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Key Highlights

«  Agrowing global economy boosts business travel. Seven in 10 travel buyers (71%) say their
company’s business travel bookings increased last year.

* Asia Pacific (APAC) led global business travel spend growth last year, with more than three
in four (78%) buyers in the region reporting a higher volume of trips compared to 2023 —
including 30% who saw a significant increase.

+ Travel buyers generally have a positive outlook for the year ahead. Nearly half (48%)
expect their company will take more business trips this year than it did last year. Only 12%
expect their company will take fewer trips.

7 in 10 travel
buyers say

* Travel programs plan to pursue a number of strategic initiatives this year. One-third (30%) th -
are evaluating/changing Travel Management Companies (TMCs), with technology mentioned as EI l'

the top reason for considering a switch.
company’s

« Travel programs are slow to embrace Artificial Intelligence (Al). Only about one-third of -
buyers (34%) expect their program will apply Al in significant ways this year. _bOOKI ngs

*« Even as business travel increases, travel programs remain cautious about adding staff. Increased IaSt
Only 16% of buyers expect their travel program’s staff size will increase this year. year

* Unlike travel programs, travel companies continue to add staff. Four in 10 supplier and TMC
respondents (41%) expect their company will add staff this year. Only 6% expect their company
will reduce staff. However, Al is expected to limit job growth. Of the supplier/TMC respondents
who do not expect their company’s staff size will increase, almost one-third (31%) mention
efficiencies achieved through Al or other technologies as a reason.




Key Highlights (Cont.)

*  Work policies become stricter — especially at supplier/TMC companies. One-third of travel
supplier/TMC respondents (34%) say their company’s Work-From-Home (WFH) policies have
become stricter over the past year. Employees are required to report to an office more often, or
companies are more strictly enforcing requirements they already had.

* Hybrid work schedules are most prevalent in Europe, where more than three-quarters (77%)
of business travel professionals report their company has a hybrid work policy for 2025, followed
by APAC (62%), LATAM (58%) and NORAM (51%).

+ Business travel companies remain committed to people-focused initiatives. A large
majority of supplier/TMC respondents (77%) expect their company will increase or maintain
support of people-focused initiatives (such as accessibility and inclusion) this year.

* Business travel companies ramp up sustainability efforts. Almost half of supplier/TMC
respondents (48%) expect their company will increase support of sustainability efforts this year.




Methodology

An online poll was conducted of GBTA
members and non-members worldwide,
including corporate travel managers and
travel suppliers

* Data collection from January 21 through January 31, 2025

*  An emalil invitation was sent to 17,893 business travel
professionals including current and inactive members of
GBTA,; a link to the survey was also included in GBTA's
Daily News Brief sent to travel professionals worldwide

* Intotal, 786 business travel professionals responded

* Note: Some totals might not add to 100% because of
rounding; each percentage is rounded to the nearest
whole number
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The Travel Buyer’s Perspective: 2024 Volume

How Did Your Company’s Business Travel VOLUME Change Last Year?
travel managers only
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0f | : :
220 N 31% jncreased travel bookings increased last
N 0 Moderately year.

increased

R 15% Slightly

increased

About the
same/no
significant
decreased change
D .

0 Moderately
1 /0 decreased

Significantly

decreased Note: 1% say don’t know/not applicable
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Q. Thinking about your company’s overall business travel bookings last year (2024), how did they compare to the prior year (2023)?
G Your best estimate is fine. Note: Question only displayed to travel managers/procurement professionals (n=393)




The Travel Buyer’s Perspective: 2024 Volume

Business Travel Volume Increased Across All
Regions

How Did Your Company’s Business Travel Volume Change Last Year?
by region

78%  79%

74%

14%  16% 19% 169

- N =

Decreased About the same/No Increased
significant change

= North America (n=187) ® Europe (n=124) = Asia Pacific (n=50) ® Latin America (n=28%)

Q. Thinking about your company’s overall business travel bookings last year (2024), how did they compare to the prior year (2023)?
Your best estimate is fine. Note: Question only displayed to travel managers/procurement professionals
*indicates small sample size for Latin America-based travel managers

In Asia Pacific and Europe,
business travel had lagged
the most post-COVID. In 2024,
they, like all regions, have
seen volume increases YOY.

In 2024, APAC especially made
up for lost ground. Four in five
APAC-based travel buyers
(78%) say their company’s
business travel bookings
increased last year. This
includes 30% who saw a
significant increase — higher
than any region.




The Travel Buyer’s Perspective: 2024 Volume

Regardless of Program Size, Business Travel
Increased

How Did Your Company’s Business Travel Volume Change Last Year?
by annual travel spend (in U.S. Dollars)

However, the smaller
programs saw the biggest YOY
volume increases.

76%

72%

67%

Three-quarters of travel
managers (76%) who work at

16% 17%

11% 12% 13% 14% the smallest programs (less
B | B | than $10 million of annual
spend) say their company’s
Decreased About the same/No Increased

business travel volume
increased last year. Fewer large
programs (67%) saw an
increase.

significant change

® Less than $10 million (n=135) m$10 million to less than $30 million (n=98) = $30 million or more (n=150)

Q. Thinking about your company’s overall business travel bookings last year (2024), how did they compare to the prior year (2023)?
Your best estimate is fine. Note: Question only displayed to travel managers/procurement professionals




The Travel Buyer’s Perspective: 2024 Spend

How Did Your Company’s Business Travel SPEND Change Last Year?
travel managers only

11% 119

say their company’s spend decreased say their company’s spend increased

et 21%

Significantly
Q @Q 33% increased
0)
Ot 23% Moderately
0/ Slightly increased
ee 119%

increased

@lt 7% About the

same/no
3% Slightly change
it
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Gt 1% decreased
Significantly
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Q. Thinking about your company’s overall business travel spending last year (2024), how did it compare to the prior year (2023)? Your
) best estimate is fine. Note: Question only displayed to travel managers/procurement professionals (n=389)

Travel spend outpaces volume.

Four in five buyers (77%) say their
company’s travel spend increased
last year. These increases outpace
volume increases (71%). For
instance, the share of buyers (21%)
who saw a significant spend
increase is larger than the share who
saw a significant volume increase
(18%).

This is not surprising as travel prices,
while stablizing, have maintained
their high levels since registering
large increases in the early years of
the post-COVID recovery.

Budgets have taken longer to catch
up to pricing realities.




The Travel Buyer’s Perspective: 2024 Spend

Spend Increases Were Fairly Similar Across
Regions

How Did Your Company’s Business Travel Spend Change Last Year?
by region

81% 79%
70%
18%
15%
11% 12% 100 11% 296 0 2%
- 1N ] —
Decreased About the same/No significant change Increased
= North America (n=183) ® Europe (n=124) Asia Pacific (n=50) ® Latin America (n=28%)

Q. Thinking about your company'’s overall business travel spending last year (2024), how did it compare to the prior year (2023)? Your
best estimate is fine. Note: Question only displayed to travel managers/procurement professionals
*indicates small sample size in Latin America (n<30)

That paces higher than the 74%
in increased volumes YOY (see

page 7).

APAC is the one region which
indicates they have higher
volume increases (78%) than
spend increases (70%), bucking
the trend within all other regions.




The Travel Buyer’s Perspective: 2024 Spend

Spend Increased — Regardless of Program
Size

How Did Your Company’s Business Travel Spend Change Last Year? Tr ave| p ro g rams Of al |
Sizes saw an increase in
spend last yeatr.

by annual travel spend (in U.S. Dollars)

80% 79%

74%

As with volume, the smaller
programs were more likely than
the largest programs to see
spend increases YOY.

1% 109 4% 0% 9%  12%
Decreased About the same/No significant change Increased

m Less than $10 million (n=133) ®m$10 million to less than $30 million (n=98) = $30 million or more (N=148)

Q. Thinking about your company'’s overall business travel spending last year (2024), how did it compare to the prior year (2023)? Your
best estimate is fine. Note: Question only displayed to travel managers/procurement professionals




The Travel Buyer’s Perspective: 2025 Volume

How will company’s business travel volume change in 20257
travel buyers only
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take a lot fewer take fewer take about the take more alot more
business trips business trips same amount business trips business trips
(more than 20% (1-20% fewer of business (1-20% (more than 20%
fewer business business trips trips additional additional business
trips compared compared to business trips trips compared to
to 2024) 2024) compared to 2024)
Note: 3% indicate “not sure” 2024)

expect their company will
480/ take more business trips
Q. Thinking about the anticipated VOLUME of business travel (i.e., number of trips) at your 0 this year
company for 2025, do you expect your company will engage in more or less business travel
than it did in 20247
Note: Question only displayed to travel managers/procurement professionals (n=385)




The Travel Buyer’s Perspective: 2025 Volume

Europe-Based Buyers Have More Modest
Expectations This Year Than Other Regions

APAC leads in volume
How do buyers expect their company’s business travel volume will change this year? opti mism, with 63% expecti ng

travel buyers by region more volume in 2025.

63% In Europe, buyers expect stable
business travel volumes, but

59%

with less growth optimism than
in the other regions.

44%

40%

While over one-third (37%) of

19%
0,
10% 15% Europe-based buyers expect
4% 1% 1% 2% Qo their company will take more
| take fomer/A | | take abot th o N — business trips this year, this is
We will take fewer/A lot ~ We will take about the same We will take more/A lot more Not sure .
fewer business trips amount of business trips business trips conS|derany lower than every

other region. A fifth of Europe-
based buyers (19%) expect their
company’s business travel
volumes may decline YOY.

® North America (n=182) m Europe (n=123) = Asia Pacific (n=49) ® Latin America (n=27%)

Q. Thinking about the anticipated VOLUME of business travel (i.e., number of trips) at your company for 2025, do you expect your company will
engage in more or less business travel than it did in 20247

Note: Question only displayed to travel managers/procurement professionals

*indicates small sample size in Latin America (n<30)




The Travel Buyer’s Perspective: 2025 Volume

Regardless of Program Size, Buyers Expect
More Business Travel

How do buyers expect their company’s business travel volume will change this year?
by annual travel spend (in U.S. Dollars)

350%  49%

47%
39% oo 40%
1106 3% 12%
1% 0% 0%
We will take fewer/A lot ~ We will take about the same We will take more/A lot more Not sure
fewer business trips amount of business trips business trips

m Less than $10 million (n=133) m$10 million to less than $30 million (n=97) = $30 million or more (n=146)

Q. Thinking about the anticipated VOLUME of business travel (i.e., number of trips) at your company for 2025, do you expect your company will
engage in more or less business travel than it did in 20247
Note: Question only displayed to travel managers/procurement professionals




The Travel Buyer’s Perspective: 2025 Spend

How will company’s business travel spend change in 2025?
travel buyers only
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31%

We will likely
spend about the
same amount on
business travel

Note: 3% say “don’t know”

Q. Thinking about the anticipated SPENDING on business travel at your company
for 2025, do you expect it will be higher or lower than it was in 2024?
Note: Question only displayed to travel managers/procurement professionals

(n=378)

57%

51%

We will likely
spend more on
business travel
(1-20% increase
compared to
2024)

1\
AW

6%

We will likely
spend a lot more
on business

travel (an increase
of 20% or more
compared

to 2024)

expect their company’s
business travel spend will

be higher this year

Travel programs expect to
spend more on business
travel in 2025 than they did in
2024.

Almost three in five travel
buyers (57%) expect their
company’s business travel
spend will increase this year.

Consistent with 2024 results,
this outpaces expectations for
travel volumes' increasing.




The Travel Buyer’s Perspective: 2025 Spend

Regions Consistently Expect Higher Spend
in 2025

How will company’s business travel spend change in 2025?
travel buyers by region

69%
57% - This is consistent with Europe's
50% lower expectation of volumes
increasing YOY this year.
33% 33%
27% Half of Europe-based buyers
00 16% - 15% 15% (50%) expect their company’s
‘ . . W 19 2% oo business travel spend will
— increase this year, compared to
We will likely spend less/A lot  We will likely spend about ~ We will likely spend more/A Not sure 63% of those in APAC and 57%
less the same amount lot more of those in North America.
= North America (n=176) ® Europe (n=120) Asia Pacific (n=49) ® Latin America (n=26%)

Q. Thinking about the anticipated SPENDING on business travel at your company for 2025, do you expect it will be higher or lower than it was in
2024?

Note: Question only displayed to travel managers/procurement professionals

*indicates small sample size for Latin America-based travel managers (n<30)




The Travel Buyer’s Perspective: 2025 Spend

Programs of All Sizes Expect to Spend More
on Business Travel

Travel programs of all sizes
expect to spend more on
business travel this year.

How will company’s business travel spend change in 2025?
by annual travel spend (in U.S. Dollars)

550, 57% 98% There is little variance among

small, medium and large

35% programs.

()
10% 14% 1994
——
We will likely spend less/A lot We will likely spend about  We will likely spend more/A Not sure
less the same amount lot more
H Less than $10 million (n=130) m $10 million to less than $30 million (n=96) 1 $30 million or more (n=143)

Q. Thinking about the anticipated SPENDING on business travel at your company for 2025, do you expect it will be higher or lower than it was in
20247

Note: Question only displayed to travel managers/procurement professionals

*indicates small sample size for Asia Pacific and Latin America-based travel managers (n<30)




The Travel Buyer’s Perspective: Trip Purpose

Sales Travel Leads, While Internal Meetings
and Conference Travel Holds Steady

Approximately what percentage of travel spend will be allocated to each of the following

types of trips in 2025?
Averages calculated from open-end responses

e /7% # 13%

Sales/account management meetings Service trips (such as repairs,

with current or prospective customers training or equipment installation)
with current customers

\é 21% k 9% Other 7%

Internal company meetings Employee training or
with colleagues development

b 14% &h 820

External Conferences, trade

shows, or industry events SUEEEr AEEHEE

Q. Approximately what percentage of travel spend will be allocated to each of the following types of trips in 20257
For each box, please enter a percentage. Your best estimate is fine. If you don't know, please enter "DK" or "don't know
Note: Results filtered to only show travel buyers/procurement professionals (n=188)

On average, buyers expect their
company will allocate 14% of its travel
spend to external conferences and

trade shows this year. This is roughly
unchanged from their expectations last
year (15%).

In addition, internal company meetings
remain resilient. On average, buyers

expect these will account for 21% of
their company’s travel spend this year —
similar to last year (20%).

Note: Last year’s estimate is from GBTA'’s



https://www.gbta.org/wp-content/uploads/Business-Travel-Outlook-Poll-ppt-January-31-2024-FINAL.pdf
https://www.gbta.org/wp-content/uploads/Business-Travel-Outlook-Poll-ppt-January-31-2024-FINAL.pdf

The Travel Buyer’s Perspective: Trip Purpose

There Are Few Regional Differences When It Comes
to the Mix of Trip “Types”

Approximately what percentage of travel spend will be allocated to each of the following types of
trips in 2025? _ _
averages by region There are onIy minor reglonal

differences when it comes to
the mix of trip “types.”

General rank of trip types

18% remains largely the same
13%13%13%

%

regardless of region.

9 11/0
10/0 A) 7ty 8% o

Sales/account Internal company External Service trips (such Employee training Suppller meetings Other
management meetings with  Conferences, trade as repairs, training or development
meetings with colleagues shows, or industry  or equipment

current or events installation) with

prospective current customers

customers

= North America (n=160-161) mEurope (n=96-97) = Asia Pacific (n=40-41) = Latin America (n=25%)

Q. Thinking about your organization, approximately what percentage of travel spend do you expect will be allocated to each of the
following types of business trips in 2025?
*indicates small sample size in Latin America (n<30)




The Travel Buyer’s Perspective: Trip Purpose

Transient and Project Trips Are Expected to Outpace
Group and Conference trips

Looking ahead at 2025, how do you expect the following will

change at your organization compared to 20247
buyers only

m Decrease somewhat/significantly ® Remain the same m Increase significantly/Somewhat significantly

Transient business travel: Employees traveling alone or with a Over half of buyerS (53%) eXpeCt
small group (2-4 employees) for a specific business purpose  TAY%: c y .
(i.e., to meet with a client or sales prospect) . thelr Company S_ emplpyees_ WI”
Project-based business travel: Travel for work engagements take more transient trlpS thlS
that involve producing a product or providing a service and 6% year while exacﬂy half (50%)

have a limited duration (start and end dates) (i.e., shooting a

movie or working on a construction or engineering project) eXpeCt employeeS will take more
project trips.

Company-held meetings/conferences: The number of meetings
or conferences planned or hosted by our organization

External Meeting/Conference travel: Employees traveling to
attend a meeting with external participants or conference (i.e., a el
gathering of 10 or more people)

Group business travel: Five or more employees traveling
together—or within a similar timeframe—for the same purpose

Q. Looking ahead at 2025, how do you expect the following will change at your organization compared to 2024? (n=326-336) 20




The Travel Buyer’s Perspective: Trip Purpose

Transient and Project Business Travel
Expected Increases Across the World

Looking ahead at 2025, how do you expect the following will change at your organization
compared to 20247
% increase by region

o 63%
61% 58% 58%

49%
° 45%

Transient business Project-based Company-held External Group business
travel business travel meetings and meeting/Conference travel
conferences travel

® North America (n=160-164) m Europe (n=95-100) = Asia Pacific (h=43-45) ® Latin America (n=22-25%)

Q. Looking ahead at 2025, how do you expect the following will change at your organization compared to 2024?
Note: Question only displayed to travel managers/procurement professionals
*indicates small sample size for Latin America-based travel managers (n<30)

Across the world, buyers
expect transient trips and
project-related trips to
continue growing the fastest.

All trip types show strong growth
expectations across all regions —
with Europe still strong but the
most muted in terms of growth
expectations.

21



What do you predict will be the most significant issues faced by business travel in 2025?
% included in top 5 (out of 14 possible)

travel buyers ﬁg travel suppliers/TMCs
”*“ (n=339) (n=272)

Rising costs of travel
81% 57%

Corporate budgets not keeping pace with needs
50% 53%

Overall economic concerns

49% 550
Geo-political concerns
44% 48%
Travel disruptions Even as travel costs remain somewhat
37% 29% dv. th il Ve b
Technology advancements / artificial intelligence -Stea Y. -t €y are $t| -percelve 10 be
Do M < T increasing. Four in five buyers (81%)
Climate impact/sustainability concerns e_xpect I’ISII’:Ig t_ravel C_OStS will be one of
24% 250, five most significant issues faced by the
Border crossing concerns (e.g., passport/visa processing times and/or delays) industry this year.
23% 20%
eote work and hybrid office ruls Al and tech is a much more significant
y 5 | ] N 5 ) S well bet issue for suppliers than buyers. A fair
Concerns o requave ers (suc as ements, upgrades, and well being) number of buyers (22%) and Suppliers
Meet . . (20%) expect border crossing concerns
eeting & event space availability and ease of booking . . .
14% 10% will be one of the top five issues. Yet,
Executive buy-in for a managed travel program climate and susta!nab|l|ty concerns
14% 11% beat border crossing concerns for both
Workforce hiring/retention buyers and Supp”ers_
9% 20%
Traveler confidence/willingness to travel
0% 8%

Q. What do you predict will te the most significant issues faced by business travel in 2025? SELECT AND RANK YOUR TOP 3
Note: Some response options shortened or paraphrased for brevity. Full text displayed to respondents can be found in the
“Poll Results” document




There Are Some Regional Differences When It Comes to Perceived
Issues Facing Business Travel This Year

What do you predict will be the most significant issues faced by business travel in 20257
% included in top 3 by region

77%
67%
60%
6% 55% 3% 53%
-y 45oA7R° 7% 47% 47%
0o 41% 40%
50,34% 33% 36% 6%
4% 27% 29%
1% 0 21% 21%
% 7% 49 19% 020/0 70/ 18% 179% 16% 0
A3% 4 '1‘%9%11% g 12%:0, 9%
0, 0, 0,
7% O 7% 3964% 7%
Rising travel Corporate Overall Geo-political Travel Technology Climate impact Border crossing Remote work  Concerns of Workforce ~ Executive buy- Meeting & event  Traveler
costs budgets not economic concerns disruptions  advancements / concerns and hybrid frequent hiring/ retention in for managed space confidence
keeping pace concerns Al office rules travelers travel availability /

ease of booking

m North America (n=362) ® Europe (n=181) m Asia Pacific (n=70) Latin America (n=45)

Q. What do you predict will be the most significant issues faced by business travel in 2025? Please select up to five.

§ ¢ GBTA 23
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Travel program initiatives

Travel managers have varied responsibilities. Some are
“routine.” Examples include hotel RFPs, supplier account
reviews, and traveler communication. Travel managers
carry out these responsibilities on a regular basis — daily,
annually, or monthly.

Travel programs also pursue larger strategic
Initiatives. These happen less often but are critically
important. Examples include overhauling a company’s
travel policy, changing Travel Management Companies
(TMCs), and adopting new technology. Which strategic
initiatives do travel programs have planned for 20257




The Travel Buyer’s Perspective

Travel Program Design/Strategy

Thinking about your corporate travel program, do you expect to

pursue the following strategic initiatives in 2025?
buyers only

m Not sure mNo EYes

Consolidating travel management
with related functions can drive
efficiency and savings.

Making significant changes or revisions to our
corporate travel policy

14%

For instance, a “combined” travel
and meetings program can achieve
greater savings by leveraging travel
and meetings spend in negotiations
with hotels. This can also drive
process efficiencies. For example,
companies can conduct account
reviews with hotels and discuss
travel and meetings at the same

Consolidating/combining travel management
with related functions (e.g., meetings and 18%
events management)

The travel function is moving to a new

department (e.g., from Finance to ~ [EELZ time.
Procurement) Are “combined” programs on the
rise? A fair number of buyers (30%)
expect their company will
Q. Thinking about your corporate travel program, do you expect to pursue the following strategic consolidate travel management with
initiatives in 2025? a related function this year.

Note: Question only displayed to travel managers/procurement professionals (n=344-347) 26




The Travel Buyer’s Perspective

Payments/Tech/TMC Changes

Thinking about your corporate travel program, do you expect to
pursue the following strategic initiatives in 2025? (cont.)
buyers only

m Not sure mNo EYes

Evaluating/changing our corporate payment
solutions (e.g., corporate cards or virtual 15% 45%
payment solution)

Evaluating/changing our corporate booking tool E{eEZ 59%
Evaluating/changing our TMC BELZ) 55%
Evaluating/changing our expense tool WLz 69%
Implementing a new TMC 17% 66%

Q. Thinking about your corporate travel program, do you expect to pursue the following strategic initiatives in 2025?
Note: Question only displayed to travel managers/procurement professionals (n=344)

41%

31%

30%

17%

Payment and online booking
solutions are receiving the most
attention in 2025.

Yet, a close third, the TMC
landscape remains unsettled.

A major TMC acquisition is facing
regulatory scrutiny and legal
challenges. There remain concerns
about the financial solvency of TMCs
— and their ability to make needed
technology investments at scale.

Is uncertainty forcing buyers to act?
A fairly significant number of travel
buyers (30%) say their company is
evaluating or changing its TMC this
year. Almost one in five (17%) expect
to implement a new TMC this year.
Buyers cite a number of reasons for
considering—or making—a change.
These are shown on the next page.




The Travel Buyer’s Perspective

Technology and Service Key Reasons for
Considering a TMC Switch

Why are some companies considering changing TMCs?
multiple answers allowed

Dissatisfaction with current/ former TMC’s technology _ 39% Of the buyers WhO expeCt their
Dissatisfaction with current/ former TMC's quality of service [ 37% company will evaluate or
We automatically go out to bid in regular intervals (e.g., every five years) _ 29% Change TMCs —or Implement a

new TMC — two in five (39%)
mention technology as a

Cost [N 28%

Dissatisfaction with current/ former TMC'’s ability to offer/ service NDC _ 20%

bookings reason. This is higher than other
our current TMC could merge or be acquired [N 16% praCt|CaI reasons such as cost
We want to reduce the number of TMCs that K with (e.g., TMC (38%).
e want to reduce enumcg:]golidati(fn) at we work with (e.g I 6%
Wi Tt k with TMCs that ialize i ticul tri . . . .
e want to work with new Orsregailossemalze in particular countries I 10% e i e (20%) T
Concerns about our current TMC's financial position/ solvency - 8% TMC’s dlﬁlCUlty with NDC.
We are merging with another company . 3% Some (16(y) mention the
0
oher [ 10% prospect of their TMC merging
None of the above [ 6% or being aCQUired.

Q. You mentioned your travel program is evaluating or changing its TMC--or implementing a new TMC-- in 2025. Which of the following
are reasons why? Please select all that apply.
Note: Question only displayed to travel managers/procurement professionals (n=109)




The Travel Buyer’s Perspective

Technology and Distribution

Thinking about your corporate travel program, do you expect to

pursue the following strategic initiatives in 2025? (cont.)
buyers only

m Not sure mENo mYes

Adopting New Distribution Capability
(NDC)/Increasing the number of NDC bookings 26% 26%
made within our program

Evaluating/implementing other major new

(0] (0)
technology within our ecosystem AL EiEe
Applying Artificial Intelligence (Al) within our 0
travel program in significant ways sl i
Implementing more/new direct-connects to 2204 509

supplier sites

Q. Thinking about your corporate travel program, do you expect to pursue the following strategic initiatives in
2025?
Note: Question only displayed to travel managers/procurement professionals (n=342-346)

48%

41%

34%

28%

Travel programs are slow to
embrace Artificial Intelligence
(Al).

Only about one-third of buyers
(34%) expect their program will

apply Al in significant ways this
year.

But, NDC appears to be gaining
traction. Almost half (48%)
expect their program will adopt
New Distribution Capability
(NDC) or increase the number
of NDC bookings made this
year.




The Travel Buyer’s Perspective

Sustainability

Thinking about your corporate travel program, do you expect to

pursue the following strategic initiatives in 2025? (cont.)
buyers only

m Not sure mNo EYes

Implementing a Sustainable Practice
element to our program

Implementing a new technology/service
specific to achieving our travel
sustainability goals

Q. Thinking about your corporate travel program, do you expect to pursue the following strategic initiatives in
2025?

Note: Question only displayed to travel managers/procurement professionals (n=343-344)

As they continue their journey,
they are relying heavily on
technology and special service
providers. These help them track
carbon emissions, purchase
carbon offsets or Sustainable
Aviation Fuel (SAF), and manage
internal carbon pricing/tax
schemes, among other functions.

This year, more than one-quarter
of buyers (28%) expect their
program to pursue a new
technology or service specific to
achieving its sustainability goals.




Travel Program Initiatives: Some Regional Variation

Thinking about your corporate travel program, do you expect to pursue the following strategic initiatives in 20257
% “yes” by region

56%

51% 52%
48%
40% 44% 4204
38% g0, 38% 38%
29% 31% 29% 29% g9, 29%
25% 24%
23% 23% 2204 20% 0
% 6%
B2

Making significant travel Combining travel with  Travel function moving Evaluating/changing our Evaluating/changing Evaluating/changing Evaluating/changing
policy changes related functions to new department corporate payment OBT TMC expense tool

®m North America (n=166-168) ® Europe (n=105-107) m Asia Pacific (n=45) = Latin America (n=23-25%)

Q. What do you predict will be the most significant issues faced by business travel in 2025? Please select up to five.
*indicates small sample size for Asia Pacific and Latin America

§ ¢ GBTA .



Travel Program Initiatives by Region (Cont.)

Thinking about your corporate travel program, do you expect to pursue the following strategic initiatives in 2025? (cont.)

% “yes” by region

64%

61% 61%
52%

50% 91%

47% 46%

43%

42%

32%
24% 25% 26%

0
17% 17% 16% 20%

Implementing new TMC Adopting NDC/ Evaluating / Applying Al in significant Implementing more/new Implementing a
increasing NDC implementing other ways supplier direct connects  sustainable practice
bookings major tech element within our
program

® North America (n=166-168) = Europe (n=105-107) m Asia Pacific (n=45) = Latin America (n=23-25%)

Q. What do you predict will be the most significant issues faced by business travel in 2025? Please select up to five.
*indicates small sample size for Asia Pacific and Latin America

§ ¢ GBTA

56%

44%

Implementing
sustainability-specific
tech or service

32



Travel Program Initiatives by Program Size

Thinking about your corporate travel program, do you expect to pursue the following strategic initiatives in 20257
% “yes” by annual travel spend (in U.S. Dollars)

51%

41%
o, 38% 37% ’ 37%
35% 34%
30%
29% 0 26% 27%  27%
2%

Making significant travel Combining travel with  Travel function moving Evaluating/changing our Evaluating/changing Evaluating/changing Evaluating/changing
policy changes related functions to new department corporate payment OBT TMC expense tool

36%

23%

m Less than $10 million (n=122-124) ® $10 million to less than $30 million (n=85-86) ® $30 million or more (n=129-131)

Q. What do you predict will be the most significant issues faced by business travel in 2025? Please select up to five.
*indicates small sample size for Asia Pacific and Latin America

§ ¢ GBTA 3



Travel Program Initiatives by Program Size (Cont.)

Thinking about your corporate travel program, do you expect to pursue the following strategic initiatives in 2025? (cont.)
% “yes” by annual travel spend (in U.S. Dollars)

569 8% 56%
0 42% 43% 40%
34% 36% 34%  34% 34%  35% .
28% 279 28% S0%
I ) ﬂ
. 15%  15%

Implementing new TMC Adopting NDC/ Evaluating / Applying Al in significant Implementing more/new Implementing a Implementing
increasing NDC implementing other ways supplier direct connects  sustainable practice sustainability-specific

bookings major tech element within our tech or service

program
m Less than $10 million (n=122-124) ® $10 million to less than $30 million (n=85-86) ® $30 million or more (n=129-131)

Q. What do you predict will be the most significant issues faced by business travel in 2025? Please select up to five.
*indicates small sample size for Asia Pacific and Latin America

§ ¢ GBTA y
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Many Voices. One Purpose.

Staffing and Work
Policies




The Travel Buyer’s Perspective

Few Travel Programs Expect to Add Staff This Year

Do you expect the staffing level of your internal travel program team

to increase in 20257 Even as business travel
increases, travel programs
m | expect staffing level to decrease . . .
u | expect no change remain cautious about adding
No change on my team, but we are partnering more with internal teams staff.
m | expect staffing level to increase
= Don’t know/Not applicable ’
PP Only 16% of buyers expect their

no change in travel program . . ;
3% staffsizgthis year Pros travel program’s staff size will
increase this year.

16% B%

Q. Do you expect the staffing level of your internal travel program team to increase in 20257
Note: Question only displayed to travel buyers/procurement professionals (n=338)




The Travel Buyer’s Perspective

Is Latin America Filling More Travel Manager Roles?

Do you expect the staffing level of your internal travel program team to
increase in 20257

by region
58%
35% 35%
0
13% 16% o
0 0
2y 6% 5% . % % 79 9% 8%
el -
| expect staffing level to | expect no change No change on my team, but | expect staffing level to  Don't know/Not applicable
decrease

we are partnering more increase
with internal teams

= North America (n=164) ® Europe (n=106) Asia Pacific (n=43) ® | atin America (n=23%)

Q. Do you expect the staffing level of your internal travel program team to increase in 20257
Note: Question only displayed to travel buyers/procurement professionals
*indicates small sample size (n<30) in Latin America




The Travel Buyer’s Perspective

There Are Various Reasons Why Travel Programs
Will Not Add Staff

Why are travel programs not adding full-time staff this year?
Among buyers who expect their program’s staff size will remain the same or decrease (multiple
answers allowed)

We don’t need more internal travel staff _ 45%

We expect travel volumes to decrease or remain the same - 19%

Efficiencies achieved through Artificial Intelligence (Al) or other
technologies

We expect to outsource more work to third-parties (e.g., TMC or -
consultants)

We expect to receive more help from other teams within our 11%
organization (e.g., meetings management or Finance) 0

Other l 4%

Q. You mentioned you expect your travel program’s staff size will decrease or remain the same this year. Which of the following are
reasons why? Please select all that apply

Note: Question only displayed to travel buyers/procurement professionals who do not expect their program will increase
staff this year (n=262)

Most travel buyers do not
expect their program will add
additional staff this year.

When we asked why, the most
common reasons are
conventional. Almost half of
buyers (45%) say their program
doesn’t need more staff. More
than one-third (37%) cite a lack of
budget.

However, almost one in five (18%)
mention efficiencies achieved
through Al or other technologies
as a reason.




The Travel Buyer’s Perspective

Are Travel Program Budgets Tighter in North
America?

Why are travel programs not adding more internal staff this year?
by region (among buyers who expect their program’s staff size will remain the same or decrease)

54%
47% 46%
2% 41%
8% 38% 38%
2%
0,
5% 1%
7% 18% .
13% 15% 13% 11034%
7% 9% 8% 7% 8%
206 27 3%
] B 2w
We don'’t need Lack of budget = We expect travel Efficiencies We expect to We expect to Other
more internal travel volumes to achieved through  outsource more receive more help
staff decrease or remain Artificial work to third-parties from other teams
the same Intelligence (Al) or within our
other technologies organization

= North America (n=127) ® Europe (n=91) Asia Pacific (n=29%) ® L atin America (n=13%)

Q. You mentioned you expect your travel program’s staff size will decrease or remain the same this year. Which of the following are
reasons why? Please select all that apply

Note: Question only displayed to travel buyers/procurement professionals who do not expect their program will increase
staff this year.

*indicates small sample size in Asia Pacific and Latin America (n<30)

Of the North America-based

buyers who say their program
will not add more staff, almost
half (46%) mention lack of
budget as a reason. This is
considerably higher than in any
other region.




The Travel Supplier/TMC’s Perspective

Travel Suppliers Continue to Re-Staff

Do you expect the staffing level of your overall company to increase in 20257
travel supplier/TMC professionals only

m | expect staffing level to decrease | expect no change m| expect staffing level to increase ®Don’t know/Not applicable

Q. Do you expect the staffing level of your company overall company to increase in 2025?
Note: Question only displayed to travel suppliers/TMC professionals (n=271)

Unlike travel programs, travel
companies continue to add
staff.

Four in 10 supplier and TMC

respondents (41%) expect their
company will add staff this year.
Only 6% expect their company will
reduce staff.




The Travel Supplier/TMC’s Perspective

In North America, Less Expectation That Travel
Companies Will Add Staff

Do you expect the staffing level of your overall company to increase in 20257
travel supplier/TMC professionals by region

86%

This is lower than in any other

0,
46% 45% 42% .
35% region.
18%
119% 12% 15% 12%
5% 7% 7%
- | R — —
| expect staffing level to decrease | expect no change | expect staffing level to increase Don't know/Not applicable

= North America (n=172) ® Europe (n=56) Asia Pacific (n=26*)  mLatin America (n=14*)

Q. Do you expect the staffing level of your overall company to increase in 2025? Note: This asks about the staff size of your current
company. If your company is expected to acquire or merge with another company, please do not consider the combined staff size
when answering this question. Note: Question only displayed to travel supplier/TMC respondents

*indicates small sample size (n<30) in Asia Pacific and Latin America




The Travel Supplier/TMC’s Perspective

Will Al Replace Supplier/TMC Jobs?

Why are supplier/TMC companies not adding staff this year?
Among buyers who expect their program’s staff size will remain the same or decrease (multiple
answers allowed)

We don’t need more staff

42%

Efficiencies achieved through Atrtificial Intelligence (Al) or other

technologies 31%

Lack of budget 30%

We expect to outsource more work to third parties (e.g., consultants or -

partners) 14%

We expect less demand/tepid demand for our products/services - 8%
Impending merger or acquisition . 6%

Other . 4%

None of the above - 8%

Q. You mentioned your company’s staff size will decrease or remain the same. Which of the following are reasons why?
Please select all that apply.

Note: Question only displayed to supplier/TMC professionals who indicated they expect their company’s staff size
will remain the same or decrease in 2025 (n=117)

While a fair number of travel
supplier/TMC companies expect
to add staff (see previous
slides), others expect to
maintain their current staff size
— or even reduce staff.

When we asked why, their
reasons vary. However, almost
one-third (31%) mention
efficiencies achieved through Al or
other technologies as a reason.




Is It Still Difficult to Fill Business Travel Roles?

Thinking about the business travel industry in the
past year, would you say?

travel buyers ﬁ travel suppliers/TMCs
gy (337 B (1-260)

= It has been difficult to fill open positions with qualified/talented
candidates

= There is a surplus of qualified/talented candidates; it has been
easy to fill open positions with the right candidates

= It has sometimes been easy to fill open positions with
qualifieditalented candidates; it has sometimes been difficult

= Other

/As\

= None of the above

Q. Thinking about the business travel industry in the past year, would you say?

Many retired or left the industry
entirely.

As jobs returned, it was difficult to
find qualified candidates to fill them.
A fair number of industry
professionals think this challenge
persists today.

More than one-third of buyers (36%)
— and even more supplier/TMC
professionals (45%) — say it has
been difficult to fill open industry
roles with qualified candidates over
the past year.




Is the Talent Shortage More Pronounced in Some
Regions?

Thinking about the business travel industry in the past year, would you
say?

Business travel professionals in
Latin America are most likely to
62% say it has been difficult to fill
open positions with qualified
candidates over the past year.

39% 38% 36% 37% 36%

0,
6% 300 4% 4% 4% 4% 3% o9

S
It has been difficult to fill There is a surplus of It has sometimes been Other None of the above
open positions with qualified/talented easy to fill open positions
qualified/talented candidates; it has been with qualified/talented
candidates easy to fill open positions candidates; it has

with the right candidates  sometimes been difficult
= North America (n=357) mEurope (n=177) = Asia Pacific (n=70) = Latin America (n=45)

Q. Thinking about the business travel industry in the past year, would you say?




What Staffing Barriers Does the Business Travel
Industry Face?

What are the biggest barriers that the global business travel industry faces in

achieving arobust workforce?
% included in top 5

travel buyers ﬁ travel suppliers/TMCs
”*“ (n=118) =E (n=118)

Lack of qualified candidates/talent applying for roles with sufficient qualifications or experience
53% 57%

Salary levels and benefits are not attractive to new talent
50% 58%

Inadequate budget for new roles and/or perception by candidates that salary and benefits are inadequate
39% 44%

Incoming workforce is looking for remote positions (instead of in-office)
39% 47%

Inadequate professional development pathways within the industry
39% 31%
Hiring and training required for new professionals coming from outside the travel industry
35% 28%
Job roles/requirements are not attractive to new talent considering entering the industry

31% 32%

Organizations not investing to retain talent and/or support professional development

31% 36%

Existing workforce largely lacks the skillsets/talent needed for the future workplace

28% 27%

Industry is perceived as not welcoming diverse candidates
1% 9%

Incoming workforce is looking for in-office positions (instead of remote)

Buyers and suppliers commonly
mention a lack of qualified
candidates and unattractive
salaries as barriers the industry
is facing.

Another barrier — mentioned by
half of supplier/TMC respondents
(47%) — is the incoming
workforce is looking for remote
positions. As the industry clamps
down on remote work (see page
47), this barrier will likely grow.

Q. In your view, what will be the biggest barriers that the global business travel industry will face in 2025 toward achieving a robust
workforce? Please select all that apply. Note: Question only displayed to respondents who indicated is has been difficult to fill
positions in the industry with qualified candidates over the past year.




Industry Staffing Barriers Across the World

What are the biggest barriers that the global business travel industry faces in achieving a robust, diverse, and sustainable workforce?

% included in top 5 by region

0,
00% 57% a0 54%
AR 50% 50%
49AB8YA6% 4% 43% 45%
39% 39% 9 39%
36% ; 1% 35%°°”° 34%  33%°°% 395 Y529 a1l i
7% 29%  260,28%
1%
0,
17 16% 13% 13% 11%
% 5% pman 4% 6%
Nes == - °.
Lack of qualified Salary levels and  Inadequate Incoming Inadequate Hiring and Job roles/ Organizations Existing Industry is Incoming
candidates/talent benefits are not budget workforce is professional training required requirements are not investing in workforce largely perceived as not  workforce is
attractive to new looking for development for new not attractive to talent retention/ lacks the skillsets  welcoming looking for in-
talent remote positions pathways within  professionals new talent professional needed for the diverse office positions
development future workplace  candidates

the industry

® North America (n=138) ® Europe (n=64) Asia Pacific (n=24%)

m Latin America (n=28%)

Q. In your view, what will be the biggest barriers that the global business travel industry will face in 2025 toward achieving a robust workforce? Please select all that apply. Note: Question
only displayed to respondents who indicated is has been difficult to fill positions in the industry with qualified candidates over the past year.

§ ¢ GBTA
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Hybrid Work Policies Remain Common

Which of the following best describes your company’s permanent return to

office/work-from home policy in 2025?

”ﬂ“ Travel Buyers (n=336) ﬁ Travel Suppliers/TMCs (n=225) Half of travel supplier/TMC
= respondents (49%) say their company
o _ o _ has a hybrid work policy with
149/ Full-time in-office 3194 Full-time in-office employees required to report to an
office some days — but permitted to
work at home other days.

659, Full-time remote 1496 Full-time remote
However, a significant number of these
0 . 0 . companies (31%) have a full-time in-
(1% Hybrid 499 Hybrid office policy.
90/ Flex time (employee choice) 694 Flex time (employee choice) Buyer companies are nearly 50% more

likely than travel suppliers to offer a
hybrid work policy. (71% vs. 49%).

Q. Which of the following best describes your company’s permanent return to office/work-from home policy in 2025?




Hybrid Work Policies Are More Common in
Europe

Which of the following best describes your company’s permanent return
to office/work-from home policy in 20257

7%

27% 2005 24%

14%
11% ° T 8% 8% 9% 7%
N HH S =
Full-time in-office Full-time remote Hybrid Flex (employee choice)
® North America (n=355) m Europe (n=175) = Asia Pacific (n=69) m Latin America (n=45)

Q. Which of the following best describes your company’s permanent return to office/work-from home policy in 2025?

§ ¢ GBTA

Hybrid work policies are most
common in Europe.

Three-quarters of business travel
professionals (77%) in the region

say their company has a hybrid
work policy.




Business Travel Companies Clamp Down on Remote
Work

Thinking about your organization’s Work-From-Home
(WFH) policies, how have they changed in the past year?

travel buyers ﬁ travel suppliers/TMCs
g™ ")) W 02

= They have not changed

= They have become stricter: We are requiring employees
to work at an office or job site more often — or are more
strictly enforcing requirements that we already had

= They have become more flexible: We are giving
employees greater flexibility to work from home

Other

Q. Thinking about your organization’s Work-From-Home (WFH) policies, how have they changed in the past year?

One-third of travel supplier/ TMC
respondents (34%) say their
company’s Work-From-Home (WFH)
policies have become stricter over
the past year. Employees are
required to report to an office more
often, or companies are more strictly
enforcing requirements they already
had.

This does not mean companies have
abandoned the hybrid work model
(see page 45). However, they
appear to offer less flexibility.




Do WFH Policy Changes Vary by Region?

Thinking about your organization’s Work-From-Home (WFH) policies,
how have they changed in the past year?

54% g5og

35% 36%

32% 31%

27%

16%

16%

3% 1o 4% 4%

0
_——
They have not changed They have become stricter They have become more Other
flexible
® North America (n=352) m Europe (n=172) = Asia Pacific (n=69) m Latin America (n=45)

Q. Which of the following best describes your company’s permanent return to office/work-from home policy in 2025?

§ ¢ GBTA

In three of the four regions
surveyed—North America,
Europe, and Asia Pacific—
roughly one-third of business
travel professionals say their

company’s Work-From-Home
(WFH) policies became stricter
over the past year.
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People and Planet
Programs




Business Travel Companies Remain Committed to
People-Focused Initiatives

How will company’s investment in people-focused
programs change this year?

% increase
mDon’t know  ®mOur company will decrease ~ ®Our company will stay the same  ®Our company will increase or stay the

same
All Respondents (n=631) 23% 4% 74%
Travel Buyers/Procurement (n=329) 25% 5% 71%
Suppliers/TMC Professionals (n=254) KLz 40% 7%

Q. Compared to 2024, what level of investment / support do you anticipate in 2025 for people-focused initiatives at your company
(such as accessibility and inclusion)?

Major multinational corporations
have recently eliminated or scaled
back Diversity, Equity, and Inclusion

(DEI) programs and initiatives.

Yet in the business travel industry,
companies remain committed to
people-focused initiatives — even if
the concept is broader than DEI. A
large majority of supplier/TMC
respondents (77%) expect their
company will increase or maintain
support of people-focused initiatives
(such as accessibility and inclusion)
this year.




How Does Expected Support of People-
Focused Initiatives Vary by Region?

How will company’s investment in people-focused programs change this
year?

0 50%
49% 0 46%

27%

4% 5% 5%
0,
" .
Our company will decrease Our company will stay the Our company will increase Don’t know
same
® North America (n=344) m Europe (n=170) = Asia Pacific (n=68) m Latin America (n=44)

Q. Compared to 2024, what level of investment / support do you anticipate in 2025 for people-focused initiatives at
your company (such as accessibility and inclusion)?

§ ¢ GBTA

Across the world, business
travel professionals expect their
company will maintain support
of people-focused programs
this year.

However, Asia Pacific-based
respondents are most likely to
expect their company will increase
support of these programs.




A Solid Number of Companies Expect to Increase
Support of Planet-Focused Programs

How will company’s investment in planet-focused
programs change this year?

% increase
mDon’t know  ®mOur company will decrease ~ ®Our company will stay the same  ®Our company will increase or stay the

same

Almost half of supplier/TMC
respondents (48%) expect their

80% company will increase support of

All Respondents (n=644 % 49 0 . - .
P ( 6% 4% o sustainability efforts this year.

Travel Buyers/Procurement (n=333) BENALI 79%

Suppliers/TMC Professionals (n=261) Bk 35% 83%

Q. Compared to 2024, what level of investment / support do you anticipate in 2025 for planet-focused sustainable business travel
practices at your company (e.g., addressing the environmental / emissions footprint of your program)?




How Does Expected Support of Planet-
Focused Initiatives Vary by Region?

How will company’s investment in planet-focused programs change this
year?

55%
49%

33%

0,
16% 17% 20%

15% .

4% 4% 4% 4%

L BN
Our company will decrease Our company will stay the Our company will increase Don’t know
same
® North America (n=351) m Europe (n=174) = Asia Pacific (n=69) m Latin America (n=45)

Q. Compared to 2024, what level of investment / support do you anticipate in 2025 for planet-focused sustainable
business travel practices at your company (e.g., addressing the environmental / emissions footprint of your program)?

§ ¢ GBTA

Across the world, a good
number of business travel
professionals expect their
company will increase support
of planet-focused initiatives this

year.

However, North America-based
respondents are least likely to say
SO0.
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Respondent Profile

Region Scope of Responsibilities
Multiple answers allowed

North America - 27%
Europe - 13%
Asia Pacific . 8%

Latin America . 6%

= North America

= Europe

= Asia Pacific
Latin America

= Middle East

Middle East I 2%
= Africa

Africa | 1%

Other I 3%

* GBTA n=786 n=765



The Travel Buyer’s Perspective

Annual Travel Spend (in U.S. Dollars)

§ ¢ GBTA

= Less than $10 million

= $10 million to less than $30

million

= $30 million or more

Not sure

n=408

Industry

Manufacturing

Finance and Insurance
Software/Technology

Health Care, Pharmaceuticals and Social Assistance
Mining, Oil and Gas Extraction and Utilities
Retail/Wholesale Trade

Non-profit, Association and Foundation
Engineering

Consulting

Professional, Scientific and Technical
Transportation and Warehousing
Telecommunications

Public Administration

Media, Information, and Communications
Educational Services

Arts, Entertainment, and Recreation
Travel and Meetings Management
Construction

Accommodation and Food Services

Other

e 14%

—— 12%
I 11%
I 8%
I 6%

P 5%

P 5%

P 5%

P 5%

I 4%

N 2%

N 2%

B 2%

N 2%

B 2%

N 2%

N 1%

N 1%

B 1%
——— 12%

n=329

58



The Travel Supplier’s Perspective

Company Type

Accommodations (hotel chain, independent or individual _ 3704
property, home rental, apartment services, other long-term stay) ?
Travel management company _ 24%
Airline or private aviation solutions - 11%

Travel technology, OBT, expense or distribution solutions/GDS - 9%

Ground transportation (car, ride share, taxi, chauffeur/black car - 6%
or other mobility solutions) 0

Consultant . 3%
Legal/lImmigration & Visa Solutions I 2%
Payment company I 2%

Meetings management solutions I 1%

other [ 6%
§ ¢ GBTA 50
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To access results from all the previous GBTA Business
Travel Outlook Polls, click here.

To learn more about GBTA Research, visit the GBTA
webpaoge or emall research@gbta.org.



https://www.gbta.org/research-and-tools/gbta-business-travel-recovery-member-polls/
https://www.gbta.org/research-and-tools/
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