2010 Corporate Travel
Spend Reduction Plans & Tactics

January 2010

Kotler Marketing Group

925 15th Street, NW

Washington, DC 20005

Phone: 202-331-0555; [-800-331-9110

Fax: 202-331-0544
www.kotlermarketing.com




2010 Corporate Travel Spend Plans & Tactics
Kotler Marketing Group

Table of Contents

EXECULIVE SUMIMAIY ..ottt bbbttt bbb 5
I, T&E REAUCHION TaAIQELS....cciieiiiieiee ettt st e e e 7
a.  Reduction Target LEVEIS ... 8
b. Reduction Targets by REGION.........cvo i 9
C. Reduction Targets DY SECLOT ..........cooiiiiiiiiieee e 11
. Long-Term Outlook: T&E VErsus SalesS .........cccoevviiiieiieiiie e 13
I1l.  Planned Tactics for AChieViNg SAVINGS .........coiiieiiiierenesese s 17
a. Planned Tactics by Company SiZe........ccccveiiiiii i 18
b.  Planned TactiCS DY INAUSTIY ......cooiiiiiiiiiiririeeee e 19
C. Planned Tactics by REQION........cciiiiiii e 20
d. Analysis of Other PIanned TaCHICS..........ccouriiiiiieieieie e 20
IV.  Deployment of Travel ARErNAtiVES .........ccccvevieiiiiiii e 22
a. Deployment Breadth DY INAUSEIY ..o 24
b. Deployment Breadth by RegION.........ccccovviiiiiii e 25
V. Impact of Electronic Travel Alternatives on T&E..........ccocvvvviiiiiicne 27
a. Combining Technology with Travel POLICIES .........ccccveviiiiiiiiii e 28
b. Perceived Impact on Travel SPeNd ... 29
VI.  Travel-Alternative Effectiveness for Achieving Meeting Goals.............cccccovevnns 31
a. Effectiveness for Customer Meetings, by INAUSEIY..........ccoovviiiiiieieneiciecence 33
b. Effectiveness for Internal Meetings, by INdustry.........cccccoovveieiieiic e, 35
c. Effectiveness Ratings by Geography .........cccceveieieriiiieniiiseeeee e 36
VII. Video-Conferencing Sweet-Spots versus Headaches...........cccccoevivivieiieciicinnns 37
VI, Future Uses for Travel AIErNativeS.........cccovveieiieiiieie e 40
V=1 g0 o o] (o]0 V2P PP PR 41
ADOUL TN AUTNOTS. ...t et e st e e e e nreesseaneens 43

é._" Page 3



2010 Corporate Travel Spend Plans & Tactics
Kotler Marketing Group

Table of Figures

Figure 1: Percent of Respondents with Travel Spend Reduction Targets ............cc.ccoeeeee. 7
Figure 2: Reduction Target LEVEIS .......ccooiiiiiiiiieeee e 8
Figure 3: Reduction Target Prevalence by Region .........cccccveiieiiiiiiie i 9
Figure 4: Average Reduction Targets, by RegiON ..o 10
Figure 5: Average Reduction Targets by INdUStry.........cccoiviiiieiiiiiic e, 11
Figure 6: T&E-to-Sales Ratio, Expected Change.........cocovvieiiniiiiiniecee e 13
Figure 7: Percent Expecting T&E-to-Sales Ratio Decline, by Region...........ccccccevveenen. 14
Figure 8: Percent Expecting T&E-to-Sales Ratio Decline, by Company Size................. 15
Figure 9: Percent Expecting T&E-to-Sales Ratio Decline, by Industry .........c..ccceeveenen. 16
Figure 10: Top Tactics for Meeting Future Reduction Goals............cccccevvvenincnencninnnn. 17
Figure 11: Planned Spend-Reduction Tactics, by Company Size .........c.ccccceevvevieiiveennn. 18
Figure 12: Planned Spend-Reduction Tactics, by INdUSEry ..o, 19
Figure 13: Planned Spend-Reduction Tactics, by Region ..........ccccevvveiieevieiiie e, 20
Figure 14: Additional Spend-Reduction Tactics, by INAUSEIY .........ccceoviiiinincniicee, 21
Figure 15: Electronic Travel Alternatives: Stage of Deployment ............ccccoevvevieiieenen. 23
Figure 16: Electronic Travel Alternatives: Scope of Deployment..........cccoeverenencninne. 24
Figure 17: Scope of Conferencing Deployment, by Industry ..........ccccovveieiiieiiciieennen, 25
Figure 18: Scope of Conferencing Deployment, by Region...........cccccooevvieninenencninnne. 26
Figure 19: Impact of Travel Alternatives on 2009 T&E per Traveler........cccccevvveiveenen. 27
Figure 20: Impact of Travel Alternatives Combined with POlICI€S ...........ccccvviiiiiiiienns 28
Figure 21: Perceived Effect of Travel AIternatives..........ccccevveviieiie e 29
Figure 22: Web-Conferencing Effectiveness, by Type of Meeting..........ccccoeevervnininne. 31
Figure 23: Video-Conferencing Effectiveness, by Type of Meeting..........cccccovevveiveenen. 32
Figure 24: Conferencing Effectiveness for Customer Meetings, by Industry .................. 33
Figure 25: Industries Expecting More Travel Substitution for Customer Meetings ........ 34
Figure 26: Industries Where Conferencing is the Norm for Internal Meetings................ 35
Figure 27: Conferencing Effectiveness, by Region and Type of Meeting ....................... 36
Figure 28: Impact of Video-Conferencing Compatibility ISSUES..........ccccceviiiiciininnne. 38
Figure 29: Impact of Video-Conferencing Quality ISSUES..........ccccvevieiieiiieiiiienie e, 39
Figure 30: Expected Change in Future Use of Conferencing, by Meeting Type ............. 40
Figure 31: Respondent Profile by Company Size..........cccovviiiiiiiieiic e, 41
Figure 32: Respondent Geographic Profile..........ccoovoiiiiiiieee e 42
Figure 33: Respondent Industry Profile...........cccooiiiiiiiie i 42

Page 4



2010 Corporate Travel Spend Plans & Tactics
Kotler Marketing Group

About the Authors

ABOUT ACTE

The Association of Corporate Travel Executives (ACTE) represents the global
business travel industry through its international advocacy efforts, executive level
educational programs, and independent industry research. ACTE's membership
consists of senior travel industry executives from 82 countries representing the
€463 billion business travel industry. Our members serve more than 12 million
business travellers worldwide. With the support of sponsors from every major
segment of the business travel industry, ACTE develops and delivers educational
programs in key business centers throughout the world. ACTE has representation in
Africa, Asia-Pacific, Canada, Europe, Latin America, Middle East and the United
States. For more information on ACTE, please go to www.acte.org.

ABOUT KOTLER MARKETING GROUP

Kotler Marketing Group is a global consulting, research and training firm,
specializing in solving sales and marketing challenges. Our philosophy is based on
the work of Dr. Philip Kotler of the Northwestern University Kellogg School of Management.
Dr. Kotler is widely regarded as one of the world's leading strategic marketers. For
more on Kotler Marketing Group, please go to www.kotlermarketing.com

g Page 43
L3 )


http://www.acte.org/
http://www.kotlermarketing.com/



