
The Business Trip Life Cycle
IMPLEMENTING INNOVATION: PART ONE

Innovation has been a big topic among travel 
management circles—how to achieve relevance 
and progressive management without sacri-

ficing the benefits of traditional best practices, 
but also exploring ways to push beyond them.  
Together, The BTN Group and Concur are offer-
ing a series of webinars and white papers that will 
explore current trends across the business trip life 
cycle—pre-trip, on-trip and post-trip—and uncov-
er use cases with companies that are implement-
ing innovation within their programs. For more 
ideas and examples, watch the webinar.

OFF-CHANNEL MANAGEMENT
Most corporate travel managers will acknowledge 
an issue with some percentage of off-channel 
bookings in their travel program. Accepting as 
inevitable the lost data associated with these 
bookings, however, leaves a lot of program 
optimization opportunities on the table. 
	 “You can use itinerary management to unlock 
a host of capabilities, when it comes to managing 
risk and controlling spend,” said Doug Anderson, 
vice president of travel product for Concur. “At the 
least, you can look at where travelers are booking 
when they are not booking through preferred 
channels and what suppliers they are booking with. 
But more important, you can get pre-trip visibility 
and take action on what is happening now.”  
	 Those actions could be anything from 
messaging about out-of-policy suppliers or a 

better hotel rate at a similar property to using data 
from itinerary management tools to feed to risk 
management tools to track traveler location even 
when they book off-channel. 
    At the end of the day, additional off-channel 
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At Cognizant Technologies, hotel bookings are 
largely driven by client hotel agreements. This 
represents good stewardship for the consulting 
company, but the flip side is that Kathleen Kaden, 
global travel manager for Cognizant, has had little 
control over the company’s hotel data via traditional 
travel management strategies.
	 Using itinerary management tools, Cognizant 
has implemented a targeted test program to cap-
ture hotel data booked outside preferred channels. 
Travelers register their email addresses in the tool. 
Once registered, they forward hotel confirmations 
they receive at that email address to the itinerary 
tool. The technology matches the hotel reservation 
to a current air reservation at Cognizant’s preferred 
TMC, enters it in the PNR and returns a full itinerary 
to the traveler.
	 “We are excited about ultimately mandat-
ing this,” said Kaden. “We want to set it up so that 
our associates make their reservations (air and car) 
and we want them to get a hotel in that reservation. 
We don’t care how—whether through the TMC or 
through TripLink [Concur’s tool]. We are really look-
ing to broaden the definition of what is ‘in policy’ to 
being ‘what is in the PNR.’”
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volume booked at preferred suppliers can also 
be reported back in total volume for negotiations. 
More data is better than less—and itinerary 
management tools are broadening the scope of 
what travel managers can touch.

LEVERAGING TRAVELER KNOWLEDGE
Eric Bailey, senior travel manager, strategy and 
technology for Microsoft, may have an advantage 
over most travel managers when it comes to im-
plementing technology innovation. Nevertheless, 
the strategy behind Microsoft’s traveler-centric 
tools is applicable to most companies: Travelers 
know a lot about travel, use that knowledge to tai-
lor everyone’s travel experiences.  
	 “The problem we are trying to solve is that with 
your smartphone, you are walking around with the 
history of the world in your hand,” said Bailey. “But 
you don’t really need all that information. At Micro-
soft, we want travelers to have information that is 
going to be relevant.”
	 To that end, Bailey and a group of interns has 
built an online tool and mobile app that offers  
Microsoft travelers a view of the world through the 
lens of Microsoft. 
    “We’ve included information about the loca-
tion of all of our offices around the world, the air-
ports that we go to and preferred hotels. We allow 
people to add information about customer sites, 
restaurants and things like that nearby.” The result 
is a tool that allows the traveler to map their trip 
in relation to Microsoft offices and preferred sup-
pliers—and to review that information visually to 
make better decisions when traveling.

JOURNEY PLANNING
Business travel today incorporates much more 
than air, hotel and car bookings. Depending upon 
the destination, said Miriam Moscovici, emerging 
technologies director for BCD Travel, travelers and 
travel managers need to be looking at rail, public 
transit, ferries and even the option of walking to 
determine the most efficient transit options.
	 “The tools are out there to better define busi-
ness travel needs door to door,” said Moscovici. 
“Travelers can use consumer tools [like Route 
Rank or Rome2Rio] during the planning process 
or travel managers might use them in collaboration 
with their TMC or OBT to deploy a business ver-
sion of these tools.”
	 In addition to planning individual trips, there is 

a strategic use for journey planning tools, as well. 
Travel managers can use them to research emerg-
ing destinations to better inform supplier negotia-
tions and even shape policies. 
   “They really allow the travel manager to look 
more holistically at the market and consider the 
most beneficial options—even if they are not tradi-
tional to the program,” said Moscovici. 

GETTING IT DONE
Implementing innovation can be a challenge, es-
pecially as companies pioneer new management 
concepts and technologies in their travel pro-
grams. Advice from the pros: “Don’t try to boil the 
ocean,” said Moscovici; start small and grow in-
novation organically. That approach is evident in 
all the examples in this paper—each company be-
ginning with a targeted group of travelers for their 
initial development and rollout, and tweaking their 
innovations based on feedback. Without compa-
nies willing to step outside traditional best prac-
tices and implementing progressive ideas, forging 
future best practices is impossible.

REGISTER NOW for “Implementing Innova-
tion: On-Trip” airing live August 14th, 2014 and 
archived until February 13, 2015. Presented by 
The BTN Group and Concur.
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IMPLEMENT IT: WHIRLPOOL

While Microsoft offers a great use case, a handful of other companies are 
using the same concept but building on different platforms. Madia Sargent, 
senior manager, global travel services for Whirlpool Corporation is building a 
similar online tool and mobile app on a Google platform. 
	 She has enlisted a group of frequent travelers as an advisor group as she 
builds the tool with the help of her IT department and she has asked local 
offices around the world to maintain local information on the tool. Sargent has 
also enabled travelers to provide additional information and travel tips for any 
business travel market. 
	 “We can provide guidance to travelers, but the best part is that travelers 
can also give feedback—while they are at a restaurant or at a hotel, as they 
discover a one-dollar tram to the office, or other great insights,” said Sargent. 
“It gives me great information. As travel managers, we have a general pulse of 
what’s going on, but with this we can start to view the conversations between 
the travelers and that gives us more data to refine the travel program.”
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