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Introduction 

The rise of the internet revolutionized how people shop for travel. Today, 

managed travel programs almost universally use corporate online booking tools 

(OBTs). These tools reduce transaction costs and allow travelers to make 

informed, policy-compliant decisions. The coronavirus has underscored the value 

of OBTs even further. OBTs not only provide cost-efficient travel options, they 

also help risk management efforts. This study examines how travel managers 

view corporate booking technology. It is based on a survey of U.S. and Canada-

based travel managers, and addresses several key questions including: 

1. Coronavirus: How has Covid-19 changed business travel booking? Have 

travel programs changed booking-related policies? Have booking providers 

introduced new features or services? 

2. Priorities: What are the most important factors when selecting an OBT? 

What do travel managers view as strengths and pain points with their 

primary OBT? 

3. Innovation: How do travel managers feel about booking-related 

innovations such as AI-powered personalized options, automated chat, 

and IATA’s New Distribution Capability (NDC)? 

4. Mobile: Do travel programs offer mobile booking? Do they offer mobile 

booking through an OBT’s app (e.g., Deem) or a travel management 

company’s (TMC) app (e.g., BCD Tripsource or myCWT)? Are they 

satisfied with mobile booking tools? 
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Key Highlights 

• The coronavirus has made some companies revisit booking-related 
policies. For some companies, these policy changes will remain in effect 

even after the pandemic. Of the travel programs that have adopted a 

stricter requirement to book through an OBT/TMC as a result of the 

pandemic, three-quarters (75.0%) expect this change will remain in effect 

permanently. For these companies, the pandemic has likely exposed long-

standing risk management shortcomings. Addressing these shortcomings 

will not only help companies navigate the pandemic –  it will also help them 

prepare for other emergencies in the future. 

• Travel Managers identify strengths and pain points with the primary 
OBT their company uses. Several key points stand out when analyzing 

their opinions: 

§ Configuration is a strength of OBTs. Seven in 10 (68.8%) rank 

configuration (i.e., being able to apply travel policies and promote 

preferred vendors) as one of the three greatest strengths (out of 

seven tested).  

§ Travel managers widely view innovation as a pain point. Almost 

half of travel managers (47.8%) say innovation is one of the three 

greatest pain points with their primary OBT. Only 6.3% say 

innovation is one of the three greatest strengths.  

§ “Richness” of display is also a pain point. Only one in five travel 

managers (20.1%) view richness of display as one of the three 

greatest strengths of their primary OBT while two in five (41.9%) 

view it as one of the three biggest pain points. In many cases, OBTs 

display less information than shoppers would find on airline or hotel 
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websites. For instance, they have not traditionally displayed details 

such as legroom, meal service, or availability of in-flight Wi-Fi. 

However, NDC has recently enabled airlines to display more detailed 

information. 

• While most travel programs offer mobile booking, some still do not. 
For instance, about one in five do not offer mobile corporate booking 

solutions for flights (19.8%) or hotels (16.7%). One-quarter (26.6%) do 

not offer mobile booking of rental cars. 

• Even when travel programs offer mobile booking, satisfaction is 
mixed. While almost two-thirds of travel managers (64.4%) are satisfied 

with their mobile booking solution when it comes to the end user/traveler 

experience, only about half (54.4%) are satisfied when it comes to 

consistency with other formats (i.e., mobile app offers similar content 

and experience as desktop or travel agent.) 
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The Pandemic Changes Business Travel Booking 

The coronavirus has not only 

upended business travel, it 

has also upended how 

managed travel programs 

operate. While business 

travel has slowed down, 

travel managers have 

remained busy. They are 

working hard to lay the 

groundwork for a safe return 

to travel. A key goal of the 

study was to examine how 

booking-related policies and 

processes have changed as 

a result of the pandemic.   
• Most travel programs continue to use a corporate online booking tool 

(OBT). In the early days of the pandemic, some travel programs 

suspended use of their OBT. Instead, they required travelers to book 

essential trips through a travel agent. This helped ensure that trips 

followed the proper approval process and travelers received important 

safety-related information. However, most companies continue to use an 

OBT to book essential trips. One quarter of travel managers (24.8%) say 

their companies’ travelers must book through a travel agent or travel 

manager. Half (51.0%) say their travelers have the option to book through 

a travel agent/travel manager or an OBT. In all likelihood, travel programs 

have reconfigured their OBTs to apply more rigorous approvals and 

24.8%

51.0%

17.9%

6.2%

In the Current COVID-19 Environment, How 
Do Travel Policies Address Booking?

Travelers must book
through a travel
agent/Travel Manager

Travelers have the option
to book through an OBT
or a travel agent/Travel
Manager

Travelers are generally
expected to book using an
OBT

Other

Q. You mentioned your company still allows some travel. Thinking about the 
travel that you allow in the current environment, which best describes your 
company’s policy? Note: Question only displayed to respondents who (1) 
indicated their company used an OBT prior to the pandemic and (2) indicated 
their company currently allows at least some essential business travel (n=145) 
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display virus-related information. Some programs have implemented a new 

approval process that travelers must follow before they are allowed to book 

(through an agent or OBT.)  

• Travel managers are interested in coronavirus-related booking 
innovations. OBT providers have introduced a number of new features to 

help travelers make informed decisions. Most travel managers are 

interested in each of five innovations tested (see below). 

 

 

 

 

 

 

 

 

 

 

 
7.2% 16.5%

7.3%

9.4%

4.3%

3.6%

76.3%

88.3%

88.4%

93.5%

95.0%

Local COVID-19 infections: OBT displays the
number of COVID-19 infections in the vicinity of

a hotel

Unused tickets: OBT automatically applies
unused ticket credits

Supplier sanitation efforts: OBT displays
supplier sanitation protocols/policies (e.g. airline
mask requirements, cabin cleaning frequency,

etc.)

Cancellation/change information: OBT displays
more detailed information about airline/hotel

cancellation or change policies

Government policies: OBT displays information
about entry requirements, mandatory

quarantines, etc.

Travel Manager Interest in Offering COVID-Related 
Innovations Through Their OBT

Not interested/Not interested at all Neither interested nor uninterested Interested/Very interested

Q. In the current COVID-19 environment, please rate your interest in offering the following capabilities 
through your OBT. (n=137-139) 



  

 
 

8 

GBTA	How Do Travel Managers View Corporate Travel Booking Technology? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

	

	
 
OBTs respond to COVID-19 
 
In the early months of the COVID-19 pandemic, travel companies 
adapted to a radically transformed landscape. Corporate online 
booking providers were no exception. These companies 
introduced a number of innovations to help business travelers 
make informed decisions. 
 

• Supplier safety/sanitation information: Some OBTs now 
display sanitation information. For instance, ATPCO’s 
Routehappy—which provides an API that feeds information from 
airlines to third-party channels such as corporate online booking 
tools, travel agencies, and GDSs — introduced a “Reassurance” 
attribute that allows airlines to communicate their sanitation 
protocols. These include cabin cleaning frequency, food service 
changes, and passenger screening. This can help travelers 
when choosing an airline. An overwhelming majority (88.4%) of 
travel managers surveyed are“interested” or “very interested” 
in displaying information about supplier sanitation efforts through 
their OBT.  
 

• Cancellation and change fees: Virtually all travel managers 
(93.5%) are interested in displaying supplier cancellation or 
change policies. Routehappy’s new “Reassurance” attribute also 
allows airlines to communicate this information through OBTs. 

 
• Local information: Some OBTs integrate with risk intelligence 

companies to display real-time health and safety information. 
For instance, some OBTs display the number of COVID-19 
infections in a city or neighborhood. . This can help employees 
decide if they are comfortable traveling to a particular city or 
staying at a particular hotel. A large majority of travel managers 
(76.3%) are interested in displaying local COVID-19 infections 
through their OBT. 

 
• Unused tickets: The coronavirus has forced many travelers to 

cancel flights. In many cases, travelers receive a credit they can 
apply toward future flights. Some OBTs allow travelers to track 
unused ticket credits or automatically apply these credits toward 
future bookings. A large majority of travel managers (88.3%) are 
interested in their OBT automatically applying unused ticket 
credits. 
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• The coronavirus has made companies rethink booking-related 
policies. As a result of the pandemic, a large majority of travel programs 

(86.3%) have implemented a stricter pre-trip approval process. In addition, 

the coronavirus has prompted some companies to adopt a stricter 

mandate to book within the managed travel program. Almost half (48.9%) 

have put in place a stricter requirement to book through an OBT/TMC. A 

similar number (44.2%) have adopted stricter rules against booking directly 

with a supplier or an online travel agency (OTA) such as Expedia or 

Booking.com.  

• For many companies, policy changes will endure even after the 
pandemic. Of the travel programs that have adopted a stricter requirement 

to book through an OBT/TMC, three-quarters (75.0%) expect this change 

will remain in effect permanently. For these companies, the pandemic has  

34.5%

44.2%

48.9%

86.3%

60.4%

50.7%

49.6%

13.7%

5.0%

5.1%

Stricter mandate to use
preferred suppliers (e.g.,

airlines or hotels)

Stricter rules against
booking with a supplier/OTA

Stricter requirement to book
through an OBT/TMC

Stricter pre-trip approval
process

As a Result of the Coronavirus, 
Have Travel Programs Made the 

Following Policy Changes?

Yes No Not sure

Q. As a result of the COVID-19 pandemic, has your company made the 
following changes to its travel policy?. (n=138-139) 

if “yes” 

75.0%

71.7%

75.0%

19.3%

18.8%

16.7%

17.6%

56.3%

6.3%

11.7%

7.4%

24.4%

Stricter mandate to use
preferred suppliers (e.g.,

airlines or hotels)

Stricter rules against booking
with a supplier/OTA

Stricter requirement to book
through an OBT/TMC

Stricter pre-trip approval
process

How Long Will These New Policies 
Remain in Effect?

They will remain in effect permanently
Only for the duration of the COVID-19 pandemic
Not sure

Q. You mentioned your company has made the following changes to its 
travel policy. How long do you think these new policies will remain in 
effect? Note: Respondents only asked about the policy changes they 
indicated their travel program has made as a result of the 
coronavirus. (n=48-119) 
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likely exposed long-standing risk management shortcomings. Addressing 

these shortcomings will not only help companies navigate the pandemic, it 

will also help them prepare for other emergencies in the future. 

	

	
 
Will the coronavirus permanently change booking policies? 
 
 

• Some companies embrace flexible travel policies: Prior to the 
pandemic, some companies had embraced flexible travel policies. In 
many cases, they were motivated by improving the traveler experience. 
They sometimes allowed travelers to book outside of corporate channels 
(TMC/OBT), or allowed them to use their favorite suppliers even if the 
company did not have a preferred relationship. 
 

• The coronavirus changes travel policies: Some companies have 
tightened travel policies as a result of the pandemic. Almost half of travel 
managers (48.9%) say their company has put in place a stricter 
requirement to book through an OBT/TMC. This helps ensure that 
bookings receive proper pre-trip approvals. It also gives companies data 
about employee trips which they can use to locate travelers in virus 
hotspots.  

 
• For many companies, these new policies will remain in effect 

permanently: Many travel managers expect these new policies will 
remain in effect even after the pandemic. Of those that have 
implemented a stricter requirement to book through an OBT/TMC, three-
quarters (75.0%) expect this policy will remain in effect permanently. In 
all likelihood, these measures are not only a response to the current 
pandemic. The pandemic, rather, has underscored long-standing 
shortcomings with risk management. Addressing these shortcomings will 
help travel programs prepare for future emergencies. 
 

• How will new policies impact traveler satisfaction? While stricter 
travel policies can improve risk management, they also can hurt traveler 
satisfaction. If employees must book through the travel program, it must 
adequately serve their needs. As a result, the traveler experience might 
become an even more important consideration for travel managers. 
Companies will need to find a TMC, OBT, and preferred suppliers that 
offer enough relevant options and their travelers enjoy using. 
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• Most travel programs require manual approval of all essential 
business travel. Of those that allow essential business travel in the 

current COVID-19 environment, more than half (58.4%) require manual 

approval of all business trips. An additional one-quarter require manual 

approval of most (13.6%) or some (11.2%) business trips.  

• C-suite executives 
are commonly 
involved in trip 
approvals. Most 

respondents 

(62.0%) say C-suite 

executives at their 

company are 

involved in deciding 

trip approvals in the 

current COVID-19 

environment. One-

8.0% 3.2% 11.2% 13.6% 58.4% 5.6%

In the current COVID-19 environment, do travel programs require manual 
approval for…?

No trips Few trips Some trips Most trips All trips Other

Q. In the current COVID-19 environment, which best describes your company’s pre-trip approval process?  
Note: Question only displayed to those who still allow at least some essential business trips (n=125) 

Q. In the current COVID-19 environment, who is involved in deciding trip approvals 
at your company? Please select all that apply. (n=129) 

0.8%

10.9%

0.8%

4.7%

11.6%

18.6%

27.9%

32.6%

45.7%

62.0%

None of the above

Other

Third-party consultant (e.g., risk firm)

Occupational health department

Legal/compliance department

HR department

Travel manager

Security/risk department

Traveler’s supervisor / department

C-suite

Who Is Involved in Deciding Trip Approvals in the 
Current Environment?
-multiple answers allowed 
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third (32.6%) say their company’s security/risk department is involved in 

deciding trip approvals. In normal times, the traveler’s supervisor or 

department commonly approved trips on their own. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

	

	
 
The pandemic shines a spotlight on managed corporate travel 
 

• The C-level plays a role in trip approvals: In the current 
COVID-19 environment, most companies have greatly 
restricted business travel. However, many companies still allow 
essential trips. When these trips are allowed, they typically go 
through a rigorous approval process. Most travel managers 
(62.0%) say the C-suite is currently involved with trip approvals 
at their company. 
 

• The coronavirus shines a spotlight on managed travel: 
Travel managers have played a critical role in helping 
companies protect employees during the pandemic. They have 
revised travel policies, implemented new trip approval 
processes, reviewed sanitation practices of key suppliers, and 
educated employees about government entry requirements. In 
these efforts, they have collaborated with senior executives 
including the C-suite. This has given them an opportunity to 
prove their value. In a GBTA poll conducted last year, almost 
half of travel managers worldwide (48%) said senior leaders at 
their company value the managed travel program more than 
they did before the pandemic. Only 5% say senior leaders 
value the managed travel program less. 

 

Sources:  
GBTA, Coronavirus Poll Results – September 24, 2020 (Alexandria, VA: Global Business 
Travel Association, 2020) 
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How Do Travel Programs View OBTs? 

How do travel programs view OBTs? 
• Travel managers have a number of priorities when choosing an OBT 

for their company. They commonly rank in the top three (out of seven 

tested) configuration (66.9%), content (65.5%) and the end-user/traveler 

experience (60.8%). 

 

 

 

4.7%

15.5%

17.6%

32.4%

36.5%

60.8%

65.5%

66.9%

Innovation: New features such as personalized
recommendations and chat

Consistent experience/options across different
devices (e.g., desktop, mobile, etc.)

“Richness” of display: Descriptions of what 
different offers include such as amenities and 

cancellation terms; display of traveler reviews or 
other relevant information

Risk management: display of risk-related
information such as local COVID-19 infections and

airline sanitation policies

Integration: Being able to connect our booking tool
or booking data with other systems

End-user/traveler experience

Content: the amount and quality of booking
options

Configuration: being able to configure booking tool
to apply policies and promote our preferred

vendors

Most Important Factors When Selecting an OBT
% ranked in top 3 (out of 7)

Q. Please rank the importance of the following factors when selecting a corporate online 
booking tool (OBT) for your travel program. Please drag and drop each item so 1 equals 
the most important factor (n=148). 
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Happy travelers and travel managers 

 
• Travel managers care about the user experience: When selecting an online 

booking tool, three out of five (60.8%) travel managers say user experience is 
one of the three most important factors they consider. A good user experience not 
only makes employees happy, it can also help travel managers achieve their own 
goals.  
 

• Booking compliance: For years, booking compliance has been a challenge for 
managed travel programs. Even when travel programs offer an online booking 
tool, employees do not always use it. In many cases, they book on supplier 
websites or online travel agencies. For many companies, the coronavirus has 
brought renewed urgency to tackle this problem, as shown earlier. When travelers 
book outside of the OBT, risk management can suffer. Trips might not receive the 
proper approvals, and it can be difficult to locate travelers in an emergency. 
Travelers might be more likely to book through an OBT if it is easy to use. 

 

	

	
 
Configuration becomes more important 

 
• Configuration is the top priority: Two-thirds of travel managers (66.9%) say 

configuration is one of the three most important factors when choosing an OBT. 
This is higher than the share for any other factor. For travel managers, it is 
important to apply their travel policies and promote preferred vendors. There are 
several reasons why configuration will become even more important: 

§ Coronavirus: Many companies have implemented strict pre-trip approval 
processes as a result of the coronavirus, as shown earlier. In many 
cases, they need to re-configure their OBT to apply these policies. 

§ NDC: IATA’s New Distribution Capability (NDC) will change how airlines 
sell fares through third-party channels. While NDC will have wide-ranging 
implications for managed travel programs, two are especially relevant. 
First, NDC will allow business travelers to purchase add-ons and 
amenities, such as checked bags, meals, and lounge access, through the 
OBT when booking their flight. In many cases, these add-ons will be 
bundled with the base fare. Prior to NDC, travelers would typically 
purchase these at the airport after booking their flight. Second, NDC will 
enable airlines to better market certain types of fares, such as premium 
economy fares, through online booking tools. While these innovations will 
improve the traveler experience, companies will need to configure 
their OBT. For instance, many travel policies allow some amenities but 
not others. Companies will need to make sure that the allowed amenities 
(such as checked bags) can be purchased through the OBT while other 
amenities (such as lounge access) cannot be. 
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• Travel managers identify a number of strengths and pain points with 
the primary OBT their company uses. When asked to rank the various 

strengths, they commonly include in the top three (out of seven tested) 

configuration (68.8%), content (59.0%), and integration (54.2%). When 

asked to rank the various pain points, they commonly include in the top 

three (out of seven tested) innovation (47.8%), the end-user/traveler 

experience (38.2%), and content (37.5%). 

 

 

 

 

 

 

 

 

 

 

 

 

 

6.3%

16.0%

20.1%

30.6%

45.1%

54.2%

59.0%

68.8%

47.8%

34.6%

41.9%

39.7%

38.2%

35.3%

37.5%

25.0%

-5.0% 15.0% 35.0% 55.0%

What Are Your Primary OBT’s Greatest…? 

Strengths 
% ranked in top 3 (out of 7) 

Pain Points 
% ranked in top 3 (out of 7) 

Configuration 

Integration 

End-user/traveler experience 

Content 

Risk management 

Consistent experience/options across devices 

“Richness” of display 

Innovation 

Q. Thinking about the primary OBT your 
company uses, what are its biggest pain 
points? Please drag and drop each item so 
1 equals the biggest pain point. (n=136). 
Note: each response option came with a 
longer definition; these are shown on page 
15 but not on this page 

Q. Thinking about the primary OBT your 
company uses, what are its biggest 
strengths? Please drag and drop each item 
so 1 equals the biggest strength. (n=144). 
Note: each response option came with a 
longer definition; these are shown on page 
15 but not on this page 
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Several key points stand out when analyzing the strengths and weaknesses 

identified by travel managers: 

§ Many travel managers think configuration is a strength of the of 
their primary OBT. Seven in ten (68.8%) rank configuration as one 

of the three greatest strengths (out of seven tested), while only one-

quarter (25.0%) rank configuration as one of the three greatest pain 

points.  

§ Innovation is a pain point with corporate OBTs. Almost half of 

travel managers (47.8%) say innovation is one of the three greatest 

pain points with their primary OBT. This is higher than the share for 

any other pain point. Only 6.3% say innovation is one of the three 

greatest strengths. The next section explores this topic in depth. 

§ “Richness” of display is also viewed as a pain point. Only one in 

five travel managers (20.1%) view richness of display as one of the 

three greatest strengths of their primary OBT. A larger number 

(41.9%) view it as one of the three greatest pain points. In many 

cases, OBTs display less information than shoppers would find on 

airline or hotel websites. For instance, they traditionally have not 

displayed details such as legroom, meal service, or availability of in-

flight Wi-Fi. Recently, however, NDC and ATPCO’s Routehappy 

have enabled airlines to display more detailed information. 

§ Travel managers are split on the user experience. While almost 

half (45.1%) say the end-user/traveler experience is one of the three 

greatest strengths of their primary OBT, a similar number (38.2%) 

say it is one of the three greatest pain points. 
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Innovation 
In recent years, OBT providers have added new features or even completely 

revamped their products. A key goal of this study was to examine how travel 

managers feel about OBT innovation. 

• Travel managers feel corporate booking innovation lags behind 
consumer innovation. Almost three in four (72.1%) say corporate 

booking innovation lags behind the consumer booking space. Only 5.1% 

say corporate booking innovation outpaces consumer booking innovation. 

 

 

 

 

 

 

 

 

 

  

72.1%

22.8%

5.1%

In General, Would You Say…?

Corporate booking
innovation lags consumer
booking innovation

Corporate booking
innovation is about even
with consumer booking
innovation

Corporate booking
innovation outpaces
consumer booking
innovation

Q. In general would you say…? (n=136) 
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Will OBTs have an innovation edge?  

 
Corporate booking innovation lags: A large majority of travel 
managers (72.1%) say corporate booking innovation lags behind 
consumer booking innovation. 
 
Will the future be different? Perhaps. Despite their reputation, 
corporate OBTs are well-positioned for an innovative future. What 
are some possible reasons why? 
 
 

• More content: In the past, OBTs largely offered booking 
options from global distribution systems (GDSs). These 
provide a large inventory of high-quality, in-policy options. At 
the same time, they sometimes do not include popular options 
such as low-cost airlines. In recent years, OBTs and TMCs 
have increasingly supplemented GDS content with alternative 
sources, including flights from “direct connect” aggregators 
(e.g., Travelfusion) and hotels from consumer aggregators 
(e.g., Booking.com). 

• More data: Booking providers have recently focused on using 
AI to offer personalized booking recommendations. However, 
this depends heavily on data. Compared with consumer 
websites, corporate booking providers have more data to fine 
tune recommendations. Many travelers have an OBT or TMC 
profile that includes detailed information such as demographic 
information and loyalty memberships. In addition, many 
travelers use the same OBT repeatedly, providing a long list of 
past purchases. Corporate OBTs can use this data to offer 
relevant options. Consumer websites, such as supplier and 
OTA websites, might have less data with which to tailor 
recommendations. 

• Better service: Innovation has focused on providing better 
service or support to travelers. Examples include chat features 
that allow travelers to interact with a travel agent or an 
automated chatbot that can answer questions about a 
company’s travel policy. Consumer booking websites might be 
unable to tailor service to a specific company. They might not, 
for instance, be able to answer questions about a specific 
company’s travel policy. 
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• Travel managers are interested in OBT innovations. Out of eight 

innovations tested, at least three in five travel managers are interested in 

seven innovations.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

24.8%

14.4%

14.2%

6.0%

10.4%

9.0%

6.7%

28.6%

23.5%

23.9%

22.4%

17.9%

14.2%

15.7%

11.4%

46.6%

62.1%

61.9%

71.6%

71.6%

76.9%

77.6%

84.1%

Bundling: IATA’s New Distribution Capability (NDC) 
enables customized bundling of the base fare with add-

ons such as meals and Wi-Fi

Richer display: IATA’s New Distribution Capability (NDC) 
enable airlines to communicate more information about 

products and offers

Personalization: An OBT provides employees with 
“personalized” shopping results based on factors such as 

purchases they have they made in the past

Automated chat: A chatbot connected to the booking tool
can message travelers, answer basic questions, and

assist with bookings

Booking recommendations: An OBT provides employees
with trip recommendations based on their itinerary (i.e.,
when it makes sense to take public transit vs. rent a car;

when it makes sense to fly vs. take a train)

Automated processes: An OBT automatically performs
tasks for travelers such as flight check-in and seat

upgrades

Live chat: A chat feature in the booking tool allows
travelers to communicate with a live agent

Risk management integration:  OBT integrates with risk
intelligence platform and displays risk related information

(e.g. COVID-19 infections, local crime statistics, etc.)

Travel Manager Interest in Offering Booking Innovations Through Their 
Travel Program 

Not interested/Not interested at all Neither interested nor uninterested Interested/Very interested

Q. Thinking about corporate booking technology, please rate your interest in offering the following 
innovations for your travelers (n=132-134) 
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Several points emerge when analyzing the interests of travel managers: 

• Travel managers are interested in risk management integration. An 

overwhelming majority (84.1%) are interested in having their OBT integrate 

with a risk intelligence platform and display risk-related information such as 

COVID-19 statistics and local crime rates. In fact, this is the innovation 

they are most commonly interested in. 

• There is decent interest in live and automated chat. A large majority 

are interested in offering live chat with an agent (77.6%) and automated 

chat with a bot (71.6%) through their OBT. Consistent with past GBTA 

research, interest is higher for live chat, but by a smaller margin than in a 

2018 survey1. As automated chat continues to develop, travel managers 

have perhaps become more comfortable with offering it. 

• Travel managers are interested in NDC-related innovations, but some 
have reservations about bundled fares. More than three in five (62.1%) 

are interested in having airlines communicate richer information about their 

offerings, such as legroom or cancellation terms, through the OBT. This is 

a key part of NDC’s value proposition. However, one-quarter of travel 

managers (24.8%) are not interested in using NDC to bundle base fares 

with add-ons such as meals and Wi-Fi. These travel managers might be 

concerned that bundling will encourage more expensive purchases. 

 

 
1 GBTA, Lost in Translation: Changing Landscape, Familiar Challenges (Alexandria, VA: Global Business Travel 
Association, 2018), 10. 
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Has the pandemic strengthened the case for chat? 
 

• Travel managers are interested in chat: Travel managers are interested in 
offering chat capabilities through their company’s online booking tool. A large 
majority are “interested” or “very interested” in offering live chat with an agent 
(77.6%) or automated chat with a bot (71.6%) through their OBT. 

• Has the coronavirus strengthened the case for chat? The coronavirus has 
added complexity to even the most routine business trips. Road warriors must 
navigate a number of issues including pre-trip approval requirements, supplier 
cancellation or change policies, travel insurance coverage, and country-specific 
entry requirements. In many cases, they have questions or need assistance 
from a travel agent. One challenge, however, is that many travel agents have 
been laid off as a result of the pandemic (source below). Chat capabilities can 
help TMCs and booking providers handle traveler questions efficiently. For 
instance, automated chatbots might answer routine coronavirus-related 
questions that would otherwise require speaking with a travel agent. 

Source: Campbell, Jay. “The Future of Travel  Management Companies: Part One, Staffing.” The Company Dime, June 16, 2020. 
Accessed January 28, 2021. https://www.thecompanydime.com/travel-management-company-future-staffing/. 

	

	
 
The rise of the intelligent OBT 
 
OBTs have recently developed, or are in the process of developing, a number of 
innovations. Some of these will fundamentally change the role of the OBT. In all 
likelihood, OBTs will not only return search results. They will make recommendations 
or tailor recommendations to traveler preferences. 
 

• OBTs make recommendations: OBTs might increasingly focus on helping 
travelers make decisions. For instance, they might help travelers decide when it 
makes sense to fly or take a train, or when it makes sense to rent a car or use 
public transit. In making these recommendations, OBTs can use algorithms that 
account for a number of factors including cost, trip time, and sustainability. A 
large majority of travel managers (71.6%) are interested in having their OBT 
offer trip recommendations to travelers based on their itinerary (i.e., when it 
makes sense to take public transit vs. rent a car; when it makes sense to fly vs. 
take a train). 

• OBTs tailor recommendations: OBTs might also tailor specific options to 
traveler preferences. For instance, they can prioritize hotels where travelers 
have stayed in the past, or have loyalty status. Three in five travel managers 
(61.9%) are interested in offering personalized recommendations through their 
OBT. 
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Mobile Booking 

As shown earlier, travel managers widely believe corporate booking innovation 

lags consumer booking innovation. While this might be the case with desktop 

OBTs, it is almost certainly the case with mobile booking. Until the last couple 

years, few mobile apps even offered the capability to book negotiated corporate 

discounts. Recently, however, robust corporate booking apps have come to 

market.  

• Most travel programs offer mobile corporate booking solutions for 
hotels, flights, and rental cars. However, a decent minority still do not. 

For instance, about one in five do not offer mobile booking of flights 

(19.8%) or hotels (16.7%). One-quarter (26.6%) do not offer mobile 

booking of rental cars. 

 

 

 

 

 

 

 

 

 

13.9%

42.0%

73.4%

80.2%

83.3%

86.1%

58.0%

26.6%

19.8%

16.7%

Chauffeured cars

Rail

Rental cars

Flights

Hotels

Do Travel Programs Offer Mobile Solutions Booking for…?

Yes No

Q. Does your travel program offer mobile corporate booking solutions for…? (n=101-126) 
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• Travel programs commonly offer mobile booking through OBT and 
TMC apps. Unlike desktop bookings—which are largely made through 

OBTs—mobile bookings are commonly made through different types of 

apps. Some TMCs offer booking through their own mobile apps even 

though they do not have their own proprietary desktop OBT. Of the 

travel programs that offer mobile booking, one-quarter (27.1%) offer it 

only through an OBT app, one-quarter (27.1%) offer it only through a 

TMC app, and almost half offer it through both (45.8%).  

 

 

 

 

 

 

 

 

 

 

• Travel managers are largely satisfied with various elements of their 
mobile booking solutions. Roughly two-thirds are satisfied with their 

mobile booking solution when it comes to display of preferred content 

45.8%

27.1%

27.1%

Which Types of Mobile Apps Are Used For Booking?

Offer mobile booking
only through OBT app

Offer mobile booking
only through TMC
app

Offer mobile booking
through through OBT
app and TMC app

Q. You mentioned your travel program offers mobile booking. Which of the following do you 
offer? Please select all that apply (n=107). Note: This was a multi-response question that let 
respondents choose different options. A recode was conducted to determine how many only 
chose OBT app, how many only chose TMC app, and how many chose both. 
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(70.8%), configuration (64.8%), and the end-user/traveler experience 

(64.4%). However, there is still considerable room for improvement. 

Only about half are satisfied when it comes to consistency with other 

formats (54.4%) and richness of display (51.7%). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Q. You mentioned your travel program offers mobile corporate booking. Thinking about the mobile tool(s) it uses, 
please rate your satisfaction with the following. (n=89-91) Note: Only displayed to respondents who indicated 
their  travel program offers mobile booking for at least one of the following: flights, hotels, rental cars, or 
chauffeured cars 

12.4%

14.4%

13.2%

16.7%

8.8%

9.0%

36.0%

31.1%

29.7%

18.9%

26.4%

20.2%

51.7%

54.4%

57.1%

64.4%

64.8%

70.8%

“Richness” of display: Descriptions of what different 
offers include such as amenities and cancellation 

terms; display of traveler reviews or other
relevant information

Consistency with other formats: Mobile app offers
similar content and experience as desktop or travel

agent

Content: the amount and quality of booking options
available through the mobile app

End-user/traveler experience

Configuration: Being able to configure the mobile app
to apply policies and promote our preferred vendors

Display of preferred content: Access to our negotiated
rates or discounts; displaying our preferred vendors

higher in the search results

Satisfaction With Features of Mobile Booking

Dissatisfied/Very dissatisfied Neither satisfied nor dissatisfied Satisfied/Very satisfied
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Mobile booking remains a work in progress 
 
More than a decade after the advent of smart phones, mobile 
corporate booking remains a work in progress. 
 

• Some travel programs do not offer mobile corporate 
booking: One in five (19.8%) do not offer mobile booking of 
flights. A similar number (16.7%) do not offer mobile booking 
of hotels. 

• Even when travel programs offer mobile booking, they 
might not offer the same experience as their regular 
OBT. In some cases, mobile apps are configured differently 
from OBTs – displaying different options, presenting results 
in a different order, or displaying different pop-ups or 
notifications. They sometimes offer different content from 
the OBT or have a different interface or functionality. Only 
about half of travel managers (54.4%) are satisfied with their 
mobile booking solution when it comes to “consistency of 
formats: mobile app offers similar content and experience as 
desktop or travel agent.”  
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Methodology 

An online survey was conducted of U.S. and Canada-based travel managers. 

Fielding took place between October 25, 2020 and November 5, 2020. 

An email invitation was sent to 4,659 travel managers in the U.S. and Canada 

including current and former members of GBTA. One hundred and ninety 

recipients completed at least one question, for a response rate of 4.1%. Of these, 

166 qualified because: 

1. They are “involved with managing or procuring travel on behalf of their 

company.” 

2. They are based in the U.S. or Canada 

3. They work for a company where “business travelers [made] bookings 

through a corporate online booking tool (OBT) prior to the COVID-19 

pandemic.” 
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Of those who qualified, 120 completed the entire survey including 110 in the U.S. 

and 10 in Canada. 

 

Respondent Profile 

90.1%

9.9%

Country (n=181)

United States

Canada

17.6%

30.8%
51.6%

Company Reach (n=159)

National (Presence in only one
country)

Multi-national (Presence in
multiple countries that do not
represent all regions of the world)

Global (Presence in all regions of
the world)
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83.3%

13.3%

3.3%

Organization Type (n=120)

For-profit

Nonprofit

Government

15.8%

0.8%

0.8%

2.5%

4.2%

5.8%

5.8%

5.8%

5.8%

9.2%

13.3%

12.5%

17.5%

Other

Accommodation and Food Services

Transportation and Warehousing

Arts, Entertainment, and Recreation

Mining, Oil and Gas Extraction, and Utilities

Educational Services

Media, Information, and Communications

Non-profit, Association, and Foundation

Retail / Wholesale Trade

Health Care, Pharmaceuticals, and Social
Assistance

Finance and Insurance

Professional, Scientific, and Technical

Manufacturing

Axis Title

Industry
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10.4%

77.3%

10.4%

Thinking about the impact of the coronavirus, which of the following 
policies does your company currently have in effect? (n=181)

We have canceled or suspended all
business trips (essential and non-
essential)

We have canceled or suspended all
nonessential travel, but still allow
essential travel

We allow essential travel and some
nonessential travel

We allow essential travel and
most/all nonessential travel

Other

22.7%

36.1%

40.3%

0.8%
2019 Travel Spend (n=119)

Less than $10 million

$10 million to less than $30 million

$30 million or more

Not sure
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About GBTA 

The Global Business Travel Association 

(GBTA) is the world’s premier business travel 

and meetings trade organization 

headquartered in the Washington, D.C. area 

with operations on six continents. GBTA’s 

9,000-plus members manage more than $345 billion of global business travel 

and meetings expenditures annually. GBTA delivers world-class education, 

events , research, advocacy and media to a growing global network of more than 

28,000 travel professionals and 125,000 active contacts. To learn how business 

travel drives lasting business growth, visit www.gbta.org. 

40.0%

59.2%

0.8%

Travel Policy Type (n=120)

Mandated, meaning it states the policies
and rules that employees are required to
follow as a condition of employment, or
they are not reimbursed

Guidelines, meaning it states guidelines
that employees should observe when they
travel but makes exceptions for travelers

We do not have a written travel policy
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About Deem 
Deem is on a mission to transform travel. 

With its corporate travel booking and 

management platform that allows travel 

managers to customize their programs, Deem offers employees everything they 

need to easily make the right travel decisions for themselves and their company. 

Deem’s travel technology plugs into major travel agencies and expense 

solution providers, enabling more corporate customers and the world’s largest 

travel management companies. 

Deem, a wholly owned and independently run subsidiary of Enterprise Holdings, 

is now part of the fifth largest travel company in the world. The company is 

headquartered in Oakland, California, with offices in Dublin, Ireland and 

Bangalore, India. Learn more at Deem.com. 


