 4.96 5 4.94 4.96 4.99

Partnership approach to negotiating rates & penalties 
like cancellation terms 4.87 4.55 4.75 4.43 4.51 4.3 4.57

Flexibility in negotiating amenities like breakfast, 
parking, Wi-Fi, loyalty status & upgrades 4.74 4.55 4.57 4.41 4.5 4.37 4.52

Communication with travel buyers 4.91 4.41 4.58 4.6 4.52 4.52 4.59

Data & reporting 4.7 4.41 4.21 4.38 4.17 4.19 4.34

Price-to-value relationship 4.87 4.86 4.75 4.64 4.63 4.56 4.72

TOTAL 5 4.78 4.75 4.75 4.7 4.64 4.77
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we are addressing each individual 
guest and � nding a way to attract 
them and connect with them, and 
that’s how you win an account.”

Hyatt connects with travel buy-
ers with � exibility in pricing mod-
els and willingness “to create a 
variety of different programs that 
work for each organization based 
on their culture and their needs,” 
Vonderheide said. “One size does 
not � t all. We believe a hybrid pric-
ing model is probably the best ap-
proach we can help create from the 
ground up, and we like to partner 
with our customers in doing so.”

The company also holds a Tran-
sient Sales Workshop, training 
corporate sellers on trends in the 
marketplace and what to do at 
the property level to attract more 
business and show Hyatt off as 
the brand of choice. “This is a 
very important segment for us,” 
Vonderheide added, “and we just 
continue through regional and 
corporate-sponsored training op-
portunities to recognize the value 
of these Hyatt sellers on property 
and above property to make sure 
they are best in class.”

Upscale
The top three brands in this seg-
ment were so close that only � ve-
hundredths of a point separated 
No. 1 DoubleTree from No. 3 Hyatt 
Place. No. 2 Cambria took top hon-
ors in seven of the 13 categories.

DoubleTree by Hilton garnered 
top honors for its meeting fa-
cilities, on-property service staff, 
supporting traveler wellness with 
healthy food and � tness options, 
and sales staff.

Sales, customer engagement 
and industry relations SVP Kelly 
Phillips said DoubleTree is com-
munity focused and that this 
resonated with buyers and busi-
ness travelers over the past year. 
“Customers want to spend money 
with brands that share their val-
ues,” she said, and each Double-
Tree has a Care Committee of 
team members from all depart-
ments and levels seeking ways to 
improve. Beyond that, relation-
ships matter, and she said consis-
tency is crucial. She stressed that 
it’s Hilton’s “connections with 
our customers that make the big-
gest difference, not just our sales 
professionals to our buyers but 
also our hotels delivering on that 
promise with each traveler that 

walks through our doors.”
Enough travel programs used 

Cambria over the past year for 
the Choice Hotels brand to de-
but on the survey this year, and 
it very nearly took top honors in 
the upscale segment in the pro-
cess. It scored highest in seven of 
the 13 categories rated, including 
many that are important to travel 
buyers, such as a partnership ap-
proach to negotiating rates and 
penalties, communication with 
travel buyers, data and reporting, 
and price-value relationship.

“We’ve been making a concert-
ed push [toward] corporate travel 
buyers for the past several years,” 
said Choice chief commercial of-
� cer Robert McDowell. While 
Choice has traditional global and 
regional sellers, it also has Cam-
bria � eld sellers dedicated to the 
brand’s hotels and serving as a 
link between the property and 
the corporate travel buyer. “We 
worked closely to get Cambria 
noticed by corporate travel buy-
ers who might not be aware of the 
brand as [its properties] opened 
in their markets.”

Choice also has an advisory 
council of buyers. “We go to them 
before we launch programs to re-
ally understand how the business 
is evolving, what tools they are 
using, what are their issues and 
opportunities,” said Choice SVP 
of upscale brands Janis Cannon. 
“They play a big role in helping us 
with our overall strategy.”

Two other factors may have 
played a role in Cambria’s place-
ment in the survey this year: 
meetings and its loyalty program. 
“When some companies were re-
ducing commissions, we went the 
other way and enhanced our groups 
and meetings offer,” Cannon said, 
adding that the brand specializes 
in meetings with as many as 25 at-
tendees. “That’s been really appre-
ciated by corporate travel buyers 
who also do meetings.”

Choice Privileges offers a “status 
jump” program: “No matter what 
level you are at with a competitor, 
after your � rst stay at a Cambria, 
you go to our highest level,” Dia-
mond status, Cannon said. In ad-
dition, Choice Privileges members 
who stay at a Cambria get a $10 
credit they can use on property for 
food and beverage. And the com-
pany recently doubled the instant 
rewards at check-in to a $10 Star-
bucks card, $5 for Uber and $5 
for Amazon. “We’ve been work-
ing closely to understand what it is 
corporate travel buyers are really 
looking for from a brand perspec-
tive and to differentiate Cambria 
and also add value,” Cannon said. 
“It’s starting to pay off.” The brand 
has more than 45 U.S. locations 
open and will reach 50 by the end 
of 2019.

Hyatt Place dominated the up-
scale segment in last year’s survey, 
taking top honors in 11 of the 13 
categories. This year, the brand fell 
to third, though barely. It scored 

on top only for � exibility in nego-
tiating amenities, which is a key 
point for buyers. It also scored 
well in other important categories, 
including a partnership approach 
to negotiating rates and penalties, 
as well as price-value relationship. 
“The Hyatt Place product is grow-
ing rapidly and is a very special 
brand for us that is giving us the 
opportunity to expose the Hyatt 
name in new markets,” said Von-
derheide. “[It] has been consis-
tently scoring well in both room 
product and F&B offerings, and 
we continue to attract the traveler 
who is looking for a really well-
appointed product at a good price 
point in places where they need us 
to be.”

The brand falls into the select-
service category, he said, but “it 
punches above its weight.” He 
added that its rooms are good siz-
es, “the breakfast is phenomenal, 
and there are nice gathering spaces 
in the galleries and lobbies.”

World of Hyatt members are 
entitled to free breakfast at the 
brand’s properties. They can sign 
up for the loyalty program at 
check-in and get the meal the next 
morning. “It really gives you a nice 
advantage and product,” Vonder-
heide added. He also said: “It’s 
a consistent product in the right 
places … and we are keeping the 
product fresh. We make sure we’ve 
got many of these properties near 
transportation around the area. It’s 
a home away from home.”

UPSCALE
ON A SCALE FROM 1 TO 6

Double-
Tree

Cambria 
Hotels

Hyatt 
Place

Courtyard 
by Marriott

Hilton 
Garden Inn

Crowne 
Plaza AVERAGE

Strategic locations for business needs 5.03 4.43 4.84 5.2 5.06 4.36 4.82

Clean, attractive & well-maintained hotels 
& facilities 5.03 5.3 5.09 4.92 4.8 4.48 4.94

Meeting facilities 4.74 4.17 4.14 4.23 4.08 4.6 4.33

On-property service staff 5.17 4.96 4.91 4.82 4.57 4.68 4.85

Healthy food & fi tness options to support 
traveler wellness 4.66 4.39 4.5 4.39 4.37 4.24 4.43

Safety & security standards 4.89 4.96 4.89 4.77 4.63 4.84 4.83

Brand consistency 4.91 5.17 5.16 5.04 4.8 4.52 4.94

Sales staff (national, regional & local) 5.2 5.13 5 4.83 4.59 4.76 4.92

Partnership approach to negotiating rates & 
penalties like cancellation terms 4.8 5.17 5.07 4.59 4.49 4.6 4.79

Flexibility in negotiating amenities like breakfast, 
parking, Wi-Fi, loyalty status & upgrades 4.8 4.87 5.02 4.41 4.37 4.6 4.68

Communication with travel buyers 4.74 4.87 4.7 4.49 4.29 4.52 4.6

Data & reporting 4.49 4.57 4.43 4.37 4.16 4.16 4.36

Price-to-value relationship 5.03 5.26 5 4.79 4.75 4.52 4.89

TOTAL 4.88 4.87 4.83 4.68 4.54 4.53 4.72
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We’re raising the bar for business travel and customer satisfaction 
with new perks for Choice Privileges® members—stay at Cambria 
and receive Double Your Extras, a $10 Cambria credit, and
become eligible for Diamond Elite Status Jump.

Discover Cambria at ChoiceHotels.com/Cambria

Cambria® Hotels Ranked #2
in the Upscale Category.

© 2019 Choice Hotels International, Inc. All rights reserved. 2019-0286/10/19

Cambria® Hotel Boston, Downtown-South Boston

Get inspired by
the little luxuries of
Cambria® Hotels.

Our business is you.TM

P019_BTN_1014   19 10/9/19   6:07 AM

http://businesstravelnews.texterity.com/businesstravelnews/october_14_2019/TrackLink.action?pageName=19&exitLink=http%3A%2F%2FChoiceHotels.com%2FCambria


As new hotel brands have crowd-
ed the market over the past few 
years, traditional brands have as-
sociated themselves more closely 
with their parent companies. 
Fair� eld Inn & Suites is now 
Fair� eld by Marriott. Hampton 
Inn is now Hampton by Hilton. 
Also at play is the increasing im-
portance of hotel rewards pro-
grams, which hotel companies 
use to encourage direct bookings 
over online travel agency book-
ings and to build loyalty, espe-
cially across a company’s myriad 
brands. Best Western has seen 
business from loyalty members 
increase from 5 percent when 
David Kong stepped in as CEO 
in 2004 to 48 percent today.

Another trend in midscale 
comes from the upscale playbook. 
“No longer are guests willing to 
accept that just because they are 
not paying $500 per night doesn’t 
mean they’ll accept poor design,” 
said Marriott International global 
brand of� cer and luxury port-
folio leader Tina Edmundson. 
“And customers expect it when 
they are going to their hotel and 
spending $100 a night; they still 
want a high-design sensibility.” 
Best Western chief marketing of-
� cer and SVP Dorothy Dowling 
agreed: “What the traveler wants 
today—including breakfast, a � t-
ness center, a loyalty program, val-
ue creation—transcends different 
categories. What has transpired 
in the upper-upscale and upscale 
segments has become common 
place in the midscale brands.”

Upper-Midscale
Fair� eld went from � fth place 
last year to � rst this year and 
earned top marks for seven of the 
13 categories, including brand 
consistency, price-value relation-
ship, on-property service staff 
and clean and attractive facilities. 
“We have a very keen focus on 
operations and service elements, 
and we have an excellent training 
program that was refreshed and 
re-rolled out,” Edmundson said. 
“Second-most important is that 
we’ve had a ton of new openings. 
The brand passed 1,000 hotels 

this past year … which is a huge 
bene� t for the corporate buyer.” 
Fair� eld has another 408 proper-
ties in its development pipeline.

Coming in second was Hamp-
ton by Hilton, up from third last 
year. It earned top marks for its 
sales staff. “Hampton was the 
� rst to introduce complimen-
tary hot breakfast and on-the-go 
breakfast bags, and that has reso-
nated with the business travel 
market,” said sales, customer 

engagement and industry rela-
tions SVP Kelly Phillips. “It also 
has a wide footprint and is at a 
great price point, adding value 
for our business travelers.”

Improving this year in both 
score and placement, InterCon-
tinental Hotels Group’s Holiday 
Inn Express took the top spot 
for strategic locations and scored 
second for clean and attractive 
facilities, � exibility in negotiat-
ing amenities and price-value re-

lationship. “Holiday Inn Express 
is in the midst of a transforma-
tion that has been in the works 
for the past six or seven years,” 
said IHG SVP of global market-
ing Heather Balsley. “It started 
with the launch of a new design 
program that is really reaching 
scale in the market, and we’re 
absolutely seeing really positive 
feedback from business travel-
ers.” Over the past 18 months, 
the brand also has rolled out new 

UPPER-MIDSCALE
ON A SCALE FROM 1 TO 6

Fair� eld by 
Marriott

Hampton 
by Hilton

Holiday Inn 
Express

Best 
Western Plus

Holiday 
Inn AVERAGE

Strategic locations for business needs 5.09 5.15 5.18 4.13 4.72 4.86

Clean, attractive & well-maintained hotels & facilities 4.91 4.68 4.82 4.53 4.17 4.62

Meeting facilities 3.91 3.74 3.69 3.87 3.89 3.82

On-property service staff 4.84 4.66 4.56 4.4 4.24 4.54

Healthy food & fi tness options to support traveler wellness 4.5 3.92 3.9 4 4.02 4.07

Safety & security standards 4.81 4.48 4.46 4.27 4.33 4.47

Brand consistency 4.97 4.75 4.67 4.33 4.15 4.57

Sales staff (national, regional & local) 4.78 4.8 4.56 4.53 4.52 4.64

Partnership approach to negotiating rates & penalties like 
cancellation terms 4.84 4.71 4.64 5.13 4.48 4.76

Flexibility in negotiating amenities like breakfast, parking, 
Wi-Fi, loyalty status & upgrades 4.75 4.63 4.77 5 4.28 4.69

Communication with travel buyers 4.63 4.43 4.41 4.67 4.15 4.46

Data & reporting 4.59 4.17 4.18 4.6 3.85 4.28

Price-to-value relationship 4.97 4.77 4.87 4.73 4.57 4.78

TOTAL 4.74 4.53 4.52 4.48 4.26 4.5

MIDSCALE
ON A SCALE FROM 1 TO 6

Wingate 
by Wyndham

La Quinta 
Inns & Suites Best Western AVERAGE

Strategic locations for business needs 5.09 4.32 4.57 4.66

Clean, attractive & well-maintained hotels & facilities 4.55 4.42 4.1 4.35

Meeting facilities 4.55 3.37 3.19 3.7

On-property service staff 4.64 4.63 4.38 4.55

Healthy food & fi tness options to support traveler wellness 4.36 3.68 3.62 3.89

Safety & security standards 4.09 4.21 3.95 4.08

Brand consistency 4.73 4.11 3.86 4.23

Sales staff (national, regional & local) 4.91 4.42 4.67 4.67

Partnership approach to negotiating rates & penalties like 
cancellation terms 4.91 4.47 4.33 4.57

Flexibility in negotiating amenities like breakfast, parking, 
Wi-Fi, loyalty status & upgrades 4.82 4.26 4.29 4.46

Communication with travel buyers 4.91 4.05 4.14 4.37

Data & reporting 4.36 3.95 4 4.1

Price-to-value relationship 4.91 4.68 4.52 4.71

TOTAL 4.68 4.2 4.12 4.33
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WINGATE BY WYNDHAM SANYA LUHUITOU

HAINAN, CHINA

LA QUINTA INN & SUITES BY WYNDHAM CLEVELAND TN 

CLEVELAND, TN

© 2019 Wyndham Hotels & Resorts, Inc. All rights reserved. All hotels are independently owned and operated except certain hotels managed or owned by a subsidiary of Wyndham Hotels & Resorts, Inc.

With amenities like free Wi-Fi, free breakfast and our award-winning loyalty program, 

no one welcomes business travelers like Wyndham. Learn more at wyndhamhotels.com

Congratulations to 
Wingate by Wyndham® and 

La Quinta® by Wyndham
for winning the top spots in the 2019 Business Travel News

Hotel Survey for best brands!

P021_BTN_1014   21 10/9/19   6:08 AM

http://businesstravelnews.texterity.com/businesstravelnews/october_14_2019/TrackLink.action?pageName=21&exitLink=http%3A%2F%2Fwyndhamhotels.com


22 | Business Travel News | October 14, 2019 www.businesstravelnews.com

2019 HOTEL BRAND SURVEY    EXTENDED STAY

Amid a year of mixed business de-
mand and � nancial performance in-
dicators for the extended-stay seg-
ment, travel buyers generally rated 
extended-stay suppliers higher than 
last year. They also spread the love. 
Every brand included in the extend-
ed-stay segments led or tied for the 
lead in at least one category.

Buyers appear to be gaining com-
fort with the sales staffs and the ne-
gotiating strategies at extended-stay 
hotels. 2019 aggregate marks for 
� exibility in negotiating amenities, a 
partnership approach to negotiating 
rates and penalties, and sales staff 
were notably higher than in 2018. 
That doesn’t mean buyers simply 
are extracting more concessions: 
Extended-stay average daily rate in-
creased 1.2 percent year over year 
for the � rst half of 2019, according 
to The Highland Group. The ex-
tended-stay pipeline, meanwhile, is 
contracting. Upscale extended-stay 
rooms under construction as of June 
30 declined 21.3 percent from a year 
earlier, and midprice rooms declined 
3.3 percent. Still, respondents seem 
satis� ed with recent expansions, as 
scores for brands’ strategic locations 
increased sharply from 2018.

Upscale Extended Stay
Home2 Suites by Hilton, in its sec-
ond year in the survey, tops the 
tightly packed upscale extended-stay 
category. Only 21-hundredths of a 
point separated the overall scores 
of the � ve brands included. Still, 
Home2 Suites took over � rst place 
on the strength of top scores in � ve 
categories, including price-value re-
lationship and communication with 
buyers. Home2 Suites’ overall score 
increased from 4.77 last year to 4.88.

“We had a tremendous expansion 
focus. [The brand] is really growing 
exponentially,” said sales, customer 
engagement and industry relations 
SVP Kelly Phillips, adding that 
Home2 Suites has opened more 
than 332 hotels and has another 
435 in its pipeline, representing one 
of Hilton’s fastest-growing brands. 
“As a sales organization, we are 
leaning into the extended-stay busi-

ness and how we approach housing 
accounts and project business. It 
has been making a difference.”

The brand led the upscale ex-
tended-stay segment in on-property 
service staff, as well as standard 
room size/in-room kitchen; each 
kitchen includes place settings for 
six with a refrigerator and freezer, 
dishwasher, microwave oven and 
coffee maker, according to Hilton.

Last year’s top upscale extended-
stay brand, Hyatt House, placed 
second this year, six-hundredths of 
a point behind Home2 Suites. Hy-
att House also led in � ve categories, 
including brand consistency; clean 
facilities; � exibility in negotiating 
amenities; and safety and security 
standards. “Hyatt House is a ma-
jor player in the business transient 
market, and the market is essential 
to the brand’s success,” said Hyatt 
Place and Hyatt House VP of sales 
Kevin Kelly. “[These] hotels serve 
the extended-stay guest ... and these 
hotels have also been designed to 
cater to those staying for shorter 
periods. Hyatt House hotels offer 
den guest rooms without kitchens, 
as well as studios and one-bedroom 
suites, both of which offer full kitch-
ens. With varying room types, our 
hotels can provide the � exibility to 
serve guests with different needs.”

During the past 12 months Hyatt 
House has added properties in Kuala 
Lumpur, Malaysia, and Jeddah, Sau-
di Arabia, its � rst hotels in Southeast 
Asia and the Middle East. More than 
90 Hyatt Houses are open globally, 
and more than 400 are in the pipe-
line, according to Hyatt.

Marriott International’s Residence 
Inn rounded out the top three, � n-
ishing � rst among respondents for 
strategic locations and for data and 
reporting. Residence Inn’s rating 
of 4.78 represents a year-over-year 
gain of a quarter point. Marriott 
global brand of� cer and luxury port-
folio leader Tina Edmundson cited 
changes to the brand’s service and 
amenities. “Residence Inn debuted 
Marriott Classic Select brands’ in-
novative proprietary service training 
platform around two years ago, and 

sleep and breakfast experiences. 
Breakfast is free for all guests. 
Updating “that offer to ensure 
it’s also really high quality has 
been an important investment 
for us, and we are very con� dent 
that those investments are reso-
nating with business travelers,” 
she said.

The global sales team also has 
expanded its coverage of key 
vertical markets for business 
travel, Balsley added, and it’s 
been more than a year since the 
company introduced IHG Busi-
ness Edge for small and midsize 
enterprises. “Across IHG, we 
are very focused on relation-
ships with corporate travel buy-
ers and delivering an outstand-
ing buying experience … and 
we continue to invest in how we 
lean into the power of the IHG 
Rewards Club to complement 
our corporate travel managers’ 
travel programs.”

Though it placed fourth, Best 
Western Plus � nished � rst in 
categories important to travel 
buyers, including communica-
tion with travel buyers, negoti-
ating and data and reporting.

Midscale
Only three brands garnered 
enough use by corporate travel 
programs to place this year, com-
pared with four last year. Wingate 
by Wyndham took the lead, while 
La Quinta Inns & Suites improved 
from fourth place to second. Since 
being purchased by Wyndham, 
the company has rebranded as 
La Quinta by Wyndham and has 
moved from midscale to upper-
midscale. Based on the dates for 
which BTN asked respondents to 
rate hotel brands, however, it will 
remain in the midscale segment 
for this year’s survey.

Wingate cleaned up in the 
midscale segment, earning top 
marks for 12 of the 13 catego-
ries. It came in second to La 
Quinta only for safety and se-
curity standards. “The brand 
has been very consistent and 
earned, five straight years in a 
row, the J.D. Power guest satis-
faction award,” said Wyndham 
group VP of global sales Carol 
Lynch. “It’s very guest-centric 
and delivering the best services 
available. We’re also expand-
ing the brand into different re-
gions around the world.” The 

first Wingate in China opened 
in mid-2018, and Asia is Wynd-
ham’s fastest-growing develop-
ment region, Lynch said.

The La Quinta acquisition and 
integration � nished in April, 
and Wyndham thus doubled the 
number of sellers for Wingate, 
La Quinta and its other brands, 
said Lynch. “With that increase 
in sellers, we were able to create 
three different teams of sellers 
that focus on different segments 
within business travel.” She 
noted industries like � nance, IT, 
manufacturing and oil and gas. 
“We’re able to really focus on dif-
ferent types of buyers and what 
their needs are and what ame-
nities their travelers are look-
ing for. [The sellers] are able to 
become experts in their speci� c 
segments of business.”

Lynch also noted that Wynd-
ham is upgrading the free Wi-Fi 
at many of its brands, a popular 
move among business travelers, 
and the company is piloting in-
room casting technology that will 
allow guests to use their phones 
to watch TV. Wyndham also is 
introducing a dual-brand proto-
type for La Quinta and extended-
stay brand Hawthorne Suites.

Best Western placed third this 
year and earned strong marks 
for strategic locations and for 
sales staff. Companywide, Best 
Western’s business travel room 
nights have increased 10.8 per-
cent year to date compared 
with 2018. Dowling credits the 
maturation of the organization’s 
team. “The relationship value 
creation compounds over time,” 
she said. “There are different in-
dividuals and components of the 
branding strategy and team that 
have been building in terms of 
value proposition, and we have 
tenured individuals with us for a 
number of years.” She also cred-
its the commitments that prop-
erty owners have made to the 
company’s product and design 
evolution and their work with 
the rewards program. “It’s also 
about delivering top-notch ser-
vice to guests. It’s a combination 
of all of those things … that puts 
our team at a high level in terms 
of business outcomes delivered 
to be able to win that business.” 
The core Best Western brand op-
erates 1,983 properties globally 
and has 147 in its pipeline.

Extended Stay
Gains Steam
B Y  C H R I S  D AV I S
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it has allowed us to maintain and 
even grow our service strength,” 
Edmundson said. “We released a 
new decor prototype in 2017 that 
started coming online in 2018. And 
between renovations and around 50 
openings a year, that means a lot of 
great new product in the system.”

Edmundson also noted Residence 
Inn’s “highly differentiated ameni-
ties.” Every room is a suite and is 
on average 35 percent larger than 
same-tier hotel rooms. The brand 
also offers a free grocery shopping 
service and outdoor � re pit and bar-
becue grills, among other amenities.

Homewood Suites by Hilton led 
the upscale extended-stay segment in 
sales staff, and InterContinental Ho-
tels Group’s Staybridge Suites tied 
Home2 Suites as the top brands for 
� exibility in negotiating amenities.

Midscale Extended Stay
Marriott International’s TownePlace 
Suites notched the highest rating in 
the midscale extended-stay tier by 
a healthy margin, leading nine of 
the 13 categories—including clean 
facilities, data and reporting, and 
price-value relationship. The brand 
improved its overall rating by nearly 
six-tenths of a point over last year, 
TownePlace’s � rst time as the seg-
ment’s leader since 2013. “We have 
a separate extended-stay sales effort 
… we have a renewed focus on our 
training programs … and we see 
that occupancies are pretty good 
in this segment,” Edmundson said. 
“We also doubled down on our part-
nership with The Container Store. 
We have this innovative organiza-
tion system that helps [guests] settle 
in and feel at home while on the 
road. [It’s] this feeling of familiar-
ity and the personal connection they 
make with our associates that sets 
[TownePlace] apart from the rest.”

The rapidly growing brand has 
more than 400 properties in the U.S. 
and Canada and offers studios, one-
bedroom suites and two-bedroom 
suites. The brand allows travelers to 
borrow games, grilling tools from its 
partnership with Weber and other 
items and offers guests a cookbook 
co-branded with Tastemade.

Extended Stay America’s rating 
increased about 15-hundredths of a 
point versus 2018, enough to land 
the brand in second place. Last year, 
it launched its Extended Stay Amer-
ica Works program of volume-based 
services for corporate travel buyers, 
including preferred partner pricing, 

dedicated account managers and 
central direct billing, among others.

EVP of revenue Tom Buoy told 
BTN that ESA Works set the stage 
for the brand’s top � nishes in the 
segment’s partnership approach to 
negotiating and � exibility in nego-
tiating amenities categories. “Our 
buyers place great emphasis on hav-
ing a highly competent sales staff on 
partnering and on having � exibility, 
so they can buy the way they choose 
to buy [to] help them achieve their 
goals,” Buoy said. “We’ve changed 
our overall sales strategy and spent 
a lot of time listening to the travel 
buying community. We designed 

ESA Works around meeting their 
needs. We have a greater focus on 
our team’s engagement and creating 
a more professional salesperson.”

InterContinental Hotels Group’s 
Candlewood Suites rounded out the 
segment, leading in safety and secu-
rity standards. “For all of our brands, 
but speci� cally for Candlewood 
Suites, this is a holistic approach 
to safety and security,” IHG SVP of 
mainstream category global market-
ing Heather Balsley told BTN. “Rig-
orous brand safety standards, ongo-
ing monitoring and management 
from our global risk specialists, risk 
guidance, training [and] tool kits. 

We are also very conscious of where 
we place our hotels.”

Candlewood, which has 401 ho-
tels open and 94 in the pipeline, is 
set to launch new-build prototype 
Beacon 4.0 later this year. “The 
choices we’ve made in that design 
program were very much informed 
by both our guests as well as our 
corporate travel managers and B2B 
customers,” Balsley said. “Through 
that process, we enhanced kitchens 
[and will add] larger TVs and en-
hanced public space [for guests] to 
use as an extension of their suite.”
— Additional reporting by 

Donna M. Airoldi

UPSCALE EXTENDED STAY
ON A SCALE FROM 1 TO 6

Home2 Suites 
by Hilton

Hyatt 
House

Residence Inn 
by Marriott

Homewood 
Suites by Hilton

Staybridge 
Suites AVERAGE

Strategic locations for business needs 4.56 4.56 5.13 4.72 4.5 4.69

Clean, attractive & well-maintained hotels 
& facilities 5.13 5.17 4.92 5.03 5 5.05

In-room kitchen & standard room size 5 4.61 4.96 4.91 4.8 4.86

On-property service staff 4.88 4.67 4.77 4.69 4.5 4.7

Healthy food & fi tness options to support 
traveler wellness 4.56 4.67 4.56 4.44 4.35 4.52

Safety & security standards 5.13 5.17 4.77 4.56 4.65 4.86

Brand consistency 5.06 5.11 5.06 5.06 4.8 5.02

Sales staff (national, regional & local) 4.88 4.89 4.75 4.94 4.75 4.84

Partnership approach to negotiating rates & 
penalties like cancellation terms 5 4.78 4.6 4.63 5 4.8

Flexibility in negotiating amenities like 
breakfast, parking, Wi-Fi, loyalty status & 5 5.06 4.6 4.69 4.85 4.84

Communication with travel buyers 4.69 4.56 4.6 4.31 4.5 4.53

Data & reporting 4.5 4.56 4.6 4.25 4 4.38

Price-to-value relationship 5.06 4.89 4.81 4.78 4.95 4.9

TOTAL 4.88 4.82 4.78 4.69 4.67 4.77

MIDSCALE EXTENDED STAY
ON A SCALE FROM 1 TO 6

TownePlace Suites 
by Marriott

Extended Stay 
America

Candlewood 
Suites AVERAGE

Strategic locations for business needs 4.78 5.07 4 4.62

Clean, attractive & well-maintained hotels & facilities 4.72 3.71 3.89 4.11

In-room kitchen & standard room size 4.5 3.93 4 4.14

On-property service staff 4.72 4.07 4.33 4.38

Healthy food & fi tness options to support traveler wellness 4.17 3.5 3.89 3.85

Safety & security standards 4.56 3.86 4.67 4.36

Brand consistency 5 4 4.44 4.48

Sales staff (national, regional & local) 4.89 4.64 4.67 4.73

Partnership approach to negotiating rates & penalties like 
cancellation terms 4.5 4.79 4.44 4.58

Flexibility in negotiating amenities like breakfast, parking, 
Wi-Fi, loyalty status & upgrades 4.44 4.64 4 4.36

Communication with travel buyers 4.56 3.86 3.78 4.06

Data & reporting 4.33 3.5 3.56 3.8

Price-to-value relationship 4.44 4.43 4 4.29

TOTAL 4.59 4.15 4.13 4.29
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HEAR WHAT PAST 
ATTENDEES HAVE SAID

Time well spent – can’t 
wait for next year! Being 
presented the latest travel 
innovations while hearing 
feedback for each new 
product offering from 
industry professionals was 
invaluable. I appreciate the 
ability to speak face to face 
with suppliers of interest 
and obtained some great 
takeaways from the Master 
Classes and education 
sessions. Well done, BTN!”
– Ruth O’Brien, Travel Manager – The Americas, 
Firmenich

Best and most valuable 
travel conference in the 
industry!”
– Luann McCarrell, Travel Manager, Allstate 
Insurance

a d v a n c i n g  b u s i n e s s  t r a v e l

Education sessions presented by senior 
BTN Group executives and panels of 

experts assembled to explain cutting-
edge topics that savvy business travel 

buyers are not yet well-versed on, 
but ought to be. 

• Escaping the Hotel RFP Vortex

• Can Comparative Shopping Exist in 
an NDC World?

• TMC & OTA Economics

MASTER CLASSES

This is the only industry 
conference I attend. Rich 
content, excellent discussion 
topics and expert speakers. 
It’s intimate and offers 
great networking. I highly 
recommend this conference.” 
– Debbie Hernandez, Corporate Travel Manager, 
National Academy of Sciences  

•  30 Seconds 
to Fly

• BCD Travel

• Bizly

• Cornerstone

• HRS

• Nina & Pinta

• Pana

• PredictX

• Traxo

• TripActions

• TripBam

• TroopTravel

• US Bank

When Innovators 
compete, the 
industry wins
See new technologies 
poised to change the 
business travel industry. 
Top executives from the 
following companies 
present cutting-edge 
products, technologies 
and services that are 
critiqued, judged and 
voted on by both 
a panel of expert 
judges and those in 
attendance. 

2018 Business Travel 
Innovator Award Winners 
Kurt Knackstedt and 
Tarik Sedlarevic of Troovo

2018 People’s Choice 
Winner Tony D’Astolfo 
of Zeno by Serko

THINK TANKS
Tackle tough industry issues 

via small group workshops and 
in-depth discussions that 

activate industry progress.

• Building a Better Traveler Profi le

• Stakeholder Engagement

• Travel & Meetings Management: 
Is Intelligent Integration 

Possible? 

REGISTER NOW!  www.btninnovate.comPRESENTED BY PUBLISHERS OF
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Delta and Latam have agreed to form a 
strategic partnership. As part of the deal, 
Delta will take a 20 percent stake in La-
tam and Latam will exit the Oneworld 
alliance. The partnership will build upon 
Delta’s joint venture with Aeromexico and 
“will bring together our leading global 
brands, enabling us to provide the very 
best service and reliability for travelers 
to, from and throughout the Americas,” 
Delta CEO Ed Bastian said. Latam CEO 
Enrique Cueto Plaza said the partnership 
“strengthens our company and enhances 
our leadership in Latin America by pro-
viding the best connectivity through our 
highly complementary route networks.”

Delta plans to invest $1.9 billion to 
acquire the Latam stake through a pub-
lic tender offer of $16 per share, plus 
$350 million to help establish the part-
nership. In addition, Delta plans to ac-
quire four Airbus A350 aircraft from 
Latam and to assume Latam’s commit-
ment to buy 10 additional A350s through 
2025. The investment also will get Delta 
a seat on Latam’s board of directors.

Delta SVP of global sales Bob Somers 
called the move “the biggest invest-
ment since our merger with Northwest 
10 years ago” and, networkwise, a move 
akin to Delta’s acquisition of Pan Am’s 
transatlantic routes in 1991, which 
“changed us overnight.” South America 
was Delta’s biggest gap in global cover-
age, he said.

“[Corporate customers] had been ask-
ing us, and this move absolutely fills 
that one gap,” Somers said. “We’ve been 
making hundreds of calls to our custom-
ers in North and South America—big 
global corporates, agencies and tour op-
erators—and we’ve been getting over-
whelmingly positive feedback.”

Latam had been establishing a joint 
venture with longtime Oneworld part-
ner American Airlines. A recent ruling 
by Chile’s Supreme Court blocked the 
JV even after Chile’s antitrust tribunal 
had approved it. American stated: “We 
understand Latam’s decision to part-
ner with a U.S. carrier that isn’t bur-
dened by the ruling. American Airlines 

remains the largest U.S. carrier to both Latin and 
South America, and we look forward to competing 
and growing in this region of the world.” American 
added that it will not experience a large financial 
impact on American, as the joint business “without 
Chile would have provided limited upside.”

Latam executives said the company plans to op-
erate as an independent group rather than join the 
SkyTeam alliance alongside Delta and Aeromexico. 
The agreement with Delta does not have exclusiv-
ity requirements, and Latam can keep its bilateral 
agreements with other carriers in Oneworld, said 
Latam chief commercial officer Roberto Alvo Milo-
sawlewitsch, who will take over as CEO next year.

Both the partnership between Delta and Latam 
and Delta’s investment require regulatory approv-
als, including antitrust approvals, which Delta es-
timates will take one to two years. Delta does not 
anticipate the challenges that American faced. “Our 
networks are complementary and together are go-
ing to generate consumer benefits,” Delta EVP and 
chief legal officer Peter Carter said. “American 
and Latam had a number of overlaps that created 
issues with the Chilean regulators, and we just 
don’t have that here.” Delta and Latam have only 
one overlapping route, between New York and Sao 
Paolo, Latam CFO Ramiro Diego Alfonsin Balza said.

Codesharing between Delta and Latam could be-
gin by the end of this year, Bastian said. Latam ex-
ecutives said codeshare agreements with American 
would continue for a few more months to smooth 
the transition. 

After a successful pilot this year, SAP Concur has 
made New Distribution Capability content from 
British Airways and Lufthansa Group available 
to all Concur Travel corporate customers and 
their travel management companies. Clients can 
configure Concur Travel to enable NDC content 
from BA and Lufthansa. Travelers booking that 
content will bypass the global distribution sys-
tem and thereby avoid any carrier-imposed GDS 
distribution fees, Concur said. NDC content also 
ensures travelers have access to the widest range 
of choices, as some airlines have removed content 
and fares from the GDS channel entirely, the com-
pany added.

Speaking at BTN Group’s recent The Beat Live 
conference, Concur president Jim Lucier said 
GDS surcharges from both carriers were a large 
driver in getting those airlines fully rolled out 
first. “It not a coincidence that it happened with 
two European carriers first,” he said. “We have 

customers coming to us saying they want access 
to that content and are not particularly excited 
about surcharges.”

Under the initiative, NDC content arrives in 
Concur’s booking tool via the Concur Select Ac-
cess feature, which has for the past 15 years of-
fered direct bookings with low-cost carriers and 
access to other non-GDS content through a part-
nership with aggregator Travelfusion. Concur Se-
lect Access does come with its own fees that are 
lower than GDS fees, Lucier said.

Content from American Airlines and a few oth-
er carriers currently in beta also will be available 
“pretty shortly,” according to Concur SVP of global 
supplier and content strategy Charlie Sultan.

Lucier added that he would like to see NDC 
content delivered via GDSs through TMCs as the 
predominant model. Concur began piloting NDC 
connections with BA and Lufthansa on June 1 
with six TMC partners, including Business Travel 
Direct and Travel and Transport Statesman, both 
based in the U.K. Concur was motivated to ex-
plore ways to offer NDC content after many 
TMCs expressed a desire to access such content 
in the near term rather than waiting for GDSs to 
integrate NDC offerings.

Concur also announced today that Lufthansa’s 
integration with Concur TripLink will go live in the 
fourth quarter of 2019, enabling travelers to book 
directly on Lufthansa’s website and have booking 
data � ow back to their corporate travel programs. 
BA connected with TripLink in April 2018. 

Concur Rolls Out Full 
NDC Access for British 
Airways & Lufthansa
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So it’s a matter of time before other terrorist organizations fol-
low the path Al-Shabab has laid out. To me, the more success 
they have, the more likely it is they will be repeated.
Correct. It’s very high profile and gets a lot of media attention. It also tends 
to be very successful in causing quite a bit of death and destruction. It’s 
going to be appealing to other insurgent terrorist organizations around 
the world. And getting that kind of media attention of what is going on 
also impacts how much funding and support they get as an organization.

How soon do you expect to see this type of attack escalate?
We’ve seen hotel attacks increase over the past couple of decades. 
You can’t predict them because it’s a terrorist event. They’re not going 
to give us a warning.

What can travel managers and corporate travelers do to miti-
gate their risk?
They need to be looking at [their] hotel stays. If they’ve got pro-
longed projects or prolonged stays, we recommend that for low- to 
medium-risk countries, they have a hotel desktop assessment done. 

Clients can’t afford to have a physical security assessment done for 
every hotel they go to, and that is understandable. But if you can do 
a desktop hotel assessment with available open source information 
and maybe even with a phone call to ask a few questions, that gives 
some kind of comfort factor on what the security posture is of that 
hotel. At WorldAware, we have Country Security Assessment Ratings 
for countries and cities. The ratings go from one to five. One is safest 
and five is the highest-risk environment. We recommend that clients 
do a desktop hotel assessment for ratings of one to three. If four or 
five, we send in a local security professional to conduct a site survey 
and validate the security posture of that hotel.

There’s something about hotel assessments we have to make clear: 
Clients may think if they’ve done a hotel desktop or physical assess-
ment, that hotel is safe. All a hotel assessment does for you is tell you 
that at that day, this is what the situation is. It could change tomorrow. 
[It] tells you what the general security posture is for that particular 
hotel to give you a comfort factor. A hotel assessment [also] will tell 
you what hotels you will not use because their security posture is not 
even close to meeting the standard.

Hotel Terrorist Attacks
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What do these assessments entail?
It’s a physical validation: What is the setback dis-
tance, access control, fire suppression. [For] onsite 
security, is it 24-hour presence? What are the capa-
bilities and response time of local emergency ser-
vices? Then there is some background on the hotel 
with respect to previous incidents and activities and 
how long the management staff and security staff 
have been assigned to that hotel. There are quite a 
few things that go into the physical security assess-
ment of a hotel.

Do you recommend travelers stay away from 
Western hotels in certain locations?
That is country specific. If in a well-developed 
nation—Germany, France—Western hotels are 
pretty safe. Generally, they have good security, as 
well. But if you are in Nigeria or Egypt, that is an-
other concern. We need to take a look at what your 
hotel selection process is. If you have long-term 
projects—consulting clients going in and out on a 
weekly basis to support a client—then we need to 
rotate hotels and not stay in the same hotel all the 
time. That makes you a high-profile target. One of 
the biggest things we are pushing our clients on 
now is reviewing situational awareness with their 
travelers. In today’s world, it’s important that we 
become familiar with what is normal around our 
hotel, what’s normal around our job site, around 
any convenient services we are using so we can 

recognize when something doesn’t look normal 
and remove ourselves from a potential situation.

We need to vary our departure and arrival times. We 
need to vary our routes to and from [locations]. All these 
things serve to make you a harder target. Any sophisti-
cated criminal or terrorist attack will involve surveillance 
first so they know where the best place is to take you 
down or commit the activity. If we keep them guessing, 
keep them off kilter by changing our routes, changing 
arrival/departure times, they’ll look for an easier target. 
We are really pushing clients now, even more today than 
before, to train their people and impress upon them the 
importance of good situational awareness. It’s better if 
something doesn’t look normal and you remove yourself 
and something doesn’t happen than to not remove your-
self and something does happen.

Do you feel companies are becoming more 
aware of this? How ready are they?
That goes the full gamut, too. We’re seeing an in-
crease in awareness of the issues. Clients are looking 
to implement additional risk mitigation strategies to 
help limit their exposure. Definitely. There’s renewed 
concern in the industry about protecting people. Of 
course, companies are worried about brand reputa-
tion, but it’s really focused around protecting their 
people. In the past, it was wrapped around travel risk 
management. Today, it’s people risk management—
not just your travelers, but what about your local em-
ployees, as well?  
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Customer relationship management tools are conquering the cor-
porate world, and the implications for managed travel are pro-
found. Service providers like travel management companies and 
suppliers like airlines and hotels are using CRM to decide wheth-
er to respond to buyer RFPs, determine pricing and track the per-
formance of accounts they win. Better information about custom-
ers and prospects alike is making suppliers more discriminating 
about whether to bid or not, based in large part on how much 
they know about the client. As a result, buyers are coming under 
pressure to engage more continuously with the marketplace and 
to disclose more data about their programs to attract bids.

But that’s just the beginning. CRM technology also is starting 
to manage traveler pro� les and to power bots that serve travelers. 
There is even speculation CRMs could become business travel 
booking portals.

Total spend on CRM software grew 13.7 percent to $48.2 bil-
lion in 2018, according to Gartner. Investment is accelerating not 
just because more companies are adopting CRM but because they 
are doing so much more with it.

By far, the largest CRM is Salesforce, which has 150,000 cor-
porate customers. Gartner estimates Salesforce’s market share 
in 2018 was 19.5 percent, more than double its next closest 
rival, SAP, with 8.3 percent. “Salesforce was originally intro-
duced as a sales administration tool to register leads and pros-
pects, send proposals and close deals,” said SalesTrip founder 
and CEO Manoj Ganapathy. “Then they realized they had ac-
cidentally built a digital platform which could be extended in a 
similar way to the Apple App Store or Google. Salesforce has 
become the primary tech hub for many companies, providing 
sales, � nancial and operational data about customers all on one 
platform. Previously, businesses had no real information about 
how much they were spending on servicing a customer.” As a 
result, said Ganapathy, businesses can assess pro� tability per 
customer “and try to understand: Am I spending money in the 
right place to win a customer?”

Ganapathy’s own career illustrates the radically widening remit 
of CRM. In 2014, he sold a billing software app, Invoice IT, to 
Salesforce, where it is now branded as Salesforce Billing. This 
year, he launched SalesTrip, a booking and expense tool/TMC 
hybrid that is built and operates inside Salesforce. SalesTrip aims 
to help clients understand the relationship between sales revenue 
and travel spend and therefore assess the ROI in travel.

FCM Travel U.K. general manager Graham Ross, a customer 
of Salesforce for the past seven years, agreed with Ganapathy’s 
assessment. “Over the past two years, it has grown arms and legs 
for us because we have realized the capabilities of using Sales-
force are pretty vast,” said Ross. His team has offsite consultation 
days with Salesforce management to focus on how FCM can bet-
ter leverage Salesforce, “which isn’t something we do with, say, 
Microsoft,” he said.

At its most basic level, CRM provides what IHG global accounts 
VP Nick Grandvoinet calls “hit by the bus” security. His company 
white-labels Salesforce as IHG Javelin. “If one of our people gets 
hit by a bus, you’ve got all their customer info in the CRM.”

The information Salesforce logs 
includes details of all interactions 
with prospects and customers. 
“Historically, what I got out of 
Salesforce was only what I put in 
there myself,” said Ross, but FCM 
users now also channel external 
data about companies, such as 
employees, turnover, competitors, 
press releases, news feeds and, 
through a LinkedIn feed, who 
has responsibility for travel. Con-
sequently, “suppliers have better 
visibility of their customers,” said 
Ganapathy. “For example, Brexit 
might mean a company opens a 
second of� ce in Europe, which 
means there is more travel that 
could produce a bigger contract.”

Breadth and depth of knowl-
edge enable travel sales teams to 
re� ne their strategies. “We look at 
verticals which are doing well, like 
consulting,” said Grandvoinet. 
“We can ask ourselves questions 
like whether we need to win more 
accounts in a particular vertical 
as we go into a global economic 
slowdown. Our work has always 
been a combination of science and 
art, but CRM makes it more of a 
science now.”

Suppliers also load into the 
CRM everything they know about 
businesses’ travel programs. Intel-
ligence on spend, market share, 
destinations, supplier choices and 
class of travel are all grist for the 
CRM mill. When FCM receives 
an RFP, it uploads information 
from the tender, such as existing 
technology and tech requirements 
for the future, plus invoicing re-
quirements. The TMC then cre-
ates what it calls a Know Your 
Prospect score based on all this 
information and on the extent and 
quality of previous engagements 
with the company. The system 
even takes into account highly 
granular information, such as 
how many people at the prospect 
have clicked on e-mails sent by 
FCM and how many have down-
loaded its white papers. Based on 
this score, and the views of FCM 
salespeople around the world, the 
TMC arrives at a determination on 
what it calls BNB, which stands 
for Bid/No Bid. Salesforce-driven 
decision-making has changed the 
ratio for FCM. “We’re de� nitely 
no-bidding more than we used to, 
and as a result, we have a high-
er conversion rate,” Ross said. 
“Salesforce gives us a more edu-
cated ability to say yea or nay.”

How CRM Is Transforming  
Corporate Travel Buyer/  
Supplier Relationships

      
 B Y  A M O N  C O H E N 

Procurement

What Is CRM?
A technology for managing all 
your company’s relationships and 
interactions with customers and 
potential customers.
—Salesforce

With a CRM system, you can 
automate and integrate your 
customer-facing activities: sales, 
marketing, customer service and 
e-commerce. Best-in-class CRM 
software also offers tools for 
customer analytics, personaliza-
tion, social media, collaboration 
and more.
—SAP Concur

The principles, practices and 
guidelines that an organization 
follows when interacting with its 
customers. From the organiza-
tion’s point of view, this entire 
relationship encompasses direct 
interactions with customers, 
such as sales and service-
related processes, and forecast-
ing and analysis of customer 
trends and behaviors. Ultimately, 
CRM serves to enhance the cus-
tomer’s overall experience.
—Investopedia

The combination of practices, 
strategies and technologies that 
companies use to manage and 
analyze customer interactions and 
data throughout the customer life 
cycle, with the goal of improving 
customer service relationships 
and assisting in customer reten-
tion and driving sales growth. 
CRM systems compile customer 
data across different channels, 
or points of contact between the 
customer and the company, which 
could include the company’s 
website, telephone, live chat, 
direct mail, marketing materials 
and social media. CRM systems 
can also give customer-facing 
staff detailed information on 
customers’ personal information, 
purchase history, buying prefer-
ences and concerns.
—Tech Target
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the RFP the data that suppliers check for in their CRMs. But buy-
ers also must arm themselves with similar levels of intelligence. 
“In many ways, CRM and supplier relationship management are 
two sides of the same coin,” said Pouney. “They both talk to un-
derstanding the full breadth of the relationship along with needs 
and wants. You may not be wanting to beat up an airline to get a 
better deal if another part of your business is lending it the money 
to buy new engines.”

He added: “Having better information and trust on all sides 
leads to better procurement outcomes and a reduction in TMCs 
conducting a ‘quote by rote’ exercise or not bidding at all, both of 
which infuriate buyers. On the buyer side, there’s no worse place 
to be than if everyone no-bids you. You need a good number of 
suppliers to bid. Otherwise you are giving a license to the incum-
bent to push up its prices.”

Grandvoinet supports full disclosure. “Be open about what you 
want us to deliver and how you view where the hotel company fits 
into your program,” he said. “CRM enables us to objectively mea-
sure that in a way we couldn’t before. The companies we have the 
best relationships with are the ones prepared to be transparent.”

If CRM is reshaping suppliers’ sales and account management 
strategies, it’s also evolving in new directions, including helping 
businesses improve and personalize the customer experience. One 
such application is profile management, or, in Salesforce-speak, 
“the customer 360-degree view.” According to Khan, this view in-
cludes “my preferences, my level within the organization and my 
sentiments. My last five experiences—were they good or bad?”

FCM will introduce traveler profile management powered by 
Salesforce over the next few months. “When you call our team, 
your profile will come up on their screen,” said Ross. “It will get 
to a level where we can see that, if you fly to New York every 
month, we know your favorite restaurant there and can ask if we 
should book it again for you.”

In a recent interview with PhocusWire, which like BTN is 
owned by Northstar Travel Group, BCD Travel SVP of product 
strategy and development Yannis Karmis referred to this concept 
as a “digital travel identity, [which] is not the same as a tradition-
al profile. It’s a suite of capabilities which include traveler identi-
fication and access management, travel consent management and 
traveler personalization.”

BCD has signed a deal to build digital travel identities on SAP’s 
data cloud platform. Karmis said this will allow his company to 
stitch identities “across multiple silos of data within our systems 
so we can create new levels of intelligence for not only our human 
agents but the countless bots automating tasks for travelers and 
travel agents.”

Where next? Ganapathy predicts Salesforce within five years 
will become a seller of corporate travel or at least some aspects 
of it, allowing suppliers to connect directly to their corporate 
customers. “Suppliers will be able to use the platform as a mar-
ketplace for corporate travel.” He added: “If an airline supplier 
knows a customer always buys Wi-Fi on a particular flight, there 
could be an opportunity through the platform to upsell to select-
ed travelers. Other technologies like New Distribution Capability 
are trying to get there, but they are reactive. Nothing happens 
after the transaction is completed. [Global distribution systems] 
lack context: why a traveler is going somewhere, sales budget and 
so on. There is only visibility at the time of shopping. Once the 
transaction happens, on a CRM you can proactively analyze the 
data and make further offers. A platform like Salesforce could 
become the next big thing for the travel industry.”

Salesforce’s Khan, however, downplays that prediction. “A lot 
of technology is needed to be successful with this: reservation sys-
tems, [airline] passenger service systems, GDS, [hotel] property 
management systems. Today, a lot of them are part of our eco-
system to connect information, but we’re not in the distribution 
business ourselves. That’s not part of our road map.” 

Grandvoinet concurred. “You 
can only have so many salespeo-
ple. You have to make sure you 
focus on the opportunities that 
will have the biggest benefit to the 
business,” he said. “It enables you 
as a manager within sales to much 
more clearly get an objective of 
which accounts you should focus 
your effort on: the ones which will 
deliver more market share and be 
a good fit with where we are.”

CRM also influences supplier 
pricing. Einstein, Salesforce’s arti-
ficial intelligence-driven business 
analysis tool, “tracks all RFPs and 
the price points for different cus-
tomers,” said Ganapathy. “It gives 
pricing predictions based on all 
the information in the system. It 
will look at the data and say pret-
ty accurately, ‘This is 20 percent 
more than you are charging other 
clients in this sector or country.’”

Once an account is up and run-
ning, CRM monitors performance. 
IHG uses Salesforce insights to 
judge whether the amount and 
spread of spend by a corporate cli-
ent corresponds to the sales sup-
port it receives. IHG could move 
those spending less than scheduled 
to a less bespoke sales service.

Salesforce travel, transporta-
tion and hospitality VP Taimur 
Khan believes CRM also is shift-
ing suppliers and buyers to more 
dynamic management of their 
agreements. “CRM provides that 
insight on: How far ahead or 
behind am I in the plan?” Khan 
said. “You can take actions as 
they are needed and not wait un-
til the quarterly review.”

The question for travel buyers 
is how they should respond to 
this brave new CRM-led world, 
which makes suppliers far better 
informed. The consequences are 
nothing to be scared of, in the 
view of GoldSpring Consulting 
associate Chris Pouney, who also 
is Midlands branch chair of the 
U.K.’s Chartered Institute of Pro-
curement & Supply. “The quality 
of sales has increased immeasur-
ably over the last few years, ei-
ther through better salespeople 
or more likely through companies 
deploying this kind of technol-
ogy,” Pouney said. “I can think of 
global bids in the past where the 
TMC did not know it was serving 
me elsewhere. I am seeing a lot 
more joined-up thinking.”

Pouney believes travel buyers 
need to respond by providing in 

“In many ways, 
CRM and supplier 
relationship 
management 
are two sides of 
the same coin. 
They both talk to 
understanding the 
full breadth of the 
relationship along 
with needs and 
wants. You may 
not be wanting to 
beat up an airline 
to get a better deal 
if another part 
of your business 
is lending it the 
money to buy  
new engines.”
— GOLDSPRING CONSULTING’S 

CHRIS POUNEY
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If flying domestically in the U.S., a traveler needs a 
driver’s license or acceptable photo ID. Internation-
ally, he or she needs a passport. Passengers also need 
boarding passes. But what if they didn’t? What if a 
person’s face, eyes, or thumbprint could get him or 
her on an airplane? Traveling would be easier and a 
lot safer. A passport or driver’s license can be forged, 
but it’s difficult to fool biometric technology, such as 
facial recognition, retinal scans and fingerprints.

The travel industry’s vision of the future replaces 
current documentation with verified biometrics. This 
would involve more than substituting biometrics for 
passports and boarding passes. Biometrics could 
negate air and rail tickets, as well as IDs for hotel 
check-in and car rental. Biometrics essentially would 
serve as a traveler’s identification and documentation 
through all stages of a journey.

It’s already beginning at a few of the world’s most 
congested airports, where high volume is prompt-
ing a search for more efficiencies. In the U.S., for 
instance, airlines at John F. Kennedy International 
can leverage U.S. Customs and Border Protection 
facial recognition technology to expedite passenger 
check-in, baggage drop and boarding. Delta opened 
the nation’s first curb-to-gate biometric terminal 
last year at Hartsfield-Jackson Atlanta International, 
offering optional facial recognition from check-in to 
baggage claim.

Until recently, nations have used biometrics to 
keep terrorists and others out. The U.S.’s facial rec-
ognition system analyzes more than 100 points of ref-
erence on each face. The Traveler Verification Service 
has become the aspirational standard for dozens of 
countries that screen people as they cross borders.

While groups like the International Air Transport 
Association see biometrics as an airport tool, the 
broader travel industry, through organizations like 
the World Travel & Tourism Council, wants to in-
tegrate biometrics, particularly facial recognition, 
across the entire travel experience, from booking 
through arrival, whether picking up a car, getting a 
hotel room or boarding a plane, train or boat. The in-
novation likely would encourage more people to trav-
el while avoiding a significant increase in resources 
to accommodate the growth. But it also would make 
more efficient a system that currently emphasizes se-
curity over ease of travel.

Enhanced Encryption
The travel experience requires people to flash travel 
documents constantly, and the industry is investigating 

whether this information could instead be stored on 
travelers’ smartphones. The traveler would be free to 
share his or her biometric markers with the travel sup-
pliers they choose and no longer would worry about 
losing IDs and tickets.

Of course, there’s the challenge of keeping infor-
mation safe and limiting access to authorized users 
while enabling interoperability across suppliers. In-
creasingly sophisticated encryption systems are being 
developed to protect against hacks of biometric data. 
Encrypted tools also can act as repositories for trav-
elers’ preferences, encouraging suppliers to custom-
ize offerings. These tools also can monitor for delays. 
For instance, the system could alert a hotel and rental 
car agency of an airport delay affecting a trip.

Beyond Airports
Digital identity verification would become an en-
hanced safety net. Rental car agencies, hotels, trains, 
buses and cruise ships now have to verify travelers’ 
identities on their own. A rental car agency, for exam-
ple, must verify manually that the license presented 
at the counter is valid.

Yet, fears around data privacy and safety prompt 
officials and executives to move cautiously, despite 
the availability of the technology. The TSA recently 
announced it would not make biometric identity veri-
fication mandatory, though the agency has developed 
pilot projects to help make the technology more ef-
ficient. The announcement may be connected to the 
theft of almost 100,000 photos of travelers and li-
cense plates collected by Customs and Border Protec-
tion and stored on a contractor’s database.

Public Versus Private
How will digital identity verification evolve? Some 
envision a government-controlled or government-
driven model, and others see a private, subscription 
model. Every model will have to recognize that not 
all travelers will be willing to share personal informa-
tion and will have to allow travelers to deny access.

The WTTC has identified 53 efforts already in play 
to implement biometrics. Deployed systems exist 
primarily to facilitate border control, in airports in 
the U.S., the EU, Southeast Asia and the Caribbean. 
Pilot projects at a select few of those enable baggage 
processing, lounge access and boarding. Meanwhile, 
several suppliers plan trials to test whether existing 
systems could expand to integrate nonairport suppli-
ers, as well. The goal is solidifying the business case 
for end-to-end, seamless travel and jump-starting 
global adoption.

No consensus exists around a particular one-size-
fits-all solution, but the travel industry is pushing 
for collaboration across borders and among com-
panies and governments to reduce the iterations 
travelers will have to deal with moving forward. 
The good news: Travelers already are getting sneak 
peeks of the benefits of biometrics-enabled seamless 
travel, and as they become more comfortable with 
it, so too may authorities. 

Facial Recognition May   
Become Our Passports

      
 B Y  A L E X  H I L L  &  H E L E N A  B O N O N I 
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you!AFTER A LONG DAY 
OF MEETINGS, 5PM 
TO 9AM BELONGS TO

Whether you’re traveling for work, or for 
fun—we’ve got you. So go ahead, shake off 
your normal routine, and immerse 
yourself into a new experience.

Learn More at:

NEWYORKHILTONMIDTOWN.COM
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Where
Business
Meets
Benefits

FRONT END DISCOUNTS
As a member of Turkish Airlines Corporate 
Club, you will receive exclusive front end 
discounts on fares for to/beyond Turkey 
travel. There’s also the option to earn free 
tickets if you meet an annual flight quota 
and the opportunity to earn upgrades. 

BAGGAGE ALLOWANCE
Ease worries about fitting all the 
necessities for your business trip as a 
Turkish Airlines Corporate Club member. 
Enjoy an enhanced baggage allowance on 
international flights. 

FLEXIBILITY
As all corporate travelers know, changes 
happen. As a member, you will have the 
flexibility to change flight routes and dates for 

all flights to/beyond Turkey. There is also no 
penalty for cancellation or no-show for almost 
all booking classes.

TURKISH AIRLINES CORPORATE CLUB CARD
With your membership card, you can check-
in through business-class counters and 
gain access to lounges even when flying in 
economy. Additionally, you still earn Miles in 
your Miles&Smiles frequent flyer account. 

Don’t hesitate. Find out more on how business 
meets benefits with the Turkish Airlines 
Corporate Club. Benefits vary by country. 
Apply today at:
corporateclub.turkishairlines.com

Join the Turkish Airlines Corporate Club and
receive exclusive member benefits.
Business travel, meet perks. With Turkish Airlines Corporate Club membership, corporate 
travelers enrolled in the exclusive program receive special perks and benefits. And, there’s 
nothing to pay and no commitments, making this a value-added program you should join today. 
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