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About the survey

In this survey, we explore the role of online booking tools

(OBTs) today: How well they support traveler experience and
program goals, and what travel buyers need from an OBT
going forward.

The results are based on an online survey of 154 travel buyers
conducted in April 2026.



Who we surveyed

Where they’re based Industries

Asia Pacific

23%

Manufacturing

North
America

18%

Life Sciences

13%
Financial services

46%
Other

Latin America




Who we surveyed
Travel program scope

Regional

<l

Local

Company size
67%
16%
10% 7%
- § -
<1,000 1,000 - 4,999 5,000 - 10,000 >10,000
Travel spend
24%
16% 159
13%
10% - . . 3. -120/0
< $5M $5.1 - $10.1 - $25.1 - $50.1- >$100M N/A

$10M $25M $50M $100M



OBT availability
across
companies

The vast majority of travel
buyers (95%) have OBTs in
place, with a quarter using
more than one tool across
their organization.

We do not currently
have an OBT in place

We use various
OBTs across
the company

Q: Which option best describes your organization’s use of online booking tools (OBTs)?

We have a single
OBT used across
the company



Description of OBTs

While fourin 10 travel buyers describe current OBTs While slightly over half (54%) say their OBT is primarily
as efficient and integrated, over three in 10 use such designed to empower travelers, 46% view the main role
adjectives as challenging or transactional. of booking tools as protecting the company.

54% 46%
My OBT is primarily My OBT is primarily
designed to empower designed to protect
the traveler the company

42%
Efficient

95% 45%

25% My OBT influences My OBT mostly
Legacy traveler decisions supports

Siloed

24%
Reliable

Strategic
partnership

Q: When you think of the term online booking tool, which words come to mind? Q: Which statement best describes your current primary OBT? For each pair, oo
Select all that apply. select the option that applies. BCD..



OBT priorities

Travel buyers identify several key objectives related to OBTs, with improving visibility and control as the
top priority mentioned by six in 10. Sustainability ranks lowest, prioritized by just one in 10.

Improve visibility and control 61%

Reduce total travel costs 58%

Improve policy compliance 55%

Increase traveler adoption 55%

Strengthen duty of care 32%

Improve consistency across regions 30%
Support company's sustainability objectives

Other

No major OBT related priorities at the moment

Q: What are your current strategic priorities related to the OBT? Select up to three.

BCD'%



Outcomes influenced by OBTs

OBTs influence several core travel-program
outcomes, with the strongest impact on total travel
costs, duty of care and traveler experience.

Total travel cost 60%
Duty of care 50%
Traveler experience and satisfaction 42%
Traveler productivity _ 36%
Value of supplier program _ 35%

Trip success 19%
Not sure / Not measured
Sustainability

Other

Q: Which outcomes does your OBT influence most in your organization today? Select up to three.

Metrics showing OBT value

Employee experience and cost savings are the top
indicators of OBT value for executives when deciding
whether to retain or change the tool.

Employee experience 54%
Direct cost savings 53%
Policy compliance 46%

Operational cost 44%

Payment and expense integration

B
e
N 17%

3%

Other I 204

Online adoption
Benchmarking, e.g., against peers or industry

Not sure

Q: When deciding whether to keep or change your current OBT, which indicators
best demonstrate its value to your executives? Select up to three.



How OBTs meet traveler expectations

While one in 10 travel buyers say their OBT meets
traveler expectations, eightin 10 believe
improvements are needed.

61%
21%
11%
0
I
Totally Significant Some Very well Not sure
misaligned redesign improvements positioned
required needed

Q: How well is your OBT positioned for the booking experience travelers
expect?

OBTs and traveler engagement

When it comes to OBTs, travel buyers mainly define
traveler engagement as policy compliance, followed by
traveler experience.

Policy compliance

OBT adoption

Business outcomes

Q: How do you define traveler engagement when it comes to your
OBT? Rank from the most (1) to the least (4) relevant. B CB..



OBT adoption

While half of travel buyers
report that OBT adoption
by travelers is in line with
their program goals, more
than a third say it falls

short of their expectations.

51%

35%

8%
3% 2%
|
Below our goal In line with our goal Exceeds our goal We don't have an OBT Not sure

adoption goal

Q: How does your current OBT adoption compare to your goal?



Methods for increasing OBT adoption

Nearly half of travel buyers report that their companies mandate OBT use, making it the most widespread
approach to increase adoption. Nearly fourin 10 promote the benefits of OBTs, including easier booking and
changes, cost savings and improved compliance.

49%

Mandate the use of the OBT
41%
39%

Promote faster bookings and easier changes via the OBT

Highlight cost savings and policy compliance benefits

32%

Embed the OBT in standard travel and expense workflows
26%
24%

Deliver targeted communication to travelers booking outside the OBT

Redirect travelers to book via the OBT by travel agents

Require approval for bookings outside the OBT 11%

7%
7%
5%

Provide incentives for OBT bookings

We do not actively encourage the OBT use

Other

Q: How do you encourage travelers to use your OBT? Select all that apply.



Satisfaction with
OBTs

While over half of travel
buyers report being
somewhat or extremely
satisfied, nearly a quarter
express dissatisfaction.

53%

8%

Extremely dissatisfied Somewhat dissatisfied Neither satisfied nor Somewhat satisfied
dissatisfied

Q: How satisfied are you with your current OBT? If you use more than one OBT, refer to your primary tool
here and in the questions below.

5%

Extremely satisfied

BCDe



OBT integrations

Current OBT integrations focus on core operational tools, such as expense, HR or risk management systems.
Meanwhile, future demand centers on solutions that reduce cost, support sustainability and improve traveler
experience.

8%

Travel risk management tool 54% 27% 13% 6%
15%

Price monitoring solutions 49% W 10%

Sustainability tools 50% 17% 8%

Visa and passport services 19% 48% 17% 16%
Meetings management 15% 35% 37% 13%
Workforce solutions 26% 31% 36%
B Currently available m /Interested to have m Notinterested Not sure

[ X )
Q: What integrations with third-party providers does your OBT currently support, and which would you like to add? Select what applies. B C D..



OBT configurability

Seven in 10 travel buyers describe their OBTs as highly

or moderately configurable to meet program needs.

54%

30%
15%

Limited Moderately Highly Not sure
configurability - configurable- configurable - it
our program had some adapts to our
to conformtothe adjustments program needs

OBT needed on both
sides

Q: Thinking about your travel program needs, how configurable is your current OBT?

Change in OBT vs. agent-facing apps

Over two-thirds of travel buyers manage at least some
program changes separately for OBT and agent-facing

tools.

No, together

Not sure

Partially

Yes,
separately

Q: Do you need to manage program changes separately for your OBT and agent-
facing tools?



Gaps in OBT capabilities

The most common OBT shortcomings relate to content availability and quality, as well as the pace of innovation
and introduction of new features, each cited by over half of travel buyers.

Content availability or quality
Innovation / new features
Tool usability

Fare competitiveness

Mobile experience
Consistency across countries
OBT provider's support
Technical performance
Traveler communication
Reporting

Integration with other tools
Compliance control

Other

No major shortcomings at this time

Q: Inwhich areas does your OBT not meet your requirements? Select all that apply.



Important OBT features

Al-powered support and policy-compliant content are the top two OBT capabilities important to travel buyers,
followed by expanded content and traveler communication.

Al-powered support

56%
53%
49%

47%

Policy compliant content

Expanded content

Integrated traveler communication
Program intelligence & benchmarking 38%
37%

36%

Personalized search results

Proactive disruption management
Approval workflow automation 23%

20%

Sustainability indicators

Other

B 4%

Q: Thinking about both your current gaps and future needs, what OBT features and capabilities are important to you? Select up to three. ° o.



e ® oNg

OBT improvements - ¥ -

y .’ - e
Travel managers most often call for Al-driven personalization, " @ -3 1
richer in-tool content and a simpler booking flow supported by s .s'_“ D
better fare competitiveness. 7 S (OR” %~ P

Q.:What OBT improvement would have the greatest impact on your travelers’ booking experience? “" .00.

. - .‘.—-. =Y BCDe



OBT plans

Sevenin 10 travel buyers expect to continue using
their current OBT, with or without reconfiguration.

15% plan to switch to a different OBT.

41%

32%

Continue  Optimize or
using the reconfigure
currenttool the current
with no major tool
changes

15%

Switch to a
different
provider

8%

Not sure

2%

Other

Q: What best describes your company’s plans regarding your OBT for the next

12-24 months?

1%

Build our own
OBT

Reasons to change the OBT

The primary drivers of OBT change or update are the
need for better content and user-friendly experience,
each cited by over six in 10 of buyers.

74%

Need for better content

61%

Need for a more user-friendly tool

29%

Need for global coverage

Contract renewal is approaching and we'd
like to try a different tool

B 1o

Changes within company . 10%
Other I6%

TMC change I 3%

Q: What are the reasons for the planned changes? Select all that apply.



Traditionalvs. modern OBTs

Almost half of travel buyers differentiate between traditional and modern OBTs.

48%

23% 29%

Yes

Q: Do you differentiate between traditional and modern OBTs?

Traditional OBTs

Traditional tools are often seen as policy-driven,
globally available and with expert support.

Policy-driven 68%

Expert support

47%

Global availability 45%

No Not sure

Modern OBTs

Modern tools provide smart recommendations, offer
rich content and proactive disruption management.

Smart, personalized recommendations

Rich supplier content

Proactive disruption managemet

Traveler-centric

Ability to compare suppliers, e.g., air vs. rail

Q: How do you differentiate between traditional and modern OBTs? Drag and drop each characteristic into the box where you think it fits best.



Future role of an
OBT

Travel buyers are splitin
their outlook: 44% expect
OBTs to become a single
primary booking channel,
while a comparable share
(37%) see them as the
main booking channel but
supported by others.

44%
37%

0
A single primary A primary booking Limited or decliningrole One of several equal
booking channel channel supported by due to introduction of channels
others new channels, e.g., Al-
driven ones

Q: Looking ahead, what role do you expect the OBT to play in your travel program?

4%
]

Not sure



How BCD can help

Our Al-powered Tripsource platform offers a connected ecosystem
of trip management capabilities, designed to help you drive
adoption, control costs.

Shopping & booking
.! An intelligent booking and trip management

® o experience foryou and your travelers.
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Integrated service & support
Simple tasks self-managed in seconds with
integrated agent service for more complex needs.

46TH.pp
~y Museum of
Modern Art

TH Ave

= The Draper New York, Tapestry
4§ Collection by Hilton

company preferred
D Travel Preferred

uUsD 178

average per night

Real-time communication & engagement
Tailored messaging guides decisions as they
happen - before, during and after the trip, driving
confidence, compliance and reducing spend.

BCD'%



How is Tripsource different?

Tripsource is not a traditional OBT. It's a modern booking and trip management
solution that bridges your program to the larger travel management ecosystem.

V0l - a(©

Control, choice Gap-proof travel A truly connected Al-driven.
and clarity content experience Human-centric
A booking and trip management Multi-source content via the GDS, Content, service and Benefit from the efficiencies
solution based on priorities, your direct connects, global and engagement togetherin a single, and accuracy of Al with the
policy and your goals, with regional aggregators that serve a award-winning traveler experience personal touch of agents and
space to innovate freely. truly global program. that drives loyalty. advisors.



We know what
you’re thinking.
And we have the answers.

See Tripsource in action =»

An incident was reported near you. Let your
e,

Tripsource sounds great, but there’s no way |
can switch my OBT without major disruption
for my travelers and my program.

You’d be surprised how seamless a switch
can be with Tripsource. BCD does the
heavy lifting, from platform configuration to
supporting every step of rollout with
travelers and arrangers, driving adoption
even before launch.

My program is complex. | need a truly global
solution that accommodates different policies
for different regions, and even specific
providers.

Tripsource was developed with this
complexity in mind. Flexibility and
openness are foundational to our model.
We support some of the largest and most
complex programs in the world with a 97%
retention rate.

Contentis too important to me torisk a
change.

The Tripsource content cloud delivers
multi-source content through direct
connects, the GDS, global and regional
aggregators, low-cost carriers, and a robust
rail program. You control the shopping
experience.

| don’t want to create more complexity for my
internal teams.

Tripsource brings booking, payment, duty
of care, program intelligence and back-
office spend management into a single
connected Al-powered experience that
reduces cost, saves time and increases
transparency across the organization.

Change just feels risky right now.

Totally understandable. But not changing
can pose arisk as well. 60% of employees
consider the quality of travel experiences—
and the strictness of the policy—when
assessing their overall job.

There are to try Tripsource with minimal risk.
1. Implement Tripsource in markets without an OBT today

2. Trythe hub approach, integrating your OBT into Tripsource to take
advantage of trip management features.



https://www.bcdtravel.com/contact-us/sales/
https://www.bcdtravel.com/contact-us/sales/

S @
BCDe

Natalia Tretyakevich
Senior Manager, Research & Intelligence
natalia.tretyakevich@bcdtravel.eu

About BCD Travel

BCD Travel creates connections that move people and ideas forward. Through open technology and trusted
human expertise, we help companies and people navigate change, simplify complexity and make confident
decisions about how and when they travel. Our intuitive digital experiences for every stakeholder power journeys
that fuel success and drive progress. With 15,000+ dedicated team members serving clients in 170+ countries,
BCD is shaping a more sustainable future for business travel. Industry-leading meetings and events management
and a global consultancy complete our suite of solutions and services. In 2025, BCD achieved $24.4 billion in
sales. For more information, visit www.bcdtravel.com.

We have carefully researched and checked the information contained. However, we do not accept any liability for
any damage or loss as a result of the use of the information contained in this article.
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