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Key Highlights 

•  Travel is extremely effective in accomplishing key business objectives 

including business development, client retention and training. In fact, most 

business travelers say face-to-face meetings are the most effective means to 

accomplish their goals and objectives. Travel programs should highlight and 

promote travel success stories to demonstrate the value of business travel and 

face-to-face meetings. 

•  As the workforce continues to diversify, there is no one-size-fits all when 

it comes to business travel. As such, variety is important to travelers when 

booking travel arrangements. Travel programs will benefit from including options 

in terms of accommodations, airlines and ground transportation. When selecting 

and negotiating with preferred hotels and airlines, choice and flexibility to modify 

itineraries should be key considerations to expand options to business travelers. 

•  Business travelers want a streamlined and efficient travel process, 

particularly in terms of hotel logistics, booking ground travel and 

payments. Travel buyers should seek hotel properties that streamline the hotel 

experience from booking to check-out (e.g., automated check-in and mobile 

payments). In addition, newer options in ground transportation (i.e., Uber, Lyft, 

Grab and Didi), accommodations (i.e., Airbnb) and mobile wallets, such as Apple 

Pay or Samsung Pay, are growing in popularity among business travelers. Travel 

programs should recognize this trend and evaluate if these options would be a 

good fit for their travel programs as offering more options that are used in 

travelers’ everyday lives could increase travel satisfaction. 

• Business travelers are in alignment with their company’s travel program 

and policies. They are compliant with travel policies and do not feel it is difficult 
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to do so. In fact, travelers say they would be willing to make sacrifices such as 

spending reductions and travel changes if travel budgets had to be reduced. 

Travel buyers should regularly communicate updates about their program, 

particularly any changes, to ensure travelers understand policies and are 

compliant. While most travelers feel they are compliant with company travel 

policies, travel buyers should regularly assess travelers’ understanding of 

compliance to ensure all travel program stakeholders are in alignment.  

•  Health and fitness are very important to business travelers. In fact, 

fitness is a prime factor for many when selecting a hotel. Travel programs 

need to consider traveler health and wellness issues and ensure hotels in their 

program offer and promote a variety of exercise options. Variety of exercise 

options such as yoga, spin, Pilates and cross fit is an enticing way for hotel 

properties to differentiate themselves, as travelers want to exercise in different 

ways. For example, yoga is common at leisure properties but would be well-

received by travelers in business properties as well.  

•  Hotel health and wellness options beyond exercise are also important to 

travelers. Room features including filtered water, air purifiers, healthy food 

delivery and organic toiletries spark traveler interest. Travel programs should 

include hotels that offer a diverse array of health and wellness features beyond 

exercise facilities and promote them as part of their selected hotels. 

•  Safety when traveling is a critical factor for business travelers. While most 

travelers feel safe on the road, safety has a large impact on their travel choices. 

It is essential travel programs keep traveler safety and duty of care a top priority 

when designing policies, selecting hotels and implementing policy changes. 

Communication is key and travel buyers should regularly provide safety 
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information to their travelers. In addition, programs will likely see increased 

satisfaction if they regularly evaluate and update safety policies. 

•  Technology issues (including Wi-Fi access and technical support), 

limited options to make/modify travel arrangements and not enough time to 

accomplish trip goals can make travelers dissatisfied. Travel buyers should 

ensure knowledgeable travel agents are available or allow travelers more control 

over their travel arrangements (particularly in terms of hotel, ground and air 

options) and seek efficiencies in travel logistics such as apps and software that 

save time. In addition, programs would benefit from analyzing travel goals and 

outcomes to assess how much time is needed to ensure success. 

Background 

The GBTA Business Traveler Sentiment Index™, in partnership with RoomIt by 

CWT, aims to understand how business travelers feel about their travel 

experience and how those feelings affect their actual behaviors related to travel. 

The research identifies the key drivers of business traveler satisfaction while 

examining trip behaviors, experiences, preferences and challenges.  

The study sets a baseline for measuring business traveler sentiment over the last 

twelve months and will assess how sentiment changes (if at all) on a quarterly 

basis.  

To develop the Sentiment Index and assess feelings around business travel, an 

online survey was conducted among business travelers around the globe in the 

United States, EMEA, Asia-Pacific and Latin America. The data analysis 

revealed four key categories that directly impact business traveler sentiment and 

comprise the Sentiment Index:  
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• Traveler Experience (i.e., attitudes toward general trip experience from 

booking to air travel and hotel stays to expense reporting); 

• Trip Success and Meeting Business Objectives (i.e., attitudes toward 

aspects of the business trip that lead to improved trip success);  

• Travel Management Policy Friction (i.e., attitudes toward company travel 

policy management, flexibility and comprehension); and 

• Technology for Business Travel (i.e., opinions about technology’s 

impact on business travel) 
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23%

23%

5%

Key Sentiment Categories

Traveler Experience

Trip Success and Meeting
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Travel Management
Policy Friction

Technology for Business
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Given this is our first period of the analysis, it will become our benchmark and all 

Index values are initially set to 100. As we measure these Index components 

periodically over time, a new value will be calculated based on the percentage 

change in the component. 

 

Quarterly Spotlight: Health & Wellness 

There is seemingly no shortage of articles these days reporting on the toll 

frequent travel can take on one’s health. Despite this, half of business travelers 

report making time for exercise on every trip or just about every trip. Additionally, 

nearly 4 in 10 (38 percent) say they exercise about the same as they would at 

home and almost a quarter (23 percent) actually work out more often on 

business trips. Long working hours (54 percent) and feeling too tired (54 percent) 

are not surprisingly the most typical reasons business travelers give for not 

exercising when traveling for work.  

 

 

 

 

 

 

 

 

 

34%

38%

23%

5%

Exercise During Work Travel

Less often than
at home

About as often

More often

Don't exercise at
home

5%

19%

21%

26%

33%

46%

54%

None of the above

Live fitness class

Recorded fitness class

Local gym outside hotel

Exercise in hotel room

Hotel gym/fitness center

Walk, run, or jog

Types of Exercise on Last Business Trip

Q. When traveling for work, do you exercise more, less, 
or about as often as you do at home?  

Q. Thinking about your last business trip, did you…? 
Please select all that apply.  
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For road warriors, their top health and wellness concerns when traveling for 

business include lack of sleep (37 percent), the general stress of travel (34 

percent) and unhealthy eating (33 percent). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

14%

15%

16%

22%

22%

22%

26%

31%

33%

34%

37%

Increased drinking

Loneliness

Unclean airline seat

Local disease/illness

Less exercise

Sick passengers/meeting
participants

Unsafe drinking water or food

Unclean hotel room

Unhealthy eating

Stress of travel

Less sleep

Top Health and Wellness Concerns
% ranked in top 3

Q. What are your top health or wellness concerns when traveling for 
business? Please select up to three. 
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Staying fit on the road is such a priority for 

business travelers that 83 percent factor 

fitness like proximity to walkable areas, 

fitness facilities, etc. into their hotel booking 

decision at least some of the time – with 

nearly a quarter (22 percent) always doing 

so. 

Top workout options business travelers wish 

business hotels offered include yoga/hot 

yoga, cross-fit, meditation, Pilates, spin and 

high intensity interval training with fewer 

also citing boxing, barre and indoor rowing. 

Hotels that can offer a variety of these 

sought-after exercise options can 

differentiate themselves for business 

travelers in the booking process.  

In recent months, some hotels have also 

been investing in health and wellness 

options for their guests, many of which are 

included in the room rate. Business 

travelers are most interested in in-room 

filtered drinking water, healthy food delivery 

(especially among Latin American travelers) 

and air purifiers. 

 

 

 
Travel Buyer Takeaway 

Promoting health and wellness is also 
good for business. Research1 finds 
employees who eat healthy and 
exercise at least 30 minutes three 
times a week were 15 percent more 
likely to have higher job performance. 
For high performing executives and 
road warriors, fitness plays a large 
role in their booking decision and it 
should.   

 

Given the importance put on fitness in 
a hotel booking decision, travel 
buyers should consider available 
fitness options at hotels when 
selecting what hotels to include in 
their travel program. Ensuring hotels 
in the travel program offer a variety of 
exercise options can go a long way in 
ensuring traveler satisfaction as 
travelers like to exercise in different 
ways. Travel programs should also 
include hotels that offer a diverse 
array of health and wellness features 
beyond exercise facilities and 
promote them as part of their selected 
hotels. As buyers look for ways to 
improve traveler satisfaction and 
impact recruitment and retention, 
actively communicating health and 
wellness information to travelers 
should be a priority. 

 
1 Source: Brooks, Chad. “You Are What You 
Eat...Even at Work.” Business News Daily. 
January 8, 2013. Accessed July 18, 2019. 
https://www.businessnewsdaily.com/3699-
healthy-eating-worker-productivity.html 
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Health and wellness on the road matters for employers as well. Nearly two-thirds 

(66 percent) of business travelers say their company takes their health and well-

being into consideration when developing travel policies. American and 

European business travelers are less likely than APAC and Latin American 

business travelers to feel this way with just under 6 in 10 sharing this sentiment. 

Traveler Experience 

Travel experience has a 

tremendous impact on 

business traveler 

sentiment. In fact, it is the 

strongest component of 

the index, comprising 

nearly half (49%). Certain 

aspects of business travel 

weigh more heavily on 

business traveler 

satisfaction than others 

when it comes to 

influencing overall 

experience.  

Travel components such 

as staying at hotels, 

booking hotel and air for 

business travel, the hotel 

check-in/check-out 

process, payment for 

7%

8%

7%

5%

6%

6%

6%

11%

9%

10%

9%

9%

9%

8%

82%

83%

83%

85%

85%

85%

86%

Booking car rental for
business travel

Traveling on an airplane

Payment for my travel
arrangements

Staying at hotels

Booking hotel for business
travel

Booking air travel for
business travel

Hotel check-in/check-out
process

% Satisfied

Dissatisfied Neutral Satisfied

Q. Thinking of all business trips you took in the past 3 months, 
how satisfied are you with each of the following experiences?
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travel arrangements, booking car rental and securing hotel receipts for expense 

reports are most closely correlated with trip experience satisfaction.  

Secondary travel satisfaction components, with more than seven in ten travelers 

reporting satisfaction, include traveling on an airplane (although lower among 

American travelers), renting a car (especially among road warriors), flight 

connections, riding on a train, getting through security at the airport, obtaining a 

visa, taking a taxi, private chauffeured car, or ride sharing service (such as Uber, 

Lyft, Grab or Get) and securing hotel receipts for expense reports.  

There is an opportunity for companies to survey travelers about the travel 

program and identify why some components (such as per diems, booking tools, 

availability of preferred properties or policy understanding) might have lower 

satisfaction among business travelers. This knowledge would provide valuable 

insights into possible areas for modifications and ultimately improve both 

satisfaction and compliance. For example, a GBTA conducted study in 

partnership with RoomIt by CWT on improving hotel programs found a lack of 

traveler’s knowledge regarding company booking policies (including hotels) 

despite a majority of travel buyers stating they provide education about the 

company travel policy.  

Travel Satisfaction is High 

Across the globe, business travelers are largely satisfied with their recent travel 

experiences as the vast majority (86 percent) report satisfaction with their overall 

business travel experiences. Convenient hotels and consistent Wi-Fi access are 

the most important factors for business travelers when on the road. 
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Business travelers also say they feel safe when traveling and believe both their 

company and travel suppliers care about their well-being and safety, as reported 

by eight in ten travelers. Safety is extremely important to business travelers as 

eight in ten also say safety has a large impact on their travel choices. 

Despite largely positive sentiment towards business travel, aspects of the travel 

process can be stressful or frustrating for some. Nearly two-thirds (64 percent) of 

8%

7%

7%

14%

13%

11%

11%

12%

11%

8%

9%

78%

80%

82%

83%

83%

83%

87%

87%

Being able to travel during
weekday/working hours

Being able to extend or change my trip
for my personal schedule

Being able to access my travel itinerary
or expenses while on the road via a

mobile device

Hotel amenities such as free breakfast

Being able to acquire or use travel
rewards or perks at my own discretion

Receiving reimbursement for expenses
in a timely manner

Access to Wi-Fi no matter where I go

Staying at a hotel close to where I need
to be for my trip

% Important

Not important Neutral Important

Q. How important are each of the following when traveling for work? 
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business travelers admit that traveling for 

work generally increases their stress 

levels.   

Travel mishaps can cause stress, 

negatively impacting business traveler 

sentiment. More than half (54 percent) of 

business travelers report experiencing a 

mishap in the past year. The most common 

mishaps concern air travel, with delays, 

flight cancelations and damaged/lost 

luggage topping the list. Other mishaps 

travelers noted include lost equipment and 

sickness/injury/required medication.  

Business travelers also shared what 

factors could cause the most stress for 

them on a business trip along with what 

nuisance would bother them the most (see 

next page). 

When it comes to changes that would 

improve the business travel experience, road warriors cite closer accessibility 

from the hotel to the work engagement, more flexibility to modify itineraries, 

better flight connections, better transportation arrangements and higher quality 

lodging options as their top options. 

 

 

 

 
Travel Buyer Takeaway 

As the workforce continues to 
diversify, there is no one-size-fits 
all when it comes to providing the 
best business travel experience. 
As such, it is important travelers 
have a range of options when 
booking arrangements. Business 
travelers want a streamlined and 
efficient travel process from end-
to-end. Travel buyers should seek 
accommodations that streamline 
the hotel experience from booking 
to check-out (e.g., automated 
check-in and mobile payments).  
 
Safety when traveling is a critical 
factor for business travelers. While 
most travelers feel safe on the 
road, it has a large impact on their 
travel choices. It is essential travel 
programs keep traveler safety and 
meeting duty of care 
responsibilities as a top priority 
when designing policies, selecting 
accommodations (regardless of 
type) and implementing policy 
changes. Communication is key 
and travel buyers should regularly 
provide safety information to their 
travelers. 
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10%

11%

15%

17%

20%

27%

Fire drill in the evening, requiring me to be in my
pajamas in public

Airline passenger falls asleep on me

Crying baby on plane

Noise from an adjacent hotel room

Drunk or belligerent airline passenger

Hotel rooms without privacy

What Would Bother Travelers the Most?

Q. What is the number one thing you hope you don’t encounter on a business trip?  

19%

29%

30%

32%

33%

42%

50%

64%

Seeing co-workers in the gym

Going to social events or parties
alone

Attending dinner with a colleague
you don't know well or like

Creating a cultural faux pas

Being over or under-dressed for a
meeting/event

Leaving right shotes/attire at home

Forgetting laptop charger

Forgetting smartphone

What Would Create Stress?
% ranked in top 3

Q. When thinking about business travel, what would create the most stress? 
Select three.  
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Trip Success & Meeting Business Objectives 

The primary goal of business travel is to accomplish a task that benefits the 

company such as selling or buying products or services, building and/or 

maintaining customer relationships, training, networking or presenting insights. 

The vast majority of road warriors see business travel as very important to the 

overall financial performance of their company (83 percent) and as critical to 

helping them meet their individual performance goals as well (82 percent).  

Travelers feel strongly that 

business travel is effective in 

helping their company 

achieve their goals (see 

graph at right). 

More than 8 in 10 travelers 

also feel they have all the 

resources they need to be 

productive when traveling for 

work. When asked what 

factors could have helped 

them better meet their 

business goals on the road, 

travelers most frequently cite 

improved Wi-Fi access, more 

time with clients and larger 

budgets to extend business 

trips.  

7%

7%

6%

7%

18%

13%

12%

11%

74%

81%

81%

83%

Train or develop
employees

Retain existing clients or
accounts

Acquire new clients or
accounts

Make progress on a
project or company

initiative

% Effective

Ineffective Neutral Effective

Q. How effective has business travel been in helping your 
company…? 
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Business travelers in Latin America are even 

more likely to say increased tech support, 

time with clients, prospects, co-workers and 

larger budgets to extend business trips would 

improve their ability to meet their business 

goals.  

In addition, most business travelers feel face-

to-face meetings are the most effective way 

to conduct business. 

 

 

 

 

 

  

 

 

 

 

 
Travel Buyer Takeaway 

Ultimately those who travel want to save 
time when possible, be productive and 
have a pleasant experience while 
accomplishing their business goals. There 
is strong consensus among business 
travelers that face-to-face meetings are 
tremendously effective in accomplishing 
key business objectives and they are 
productive while traveling as well.  

Travelers are willing to make sacrifices if 
their company needs to reduce travel 
budgets, especially following stricter hotel 
and airline guidelines as well as take 
connecting flights to save money. Travel 
buyers should look to tightening hotel and 
airline guidelines as most business 
travelers are willing to sacrifice travel 
comforts but not travel overall.   

Q. Which types of meeting formats do you find most effective for the following business activities? 
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Latin American travelers are especially likely to say business travel is effective in 

achieving company goals and face-to-face meetings are more effective.  

Travelers don’t only look at the outcomes of their business trip when determining 

trip success. Many travelers rate themselves on their abilities to maintain their 

normal job responsibilities as well. Despite being out of the office, business 

travelers overwhelmingly feel they are very (62 percent) or somewhat (30 

percent) productive with their day-to-day tasks when traveling for work.  

 

Travel Management Policy Friction 

This section of the Index measures how satisfied business travelers are with their 

company travel policies and what choices travelers have when making travel 

arrangements. The most correlated factors with travel policy satisfaction include 

having the flexibility to plan a trip and the variety of choices when booking air and 

accommodations. 

The majority of business travels are adhering to some type of policy guidelines 

with just over half (52 percent) saying they are required to follow their company’s 

stated travel policies while one-third (35 percent) are encouraged to follow 

company guidelines. Only 1 in 10 state their company has no restrictions or 

travel guidelines to follow, demonstrating policies travel and guidelines are 

entrenched in organizations across the globe. In the eye of the traveler, 

compliance with travel policies is not a problem, as most travelers find it easy to 

comply (81 percent) and believe they always stay in compliance (82 percent).  

By and large, travelers are satisfied with most elements of company travel policy 

from the ease of booking a trip and understanding travel policies to flexibility 
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when planning, variety of 

choices when booking 

accommodations/air travel 

and more. 

The sharing economy adds 

options to business travelers 

while on the road and many 

travel programs allow for it. 

Ride-sharing (such as Lyft, 

Uber, Grab or Didi) is most 

popular with three in four (78 

percent) business travelers 

stating their company travel 

policy allows it. For 

comparative purposes, 15 

percent of business travelers 

reported in 2015 their travel 

policies allowed ride sharing – 

a 420 percent increase in just 

four years. European 

business travelers are less 

likely to say their company 

allows ride sharing while Latin 

American companies are 

more likely to allow it.  

Fewer travel (57 percent) programs allow for home-sharing services such as 

Airbnb, HomeAway or Tujia. However, in 2016 only 28 percent of business 

10%

9%

9%

8%

8%

7%

7%

6%

16%

14%

14%

14%

13%

14%

12%

11%

74%

77%

78%

78%

79%

79%

81%

83%

Ease of making changes to
itinerary, if needed

The variety of choices I have
when renting  a car

The variety of choices I have
when booking accommodations

(hotel, apartments, guest
houses, etc.)

The variety of choices I have
when making my air travel

The flexibility I have to plan my
trips

Overall satisfaction with the
travel policy

The ease of understanding
travel policies

The ease of booking a trip

Satisfaction With Policy

Dissatisfied Neutral Satisfied

Q. How satisfied are you with each of the following aspects of your 
company’s travel policy? 



 

 
 

Global Business Travel Association Copyright ©2019. All rights reserved. 19 

GBTA Business Traveler Sentiment Index TM 

gbta.org 

programs allowed home sharing -

- a 104 percent increase. North 

American companies are less 

likely to allow home sharing in 

their travel policies while 

companies in the Asia Pacific 

region are more likely. In the Asia 

Pacific region, particularly China 

and India, hotel supply cannot 

meet demand in many growing 

cities. As such, guest houses and 

other forms of accommodations 

are more prevalent as business 

travel increases in the region.  

Duty of care concerns and 

traveler demand might likely 

explain why more travel 

programs in many regions allow 

ride-sharing than home-sharing. 

In addition, travel buyers are 

much more likely to have preferred hotel providers than preferred rental car 

providers. As companies tend to rely on negotiated rates with preferred suppliers, 

there might be less room for flexibility in the accommodation space.  

When looking at the parts of the travel process that frustrate travelers the most, 

preparing to leave home, family and office are top factors, followed by aspects of 

the company travel policy including being required to stay at a specified hotel, 

payment arrangements for travel and per diem not covering traveler preferred 

hotels. 

 

 
Travel Buyer Takeaway 

As newer options in ground transportation, 
accommodations or payment methods 
become increasingly popular with travelers, 
buyers need to evaluate if they are the right 
fit for their program. Today, there are 
opportunities to consolidate multiple 
accommodations types into your corporate 
booking tools, allowing travelers to book 
apartments or guesthouse when needed and 
you to still have insights into their 
whereabouts so you can still assist them in 
an emergency If these newer entrants meet 
the needs of the program and duty of care 
standards, allowing travelers to use services 
they use in their everyday lives can increase 
satisfaction with overall policy. 
 
Booking channel reviews, particularly for 
hotels, can be helpful to travelers when 
making travel arrangements. Reviews 
provide direct insights on whether an 
accommodation provides what the business 
traveler wants such as location or exercise 
facilities. In addition, hotel reviews in booking 
channels can help travelers quickly make 
choices and help provide information on 
safety as it is such a critical factor for 
business travelers. 
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23%

24%

30%

34%

35%

36%

37%

37%

39%

43%

43%

46%

Per diem didn’t cover my meal

Per diem didn’t cover the type of hotel I 
prefer

Payment arrangements for my travel

Not receiving reimbursements in a
timely manner

Visa applications and documents
required

Hotel room comfort

Travel itself

Being required to stay at a hotel
specified within your company's travel

policy

The expense reporting process

Booking and/or changing travel plans

Preparations to leave office

Preparations to leave home or family

Most Frustrating Aspects of Business Travel
% ranked in top 5

Q. Thinking about your business travels over the past three months, which part of the 
travel process do you find most frustrating? Please select the top 5 most frustrating 
aspects often associated with business travel. Select only 5 



 

 
 

Global Business Travel Association Copyright ©2019. All rights reserved. 21 

GBTA Business Traveler Sentiment Index TM 

gbta.org 

Technology for Business Travel  

Business travelers largely agree technology helps 

their experience and productivity while on the 

road. Not surprisingly, over four in five business 

travelers say Wi-Fi is vital to work productivity 

while on the road (86 percent), and technology 

access helps them keep-up with work demands 

while on the road (85 percent).  

Clearly technology is critical for business travelers 

to do their job even while traveling for work, 

however, it is showing no signs of replacing the 

need for business travel despite years of warnings 

to the contrary as three in four (78 percent) 

business travelers agree technology can never 

replace face-to-face meetings to successfully 

win/retain business. Another 78 percent believe 

travel-related apps enhances their overall 

business travel experience.  

In addition, business travelers largely agree social 

networking and/or internal company networks help 

them find reviews about travel-related suppliers 

(and higher among Latin American travelers but less strong among North 

American business travelers).  

Certain aspects related to technology also exhibit a strong correlation with the 

overall business travel experience in a more negative light. This includes the 

 

 
Travel Buyer Takeaway 

Given the importance of technology 
as part of the business travel 
experience, travel programs should 
ensure the technology solutions 
available to travelers are robust and 
help travelers achieve business 
goals while on the road. Technology 
issues (including Wi-Fi access and 
technical support) can make 
travelers dissatisfied. Travel buyers 
should ensure technology support is 
available and seek efficiencies in 
travel logistics such as apps and 
software that save time. 
 
Most travelers note business travel 
increases stress, particularly when it 
comes to technology making it 
difficult to disconnect. It is critical 
programs regularly evaluate the 
travel process to find areas to 
reduce stress and allow travelers to 
disconnect. For example, travelers 
feel strongly it is important they only 
travel during weekday/working 
hours and can extend or modify 
their trip to accommodate personal 
schedules. Unwinding at the end of 
a trip with a “bleisure” extension can 
also help relieve stress. Make it 
clear how travelers can add time to 
their trip within company guidelines.  
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inability to disconnect while traveling causing traveler stress. With over half of 

business travelers agreeing the inability to disconnect creates stress, it is the 

most highly correlated element for this factor of the sentiment index.  

Business Travelers Around the World 

North America 

North American business travelers are less likely to want to travel more often for 

work (54 percent) compared to business travelers in other regions. They are 

often more frustrated with the travel process itself (including getting from one 

place to another by air, rail or car; 49 percent) and preparing to leave home or 

family (52 percent). In addition, North American business travelers are slightly 

less likely to feel productive with their day-to-day tasks when traveling for work 

(87 percent) compared to the global average (92 percent).  

Sentiment and use of technology among North American business travelers is 

lower than in other regions. They are less likely to feel social networking or 

internal company networks improve their ability to find reviews about suppliers 

(56 percent) and are less likely to use mobile applications that enhance their 

travel experience (71 percent). In addition, North American business travelers 

use cashless wallets, such as Apple Pay or Samsung Pay (49 percent), less 

often than business travelers in other regions and access travel itineraries and 

expenses via a mobile device less frequently as well (74 percent).  

In terms of health and wellness, North American business travelers are less likely 

to think their company takes it into consideration in travel policies (36 percent). 

Travelers in North America are also less concerned about local illness or disease 

(15 percent) and are less interested in hotel wellness features including spas, air 
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purifiers, organic bedding, organic toiletries or meditation guides than those in 

other regions.  

Latin America 

Business travelers in Latin America are enthusiastic about business travel and 

are more likely to want to travel much more often for work (44 percent) than 

travelers in other regions. Compared to travelers in other regions, they believe 

more time with clients, prospects and coworkers, larger budgets to extend trips, 

more technological support and lodging options would help them achieve their 

business goals. Additionally, Latin American business travelers are more likely to 

feel face-to-face meetings are important to acquire and retain accounts as well 

as develop and train employees than travelers in other regions. Most Latin 

American business travelers also feel they are productive with their day-to-day 

tasks while traveling for work (97 percent) and that travel helps them make 

progress on a project or company initiative (89 percent).    

Technology is an aspect of business travel that Latin American travelers use 

heavily to help attain business goals and save time. They are more likely to feel 

technology allows them to keep up with work demands while on business travel 

(91 percent) and that their overall business travel experience is enhanced by 

mobile apps (88 percent). In addition, they are more likely to use social 

networking and internal networks to improve their ability to find supplier reviews 

(83 percent) and are more likely to use mobile, cashless wallet in future business 

than business travelers in Europe and North America.  

When traveling for work, Latin American business travelers are less likely to feel 

the process of travel is frustrating (25 percent), despite experiencing canceled 

(55 percent) and delayed (62 percent) flights more frequently than travelers in 

other regions. In addition, the desire to feel safe while traveling for business (87 
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percent) plays a large role in their travel choices and Latin American business 

travelers are more likely to feel safe on the road (85 percent) compared to 

travelers in Europe, North America and Asia Pacific.   

 

Europe 

European business travelers take more business trips per year than travelers in 

other regions, with one in three (29 percent) taking 12 or more business trips in 

the past year. They are generally satisfied with their travel experiences and less 

likely to have experienced a travel mishap on an airplane such as canceled or 

delayed flights (47 percent). In the event travel budgets had to be reduced, 

European business travelers would prefer to reduce the number of business trips 

but spend the same amount per trip (66 percent) compared to travelers in Latin 

America and the Asia-Pacific region who would prefer to reduce the quality of 

travel standards but maintain the same frequency of business travel.  

In terms of health and wellness, European business travelers are less likely than 

business travelers from APAC and Latin America to think their company takes 

employee health and well-being into consideration when developing travel 

policies (38 percent). They are less concerned about local illness or disease and 

less interested in hotel room wellness features including air purifiers and sound 

machines than business travelers in Latin America and the Asia-Pacific region.  

 

Asia Pacific 

Business travelers in the Asia-Pacific region (APAC) are highly satisfied with their 

business travel experiences and are more likely to say they would like to travel 
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more often for work (77 percent) compared to travelers in North America and 

Europe. While traveling for business, APAC business travelers feel more 

technological support would help their travel experience as well as higher quality 

lodging options and better transportation arrangements. Despite their wish for 

better transportation arrangements, travelers are less likely to have experienced 

a canceled flight and say a delayed flight negatively impacted business trip. 

APAC business travelers are also more likely to use a mobile wallet for travel (78 

percent). 

Stress related to travel is less of a health and wellness concern for APAC 

business travelers (28 percent) compared to business travelers in other regions. 

However, they believe their company considers fitness while traveling for work is 

important to their health and well-being (78 percent).  In addition, APAC business 

travelers are more likely feel face-to-face meetings are less important as 

technology helps them conduct business (63 percent) than the global average 

(56 percent).    
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Appendix 

Methodology 

To develop the Sentiment Index and assess feeling around business travel, an 

online survey was conducted among 2,084 business travelers around the globe 

who are employed full- or part-time and have taken three or more business trips 

in the past twelve months. Respondents include 523 from the United States, 521 

from Europe, 517 from Asia-Pacific and 523 from Latin America. The survey was 

fielded by GBTA between May 20 and June 5, 2019. The survey was fielded in 

six languages including English, French, German, Spanish, Portuguese and 

Chinese. 

 

Respondent Profile  

 

 

57%

42%

Gender (n=2,084)

Male Female
2%

7%

6%

85%

Self-employed
part-time

Self-employed
full time

Employed
part-time

Employed full-
time

Which of the following best 
describes your employement 

status? (n=2,084)
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1%

12%

16%

28%

33%

10%

65+

55 to 64

45 to 54

35 to 44

25 to 34

18 to 24

Please select the appropriate age category for yourself. (n=2,084)

7%

14%

34%

45%

25 or more

12 to 24

6 to 11

3 to 5

In the past 12 months, how 
many business trips have you 

taken? (n=2,084)

30%

27%

43%

1,000 or
more

250 to
999

1 to 249

How many employees does 
the organization you work for 

have across all locations? 
(n=2,064)
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3%

19%

8%

24%

33%

11%

3%

Other

Senior/Executive
Management

Vice President

Director

Manager

Associate or Staff

Administrative Support

Which of the following best describes your position? (n=2,084)
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5%

1%

1%

2%

2%

2%

2%

2%

3%

3%

3%

3%

4%

4%

6%

6%

6%

8%

11%

12%

12%

Other

Hospitality (Accommodations and Food Services)

Non-profit, Association, Foundation

Aerospace and Defense

Agriculture, Forestry, Fishing, Hunting

Automotive

Real Estate

Sports, Entertainment, Arts, Recreation

Chemical, Biotech

Government, Public Administration

Media, Information, Communications

Utilities, Oil, Petroleum, Energy, Mining

Health, Pharmaceuticals

Transportation, Travel, Shipping, Warehousing

Construction

Education, Training

Retail, Wholesale Trade

Financial Services, Insurance

Business, Professional Services, Consulting

Computer Technology

Manufacturing

What is the primary industry your business operates in? (n=2,084)
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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. 

 

About RoomIt by CWT 

RoomIt by CWT™ is the hotel distribution division of CWT. 

Every day we match travelers with the right room at the 

right rate, and every minute we book over 30 hotel rooms. 

We also provide travelers with the amenities and loyalty programs they want, 

while helping organizations control their budget and improve travel oversight. 

Follow us on LinkedIn and Instagram 

  

http://www.gbta.org/
https://www.linkedin.com/company/roomit-by-cwt/
https://www.instagram.com/roomitbycwt/
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About CWT 

CWT is a Business-to-Business-for-Employees (B2B4E) 

travel management platform. Companies and governments 

rely on us to keep their people connected – anywhere, anytime, anyhow – and 

across six continents, we provide their employees with innovative technology and 

an efficient, safe and secure travel experience. Every single day, we look after 

enough travelers to fill more than 100,000 hotel rooms, while our meetings and 

events division handles more than 100 events every 24 hours. 

Follow us on Facebook, LinkedIn and Twitter 

 

 

 

https://www.facebook.com/myCWT/
https://www.linkedin.com/company/mycwt
https://twitter.com/my_CWT



