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After the rise of remote work in 2020, companies quickly
rediscovered the value of face-to-face connections.

Now, return-to-office mandates and corporate travel have
rebounded, with global business travel spending projected to
reach $2 trillion USD by 2028 - up from $1.43 trillion in 2019.!

The return on investment (ROI) of corporate travel is measurable — it helps
businesses secure new deals, strengthen relationships, and engage employees
in meaningful ways. However, as companies resume travel, they face new
challenges that can complicate the decision-making process. Increasing flight
disruptions, economic shifts, and political uncertainties have made travel
planning more complex. On top of that, strefched resources and competing
priorities within businesses can make it dificult to make sure trips are both cost-
effective and impactful.

Corporate travel plays such a crucial role, and businesses need smart strategies
to maximize benefits. Without the right approach, companies risk overspending,
delaying decisions, and missing opporfunities that could drive growth and
engagement. However, equipped with careful planning, the right tools, and a
proactive mindset, organizations can turn these challenges info opportunities —
ensuring every trip delivers real value.

This report explores the tfrends shaping business fravel around the world and
how businesses can tackle these challenges head-on. From navigating budget
constraints fo harnessing Al fo balancing employee satisfaction with cost control,
we'll show you how a proactive approach maximizes ROl and unlocks business
travel's full potential. Whether you're making travel decisions or trying to stretch
your budget further, this guide is designed to help you create a fravel program
that delivers real value for your business.

F’?‘f' ~ Tom Walley
’3 Global Managing Director Corporate Traveler
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The return of in-person meetings changed the
game for corporate travel. With of global
companies expected to be back in the office this
year?, face-to-face interactions are seen as key
to building relationships and closing deals.

Case in point: three in five buyers (59%) say their company's
employees are attending more in-person meetings and
conferences today than they did a year ago?, and in-person
field sales teams performed better against their target sales
goals than remote feams.* This reflects just how effective in-
person inferactions are when it comes to building trust and
rapport, ulfimately, driving tangible business results.

Other key ways corporate travel delivers
long-term ROl include:

- Client engagement + Training and development

- Networking opportunities - Brand presence and reputfation
- Team collaboration - Employee engagement

- Market expansion and retention

Travel as a strategic business driver

Corporate travel is no longer just a logistical need — it's seen as
a strategic business move tied to increased success and ROI.
Nearly half of companies (49%) cite productivity and ROI from
travel as a top priority in the coming year, and 52% expect their
company’s travel spending will increase in 2025.°

expect their company's
travel spending will
increase in 2025.




. In the U.S,, the rising cost of travel has become the top challenge for businesses, making it
U n I'I'ed harder to balance budgets and employee satisfaction. With tighter financial constraints,

States

the demand for cost-efficient — yet high-quality — travel solutions has never been greater.
Regional considerations:

1 Controlling costs with strategic adjustments
|

Sixty-three per cent® of U.S. travelers cite rising costs and difficulty in obtaining discounts as

a key pain point with employee business travel. This challenge is even greater in high-cost
destinations like London, Paris, and Dubai, as well as remote, hard-fo-reach areas. In fact, 57%
of businesses say location is a key barrier when implementing budget-friendly fravel options.

Hidden fees and ancillary charges, such as seat selection, baggage fees, Wi-Fi access, and late
checkouf fees add fo the burden, and are reported by 40% of businesses as a frequent issue.

These added budget considerations are certainly complicating the decision-making process
- driving businesses to rethink their travel management strategies. For example, 52% of
respondents say tighter budgets have forced them to adopt stricter approval processes, while
43% place a greater focus on data analytics to justify fravel expenses. Companies are also

1 enhancing risk management and compliance practices (45%) to protect both employees and
m budgets amid economic uncertainty.

Traveler delivered in savings
to customers in 2024.

$1.31

= the ROl savings recognized
for every $1 spent. 3 Finding the balance between behavior and efficiency
[ |

= the amount Corporate 2 Technology + Al
|

Leveraging fravel management tech that is enhanced with innovations in generative Al can
help improve online booking choices, expense reporting and filing, building and implementing
a robust travel policy, and so much more. Several trends are emerging in the business travel
landscape that are influenced by generative Al and it's important to find partners who are
identifying solutions that can enhance the fravel experience whilst maintaining excellent
personal service levels.

. . Balancing cost control with the need for efficient travel is no easy feat. Employee behavior, such as
These results highlight how last-minute bookings and upgrades, are cited by 45% of companies as cost drivers, while 37% say
strategic partnerships and manual processes hinder efficiency.

tailored travel programs can Centralized tools can help cut costs and enhance the travel experience. Online booking platforms
help businesses tackle rising that allow employees to quickly compare options while staying within policy guidelines, automated
costs while ensuring their expense management systems that simplify fracking and reporting, and real-time dashboards
travel programs deliver improve spending and compliance visibility. Streamlining pre-frip approvals and negotiated vendor

agreements allows more fime to secure the best rates and reduce unnecessary expenses.
real value.

¢Corporate Traveler & GBTA. (2024). Navigating the future of business travel: Key trends and insights for 2024. 3




As corporate travel rebounds, Canadian business travelers have more opportunities
CCI n a d CI than ever to drive growth through in-person meetings and networking. While rising
costs and occasional disruptions present challenges, they also create opportunities
to rethink travel strategies. With the right approach, such as leveraging smarter
booking tools, optimizing budgets, and prioritizing traveler well-being, businesses can
turn these hurdles into advantages. Innovation and efficiency will help companies
strengthen ROI, boost productivity, and ensure their teams travel with confidence.

Regional considerations:

1 Travel disruptions
|

A recent YouGov study found that? 78% of Canadian business travelers say travel
negatively impacts their personal well-being-highlighting how frequent delays,
cancelations, and long hours spent in airports are taking a toll. A staggering 70% of
Canadian business travelers have experienced travel disruptions, with 63% citing flight
delays and 32% pointing to cancelations as their primary frustrations. These disruptions
carry a significant financial impact, resulting in missed opportunities, wasted tfime, and
increased costs as businesses scramble to adjust.

The challenge travelers

face foday is that while By odpphng smarter travel solutions, businesses can enhance gmployee satisfaction, boost
i retention, and create a more seamless travel experience. The right approach reduces stress,
capqcn'y and demand protects productivity, and ensures teams stay engaged and focused while on the road.

are back, disruption has 2 Customer service woes
[ |

surpqssed pre-pandemlc Adding to Canadian fravelers’ woes is the fime spent navigating customer service. Fifty-nine
levels. To tackle these per cent of business travelers report hold times of over an hour when contacting airlines,
hurdles, businesses must while 14% have endured hold times ex_ceedlng four hours. Beyond ’rh_e frusfroflon, ’rhe;e
delays prevent employees from focusing on higher-value work, costing companies time and
adopt robust, technology- money. The impact is even greater for the 33% of Canadian businesses without proper travel

i i protocols, leaving them vulnerable to costly inefficiencies, especially in emergencies.
driven solutions to enable focols. leaving th Inerable fo costly inefficienci ially i '
self-service, minimize Rising travel costs

elays, ana ensure ising travel costs add fo the strain, wi % of businesses citing escalafing expenses as
delays, and @ Rising fravel costs add to the strain, with 46% of busi if lafi
A a major source of stress. Delays and inefficiencies only inflate costs further, cufting into
smooﬂ:\er experiences ROI. With tighter budgets, it's critical for organizations fo invest in travel management fools
for their employees. and services that can mitigate these risks and optimize costs over time. Tackling these
Tielbm MlaelE challenges head-on not only delivers measurable ROI but also builds resilience in a rapidly

Chief Experience Officer shiffing landscape.

Flight Centre Travel Group

¢Corporate Traveler & YouGov. (2024). A survey of Canadian business fravelers 4




In today’s fast-paced and increasingly complex travel
environment, many businesses struggle to make clear,
timely decisions leading to missed opportunities,
wasted resources, and rising costs that impact the
bottom line. Whether it's underutilizing an existing

travel partner or stretching internal resources too thin,

ChOOSi ng II.he rig hll. trqvel these challenges signal the need for change.
m CI n q g em e n-l- co m pq ny Partnering with a business travel agency or TMC gives organizations full

visibility info their tfravel programs, helping fo track budgets and identify
areas for improvement. A strong partnership can take the burden off
infernal feams, enabling them to focus on their organization's bigger
goals while ensuring every travel dollar is well-spent.

The right travel partner goes beyond booking flights and hotels -
they act as a strategic ally, tailoring solufions to meet your specific
goals. A strong partner helps design, implement, and manage a
travel program that blends people and the latest fechnology to fulfill
your business needs.

By proactively managing costs and offering expert insights, they help
businesses make informed choices, avoid unnecessary spending,
and free up employees to focus on higher-value work instead of
navigating travel logistics.

(50

In the last five to six years, we've seen a major
shift in the travel market, driven by technology.
Traveler expectations and the costs associated
with travel have both evolved significantly. That's
why a blended approach is critical — combining
real-time human interaction with mobile tools
that can offer better technological support. 9 D

Joshua Roebig
Chief Operating Officer




Our booking fees have fallen and we're now
capturing more travel spend and have greater
overall visibility, allowing us to really pinpoint
where there are further savings to be made.

Vicki Mann, EA @ New Era
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Since bringing on [a TMC], we have reduced
travel costs, provided better service to our
employees, and are able to focus on our

core operations. D 9

Jaylene Kibala, Chief Financial Officer
at Arcan Construction

Balancing technology with human support

Effective fravel management often requires a hybrid approach.
While mobile booking tools, automated expense tracking, and
other technologies can help employees quickly and easily manage
their travel needs, there are moments when human expertise is
irreplaceable — such as handling disruptions, rebooking during
emergencies, or managing complex itineraries.

Maintaining the balance between real-time human inferaction and
the latest tech and Al advancements maximizes ROl by reducing
downtime, preventing costly mistakes, and keeping travelers
productive and satisfied during critical moments. This comprehensive
approach ensures businesses get the most value from their fravel
investments as they adapt to ever-changing circumstances.

Measurable impact

The benefits of partnering with the right TMC go beyond
convenience — they can lead to a measurable financial impact.

Nof all TMCs are the same. Some cater specifically to SMEs offering
dedicated service and tech solufions, while others focus on fech-
driven, no-fee, and low-touch service models. A company that
requires high-touch service wouldn't benefit as much from a tech-
focused, no-fee travel solution. The key is finding a TMC that aligns
with your business priorifies, ensuring smarter, more strategic travel
decisions. A scoring index with your dominant buying decisions is a
great way to approach this.



Methodology

Over the past year, Corporate Traveler
has gathered data-driven insights from
a variety of reliable sources, combining
our own data with global surveys,
interviews, and industry reports. By
looking at trends across some of the
world's biggest travel markets, we've
built a well-rounded picture of where
corporate travel stands today. Our goal
is simple: to share these insights with
you, so you have the knowledge and
confidence to navigate business travel
successfully in 2025 and beyond.




Conclusion

As companies navigate the evolving landscape of modern
business travel, it's important to remember that challenges
also bring new opportunities. Corporate travel is no longer just
about moving people from one place to another - it's about
delivering ROI through stronger relationships, higher employee
satisfaction, increased deal attraction, and more.

By investing in the right fools, expert partners, and tailored travel
programs, businesses can make better decisions that aid the
travel buying process. From negofiating better rates to minimizing
downtime caused by delays, even the smallest choices can
confribute to a more efficient, cost-effective travel program.

When business fravel is managed thoughtfully and strategically,
it becomes more than just an expense; it's a competitive
advantage and a powerful tool for achieving long-term success.

Corporate Traveler has been providing travel management

solutions globally for over 30 years. We offer our customers a
unique service model that blends dedicated travel managers
and user-friendly travel technology. We specialize in creating

tailored solutions that meet the needs of startups and small to
medium-sized enterprises, saving them fime, money, and peace
of mind. Our 24/7 support, exclusive deals, and personalized
service make business travel simpler, faster, and more effective.

Get in touch

corporatetraveler.us
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