


Business Travel Evolves 
with Collaboration Tools

46 percent of companies with air 
spend between $1 million and $15 
million have invested in collaboration 
technologies. 

On the flip side, more than 35 percent 
of companies with midsize travel 
programs indicated that they have no 
plans to invest in these technologies, 
showing strong opinions on both sides 
of the issue. This compares with just 
17 percent of large travel programs 
and 8 percent of “mega” programs 
that are not considering the use of 
collaboration tools. 

The Question of ROI
The Sabre study also shows many 
companies that do invest in these 
technologies may rely on the reputation 
of the tools or second-hand reports 
from other companies to justify the 
cost and implementation. While 
56 percent of companies are using 
multiple measurements to evaluate 
return on investment for their 
collaboration tools, more than 40 
percent of respondents reported that 
they either did not know how their 
companies are measuring ROI or that 
their companies are not measuring.

It would be simple to assume a 
failure of strategy on the part of those 
companies not measuring the ROI of 
their costly tools. The more likely cause 
may be a lack of tools in the managed 
travel marketplace to help companies 
better understand strategic uses for 
collaboration technologies and how 
to calculate their travel savings and/or 
revenue potential. 

Innovative companies have announced 
plans to introduce these tools as 
virtual meetings and collaborative 
technologies become integral to the 
managed travel marketplace.

Corporate travel departments have tested the waters of social media, but the 
industry needs to develop its understanding to maximize the potential of these 
tools and enhance their travel programs. 

According to the Sabre study, only 30 percent of companies surveyed engaged 
their employees in an internal community or social network behind a firewall, 
and attitudes toward using social networks within a travel program remained 
very mixed among respondents.

The most accepted use among survey respondents for social media within a 
managed travel program was to exchange information about travel experiences 
to increase traveler knowledge and satisfaction rates. Nearly 37 percent of 
survey respondents agreed this could be a benefit of using social media within 
a travel program. Other uses, such as keeping abreast of preferred supplier 
activities, finding savings through social media-facilitated rideshare programs 
and increased traveler productivity, all languished with about 22 to 28 percent 
confidence rate among respondents. Nearly a quarter of respondents revealed 
that they believe social media activities to be a distraction for business, and 17 
percent worried about introducing risk to the organization.

More than one quarter of respondents did not know how social media tools 
could impact their travel program.

As the use of social media sites surge among consumers, employees will 
become increasingly influenced by their personal and professional networks, 
and not knowing how these tools can influence a managed travel program 
will not be an option. Travel managers must develop their knowledge of social 
media now and educate their corporations about how to maximize the benefits 
for a travel program and minimize the risk.  

Developing Social Skills

Cost of Technology Not the Only Factor 
What is the primary issue keeping your firm from investing in 
collaboration/virtual meetings technology?

It is too expensive  
11.1% Offices do not have dedicated  

space for the technology 
4.9%

Using (or plan to use) the technology  
as needed through a third party  
6.2%

Unsure of how to measure ROI 
3.7%

Its effectiveness vs. meeting 
face to face is unproven 
18.5% 

Other 
13.6%

Don’t have 
enough travel to  
divert to justify  
the expense  
42%  

Source: ProMedia.travel fall 2009, executive travel research study


