
INSIDE LATIN 
AMERICA
Booming economic growth 
has triggered supplier 
expansion and eff orts by 
buyers to develop and manage 
regional travel programs. 
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Avis Budget’s 
Nelson Vows 

Tougher Talks
10
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Changes And 

Challenges
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United’s 
Foland Talks 
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Jan 20 Jan 6 Jan 8
•   25 Most Influential Executives 
    In the Business Travel Industry, 2013

Feb 3 Jan 17 Jan 22 • Inside Asia/Pacific 

Mar 3 Feb 14 Feb 19 • Mobile Travel Services

april 1 Mar 17 Mar 19 •  Strategic Meetings Management ACTE Global Education Conference

May 12 April 28 April 30 •  30th Anniversary Issue Tech Talk 2014

June 16 June 2 June 4 • Inside Latin America

July 28 July 10 July 14
•  31st Annual Travel Manager and 

Salary & Attitude Survey
GBTA Int’l Conv. & Expo,  
LA, July 27-30

aug 25 Aug 11 Aug 13 •  Travel Manager of the Year 

sept 15 Aug 29 Sept 3 • Premium Class Travel The Beat Live

oct 13 Sept 29 Oct 1 • Hotel Chain Survey
ACTE Global Education  
Conference

nov 24 Nov 10 Nov 12 •  Inside Middle East/Africa Travel Management 2015

Dec 15 Dec 1 Dec 3 •  17th Annual Airline Survey
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October 14, 2013

Concur’s Singh 
Calls For 

Collaboration
10

Survey Finds Diverse 
Mobile Travel Policies

12

HotelTonight’s 
Simon Eyes 

Corps.
26

2013 HOTEL 
CHAIN SURVEY
Buyers boost lower tiers, 
but upper-tier ratings slip.
Page 34
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April 1, 2013

Coke Brings 
Gamifi cation 

To Europe
12

EC’s Kallas 
Urges New Air 
Traveler Rights

13

Mike Hilton 
On Concur’s 
ConTgo Buy

18

Premium
Rush
With the number of premium-class 

business travelers on the rebound, suppliers 
prepare new services to lure them. Page 26
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Th e top brands in Business Travel News’ 2013 Hotel Chain 
Survey included a healthy mix of relative newcomers, stal-
wart performers and long-standing brands fi nally getting 
their due. Survey data also showed, however, a clear dichoto-
my in travel buyers’ attitudes toward the diff erent hotel tiers.

When compared to results in the 2012 survey, almost 
every luxury and upper upscale brand, with a few ex-
ceptions, declined. In the upscale and midprice tiers, 
every brand, without exception, raised its score. Buyers 
rated each brand’s attribute on an ascending scale of one 
to six, and only brands that were used by a suffi  cient 
number of respondents were included (see Methodol-
ogy, page 45).

Th is could be a side eff ect of the continually strength-
ening hotel seller’s market. Th e upper upscale tier re-
mains the sweet spot for corporate programs, but as oc-
cupancy levels in it and the luxury tier creep up, hotels 
can make larger demands of their corporate clients.

“Buyers are getting frustrated,” Advito vice president 
Bob Brindley said. “Properties have been raising rates 
pretty aggressively, and some brands have been trying 
to change the rules more to their liking.”

In the years following the 2008 economic downturn, 
upper upscale and luxury hotels oft en were available 
at or near the same rates as their lower-tier peers, said 
Bjorn Hanson, divisional dean for New York Univer-
sity’s Tisch Center for Hospitality, Tourism and Sports 
Management. Th ose higher-tier brands can lose their 
appeal as the market picks back up, particularly if a 
brand appears to be lagging in renovation work.

Th e midprice and upscale tiers, meanwhile, currently 
are a Petri dish for renovation and reinvention. Vir-
tually every top brand in those tiers is introducing or 
has recently rolled out a modernized prototype for its 
products. Also, increasing costs in the upper tiers can 
amplify the rate-inclusive amenities in the lower tiers—
breakfast, Internet and parking, most notably—that 
generally cost extra in the upper tiers, Brindley said.

“Th e hotels are getting better, they’re a little more fl ex-
ible, and they’re a lower-price option,” he said. “Buyers 
still are not moving away from upper upscale proper-
ties, but they’re trying to fi nd ways to build more limit-
ed-service into their programs.”

Brands that recently have renovated, even in the up-
per tiers, generally saw that refl ected in their scores, but 
a few that had benefi ted from such projects in recent 
years saw their rankings drop this year.

“No brand in the hotel industry can rest on its laurels,” 

said Henry Harteveldt, a travel industry consultant and 
partner at Hudson Crossing. “Hotels get a lot of wear 
and tear, and business travelers will not put up with 
dirty rooms or out-of-date experiences.”

Th ough the top brands might seem a disparate 
bunch—the boutique Kimpton compared with such 
uniform brands as Hyatt Place or Wingate, for exam-
ple—Hanson said he detected a common thread among 
them all. “Th ese are all brands with clear and consistent 
positioning,” he said. “Everyone knows what they’re go-
ing to be. Th e experience is clear.”

In terms of the multibrand companies, only Wynd-
ham Worldwide had a top brand in more than one tier. 
Marriott International, Hilton Worldwide and Hyatt 
Hotels Corp. also had multiple brands appear in the up-
per portions of the various tiers.
BTN this year changed the tier structure used for the 

Hotel Chain Survey, bringing it largely in line with that 
used by hospitality data fi rm Smith Travel Research. 
Th e upscale and select-service tier used last year was 
combined into a single upscale category, while mid-
price was split into upper midprice and midprice cat-
egories. BTN also moved a few brands into diff erent 
tiers, based on STR data. JW Marriott, for example, 
moved from the upper up-
scale tier to the luxury tier, 
and Wyndham moved from 
upscale to upper upscale. 

One criterion also changed 
in the survey this year. BTN 
added “quality of data” in 
lieu of “quality of food,” with 
the former an increasingly 
crucial piece for corporate 
travel buyers trying to mon-
itor and qualify their pro-
grams. In aggregate among 
the multibrand compa-
nies, brands in the Mar-
riott and Starwood Hotels 
& Resorts families gar-
nered the highest scores 
in that category. 

By Michael B. Baker

2013 Hotel 
Chain Survey
A Tale Of Two Tiers
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most influential  business
travel  executives  of  2012

TOP

25

After a year in which the future of certain aspects 
of the business travel industry were debated in 
courtrooms and boardrooms, there is no short-
age of candidates who exerted influence during 

2012. Though only time will reveal who among those be-
hind 2012’s mergers, near-mergers, lawsuits, technologi-
cal advancements and innovations truly helped set the 
industry’s future course, the following list represents the 
best attempt by The BTN Group’s editorial and research 
staff to identify them.

After several solicitations for nominations from the in-
dustry, The BTN Group during the fall of 2012 created 
this list following several animated meetings. Unlike prior 
years in which the list was not publicized until the time 
Business Travel News published its first print edition of 
the new year, The BTN Group on Dec. 10 first revealed 
the names on this year’s list at its Travel Management 2013 
conference in New York City. 

The 25 Most Influential Executives of 2012, BTN’s 29th 
annual attempt to recognize industry movers, is not a 
ranking; BTN is not measuring their relative influence 
against one another.

This list includes 17 first-time and eight repeat 
honorees, the latter group headed by Prism’s Michael 
Whitesage, whose ninth time on this list trails only Robert 
Crandall’s all-time record of 10.

The BTN Group thanks all those who participated in 
creating this year’s list, including everyone who pitched 
a nominee, participated in the vetting process or granted 
an interview. 

MARY BASTRENTAZ, Accenture

TIM BURKE, U.S. General Services Administration

CARMINE CARPANZANO, nuTravel Technology Solutions 

ROGER DOW, U.S. Travel Association

MARK FRISSORA, Hertz

CONNIE HEDEGAARD, European Commission

MARK HOPLAMAZIAN, Hyatt Hotels Corp. 

TOM HORTON, American Airlines

MICHELLE HUNT, DHL

DAVID LeCOMPTE, Short's Travel Management

BARRY LIBEN, Travel Leaders Group/Tzell

KEVIN MAGUIRE, University of Texas at Austin

LUIS MAROTO, Amadeus

BARACK OBAMA, United States of America

LAURI REISHUS, ARC

JR SHERMAN, The Active Network

KRISTEN SHOVLIN, Delta Air Lines

RAJEEV SINGH, Concur

JEFF SMISEK, United Airlines

MICHAEL TANGNEY, Google

BILL TECH, Travel and Transport

TODD TYLER, Lanyon

MICHAEL WHITESAGE, The Prism Group

GORDON WILSON, Travelport

ANDREW WINTERTON, Carlson Wagonlit Travel

business travel  news

most influential  business
travel  executives  of  2012

TOP

25
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CORPORATE TRAVEL

2013
100

September 23, 2013

•  the Corporate travel InDex 
The daily cost of doing business in 100 domestic  
and 100 international cities. 

•  the sMe stuDy 
Travel management benchmarks for  
small and medium enterprises

•  busIness travel survey 
A comparison of financial performance by agency, 
airline, car rental, payment system and hotel  
suppliers and initiatives they took in the corporate 
market during the previous year 

•  the busIness travel buyer’s hanDbook 
A step-by-step explanation of how to establish  
travel programs and policies and to work with travel 
services suppliers. 

•  Corporate travel 100 
A ranking of the 100 biggest corporate travel  
spenders of u.S. point-of-sale airline tickets  
and a description of their travel programs. 

•  roaD warrIor proDuCtIvIty stuDy 
An examination of corporate traveler productivity and 
work/life balance focusing on efforts by companies 
to reduce wear and tear on travelers, increase their 
effectiveness in attracting and retaining talented 
employees and raise productivity on the road. 

Issue Date  aD ClosIng MaterIal Due tItle

Mar 17 Mar 3 Mar 5 Corporate Travel Index - Plus city profiles **

April 14 March 31 April 2 Small and Midmarket Benchmarks  

May 26 May 12 May 14 Business Travel Survey

June 30 June 16 June 18 Business Travel Buyer’s Handbook

Sept 29 Sept 15 Sept 17 Corporate Travel 100

Oct 27 Oct 13 Oct 15 Service Quality - Meeting Business Travelers  
Expectations

* Research and reference issues are standard magazine size    ** New York, London, Sao Paulo, Hong Kong and more

RESEARCH & REFERENCE

Delivered in print and online, these special magazine 
issues are effective reference tools for travel managers 
and effective promotion vehicles for travel marketers. 
They help build a thought leadership position by  
associating your company in strategic editorial  
environments, offering extended shelf life for 
12-month exposure.
[
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* Includes operating items and debt interest

Source: International Air Transport Association, 
IdeaWorks estimates

Source: ARC AeroTrend, more information available at 
www.arccorp.com/aerotrend

Source: Bureau of Transportation Statistics

Note: "Megas" include American Express, BCD Travel, Carlson Wagonlit
Travel, Expedia's Egencia, Hogg Robinson Group and Omega World Travel.

Note: Market share based on total domestic revenue passenger miles

Airline Revenue
Per Passenger

Barely Covers Costs

Airfares Sold Through Mega Agencies
Still Dropping

U.S. Airline Market Share

Revenues

Total

Airfare

Ancillary

Cargo/Other

Costs

Total*

$212.04$214.64

$171.20

$12.14

$31.30

Southwest
11.9%

American 
15.3%

American 
12.9%

Other
19.8%

Other
19.9%

Alaska
2.6%

Alaska
3.9%

JetBlue
4.0%

JetBlue
5.0%

Northwest
  7.0%

Continental
  7.7%

US Airways
8.1%

Delta
11.1%

US Airways
8.5%

Delta
16.3%

United
12.1%

United
16.1%

Southwest
17.8%

0
-2%

-4%

-6%

+2%
+1.4%
$791

$787

$725

$719

$713

$726
$722

$718

MAY

2 0 1 2 2 0 1 3

JUN JUL AUG SEP OCT NOV DEC FEBJAN

+0%

-4.8%

-1.9% -2.3%

-5.2%
-3.9%

$690
-3.1%

-1.9%
$736
-1.7%

Average Fares Excluding Taxes,
Year-Over-Year Changes

12 months through March 2007 12 months through Dec 2012 
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AIRLINES

Though U.S. carriers closely are managing their capac-
ity, airfares purchased through mega travel manage-
ment companies continue to trend lower versus the 
previous year. While some travel buyers anecdotally 
have reported less favorable corporate discounts ne-
gotiated with major carriers, published airfares aren’t 
rising much. According to FareCompare, a Delta-led $4 
roundtrip price hike in mid-April was matched around 
the industry, marking just the second success of six 
broad attempts during 2013.
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MaterIal 
Due show DIstrIbutIon

February January 16 January 21 The True Costs of the Travel RFP

May March 27 April 1
Supplier Relationship Management 
Survey

august June 26 July 1 Sourcing Manager Survey      
GBTA International  
Convention & Expo, LA, 
July 27-30

november October 9 October 14 Hotel Negotiating & Benchmarks
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Accenture, IBM and Procurian say they’re not after your jobs

THE OUTSOURCERS
MAY 2013

Gates Foundation Cuts 
Air Costs With New Tech

Marsh & McLennan 
Greens Traveler Behavior

Hotel Internet Pricing 
Models Evolve 

From left, Procurian’s Mike Lynch, 
Howard Brooks and Allan Brown

Microsoft Turns To Taxes
To Reduce Emissions

Lockheed Martin’s 
Mark Stansbury

Autodesk Says No 
To Travel 2.0

Lockheed Martin 
travels smarter, 
not less

Demanding More From 
Demand Management 

SQUEEZING 
SAVINGS

FEBRUARY 2013FEBRUARY 2013
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From left, Procurian group 
category management lead 
Allan Brown, global practice 
leader for travel Howard 
Brooks and global travel 
sourcing and category lead 
Mike Lynch. Procurian this 
year crossed the $1 billion 
threshold in total client T&E 
spending under management.

Outsourcing is a 
dirty word. It 
raises thoughts 
about off shor-

ing and cutting jobs. Th ese 
connotations probably are 
somewhat deserved, since 
labor savings often is part 
of the model. But that’s 
only part of a proposition in 
which external providers can 
bring more resources to bear 
in travel purchasing initia-
tives than businesses typi-
cally possess themselves. >

ers

22 | TRAVEL PROCUREMENT  | MAY 2013 www.businesstravelnews.com/procurement

COVER STORY

BY JAY CAMPBELL
PHOTOGRAPH BY 
JONATHAN CHAN

TheOutsourcer
Travel Procurement
Services Providers
Say They Aim To 
Supplement, Not
Replace, Internal

Resources



(All rates are quoted gross and include 4/color charge. Effective January 1, 2012)

 1x 4x 7x 13x 24x 36x 72x
       
tabloid ad sizes       

tabloid page $29,420 $28,540 $27,680 $26,840 $26,050 $25,260 $24,730

tabloid spread $57,690 $55,965 $54,290 $52,655 $51,070 $49,540 $48,060
½ page tabloid $18,240 $17,155 $16,645 $16,645 $16,150 $15,660 $15,190
1/3 page tabloid $12,360 $11,990 $11,630 $11,290 $10,950 $10,630 $10,300
¼ page tabloid $10,005 $9,710 $9,415 $9,135 $8,860 $8,595 $8,330

Junior page ad sizes

Junior page $26,395 $25,600 $24,820 $24,080 $23,545 $22,660 $21,985
Junior spread $51,635 $50,085 $48,580 $47,120 $45,705 $44,335 $43,000
½ Junior page $17,175 $16,665 $16,170 $15,680 $15,215 $14,760 $14,310
1/3 Junior page $11,090 $10,750 $10,430 $10,115 $9,815 $9,530 $9,255
¼  Junior page $10,145 $9,835 $9,550 $8,265 $8,925 $8,660 $8,405

       

Covers       
Cover 2 or 3 $32,635 $31,724 $30,694 $27,321 $24,318
Cover 4 $35,600 $34,555 $33,530 $32,500 $31,535

Front page box $10,135 $9,625 $9,145 $8,695 $8,255

 1x 4x 7x 13x 24x
              

4/C Full Page $18,055 $17,505 $16,985 $16,475 $15,990

4/C Spread $36,110 $34,990 $33,980 $32,955 $31,975
4/C 1/2 Page $11,140 $10,815 $10,480 $10,175 $9,870

bleeDs, preFerreD posItIons, short rates & rebates 
A.  Bleed or oversized ads—subject to 10% surcharge on space rate. 

Exceptions: (1) covers, (2) spread which may bleed into gutter without surcharge.

B.  Preferred positions — Page 5, 7, 9, 11 and Centerspread +10%; Covers 2, 3, 4 +20%

C. Guaranteed positioning — +10%

D. Short rates will be billed upon cancellation of contract or failure to fulfill minimum requirements.

E.  Rebates earned within a 12-month period can be used to purchase additional space within the same 12 month timeframe.
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BTN Daily NewsleTTer   

top leaderboard (728x90) $9,461/week

top rectangle (300x250) $9,461/week
text ad $9,461/week
lower rectangle (300x250) $9,461/week
lower leaderboard (728x90) $9,461/week

leaderboard (728x90) — ROS rotating upper and lower positions $3,339/month

pulldown $5,565 /week

Travel procuremeNT NewsleTTer (published monthly)   

top leaderboard (728x90) $7,235/month

top rectangle (300x250) $7,235/month
text ad $7,235/month
lower rectangle (300x250) $7,235/month
lower leaderboard (728x90) $7,235/month

Travel maNagemeNT spoNsorship     (includes e-newsletter and website)   $13,913/month
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e-newsletter— One 728x90 or 300x250 banner ad in each of the two issues
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homepage takeover — own all positions on the homepage for a full week $11,130/week
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leaderboard (728x90) — ROS rotating upper and lower positions $7,235/month

rectangle (300x250) — ROS rotating upper and lower positions $7,235/month
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