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     AIR             USD Fare Increases Why It Increased
(in addition to growing demand & oil prices)

Why It Didn’t Go Up More
(in addition to increased capacity & airfare sefmentation)

Eastern
Europe

• Limited competition
• World Cup in Russia

• Competition with low-cost carriers
• Low demand for international fl ights

Western 
Europe

• Security threats
• Oil industry in recovery

Middle East/
Africa

•  Weaknesses in airports & other infrastructure are showing, 
though new airports are in the works

Asia/
Pacifi c • Domestic demand in India & China

• Increased competition on the U.S. West Coast
•  Heavy competition in Canada amid double-digit capacity 

growth there

North 
America

•  Potential for travel restrictions has kept 
inbound U.S. capacity in check

•  20% increase in scheduled fl ights through 2019 in South 
America, according to OAG

• Opportunity for low-cost carriers
• More effi cient planes mean lower operating costs

Latin America/
Caribbean

•  HNA’s stake in Azul, Qatar’s stake in 
Latam & IAG’s partnership with Latam 
could bring higher-priced service

HOTEL              USD Rate Increases Why It Increased (except in Latin America) Why It Didn’t Go Up More

Eastern
Europe

• Occupancy shows signs of rising
• World Cup in Russia

Western 
Europe

•  Limits on development in Amsterdam & 
Barcelona will push occupancy up

•  In other markets, new properties with higher 
rates can raise markets’ average rates

Asia/
Pacifi c

• Strong economies mean demand will rise
•  In high-volume markets like Bangkok, Beijing 

& Shanghai, mergers will tilt negotiating 
leverage toward hotel companies

• Winter Olympics in South Korea

•  Less of a push by suppliers for dynamic pricing than 
elsewhere in the world 

North 
America

•  Canada is driving the average up with help 
from secondary U.S. cities & Washington, D.C.

•  Demand has been static since summer 2016, while supply 
will grow through 2018

Middle East/
Africa

Latin America/
Caribbean • Peru & Chile hotel rates will rise

•  Surplus capacity in Rio de Janeiro after the 2014 World Cup & 
2016 Summer Olympics

•  Corporate travel demand is down 21% in Sao Paulo & Bogota
•  Hotel companies will purchase independents, raising effi ciency
•  449,500 hotel rooms are expected to be built in Mexico, Chile, 

Argentina, Brazil, Colombia & Peru from late 2016 through 2025

What Will Happen to Corporate 
Travel Prices in 2018?
Growing demand and rising crude oil prices will cause average worldwide 
corporate negotiated airfare to increase in 2018, according to Carlson Wagonlit 
Travel’s 2018 Global Travel Forecast. That’s despite an anticipated 6 percent 
jump in capacity. Meanwhile, fare segmentation will put downward force on 
base fares. For hotel rates, the 3.7 percent increase in the global average daily 
rate belies bigger bumps coming in Europe. However, the upcoming RFP 
season also is the � rst in which the recent wave of hotel mergers will have an 
impact. CWT Solutions Group Americas senior director Katie Raddatz � lled 
BTN in on more of CWT’s forecast:

Data Hub
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MANAGEMENT

Adelman wades 
into unmanaged 
waters with an 
offering for small 
businesses.

PAGE 34

GLOBAL

Marriott will 
work with China 
e-commerce behe-
moth Alibaba, plus 
China Southern’s 
corporate accounts 
& growth potential.

PAGE 31

SME INSIDERS

It’s a puzzle to 
manage travel for 
small and midsize 
multinational 
companies as they 
grow.

PAGE 7

VOICES

For midsize compa-
nies, travel programs’ 
aid in hiring & retain-
ing talent is a big part 
of their ROI, accord-
ing to Amex GBT’s 
Colin Temple.

PAGE 36

6 | Data Hub
2018 Corporate 
Travel Prices 
How air & hotel rates 
will change around the 
world, plus the factors 
pressuring those prices

TOP STORY

VOLUME 34 | SEPTEMBER 4, 2017  WWW.BUSINESSTRAVELNEWS.COM

FCM Travel Solutions 
for the Americas presi-
dent Billy McDonough 
on growing larger than 
the mega travel man-
agement companies

In Focus 4 | On the Record

    CONTINUED ON PAGE 3

“When you look 
at the trajectory we’ve 
been on for the past 
10 years ... the acqui-
sitions portion ... and 
also the size of some of 
the customers that we’re 
partnering up with, it’s 
absolutely possible.”

Catering to a Moving Target
Modern travelers are proving more � nicky than ever, and hoteliers are tak-
ing note. As Homewood Suites by Hilton global brand head Adrian Kurre 
phrased it: Guests want to be able to interact if they choose to interact; but 
they don’t want to be forced to interact if they don’t want to. Across hotel 
tiers, brands are trying to � nd the balance between genuinely engaging with 
guests and giving them the option to avoid interactions like checking-in at 
the front desk or ordering additional towels. But if travelers are � nicky, 
so are travel managers, who weighed in less favorably in this year’s sur-
vey than in years past. Here, BTN reviews seven hotel segments and how 
travel managers scored brands across 13 categories, including a new one 
this year: traveler satisfaction.

FULL STORY ON PAGE 12

Carlson Wagonlit Travel plans to 
introduce full airline shopping and 
booking capabilities within its CWT 
To Go app later this year. BCD Trav-
el, too, con� rmed mobile “air book-
ing in TripSource is in development.”

Those megas are among several trav-
el management companies evolving 
their mobile wares to include further 
booking capabilities. If the � rst genera-
tion of TMC apps were informational 
and focused on itinerary management, 
the next is increasingly transactional.

Hotel selling has been a focus for 
TMCs, especially the megas. “The 
adoption of mobile is happening at a 
more rapid rate even than we were see-
ing a year ago, so there’s an explicit and 
implicit demand for products beyond 
hotel,” CWT CEO Kurt Ekert said in a 

recent interview. Already, CWT has in-
troduced hotel booking in a few dozen 
markets through its mobile app.

BCD Travel has rolled out hotel 
booking through its TripSource app to 
more than a dozen markets and expects 
25 countries to be live by the end of 
2017. TripSource also offers air search 
so travelers can � nd � ights and sched-
ules, but they are not currently able to 
book � ights. That will change, even 
though BCD has “no announcements 
at the moment.” CEO John Snyder 
sees more travelers going mobile.

American Express Global Business 
Travel also delivers hotel and ground 
transport booking through its mobile 
app, particularly for post-ticketing 

BCD, CWT Will Launch Mobile 
Air Booking as TMCs Evolve 
Role in Mobile Transactions  
B Y  J AY  B O E H M E R 

ON THE HORIZON

S T R AT E G I C
MEETINGS

R E P O R T
Traditional strategic meetings management has 
become just one part of a business strategy for 
meetings. The investment community fi gured 
this out and has poured money into technology. 
Corporations can benefi t, but sales, market-
ing, sourcing and onsite logistics must come 
together to realize the end-to-end potential.

PAGE 25
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On The Horizon • Voices • Lodging • Meetings • Management • Technology • Data Hub • Transportation  
• Payment & Expense • Global • Procurement • Distribution • On The Record

TOP STORY
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20 LODGING
• Airbnb listings will appear in Concur desktop 

search results.

21 PAYMENT & EXPENSE
• A tech investment that could make virtual cards 

easier for midsize travel management companies.

22 TRANSPORTATION
• Alaska sees corporate business growth as 

network expands post-merger.

24 MEETINGS
• HRS Meetago's move into the Americas.
• Ivvy meetings distribution enters North America.

28 DISTRIBUTION
• And the fi rst NDC-certifi ed TMC is ... W Travel.

30 PROCUREMENT
• A TMC angling for subscription pricing.
• The premium on one-way fares is shrinking.
• TravelBank introduces commission sharing   

for small & midsize enterprises.

Turkish Airlines 
chairman Ilker Ayci 
on the carrier's New 
Distribution Capability 
certifi cation & other 
technology initiatives.

What’s Inside 4 | On the Record

    CONTINUED ON PG 20

“In the coming 
years ... the corporate 
passenger as well as 
the leisure passenger 
... want much more 
personalized services 
and technological ser-
vices from us. We're 
investing in that area.”

BTN's 2017 Travel 
Manager of the Year
Congratulations to 2017 Travel Manager of the Year, Siemen's director of mobility ser-
vices for the Americas Steven Schoen. In his leadership role formulating and rolling out 
E2E Travel@Siemens policy and solutions, Schoen kept his eye on "wowing" the trav-
eler. BTN's Best Practitioner Awards centered on technology and data strategies: Parexel 
International director of global procurement and travel Benjamin Park harnessed small 
meetings; Dycom travel manager Jennifer Steinke put mobile strategy at the center of 
her program to solve unique challenges; global employee experience lead Julia Fidler and 
travel business intelligence and analytics manager Marta Rodriguez Martinez broke new 
ground with traveler data analytics that will lead Microsoft Travel into the future.

ON THE HORIZON

An online booking tool 
creator plans to redevelop 
based on blockchain tech-
nology to take advantage 
of rich content & smart 
contracts.

PAGE 3

LODGING

Choice COO Pat Pacious 
will replace Stephen 
Joyce as CEO & tells 
competitors to "bring  
it on."

PAGE 18

FULL STORY ON PG 8

TECHNOLOGY

Three new chatbots for 
corporate travel: Deem 
with Facebook Messenger, 
Casto with Mezi, & Bizly 
with artifi cial intelligence 
automation.

PAGE 29

Last month, Hilton began charging 
a penalty for reservations canceled 
within 48 hours of hotel stays at 
properties in the U.S. and Canada. 
Marriott International released the 
same policy in June.

For most franchise-based hotel 
companies, cancellation policies have 
been at the discretion of the prop-
erty. That Marriott has introduced 
this policy companywide to its more 
than 5,700 hotels and that Hilton has 
followed suit have created concern 
that the hotel industry will move in 
lockstep with pricing policies the way 
the airlines do now. “This was one of 
the fears everyone had with big con-
solidation,” Hess Corp. global travel 
category manager Nicki Leeds said 
during a session at the recent Global 
Business Travel Association conven-
tion. “It is very dif� cult with a chain 
the size of Marriott to eliminate them 
from your program.”

Hilton CEO Christopher Nas-
setta said, “The reasons, I think, are 
obvious for why we’re doing that. 
It’s not just because of new tech-
nologies but because customers, 
many of them, ultimately have been 
trained to do multiple bookings and 
do things that have created a sce-
nario where cancellations have, in 
some markets, skyrocketed.” He 
said last-minute cancellations make 
it dif� cult for hotels to manage in-
ventory. That dif� culty ultimately 
costs the consumer, he added, be-
cause it means the hotels are not ap-
propriately pricing rooms.

Hilton’s policy goes a step far-
ther than Marriott’s; Hilton is also 
implementing 72-hour cancella-
tion policies in markets where 
“appropriate.” Nassetta said he’s 
spoken with corporate customers 

Hilton’s & Marriott’s 48-Hour 
Cancellation Policies  
B Y  J U L I E  S I C K E L 
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6 | Data Hub Business Travel Spend Forecast Through 2021
Rockport Analytics & GBTA forecast that global spending will reach $1.7 trillion in 2021.

Left to right: Parexel's Benjamin Park, Dycom's Jennifer Steinke, Siemens' Steven 
Schoen & Microsoft's Marta Rodriguez Martinez. (Not pictured: Microsoft's Julia Fidler)
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BTN QUARTERLY FEATURES
   * �App Analysis: 3 apps from a single category 

reviewed by BTN editors for functions 
offered/reliability/user experience.

 ** �SME Insiders: A panel of small and midsize 
travel program managers discuss issues and 
strategies specific to the segment. 

*** �Meetings Mavens: A panel of strategic 
meetings management experts talk shop 
and answer questions on the last frontier of 
unmanaged travel.
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  2017
  CORPORATE
 TRAVEL
  INDEX
Business travel 
per diems 
for 200 cities 
worldwide

March 27, 2017

Sponsored in part by

• �CORPORATE TRAVEL INDEX 
BTN’s annual compilation and analysis of per-diem business travel costs 
in 100 U.S. cities and 100 others around the world.

• �SPRING RESEARCH - ARTIFICIAL INTELLIGENCE:  
BTN explores how the corporate travel industry is leveraging AI to 
improve the traveler experience and how AI-enabled tools are powering 
revenue management and pricing intelligence through surveys and 
interviews of corporate travel managers. 

• �SMALL & MIDMARKET TRAVEL MANAGEMENT REPORT 
An annual survey and analysis to help SME travel managers  
benchmark their own programs against peer programs. 

• �BUSINESS TRAVEL BUYER’S HANDBOOK 
An end-to-end guide to managed travel programs, including  
structure, policy, meetings management, TMCs, payment systems,  
hotel companies, airlines, car rental firms, chauffeured providers and 
travel risk management. 

• �CORPORATE TRAVEL 100 
BTN identifies the biggest corporate travel spenders  
in the U.S. and how they manage their programs.

• �FALL RESEARCH - TRAVEL DISTRIBUTION & CORPORATE 
PROGRAMS – WHAT TRAVEL MANAGERS NEED TO KNOW NOW 
The trickle-down effects of distribution on the travel program are much 
stronger than they may appear to travel managers at first glance. BTN’s 
fall research issue will offer a deep-dive into distribution to educate travel 
managers about the current transformation in the distribution space and 
strategies that are coming down the pike. We’ll look at who the current  
players are in distribution technology, IATA’s new distribution capability 
standard, aggregator technologies, airline distribution strategies, hotel 
distribution strategies and TMC content strategies. The issue will analyze how 
changes in distribution will impact travel programs now and into the future.

ISSUE DATE 	 AD CLOSING MATERIAL DUE TITLE

March 26 March 12 March 14 Corporate Travel Index 

April 23 April 9 April 11 Spring Research – Artificial Intelligence

May 21 May 7 May 9 Small & Midsize Travel Management Report

June 25 June 11 June 13 Business Travel Buyer’s Handbook

October 1 September 17 September 19 Corporate Travel 100

October 29 October 15 October 17 Fall Research - Travel Distribution

* Research and reference issues are standard magazine size    

BTN RESEARCH & REFERENCE ISSUES*

Delivered in print and online, these special issues are 
effective reference tools for travel managers as well as 
promotion vehicles for travel marketers. They help build a 
thought leadership position by associating your company 
in strategic editorial environments, offering extended 
shelf life for 12-month exposure.
[

Revised March 21, 2018
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• 4th Annual Innovate Conference (New York)
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MIDDLE EAST & AFRICA         March    -0.4%             April                      6.9%     May              -3.8%

EUROPE
    March           2.8%         April          2.9%           May                4.8%

EUROPE
    March                 4.7%         April       2%          May             3.5%

ASIA/PACIFIC       March   -0.2%            April     0.8%             May         2.4%

ASIA/PACIFIC         March             3.6%            April            3.5%                  May          2.7%

North American hotel outlook for May 2017 
through April 2018; year-over-year changes in av-
erage daily rate & occupancy around the world in 
March, April & May; frequency with which travel 
buyers audit their hotel rates & the discrepancies 
they find; plus, introducing Travel Procurement’s 
new set of corporate air travel metrics compiled & 
analyzed by tClara’s Scott Gillespie

 ADR YOY FORECAST: 5/2017 - 4/2018NORTH AMERICABusiness transient is
UP 2.4%

Group is 
UP 1.8%

BOOKINGS YOY FORECAST: 5/2017 - 4/2018NORTH AMERICABusiness transient isDOWN 1.8%
Group is 

DOWN 0.2%

  BUSINESS TRAVEL BY THE NUMBERS

ADR: YOY CHANGE AMERICAS
    March            2.8%          April         2.7%          May        2.2%

AMERICAS
    March          2.7%      April    -0.6%          May        1.7%

MIDDLE EAST & AFRICAMarch             -6.6%                           April                  5.7%              May      1.2%

Source: TravelClick North American Hospitality Distribution Review of hotel stays booked by May 1 in the 25 major markets

 Source: STR

OCCUPANCY: YOY CHANGE 

H O T E L

HOTEL 
RATE AUDITING

12 / T R AV E L  P R O C U R E M E N T  

www.businesstravelnews.com/procurement

FREQUENCY OF RATE AUDITS86% of corporations audit their hotel 
rates, amenities and other negotiated 
terms once they’re loaded. Of those:

Monthly
Weekly

Every couple months32%

Do so annually
28% Every time a rate is loaded

31%

6% 4%

Travel Procurement
FEBRUARY 2017

Airline sourcing’s 
slow shift toward 
traveler centricity

 Pressures facing 
the U.S. hotel 
industry in 2017

Kurt Ekert has 
been CEO of CWT 
for nine months. 
What’s the plan? 

wwwwwwwwwwwwwwwwwwwwwwwwwwwwwwwwwww

UNILEVER GLOBAL 
TRAVEL, EVENT & FLEET 

SERVICES DIRECTOR

YVONNE MOYA

wwwwwwwwwwwww

UNILEVER
SOURCES TRAVELER

SATISFACTION

Travel Procurement
AUGUST 2017

KAREN
HUTCHINGS

 BATTLE BOOKING
INEFFICIENCIES

The Rise of Hotel ‘Collection’ Brands p. 26  •  Airline Distribution Shakeup p. 30  •  Cvent Rethinks Venue Search p. 32

BOTSAN
D E

Y’S

Q1 YOY RIDE-HAILING CORPORATE MARKET SHARE

Uber

 Taxi

 Lyft

77.14% 
 77.33%

    16.44% 
14.29%

6.42% 
     8.38%

UNITED STATES
       Alaska1          4.7%
American   -1.5%
          Delta   0.5%
     JetBlue        3.9%
Southwest        3.3%
       United     2.2% 

  

 

 EUROPE
  Air France   0.8%
            IAG        3.3%
          KLM            5.9%
 Lufthansa2                              11.3%
         SAS3                  10.1%

ASIA/PACIFIC
  Air China              7.7%
       ANA4                12.8%
 Cathay P.     -0.2%
   China S.                       12.6%
          EVA                        14.1%               

TRAFFIC: Q1 YOY CHANGE

  UNITED STATES
       Alaska1                81.3%
  American             79.2%
          Delta                   82.9%
     JetBlue                    83.9%
Southwest             79.9%
       United              79.6%

 EUROPE
Air France                     84.3%
            IAG              79%
          KLM                       86.7%
 Lufthansa2          76.1%
          SAS3    71.6%

  ASIA/PACIFIC 
  Air China                  82%
        ANA4        75.9%
  Cathay P.                   84.3%
    China S.                82.6%
          EVA              79.6%

LOAD FACTOR: Q1

 1Factors in Virgin America’s 2016 performance    2Skewed by the completion of the acquisition of Brussels Airlines
3November 2016 to March 2017 year-over-year change    4October 2016 to March 2017 year-over-year change for international flights

Source: Expense reports processed by Certify

A I R
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 UNITED STATES
        Alaska1          4.9%
  American    -1.1%
        Delta    -0.5%
     JetBlue          4.2%
Southwest          4.1%
       United      2.6%

 

 EUROPE
   Air France   0.1%
            IAG        3.3%
          KLM          4.7%
 Lufthansa2                  9.5%
         SAS3                           15.1%

 ASIA/PACIFIC
  Air China          4.7%
       ANA4                 8.2%
Cathay P.     -0.4%
   China S.                8.6%
         EVA                           

CAPACITY: Q1 YOY CHANGE

  LATIN AMERICA
  Aeromexico           10.3%
       Avianca           10.1%
           Copa           9.9%
         Latam    0.6%
       Gol         -4.6% 

LATIN AMERICA
Aeromexico   78%
      Avianca        81.9%
           Copa        81.5%
         Latam            84.7%
               Gol    78.5%

LATIN AMERICA
 Aeromexico              7.9%
       Avianca    5.9%
           Copa         4.3%
          Latam 0%
       Gol            -5.9% 17.4%

+0.19 percentage     
 points-2.15 percentage points

+1.96 percentage points

MAY 2017

Whisperer

Deem takes on 
industry’s allegiance 

to expense page 20

Concur’s travel 
risk management 

proposition 
page 24

Marriott merger 
update page 30

Microsoft is reverse 
engineering its travel 

procurement eff orts. Marta 
Rodriguez Martinez delivers 
the business intelligence to 

make it happen page 14

The Data



(All rates are quoted gross and include 4/color charge. Effective January 1, 2018)
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Tabloid Page $35,070 $34,020 $33,000 $31,990 $31,055 $30,110

Tabloid Spread $68,775 $66,715 $64,720 $62,775 $60,885 $59,065
½ Page Tabloid $21,745 $20,445 $19,845 $19,845 $19,250 $18,670
1/3 Page Tabloid $14,725 $14,290 $13,865 $13,460 $13,055 $12,665
¼ Page Tabloid $11,920 $11,575 $11,225 $10,890 $10,555 $10,245

Junior Page Ad Sizes

Junior Page $31,460 $30,515 $29,590 $28,700 $28,070 $27,010
Junior Spread $61,560 $59,710 $57,920 $56,170 $54,490 $52,850
½ Junior Page $20,480 $19,865 $19,270 $18,690 $18,140 $17,600
1/3 Junior Page $13,220 $12,815 $12,430 $12,055 $11,700 $11,360
¼  Junior Page $12,095 $11,720 $11,380 $9,850 $10,640 $10,320

Covers 2,3 or 4 $42,445 $41,195 $39,970 $38,740 $37,590

Front Page Box $12,075 $11,470 $10,900 $10,360 $9,840
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Full Page $21,515 $20,865 $20,250 $19,635 $19,065

Spread $43,045 $41,715 $40,510 $39,280 $38,115
1/2 Page $13,280 $12,885 $12,490 $12,125 $11,760

Covers 2,3 or 4 $27,515 $26,865 $26,250 $25,635 $25,065
							     

BLEEDS, PREFERRED POSITIONS, SHORT RATES & REBATES 
A. �Bleed or oversized ads—subject to 10% surcharge on space rate. 

Exceptions: (1) covers, (2) spread which may bleed into gutter without surcharge.

B. �Preferred positions — Page 5, 7, 9, 11 and Centerspread +10%; Covers 2, 3, 4 +20%

C. Guaranteed positioning — +10%

D. Short rates will be billed upon cancellation of contract or failure to fulfill minimum requirements.

E. �Rebates earned within a 12-month period can be used to purchase additional space within the  
same 12 month timeframe.
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BTN DAILY NEWSLETTER			 

Top Leaderboard (600x100) $11,280/week

Top Rectangle (300x250) $11,280/week
Lower Rectangle (300x250) $11,280/week
Lower Leaderboard (600x100) $11,280/week

TRAVEL PROCUREMENT NEWSLETTER (published monthly)			 

Top Leaderboard (600x100) $8,625/month

Top Rectangle (300x250) $8,625/month
Lower Rectangle (300x250) $8,625/month
Lower Leaderboard (600x100) $8,625/month

BTN TRAVEL MANAGEMENT SPONSORSHIP					          (includes e-newsletter and website)	 		  $16,590/month

E-Newsletter— One 600x100 or 300x250 banner ad in each of the two issues

Website— Rotating top and lower 728x90 Leaderboard banner ad and rotating top and lower 300x250 banner ad  
in the Travel Management content section of the BTN website for one month corresponding with the e-newsletter.

BTN GLOBAL SPONSORSHIP  (includes e-newsletter and website)												            $16,590/month

E-Newsletter— One 600x100 or 300x250 banner ad in each of the two issues

Website— Rotating top and lower 728x90 Leaderboard banner ad and rotating top and lower 300x250 banner ad  
in The Global content section of the BTN website for one month corresponding with the e-newsletter.

Leaderboard (728x90) — ROS rotating upper and lower positions $3,980/month

Pushdown $6,630/week

THE BEAT WEBSITE
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Leaderboard (728x90) — ROS rotating upper and lower positions $9,955/month

Pushdown — one advertiser appears on all pages of the site $16,580/week

Rectangle (300x250) — ROS rotating upper and lower positions $9,955/month
Homepage Takeover— own all positions on the homepage for a full week $13,260/week
Mobile (300x50)— ROS rotating upper position $4,195/month

WEBSITE CONTENT SECTION					   

Leaderboard (728x90) — ROS rotating upper and lower positions $8,625/month

Rectangle (300x250) — ROS rotating upper and lower positions $8,625/month

2018 DIGITAL RATES


