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About the survey

In this survey, we look at how organizations source and manage
their travel suppliers. We focus on procurement strategies,
priorities, key challenges and supplier management trends that
influence travel program performance.

The findings are based on an online survey of 132 travel buyers
worldwide, conducted in August 2025.




Who we surveyed
Where they’re based

Latin
America

North
America

Asia
Pacific

Top-three
industries

17%

Life Sciences

14%

Finance

50%
Other

Reporting
line

27%

Finance

15%

Human Resources



Who we surveyed

Travel program scope

Local

Regional

Company size
63%

14% 14%

6%
e I

<1,000 1,000 - 4,999 5,000-10,000 >10,000

Travel spend

22% 22%
18%
13% l 13%
<$5M  $5.1-$10M  $25.1- $50.1-  >$100M

$50M $100M

3%

N/A

15%

N/A



Travel spend 2025

Over 40% of travel buyers
report increased travel spend
in 2025, driven primarily by
business growth. Around 30%
note a decrease in spend,
mostly due to cost cutting.

42%

29% 29%

Decreased Stayed the Increased
same

Q: How has your company’s travel spend changed in 2025
compared to the previous year?

Reasons for increase

Business expansion due to new projects

Organizational changes, e.g., acquisitions 36%
Supplier rate increases 33%
Shift from virtual to face-to-face meetings 16%
Travel policy changes, e.g., relaxation of restrictions 11%
Limited availability of preferred rates 9%
Other 7%

Reasons for decrease

Decrease in business operations ||| [ NGEGEGEGEEEE 42%
shift to virtual meetings ||| NG 29%
Travel policy restrictions ||| N QNN 21%

Traveler behavior change, e.g., combining several tripsin one ||| 16%

other I 11%
Safety concerns [l 8%
Supplier rate increases negatively influencing travel volume - 5%
Sustainability targets limiting travel [} 5%

Q: What are the reasons your company’s travel spend has increased/decreased in 20257 Select all that apply.

64%

Cost containment due to economic uncertainty ||| NN 58%



Travel spend by meetings type

Over the last year, travel spend on client meetings rose more significantly
compared to other meeting types.

Conferences and events
Internal group meetings

Internal individual meetings

Client meetings

B Decreased | Stayed the same m /Increased Don't know

Q: How has your 2025 travel spend changed by meeting type? ° ..

BCDe




Sourcing priorities

Most travel buyers prioritize cost control in their sourcing decisions. Data collection, contract compliance and
supplier consolidation are also in the top-four.

Savings and cost control

86%

38%

Collect more/higher quality data from travel suppliers

36%

Better control supplier contracts compliance

31%

Reduce number of preferred suppliers to increase leverage

Reduce the level of effort, e.g., simplify the Request for Proposal
(RFP) process or use artificial intelligence (Al) for sourcing

24%

18%

Engage with new suppliers or supplier categories

18%

Enhance supplier collaboration on duty of care

16%

Enhance supplier collaboration on sustainability

BCD'

Q: What are your travel team's priorities related to supplier management and sourcing? Select the top three.



Sourcing stakeholders Third-parties for sourcing

In addition to travel management, procurement, Six in 10 buyers rely on their travel management
finance and security departments are most company (TMC) for support with sourcing, while
frequently involved in sourcing travel suppliers. roughly three in 10 engage external consultants.
Travel management 81%
Procurement 68%
Finance 38% External consultant(s)
Security/Risk

Human Resources

Travelers

Technology companies or Al solutions

Legal

Leaders of business units with
traveling employees

Information Technology

Sustainability

Q: Inyour company, what stakeholders are involved in travel sourcing? Q: What third-parties do you use to assist with travel sourcing? Select
Select all that apply. all that apply




Sourcing tasks

Cited by over half, contract negotiations and management tops the list of the most time-consuming sourcing
tasks. It’s followed by managing Requests for Proposals (RFPs) and monitoring supplier performance.

Negotiate and manage contracts 52%

Manage RFPs 42%

Analyze data and monitor supplier performance 39%
Resolve supplier issues 28%
Collaborate with internal stakeholders around sourcing 25%
Research and identify suppliers 24%

Onboard new suppliers 22%

Manage supplier relations 22%

Other 8%
Q: Which tasks related to sourcing and supplier management are the most time-consuming for your team? Select all that apply. S .‘



Sourcing challenges

Pricing challenges lead the list of travel buyers’ concerns when sourcing travel suppliers: High costs and rate
fluctuations are cited by over 40% of respondents.

High cost 45%

41%

Rates fluctuations

Fragmented content across multiple distribution
channels

37%

36%

Administrative burden of the RFP process

Legacy systems and technology gaps that make
sourcing complex

26%

20%

Limited supplier selection

15%

Challenging external environment

Other

3
S

Q: What challenges do you face when sourcing travel suppliers? Select the top three. B C.ﬁ..
°



Frequency of contracts negotiation

Across supplier categories, hotel agreements stand out for their consistency, with 87% being renewed annually.
Airline and car rental contracts tend to be of a longer duration.

Hotels

Airlines

Carrentals pi4

B Multiple times a year/ Continuously ®m Annually m Every 2-3 years Every 4-5 years W Less often Not applicable

Q: How often do you negotiate travel supplier agreements? Select what applies in each category. ".

BCDe



Cost containment measures

Travel buyers use various strategies to lower supplier costs: The common ones include supplier consolidation,
renegotiation of existing agreements and the use of re-shopping tools, each adopted by 40-50%.

Consolidate suppliers for better rates 52% 11% 23%
Renegotiate existing supplier contracts 48% 23% 16%

Utilize reshopping tools 40%

Renew contracts for longer time periods 33% 18% 31%
Introduce low cost suppliers 28% 45%
Limit inventory to suppliers of lower servige 2304 6% 51%
tier
Issue new requirements to suppliers 17% 18% 46%
B Have introduced B Planning to introduce m No plans to introduce Don't know
Q: Have you introduced or are you planning to introduce cost containment measures to your travel sourcing strategy? Select what applies. s 0‘



Traveler influence

Two-thirds of companies mandate the use of preferred travel suppliers, while one-third prioritize the lowest rates

regardless of supplier status.

We mandate the use of preferred suppliers through
policy

We educate travelers about travel suppliers

We monitor compliance and follow up with non-
compliant travelers

We restrict booking options in the online booking tool

We encourage travelers to book lowest rates regardless
supplier preferred status

We rely on travel arrangers to guide traveler choices
We do not actively influence traveler choices
We offer incentives for booking preferred suppliers

Other

Q: How do you influence your travelers in supplier selection? Select all that apply.

o -

64%

58%

57%

47%

35%

27%



Supplier evaluation

The most frequently cited criteria for supplier
evaluation is actual cost savings, according to
nearly 70% of respondents.

Actual cost savings

Service level agreements (SLAs)

Traveler feedback

Rate availability

Cost avoidance

Tailored programs and additional benefits

Sustainability metrics

We don’t formally evaluate suppliers

10%

3%

26%

59%

59%

51%

48%

Q: How do you evaluate the performance of your travel suppliers? Select all that apply.

Tracking contract fulfillment

TMC reporting is the primary data source travel buyers
rely on to monitor supplier compliance.

TMC reporting
Supplier reporting
Internal reporting
Automated tools
Rate audit companies
External consultants

We don’t track this

Q: How do you track supplier compliance with negotiated rates and
contract terms? Select all that apply.




Pressure from suppliers

While over half of buyers experience moderate pressure from travel suppliers facing manageable challenges,

a quarter find supplier relationships to be stable and collaborative.

52%
26%
16%
1%
Low - supplier Moderate - some High - negotiations are Very high - suppliers are
relationships are stable challenges, but difficult, with limited  setting their terms with
and collaborative manageable room for discounts little flexibility

Q: How would you describe the current level of pressure your organization is experiencing from travel suppliers?

5%

Don't know



Air sourcing strategy

In upcoming negotiations with air suppliers, 38% of buyers expect to seek more additional services and 23%
anticipate greater flexibility in cancellations and exchanges. Their expectations around air fares are mixed.

Negotiated additional services
Fares

Cancellation and exchange policy

Number of preferred airlines
Contract duration

Use of sustainable aviation fuel

2
S

Service level agreements (SLASs)
Volume commitments
Carbon budgets 87%

Class of service 89%

W Fewer/Lower m No change m More / Higher

Q: How do you expect your air sourcing strategy to change in the next round of supplier negotiations? Select what applies. o0 g



The impact of airline
alliances and joint ventures

Two-thirds of travel buyers
admit that airline alliances
and joint ventures affect their
air sourcing decisions, at
least to some extent.

Yes, to some extent

49%

Q: Do airline alliances or joint ventures influence your air sourcing decisions?




Hotel sourcing strategy

Travel buyers anticipate more flexible hotel cancellation policies, more additional services and increased
sustainability requirements issued to accommodation providers. More buyers expect hotel rates to decline, the
agreements to last longer and more service level agreements (SLAs) to be agreed on.

Cancellation and exchange policy ELZ) 67% 30%

Negotiated additional services L 66% 30%

Number of preferred hotels 55% 24%
Sustainability requirements I 81% 18%

Volume commitments 14% 71% 16%

Contract duration I 84% 15%

Service level agreements (SLAs) 84% 15%

4% 89% 7%

Hotel tier

W Fewer/Lower m No change m More / Higher

Q: How do you expect your hotel sourcing strategy to change in the next round of supplier negotiations? Select what applies. s 0‘



Negotiated hotel rates

Half of buyers negotiate fixed Last Room Availability (LRA) rates, while approximately one-third secure hotel

chainwide agreements. A similar proportion opt for a mix of different rate types.

Last Room Availability (LRA) rates (fixed/static)

Chainwide agreements

A mix of all rate types

Dynamic rates

Non LRA rates (fixed/static)

We use TMC or OTA rates

Dynamic rates with ceiling

Q: What hotel rates do you currently negotiate with suppliers?

9%

18%

23%

23%

31%

35%

50%



Car rental sourcing strategy

In the next round of car rental contract updates, buyers expect to seek wider insurance coverage and extra
services. Some anticipate higher flexibility of cancellation policies and greater focus on sustainability.

Rates 65% 18%
Negotiated additional services I 83% 15%

Number of preferred car rental suppliers 7% 84% 9%

Volume commitments 9% 86% 5%
Car class I 94% 4%
W Fewer/Lower m No change m More / Higher
Q: How do you expect your car rental sourcing strategy to change in the next round of supplier negotiations? Select what applies. o0 g



Sourcing trends

Artificial intelligence (Al) is emerging as the leading trend shaping the future of travel sourcing.
Other notable trends include multi-year supplier agreements and dynamic pricing, while areas like supplier
diversity and ethical sourcing remain less popular.

Increased use of Al and automation 61%
46%
45%

Multi-year supplier agreements

Shift toward dynamic pricing and continuous sourcing
40%
36%

Consolidation of suppliers and platforms

New payment options, e.g. virtual cards

27%
26%
25%

Rise of direct supplier relationships

Greater focus on sustainability

Integration of traveler wellbeing into sourcing decisions

11%

Supplier fragmentation

4%

Emphasis on supplier diversity and ethical sourcing

Q: What trends do you see shaping the future of travel sourcing? Select all that apply.



Use of Artificial Intelligence for sourcing

Nearly one in six travel buyers are leveraging Al for sourcing. Among the remaining 80% who haven’t yet adopted
Al, about half are actively exploring its potential and planning future implementations.

Don’t know
- 4% Examples of Al
Yes, extensively appllcatlon.
/ 1%

© Marketresearch

Yes, to © Managing RFP process and evaluating

some supplier proposals

extent © Contract drafting and updates

14% © Reporting and supplier performance

evaluation

© Re-shopping
© Expense auditing

Q: Please describe how you use Al for travel sourcing and
supplier management.

Q: Do you use artificial intelligence (Al) for travel sourcing orsupplier management?



What travel buyers want from suppliers

Improved quality
of services and
information

Better rates and More volume Additional support
more financial resulting in higher for specific
benefits discounts industries

support

Q

Agreements of Multi-country More

: More flexible
longer duration agreements transparency

contract terms

Q: What have you been telling travel suppliers about your needs that you feel hasn't been heard or addressed?

Extra services to
be included in

agreements,
e.g. hotel breakfast

Provide for the
needs of travelers
with disabilities

BCDe



How BCD can help

BCD simplifies supplier data throughout the trip lifecycle, empowering travel managers with actionable insights
for smarter budgeting, stronger compliance, and confident decisions.

Contract Optimization

Prepare for supplier negotiations
with data-backed insights

Model potential savings from
shifting volume or consolidating
vendors

Track compliance and usage
against agreed terms

AL

Spend Insights

Visualize and consolidate
supplier spend

Identify top suppliers by volume
and cost

Spot trends and opportunities

Highlight leakage and out of
policy bookings by vendor

Real-Time Data

Identify traveler behavior that
could be corrected pre-trip

Find opportunities to shift
bookings to preferred vendors




How BCD can help ADVITO

Advito is BCD’s consulting division with solutions designed to help you build and optimize
your managed hotel program. Our solutions are powered by data and driven by people with
the expertise to take your program to new levels of savings, sustainability, and satisfaction.

I l'l' Leverage the data at your fingertips to build a strategy designed to increase your negotiation leverage and guarantee
you’re getting the best deals.

® ® & Advito’s team of sourcing experts will help you build a best-in-class hotel program, leading the entire process from
q@’ building a solicitation list to final negotiations and beyond - saving you valuable time and resources.

Our always-on Dynamic Performance Management approach will help you stay ahead of changing market conditions.
Q Don’t set it and forget it; monitor and optimize your hotel program throughout the year, making decisions based on data-
driven insights.

Advito’s on-demand data visualizations, including market-rate and rate availability audits, day-of-week analysis, room
@ type patterns, advance purchase patterns, amenities spend and more, will help you drive savings beyond well beyond
sourcing.

Our industry-leading traveler engagement team can steer traveler booking behavior via omnichannel marketing
"& campaigns designed to educate and influence your travelers.

1 Build a sustainable hotel program by sourcing preferred suppliers that align with your sustainability goals and nudging
e travelers to book more sustainable properties when they’re on the road - reducing hotel-related carbon emissions.


https://www.advito.com/

-, Natalia Tretyakevich

éf Senior Manager, Research & Intelligence

‘Ill; 5%

natalia.tretyakevich@bcdtravel.eu

About BCD Travel

BCD Travel helps companies travel smart and achieve more. We drive program adoption, cost savings and talent
retention through digital experiences that simplify business travel. Our 15,000+ dedicated team members service
clients in 170+ countries as we shape a sustainable future for business travel. BCD’s leading meetings and events
management and global consultancy services complete our comprehensive suite of solutions for all aspects of
corporate travel. In 2024, BCD achieved US$22.9 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.

Copyright © 2025 BCD Travel N.V. All rights reserved.
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