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The setting

Risk outlook
Economy
The underlying economic assumptions for this first edition of the 
Advito 2012 Industry Forecast are based on the June 2011 World 
Economic Outlook Update published by the International Monetary 
Fund. It projected that growth for the world’s advanced economies 
(principally North America, Western Europe and Japan) would be 
2.2 percent in 2011 and 2.6 percent in 2012. For the rest of the world, 
growth was forecast to be 6.6 percent in 2011 and 6.4 percent in 2012.

Since the June IMF update was published, economic confidence has 
declined significantly owing to debt crises in several eurozone countries 
and poor indicators in the United States, not to mention concerns 
over its AAA credit rating. With the Federal Reserve announcing 
that no rise in interest rates is likely until 2013, sharp stock market 
falls have reflected fears of stalled growth or even a double-dip 
recession. It is therefore highly plausible that the next update from 
the IMF on September 20 will revise growth forecasts downwards.

Oil price
Until economic worries intensified in summer 2011, the major risk 
threatening business travel growth was the price of oil, which 
reached US$120 per barrel in April. Loss of economic confidence 
since then has deflated oil price to around US$105 at time of 
writing, roughly the same price that the IMF June 2011 update 
predicted will prove to be the average for both 2011 and 2012. 

According to Advito analysis, every US$10 rise in barrel price 
pushes up total air ticket price by around 3 percent. If oil goes 
no higher than it is now, then there should be no additional 
fuel surcharges to the end of 2012. A sustained rise in average 
price to US$105-$110 would create modest increases in the 
surcharges. Beyond US$110 there would be significant surcharges, 
possibly sufficient to inhibit demand for corporate travel.

Security/safety
Travel to Japan remains depressed following the earthquake and 
tsunami in March 2011. The Arab Spring and a handful of natural 
events (significant snowfall, volcanic eruptions) have complicated 
travel in countries directly affected. However, there are at time 
of writing no known security, safety or health risks are expected 
to have a far-reaching effect on corporate travel demand.

General travel outlook
Demand and price
2011 has been a year of steady growth for business travel, with both 
demand and prices up. Demand is now close to 2008 pre-recession 
levels, as is the cost of air travel, but hotel rates still have some way 
to go. Based on a provisional assumption that economic growth will 
continue in 2012, Advito expects business travel demand to continue 
to grow too, perhaps by low single-digit percentages in North America 
and Europe, and medium to high single-digit percentages elsewhere. 
Across all regions, the price of travel will typically grow by 4 percent to 
6 percent, but a little lower in areas of high capacity and considerably 
higher—especially for hotels and meetings—in certain boom markets.

However, an important caveat is required. Demand for business 
travel correlates directly with gross domestic product growth. If the 
figures to be released by the IMF on September 20 are substantially 
lower than they were in June, then price predictions may well have 
to be revised in the next update to the 2012 Industry Forecast in late 
2011. There will be further quarterly updates throughout 2012.

E X ECU T I V E  SUM M A RY
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Air

Pricing
Rising demand will continue to push up fares worldwide by 3 percent 
to 5 percent. Generally, airlines have not been over-hasty in restoring 
capacity since the depths of the last recession, but there are some 
pockets of over-supply, most notably in transatlantic markets. Whether 
that leads to slightly softer pricing will depend on how much airlines 
trim their capacity plans for winter 2011 and summer 2012 schedules.

Airline consolidation
Airlines have continued to coalesce around the three global 
alliances in the form of mergers and intercontinental joint ventures. 
The main consequences for corporate clients have been:

•	 Price	rises—mainly	in	the	form	of	reduced	corporate	discounts—
where airline groups or joint ventures have route monopolies.

•	 Trimmed	capacity	on	some	routes.
•	 Away	from	monopoly	routes,	corporate	discounts	were	not	

as badly hit by joint-venture negotiations as originally feared 
for 2011. However,  joint ventures can be expected to turn the 
screw harder in 2012. Negotiations at joint-venture level instead 
of with individual airlines are now almost unavoidable.

Ancillary fees and Direct Connect
Expect still more experimentation with what 
airlines will unbundle, and what they will 
charge for it. Some carriers will also look to 
push their merchandising model through 
Direct Connect, regardless of whether 
global distribution systems succeed in 
widespread introduction of technology for 
booking ancillary fees. Although airlines 
are likely to agree new but shorter-term 
deals with global distribution systems 
(GDS), it looks increasingly likely that 
distribution costs will be passed on in part 
to TMCs and their corporate clients.

Additional new costs in Europe 
Card payment fees
Both British Airways and Lufthansa Group 
airlines have introduced, or announced plans 
to introduce, fees for payment by card during 

Regional Intercontinental

North America $ Business +3.0% +5.0%

Economy +5.0% +5.0%

Latin America $ Business +5.0% +4.0%

Economy +5.0% +4.0%

Europe € Business +3.0% +5.0%

Economy +5.0% +5.0%

Middle East € Business +3.0% +5.0%

Economy +5.0% +4.0%

Asia-Pacific	$ Business +4.0% +4.0%

Economy +5.0% +4.0%

Table 1 – Airfare Predictions for 2012
Rising demand will result in YOY increases in airfares in 2012.

Forecast of average development of air fares used by corporate clients 2012 against 2011  
(in $ USD or € EUR) 
 © 2011, Advito. 2012 Industry Forecast
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2011. Expect more carriers to follow suit, and those which have already 
introduced fees to extend them to more countries. The good news is 
that corporate clients may escape the full impact: In some cases the 
fees are not applied to premium cabin bookings and in others there are 
signs that airlines will be prepared to negotiate with corporate clients.

Emissions Trading System
The European Union will include all airlines in the Emission Trading 
System (ETS) from Jan. 1, 2012, forcing them to buy permits for 
carbon-dioxide emissions above allocated caps. Not enough 
information is available at this point to judge how much the ETS 
will cost airlines, but it is very likely they will pass some of the 
additional cost on to passengers. Several non-EU airline groupings 
and governments are fighting the inclusion of their carriers in 
the ETS. Some countries outside the EU may introduce penalty 
surcharges for EU-originating passengers in retaliation.

E X ECU T I V E  SUM M A RY

Our recommendations for travel buyers and managers
•	 Be	wary of over-commitment during airline negotiations, assuming share expectations 

are achievable. Airlines have generally aligned capacity neatly to demand and will react 
unfavorably. 

•	 Negotiate hard in markets where there is over-capacity in order to compensate for limited 
opportunities elsewhere.

•	 Encourage	travelers	to	book further ahead.
•	 Continue	to	press	for	airline-by-airline negotiations, while understanding that carriers will 

include their joint-venture partners in the bid responses.
•	 Fuel	surcharges	are	not	expected	to	increase	further,	but	budget	ahead	for	additional costs in 

the form of distribution fees, card payment fees and Emissions Trading System premiums.
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Hotel

Pricing
Continuing demand recovery has made hotels bullish about their 
corporate rate negotiation prospects. They are likely to open 
their 2012 request for proposal bidding by quoting significantly 
higher rates. However they are likely to make some adjustments in 
response to firm negotiating by travel managers with well-managed, 
compliant travel programs. Finalized rate increases are likely to be 
in the region of 2 percent to 6 percent, depending on the location.

The significant exception to the above generalization is the 
top rung of international gateway cities such as New York.
 

Fig 1 – 2012 Hotel Average Daily Rate (ADR) Predictions by Region
In 2012, ADR will grow gently in all major regions.
Figures represent YOY changes based on booked ADR

 ©2011, Advito. 2012 Industry Forecast

Our recommendations for travel buyers and 
managers
•	 Be	prepared	to	demonstrate volume in each location/city.
•	 Don’t	accept	the	first	price	hotels	offer.	Negotiations	will	be	tough,	

but a firm stance will achieve reduced rate rises.
•	 In	high-demand	markets,	expand	the	number	of	hotels	in	your	RFP	

process, but consolidate your final choice to as few properties as 
possible.

•	 Insist	on	Last Room Availability, and define the term in the contract.
•	 Continue	to	resist the dynamic pricing model (fixed reduction off the 

best available rate).
•	 Consider	introducing	into	policy	city caps based on total cost of stay 

(e.g., room, breakfast and transfer). It encourages travelers to book 
a cheaper hotel if a preferred property is unavailable, not a more 
expensive one.

E X ECU T I V E  SUM M A RY



7  |       2012 Industry Forecast  ©2011 by Advito.  All rights reserved.

INDUSTRY FORECAST
INDEX

Meetings

Pricing
Demand returned strongly in 2011 and is provisionally expected to be 
strong again in 2012.  Consequently, rates will rise faster in 2012 and 
accelerate in 2013 due to strong forward bookings. As with transient 
travel, rate rises will be strongest in primary gateway cities.

Ground transportation
Car rental
In spite of recovering demand and tightly managed capacity, negotiated 
rates in the U.S.—by far the largest car rental market worldwide—have not 
moved upwards for two years owing to intensive competition. Something 
will have to give, so expect rates to rise by 4 percent to 6 percent in 
2012. Companies which have not reviewed their rental programs for a 
few years should do so as soon as possible before rates start to go up.

Short-term rental, or car-sharing, is starting to become 
a viable option for corporate clients. Companies with car 
requirements in major cities should start to analyze their 
demand patterns and reach out to potential niche suppliers. 

Rail
Fare increases of around 5 percent can be expected in Europe, 
similar to 2011. Deregulation of the cross-border market will see 
some new services introduced from 2013 with two Deutsche 
Bahn routes to London, but pricing is unlikely to be affected. 

E X ECU T I V E  SUM M A RY

In China, relentless expansion of high-speed rail included the opening of 
a Beijing-Shanghai line in July 2011, but a fatal crash in the same month 
underlined major fears which have emerged about safety of the network.

Travel technology
This year, for the first time, Advito has partnered with Tnooz, the leading 
global news service covering travel technology, digital distribution,
online marketing and social media, to analyze trending areas of 
technology innovation—and disruption. The section explores:

•	 Developments	in	search
•	 Evolving	distribution	models
•	 Proliferation	of	hand-held	smart	devices
•	 Emergence	of	social	commerce

Our recommendations for travel buyers and managers
•	 Lead-times	are	still	very	short.	It	will	become	necessary	to	

book further ahead, especially for high-demand cities.
•	 Do	not	expect	upscale hotels to discount heavily as they did during the recession.
•	 Consider	multi-year deals as a negotiating option.
•	 Beware of reduced flexibility in supplier terms and conditions.
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United States
2010: +2.9%
2011: +2.5%
2012:     +2.7%

Euro Area
2010: +1.8%
2011: +2.0% 
2012:     +1.7%

World
2010: +5.1% 
2011: +4.3%
2012:     +4.5%

China
2010: +10.3%
2011: +9.6%
2012:    +9.5%

indicates revision 
to previous forecast

GDP

 |       © 2011 by Advito.  All rights reserved

2011 so far—a good start
At time of publication (early Sept.), 2011 has been a year of healthy 
recovery for corporate travel. Booking numbers have returned to 
close to 2008 levels. Companies are displaying renewed enthusiasm 
for travel, especially to and from the BRIC (Brazil, Russia, India and 
China) and other developing markets driving global growth. Worldwide, 
revenue passenger kilometers flown by International Air Transport 
Association airlines grew 8 percent in the first six months of 2011.

For travel managers, the good news has been that prices have not always 
recovered as fast as demand. Total air ticket costs are generally back to 
where they were, but hotel rate reductions were so severe in 2008-09 
that pricing does not look likely to exceed its 2007-08 high watermark 
until 2012 or even 2013—assuming there is not another worldwide 
downturn (see below). Recent price increases have not frightened off 
demand, although some companies will reach the end of their annual 
travel budgets by the beginning of Q4. However, budget overspends 
will result more from an increase in trip numbers than in trip price.

Travel suppliers have generally had a good 2011 too. Most airlines 
have made a profit, albeit a reduced one in some cases owing to oil 
trading above US$100 a barrel. Yet to have gone into the black at 
all with oil at such a high price is a considerable achievement. Five 
years ago, before airlines restructured and took a more measured 
approach to capacity, that would have been considered impossible.

Risk outlook for 2012—storm clouds gather once more
Until summer 2011, the expectation was that demand for business travel 
would continue to grow into 2012, with prices rising steadily rather 
than abruptly. The major risk to business travel was perceived to be 
upward price pressure on oil. Since then, however, nagging concerns 
about the strength of economic recovery in the developed economies 
of North America, Western Europe and Japan have moved to the 
foreground, culminating in spectacular falls in global stock markets.

At time of publication there has been no discernible fall or even 
flattening in demand for business travel, but will that change over 

the rest of the year and going into 2012? The answer will likely be 
determined by three principal risk factors governing the health 
of business travel: economics, oil price and security/safety.

Economics—confidence drops
There is a very strong and simple correlation between economic growth 
and	business	travel.	When	gross	domestic	product	(GDP)	rises,	so	does	
demand	for	travel.	And	when	GDP	falls,	so	too	does	travel.	The	World 
Economic Outlook Update, published by the International Monetary 
Fund in June 2011, projected that global growth for 2011 will finish 4.3 
percent higher than 2010 (0.1 percent lower than the rate it forecast 
in April 2011), while growth in 2012 will be 4.5 percent (unchanged).

The headline figure masks a continuing sharp contrast between 
advanced economies and the rest of the world, particularly the up-
and-coming BRIC countries. The advanced economies were projected 
to finish 2011 up 2.2 percent (April 2011 forecast: 2.4 percent), and for 
2012 growth to be 2.6 percent (April 2011: also 2.6 percent). The rest of 

Fig 2 – Global Economic Outlook
The “recovery” is expected to slow down in 2012 in most regions, including 
Asia-Pacific.

Source: IMF, World Economic Outlook, June 2011

I N T RO D U C T I O N

8
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the world was forecast to climb 6.6 percent (April 2011: 6.5 percent) in 
2011 and 6.4 percent (April 2011: 6.5 percent) in 2012. Growth forecasts 
for China are 9.6 percent for 2011 and 9.5 percent for 2012, for India 8.2 
percent for 2011 and 7.8 percent for 2012 (all unchanged from April 2011).

Poor performance may revise growth estimates
The figures from the June 2011 update have been used as the basis 
for pricing predictions in Advito’s 2012 Industry Forecast, but there 
is	a	distinct	probability	that	the	IMF	will	revise	its	GDP	estimates	
downward in the next update on Sept. 20. The June 2011 update itself 
warned that “downside risks have increased again” and “the mild 
slowdown noted in the second quarter of 2011 is not reassuring.”

Even before the June 2011 update, March’s earthquake and tsunami 
had disrupted Japan’s supply chain and dented economic confidence. 

Since the update, concerns have intensified about both the eurozone 
and U.S. In the former, continuing problems in Greece have been 
joined by worries about debt levels in Spain, Italy and other member 
states. In the latter, weak economic indicators were compounded by 
concerns over the country’s AAA credit status with ratings agency 
Standard	and	Poor’s.	A	declaration	by	the	U.S.	Federal	Reserve	on	
Aug. 9 that it expects to keep interest rates at their current ultra-
low levels until at least 2013 signaled little prospect of an economic 
improvement over the next two years. The Fed acknowledged in the 
same statement that economic growth in 2011 has been “considerably 
slower” than expected. On the following day, the U.K.’s Bank of 
England cut its 2011 growth forecast from 1.8 percent to 1.5 percent.

Concerns about lower growth have been heightened by the lack of fiscal 
levers remaining for the governments of advanced nations, given that 
they have already reduced interest rates to historic lows. With some 
economists tipping a return to recession for the U.S., and therefore 
most likely to many other countries, stock markets have fallen sharply.

Upward trend provisionally assumed
How all these worries will translate to the corporate environment 
remain to be seen. To date, companies have been cautious about 
hiring staff or making major capital investments, but they have 
invested in more travel. The 2012 Industry Forecast assumes for 
now that the global economy and travel levels will continue to 
grow, and therefore prices will climb again next year, but the 
figures will have to be changed if there is a new downturn. 

Oil price—surge arrested
Paradoxically,	one	rare	positive	consequence	of	the	present	economic	
concerns is that they have doused oil price rises, the risk which until 
that point was presenting the severest threat to travel growth. Oil 
jumped above US$120 per barrel in April as short-term concerns 
about how unrest in the Arab world might impact supply added to 
the longer-term rise in demand from developing countries. Since 

I N T RO D U C T I O N
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Conclusion: expect demand and price growth—for now
Based on all the above assumptions, the provisional expectation 
is that corporate travel demand will surpass 2008 levels in 2012 
and pricing will return to close to 2008 levels too. However, 
with economic events moving so rapidly, Advito will monitor 
the situation carefully, and issue revisions to the forecast as 
appropriate. The 2012 Industry Forecast will next be updated in 
Q4 of 2011, with quarterly updates to follow throughout 2012.

I N T RO D U C T I O N

then, however, the price has fallen to around US$105 as growing fears 
of an economic slowdown revise expectations for oil demand.

Fluctuations in oil price are very significant for business travel. Every 
US$10 rise in barrel price pushes up total ticket price by approximately 
3 percent through higher fares and fuel surcharges. They hit the cost 
of long-haul flying especially hard, which has compounded the impact 
on corporate clients in North America and Europe, because they are 
booking a higher proportion of long-haul flights as they increase 
their business in emerging markets such as Asia and South America.

The IMF June 2011 update forecast that the average barrel price for 
2011 will be US$106, and for 2012 it will be US$105. Airline pricing 
today is dictated primarily by oil price, not capacity, and carriers 
appear to regard US$100 per barrel as the new, economically viable, 
norm. If the average price climbs to US$105-US$110 in 2012, expect 
a small increase in total ticket costs. If it climbs above US$110, 
expect much more substantial airline price increases, possibly 
sufficient to prompt a fall in corporate demand for air tickets.

Security/safety—no visible threat of major disruption
Incidents of different kinds this year in Japan, Bahrain, Norway and 
the United Kingdom have all illustrated vividly that safety and security 
concerns can arise in what are usually considered safe business 
destinations. However, there have been no security-related incidents 
to date in 2011 that have caused anything more than localized business 
travel disruption. Even in the case of the Arab Spring, business travelers 
are not avoiding the entire region. Therefore, at time of writing, there 
are no foreseeable security, safety or health issues that would be 
expected to have a far-reaching effect on corporate travel demand. 



11  |       2012 Industry Forecast  ©2011 by Advito.  All rights reserved.

INDUSTRY FORECAST
INDEX

Current market conditions

Demand
Demand has grown healthily in 2011, although traffic to Asia was disrupted 
by the Japanese earthquake and tsunami, and remains depressed by a 
double-digit figure within the Japanese market itself. Destinations affected 
directly by the Arab Spring unrest are also experiencing lower demand.

At time of writing, growing economic concerns have not led to any lessening 
in business traffic. However, a combination of higher fares and—more 
importantly—increased travel activity means some companies are likely 
to exhaust their 2011 travel budgets by the end of Q3. With corporate 
profitability having been strong in most sectors, the question is whether 
companies running over budget will allocate extra finances to the end of 
the year or impose a travel ban? A plausible compromise in such cases is 
that a fresh budget will be found for travel, but only for sales trips and other 
external meetings, while internal meetings will be suspended until the 
beginning of 2012.
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Fig 3 – Economy Class Ratio
The use of economy class has increased on regional flights in North America and Europe
 

  North America

  Europe

 © 2011, Advito. 2012 Industry Forecast
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Supply
The world’s airlines have generally resisted the temptation to respond 
to the upward economic cycle since early 2010 with over-enthusiastic 
capacity expansion. This was not the case in previous cycles, when 
carriers would all too often focus on market-share gains. In 2011, yield 
management and profitability have formed their core strategies, and by 
keeping expansion within sensible limits, they have usually succeeded.

That said, supply has moved unequivocally upwards, spurred on 
in part by the relentless expansion of Middle Eastern carriers and 
the accelerated production of Airbus A380s, the world’s largest 
passenger aircraft. In consequence, available seat kilometer 
growth worldwide (9.7 percent) in the first six months of 2011 
exceeded revenue passenger kilometer growth (8.0 percent). 
Transatlantic routes, in particular, have over-capacity at present. 

Given their new-found commitment to profitability, airlines have 
started to respond with announcements of reduced capacity increases, 
and in some case outright cuts. A 5 percent to 6 percent reduction 
on some routes is not out of the question. 
For example, transatlantic joint-venture 
partners Air France-KLM, Alitalia and Delta 
Air Lines announced a 7 percent to 9 percent 
capacity cut on North Atlantic routes.

Price
Air fares have risen faster in 2011 than Advito 
predicted in its initial 2011 Industry Forecast, 
published in early fall 2010. In part this 
was because of reasonably well-matched 
supply and demand, but the overwhelming 
inflationary factor was the steep climb in 
oil price in the six months to April 2011. 
This led to Advito revising its fare forecast 
upwards in both its February and May 
2011 updates. The original forecast of a 6 
percent rise for North American regional economy-class fares in 
2011, for example, was eventually upgraded in May to 12 percent. 

Since then, oil prices have stopped rising and consequently the 
fare forecasts have not been revised since May. Advito expects the 
May forecasts to hold good to the end of 2011. Due to transatlantic 
over-capacity, fare increases on these routes will be below the 
intercontinental average, while transpacific fare increases will
be above them. In terms of average ticket price paid by corporate 
customers, an additional inflationary factor for some has been increased 
use of business class. For July 2011, for example, British Airways and 
Iberia parent International Airlines Group reported a 2 percent increase 
in non-premium traffic but a 14 percent rise in premium traffic.

C AT EG O RY-S P EC I F I C  T R E N D S  A N D  2 0 1 2  FO R EC A S T
AIR

BRIC countries surge
According to Q1 2011 figures published by Amadeus 
Total Demand by Airconomy, demand for flights 
between the BRIC (Brazil, Russia, India and China) 
countries and other emerging markets expanded 
at prodigious rates. Brazil-Middle East was up 77 
percent, while Brazil-Russia was up 63 percent and 
Brazil-India 34 percent. Meanwhile, Russia-Africa 
grew	31	percent	and	Russia-Asia-Pacific	27	percent.	
Domestic demand also surged: Brazil jumped 28 
percent, Russia 27 percent and China and India both 
14 percent.

Revenue passenger 
kilometer growth 
(traffic)

Available seat 
kilometer growth 
(capacity)

Africa -1.2% 4.2%

Asia/Pacific 3.7% 6.3%

Europe 11.4% 12.3%

Latin America 17.6% 13.9%

Middle East 8.7% 10.1%

North America 6.3% 9.3%

Worldwide 8.0% 9.7%

Table 2 – Global passenger traffic 
Jan.–June 2011 versus Jan.-June 2010

Source: International Air Transport Association
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Outlook for 2012

Demand
At time of writing, assumptions that economic recovery and therefore 
travel demand would continue into 2012 are under review owing to the 
European debt crisis and weak performance and political stalemate 
in the U.S. However, so long as economic growth continues, so too 
will travel demand, though most likely at a lower rate of increase 
than in 2011. Another period of oil price inflation could also suppress 
demand, although no such spike is anticipated at present. 

In the short term, any temporary blocks imposed on travel 
in Q4 to balance 2011 corporate budgets would store 
up a short-term surge in demand in Q1 of 2012.

Supply
Capacity cuts anticipated for Q4 2011 are likely to be sustained into next 
year and the launch of the summer timetables in late March. In spite of the 
capacity corrections, there may remain an over-supply in some regions. New 
aircraft	orders	mean	major	growth	is	expected	in	Asia-Pacific,	although	
the largest fleet expansions look likely among low-cost carriers and are 
therefore of only partial interest to corporate customers in the region.

Price
Advito forecasts fare rises in all regions in 2012 within a tight band of 3 
percent to 5 percent. The prediction is based on an expected continuation 
in demand growth being tempered by overcapacity in some markets 
(mostly long-haul), the approach of pricing points that are potential 
deterrents to customers and a weakening in economic confidence. The 
lower forecast than for 2011 also signals that airlines have successfully 
restructured their businesses to make themselves profitable at US$100 
per barrel of oil and therefore feel less pressure to raise fares.



14  |       2012 Industry Forecast  ©2011 by Advito.  All rights reserved.

INDUSTRY FORECAST
INDEX

The forecast assumes a barrel price of US$100 for the year ahead. If 
oil rises and stays above US$110, airlines will feel compelled to raise 
their total ticket prices substantially and demand will be affected. 

There are additional factors threatening to push up total ticket 
price beyond the 3 percent to 5 percent forecast, including 
the growing power of consolidated airline entities, higher 
distribution fees and (in Europe) card payment fees and the 
imminent Emissions Trading System. All are discussed below.

Our recommendations for travel buyers and managers
Assuming continued economic growth, 2012 is going to be a tough year for customers 
with mature travel programs to find fresh strategies for reducing airline costs. 
•	 Where	airlines	have	aligned	their	capacity	neatly	with	demand,	they	are	likely	

to be tough on corporate customers who fail to meet volume or market-share 
targets. Be wary of significant over-commitment during negotiations.

•	 Understand	where	there	are	pockets of over-capacity in the market. Negotiating hard 
on these will be your best chance to compensate for price increases elsewhere.

•	 Joint ventures and other airline consolidations will pose an increasing 
threat to managed air programs. Be aware of the problem, but also that the 
prospect of avoiding them is diminishing. See page 16 for more details.

•	 Look	again	at	moving	your	travelers	to	earlier booking. Avoiding last-minute purchases 
is a reliable way to reduce average ticket price when there are few other levers to pull.
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Forecast of average development of airfares used
by corporate clients 2012 against 2011 (in $ USD or € EUR) 
Source: Advito
©2011, Advito. 2012 Industry Forecast
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Fig 5 – 2012 Airfare Forecasts by Region
In 2012, increasing demand, tempered by over-capacity in some 
markets and shaky economic confidence, will result in YOY fare 
increases that are less drastic than 2011’s YOY jumps.
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The impact of airline 
consolidation 
The major players in the three main 
alliances—Oneworld, Skyteam and Star 
Alliance—continue to coalesce into more 
cohesive units owing to mergers and 
joint ventures. Since fall 2010, there have 
been the following major developments:

Oneworld
•	 October	2010	–	American	Airlines,	

British Airways and Iberia launch 
transatlantic joint venture, with 
services on jointly operated 
routes merging from April 2011.

•	 January	2011	–	BA	and	Iberia	
merge under new parent 
International Airlines Group.

•	 April	2011	–	AA	and	Japan	Airlines	
launch transpacific joint venture.

•	 June	2011	–	Malaysia	Airlines	announced	
as a member-elect of Oneworld.

•	 August	2011	–	Qantas	and	BA	further	
consolidate and co-ordinate services 
between U.K. and Australia. Qantas 
also announces plans to launch a 
domestic and regional low-cost carrier 
in Japan in cooperation with JAL.

Skyteam
•	 June	2011	–	Delta	Air	Lines	tells	

Business Travel News all Delta and Air 
France-KLM transatlantic corporate 

contracts have been transitioned 
to joint-venture agreements.

•	 July	2011	-	Alitalia	announces	plan	
to strengthen Rome Fiumicino 
as a southern European hub for 
Skyteam and expand transatlantic 
joint venture with Air France-KLM 
and Delta to other markets.

•	 August	2011	–	Fellow	Skyteam	members	
Delta and Aeromexico announce “a 
tentative agreement for a long-
term, exclusive commercial alliance,” 
including a US$65 million investment 
by Delta in the Mexican carrier.

Star Alliance
•	 Throughout	2011	–	Merger	

of Continental Airlines and 
United Airlines progresses.

•	 Throughout	2011	–	Lufthansa	Group	
accelerates integration of management 
and sales teams at country level of 
subsidiaries Austrian Airlines, bmi 
British Midland International, Brussels 
Airlines, Lufthansa and SWISS.

•	 April	2011	–	Transpacific	joint	venture	
between All Nippon Airways and 
United Continental starts.

•	 April	2011	–	BMI	joins	Atlantic	Plus-
Plus	joint	venture	with	Air	Canada,	
Lufthansa and United Continental.

•	 June	2011	–	ANA	and	Lufthansa	
receive anti-trust immunity 
for first Asian-European joint 

venture, to launch winter 2011.
•	 July	2011	–	Austrian	and	SWISS	

join	Atlantic	Plus-Plus.

2011 has also seen an important 
consolidation in the U.S. budget 
airline industry, with Southwest 
Airlines announcing completion of its 
acquisition of AirTran. In Latin America, 
a proposed merger between LAN of 
Chile and TAM of Brazil is still awaiting 
regulatory clearance. Gol, Brazil’s 
second-largest airline, announced merger 
negotiations with Webjet, the country’s 
fourth-largest airline, in July 2011.

Impact of consolidation 
on corporate clients
Monopoly routes and higher fares
There are increasing examples of 
corporate customers paying more 
where competition has diminished:
•	 Lufthansa	Group	airlines	have	a	virtual	

monopoly on routes from Belgium 
to Austria, Germany and Switzerland, 
with rare exceptions such as easyJet 
on Brussels-Geneva. Fares have 
risen significantly on these routes.

•	 Similarly,	average	ticket	prices	have	
risen sharply for corporate clients 
on select transatlantic routes with 
joint-venture	monopolies.	Published	
fares have not risen notably, but 
corporate discounts that were 

previously middle double-digit 
percentages are now typically single 
or low double-digit percentages.  

Sister airlines BA and Iberia have no 
competition from traditional carriers 
on London-Madrid. Negotiated 
corporate discounts have dropped from 
around 20 percent to almost zero.

Reduced capacity
AA/BA have pulled two flights a day 
on the world’s busiest long-haul 
route, Heathrow-New York JFK, and 
one flight from Heathrow to Chicago. 
The merged United Continental 
has started to withdraw from some 
domestic markets and AirTran is also 
withdrawing from some minor routes. 
In total, however, consolidation cannot 
be said to have led directly to mass 
reduction in capacity. Instead, it appears 
to be allowing airlines to grow their 
networks while keeping capacity tight.

Impact on corporate deals
Other than on monopoly routes, such 
as those noted above, the impact on 
corporate discounts was perhaps less 
than originally feared in 2011. However, 
with all three major transatlantic joint-
ventures having a year’s experience 
under their belts, they are expected to 
become far tougher negotiators in 2012.
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What has already become clear is that 
it is now extremely difficult to insist on 
negotiating individually with member 
airlines in a joint venture. All or none 
is the norm, with only a handful of the 
most powerful corporate clients able 
to resist. Buyers have to change their 
modus operandi to deal with airline 
groupings, but with one grouping not 
enough and two often too many, this is 
causing acute management dilemmas 
when trying to choose a well-suited 
combination of airlines. In consequence, 

buyers are sometimes over-committing 
themselves in some areas to different 
groupings so they can retain a mixed 
balance that truly meets their needs.

Outlook for 2012
Expect the improved streamlining 
of joint ventures to apply greater 
pressure on corporate discounts 
from the second half of 2012.

Long-term, consolidation is only 
going one way, and long-standing 

predictions that three airlines based 
around the three global alliances will 
eventually dominate the global market 
look increasingly plausible—although 
the Middle Eastern carriers may stay 
strong, independent competitors. 
China and India are likely to join the 
trend next, with a series of alliance 
memberships and then joint ventures.

Our recommendations for travel buyers and managers
•	 Like	it	or	not,	consolidation	is	here	to	stay	and	will	change	your	managed	air	

program.  Understand your air travel patterns, the likely impact consolidation 
will have on them and then map out the options for re-designing your program.

•	 Try	to	continue	negotiating	airline	by	airline	if	you	can,	if	only	to	provide	a	
bargaining chip for later negotiations. However, recognize that you will now 
have to talk to joint ventures as single entities. Ignoring them is likely to 
prove unproductive as they increase their negotiating cohesiveness in 2012.

•	 Don’t spread your spend among all three transatlantic joint 
ventures. You will have to make choices. Two may be possible, but 
even two will create overlaps that require careful management.

•	Work	with independent airlines. However, these are diminishing in 
number. For example, Virgin Atlantic has warned it is likely to relinquish 
its independent status and seek alliance membership. In some cases, 
the three leading Middle Eastern airlines (Emirates, Etihad and Qatar 
Airways) are proving to be robust alternatives, for example from Europe 
to Africa and Asia (especially India), or from the U.S. to India.
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Ancillary fees
Ancillary fees are now ubiquitous and multiplying among low-cost 
carriers and U.S. airlines, but the last year has not seen a major 
spread of the concept among other carriers. It is possible that many 
more airlines will start to unbundle fares once they are satisfied 
they can do so effectively through the global distribution systems, 
but progress in switching on this technology has been slow. 

Among those airlines which have already introduced unbundling, they 
can be expected to accelerate their experimentation with what they 
can and cannot charge for, and how much they can charge for it. In 
particular, there may well be increased differentiation of fees among 
different passenger types, not only to drive up revenue but also to 
increase customer loyalty. For example, a US$15 bag fee may be reduced 
to US$5 for silver-level frequent flyers and zero for gold-level flyers.

There is also likely to be more rebundling of fees into packages, 
e.g., an all-inclusive price covering lounge access, a free 
first bag and priority seating. Such packages could become 
the subject of negotiations with corporate clients.

Direct Connect
There has been a much-publicized standoff over the past couple of years 
between certain carriers—most notably American Airlines—and global 
distribution systems. AA in particular has stated its wish to bypass the GDSs 
and distribute directly to travel management companies for two reasons:
•	 To	reduce	its	GDS	costs
•	 To	improve	its	ability	to	support	its	merchandising	strategy

The GDSs and some 
commentators have stated 
that the second of these 
reasons is a smoke screen to 
apply more pressure to GDS 
fee negotiations. However, 
there is probably more to 
Direct Connect than mere 
saber-rattling, although 
most parties also agree 
that significant development costs and lost efficiencies will almost certainly drive 
up costs while dramatically fragmenting the shopping experience for travelers.
 
In the short term, all airlines—including AA—are likely to conclude a new 
round of agreements with GDSs, as there is too much for both sides to lose 
through a failure to continue working together. However, the deals may 
be for shorter periods than in the past, and the fee structure may change. 
The consequence may be higher distribution costs to travel management 
companies (TMC) and therefore, in turn, for the corporate customer.  

Our recommendations for travel buyers  
and managers
•	 Review	which	unbundled	items	your	company	

will and will not reimburse, and lay these 
details out clearly in your travel policy.

•	 Start	to	push	airlines	harder	to	include ancillary fees 
in corporate negotiations, especially bundled packages.

Our recommendations for travel buyers  
and managers
•	 Keep	monitoring	the	negotiations	between	airlines	

and	GDSs.	Prepare	for	the	likelihood	of	changes	to	air	
distribution channels, and for some distribution costs 
to be passed on to corporate clients.
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Spotlight on Europe
Card payment fees
Both British Airways and the Lufthansa Group have introduced, 
or announced their intention to introduce, fees for payment by 
card during 2011. They follow similar moves a couple of years 
ago by a small number of other airlines, including KLM. The 
fees introduced by BA and Lufthansa are as follows:

•	 Since	Apr.	1,	2011,	BA	has	surcharged	£4.50	on	all	non-premium	tickets	
bought by credit card through U.K. travel agents. Visa or MasterCard 
debit cards are exempt, although few corporate clients use them.

•	 On	Aug.	3,	2011,	the	Lufthansa	Group	announced	it	will	introduce	
an	“Optional	Payment	Charge”	(OPC)	for	credit	card	bookings	for	
all its airlines: Austrian, bmi British Midland International, Brussels 
Airlines,	Lufthansa	and	SWISS.	The	OPC	will	be	introduced	in	
Finland, the Netherlands and the U.K. on Sept. 5, 2011. In each of 
these	countries	the	OPC	will	match	similar	fees	already	introduced	
by	other	carriers.	On	Nov.	2,	2011,	the	OPC	will	be	extended	to	
Germany, Switzerland and Belgium. The fee will vary in each of them.

What does it mean for corporate clients?
•	 Prepare	for	more	payment	fees
 Now that some of Europe’s largest airlines have introduced 

payment fees, expect more to follow suit. Expect also those 
airlines which have already introduced fees to extend them 
to more markets, although they will not become consistent or 
ubiquitous because different European Union members have 
implemented	the	EU	Payment	Services	Directive	in	different	ways.

•	 Understand	whether	you	will	be	affected
 It is early days but larger corporate customers look like escaping 

the full impact of payment fees. BA does not apply its fee to 
premium economy, business class or first class tickets; while 
the	Lufthansa	Group	will	not	apply	the	OPC	to	corporate	
contracts for German and SWISS clients until Mar. 31, 2012. That 
is the date its current corporate contracts expire. The choice 
of date suggests corporate clients may be able to negotiate 
a reduction or elimination of the fee for their next deal.

•	 Consider	your	payment	options
 Corporate customers may wish to assess whether they should 

change their payment method. On the same day that Lufthansa 
announced	the	OPC,	its	subsidiary	payment	services	company	
AirPlus	International	announced	a	new	debit	account	that	will	not	
be subject to the fee. The implicit advantage of the debit account 
will need to be weighed against considerable disadvantages that 
include the administrative inefficiencies of operating more than 
one payment process and impact to cash flow, as well as a reduction 
in rebate from existing credit card suppliers. Invoicing is another 
option, but it too introduces administrative inefficiencies and 
compromises the comprehensiveness of data offered by payment 
cards. Furthermore, some TMCs have introduced fees for payment 
by invoice. All options will therefore need to be weighed carefully.

 



20  |       2012 Industry Forecast  ©2011 by Advito.  All rights reserved.

INDUSTRY FORECAST
INDEX

C AT EG O RY-S P EC I F I C  T R E N D S  A N D  2 0 1 2  FO R EC A S T
AIR

Spotlight on Europe
Emissions Trading System
The European Union will include all airlines in its ETS from Jan. 1, 2012. 
The ETS sets a cap on the carbon-dioxide emissions that a business is 
allowed to make. If the business produces emissions above that cap, it is 
obliged to buy permits for each additional metric ton of carbon dioxide. 

Although the ETS has broadly been accepted by European 
companies as a cost they must pay for the pollution they cause, 
non-European airlines are fighting hard against being included 
in the scheme. Various legal challenges have been mounted, and 
China has threatened a trade war, the first shot in which may 
have been delaying an order for Airbus A380s in July 2011.

What does it mean for corporate clients?
At time of writing, it is unclear how much the ETS will cost 
airlines, how much of that cost they will pass on to passengers, 
or how they will pass it on (for example, by increasing fares or 
introducing a new surcharge). Airlines will be informed from 
September 2011 of the number of free permit allowances to which 
they are entitled, and that may start to provide some answers.

For now, it is worth assuming the ETS will lead to higher ticket 
prices even if it is impossible to allocate a figure. There is a 
possibility that retaliatory measures by non-EU governments 
will cause even more problems, ranging from the imposition 
of special taxes on EU airlines to banning of flights.
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Spotlight	on	Asia-Pacific
Demand
With the exception of Japan, where the travel market continues to 
be affected negatively by the earthquake and tsunami in March 
(see	box),	demand	has	been	strong	in	Asia-Pacific	in	2011.	Growth	
was 10 percent to 20 percent in Q1, although it weakened slightly 
in Q2 owing to concerns about economic problems in the U.S. and 
Europe. The Chinese and Indian domestic markets are booming.

Supply
There	are	more	and	larger	aircraft	this	year	in	Asia-Pacific.	Singapore	
Airlines, Qantas and Korean Air have all introduced Airbus A380s into 
their fleets, with China Southern, Thai Airways and Malaysia Airlines all 
scheduled to do likewise over the next 18 months. Asia also dominates 
the list of destinations served by non-European carriers with A380s.

Price
In common with the rest of the world, Asia has experienced 
stiff fare increases in 2011, up an estimated 9 percent 
(10.5 percent for regional economy fares).

Outlook for 2012
Supply	will	continue	to	grow	quickly	in	Asia-Pacific	in	2012,	
but demand will grow even faster, especially in India and 
China. Therefore, fares will continue to climb, albeit—as is the 
case for every region—at a slower rate. Advito anticipates 
a 4 percent increase (5 percent for regional economy).

However, as was the case in 2011, the major issue for travel managers 
in	Asia-Pacific	will	be	demand	management,	not	supply	management.	
Growing travel volumes and costs are moving travel up the corporate 
agenda for Asian companies, so an attempt to tighten policies can be 
expected, but pitted against this is a strong resistance to change. Far 
fewer Asian business travelers book their own trips than in the West, and 
their administrative staff are often the most committed to the status quo. 

There is also much fiercer loyalty to home market carriers, reinforced 
by an even greater enthusiasm for frequent-flyer schemes than in 
North America or Europe. Foreign carriers such as the Middle Eastern 
big three, Finnair and Turkish Airlines are all promoting themselves 
aggressively to compensate, including making some attractive fare offers.

It is difficult to predict the 
outcome of the battle to 
control costs in a region 
which sometimes seems 15 
to 20 years behind the West 
in its travel management 
evolution. However, there are 
signs that companies will take 
a firmer stand in imposing 
controls than in the past.

Our recommendations for travel buyers and managers
•	 More communication will help travelers and other key stakeholders understand the importance of 

following travel policy to achieve strategic corporate goals such as savings and employee duty of care. 
Work hard especially to steer travelers to non-home carriers, for example by presenting summaries of 
lost savings opportunities.

•	 Attempts	to	stiffen	policy	must	be	delivered	with	acute cultural sensitivity in a region where status often 
matters more than in the West. Senior management are often the biggest transgressors.

•	 Encourage	advance booking.
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Low-cost	carriers	in	Asia-Pacific
Low-cost	carriers	are	becoming	much	more	prominent	in	Asia-Pacific.	At	
the	Paris	Air	Show	in	June,	AirAsia	of	Malaysia	placed	an	order	for	200	
A320s and IndiGo of India ordered 180 A320s. Meanwhile, ANA, JAL and 
SIA have all revealed plans to launch their own budget subsidiaries. 

Businesses with unmanaged travel programs will explore the 
advantages and disadvantages of low-cost carriers in Asia, but it 
will remain difficult to align LCCs with mature travel programs—
including most large multinational corporations—which have 
a need for reporting, analysis and travel policy. Unmanaged 
programs—which tend to fall in the national, mid-market and small-
to-medium enterprise buckets—focus more narrowly upon cost. 

That said, LCCs in Asia are likely eventually to follow the pattern 
of predecessors in other more mature markets, such as TAM in 
Latin America, eventually pursuing long-haul service that will force 
changes in distribution and cost strategies. That evolution, along with 
the tight labor market, including pilot shortages, will push up LCC 
costs	in	Asia-Pacific,	which	will	eventually	level	the	playing	field.

Japanese disaster—lower demand, higher awareness
The earthquake and tsunami of March 2011 have had two major implications 
for Asian business travel—lower demand in Japan itself and greater 
awareness of duty of care responsibilities towards travelers.

The emergency initially led to a flurry of additional travel arrangements, both 
to evacuate foreign visitors from Japan and repatriate Japanese expatriates 
anxious to return to their families. Aside from these specific activities, however, 
demand has slumped. JAL reported in Aug. 2011 that international passenger 
traffic plummeted 42 percent in Q2 and domestic passenger traffic fell 28 
percent, although domestic demand has subsequently stabilized. Hotels are 
also suffering—occupancy in Tokyo in May was only 59 percent, for example. 
Rates are much lower as a result and are expected to remain low in 2012.

Companies	in	Asia-Pacific	have	also	shown	much	more	interest	in	travel	risk	
management, having previously lagged the West in this respect. In particular, 
they are subscribing in greater numbers to traveler tracking systems.
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Current market conditions

Supply and demand
Occupancy
Occupancy has generally grown globally in 2011, but there have been 
some exceptions. Some are unsurprising, such as Egypt, but others 
are	more	unexpected,	especially	Asia-Pacific,	where	demand	grew	2	
percent in the first half of 2011 but supply grew 3 percent, according 
to STR Global. There have been specific factors affecting performance 
in the region, such as the Japanese earthquake and the boost given 
to Shanghai by the World Expo in 2010, but there are signs that the 
considerable expansion in supply in recent years is finally catching up 
with demand in the region.

In contrast, hotel construction has been sluggish in the U.S. and Europe 
since before the recession, and as a result of supply remaining constant 
but demand pushing up, occupancy levels have increased faster. 
Occupancy rose 3.9 percent in Europe in the first six months of 2011.

In general, success for hotels in 2011 has not been determined by region 
but by size of destination and supply. International gateway cities 
have been the biggest winners around the globe in terms of improved 
demand, including New York, London, Singapore and Hong Kong.

Accommodation standards
There has been no noticeable upgrading or downgrading by corporate 
travelers so far in 2011, but it is certainly noticeable that the average 
standard of hotel chosen by business travelers has not returned to pre-
recession levels. Tolerance of midscale or economy has endured, perhaps 
reflecting a similar acceptance a few years earlier of low-cost carriers.

There is a growing appetite among business travelers, especially 
younger ones, for boutique hotels and other properties that portray a 
more independent or non-chain image, even if they are part of a brand 
owned by a large hotel company. The same travelers are more likely to 
mix business with leisure.

Price
2011 has seen accommodation shift from a buyer’s market towards a 
seller’s market. Regardless of occupancy levels, average daily rate is 
up in almost every market other than those hit by major incidents (e.g. 
Japan and Egypt) or which hosted major events last year (e.g. Shanghai 
and South Africa). In exceptional cases, such as London and Singapore, 
the rate rise has been 18-20 percent, while New York is up 13 percent.

The upward momentum has affected both best available rates and 
corporate rates. However, some context is required. Although prices 
have returned to 2009 levels, they are still some way short of the record 
highs of 2007-08.

C AT EG O RY-S P EC I F I C  T R E N D S  A N D  2 0 1 2  FO R EC A S T
HOTEL

Unexpected movers in 2011
Most of the rate rises outlined above were anticipated in the 2011 Industry Forecast, 
but some destinations have seen faster increases than expected, owing to higher 
demand, often because of improved economic performance. Examples include 
Korea, Russia, Saudi Arabia and Turkey. Two South American countries also merit 
particular attention. In Argentina, hotel rates have risen 10 percent, instead of 4 
percent as originally anticipated, because a combination of double-digit inflation, 
devaluation of the peso against the U.S. dollar and hosting the soccer Copa America 
in July 2011. Brazil meanwhile saw a rate rise of 6 percent as its economy booms. 
The jump would almost certainly have been even higher were it not for demand 
being matched by expansion in supply. Brazil will account for 62 percent of new 
hotel openings in 2012, ahead of the FIFA World Cup in 2014 and Olympics in 2016.

In a reflection of these developments, Advito has revised its previous 2011 ADR 
forecast for these markets. See the appendix, Figure 8 (page 43) for details. 
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Outlook for 2012

Demand
Demand will continue to rise (once again assuming continuing 
global economic growth), but at a lower rate than in 2011.

Supply
The trend will be broadly the same, with limited new 
supply in North America and Europe, but significant 
building	elsewhere,	especially	Asia-Pacific.

C AT EG O RY-S P EC I F I C  T R E N D S  A N D  2 0 1 2  FO R EC A S T
HOTEL

Fig 6 – 2012 Hotel Average Daily Rate (ADR) Predictions by Region
In 2012, ADR will grow gently in all major regions.
Figures represent YOY changes based on booked ADR
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Price
Like 2011, corporate travel buyers will struggle to hold down 
rate increases in 2012. Expect rates to rise 2 percent to 6 percent 
in general, but be prepared for another double-digit jump in a 
handful of the most thriving markets, such as New York.

Some chains made aggressive attempts to raise corporate rates 
substantially for their 2011 corporate negotiations. They were largely 
unsuccessful, either because clients moved to other suppliers or 
individual properties within their portfolios broke rank and offered 
smaller increases to secure the business. However, with an extra 
year of good figures behind them, more chains are likely to demand 
heavy rate increases as their opening bid for this year’s negotiations.

Last Room Availability
Last Room Availability (LRA) will also be a major topic in 2012 
negotiations. LRA means—or should mean—the hotel selling a 
room to a corporate client at the agreed corporate rate so long 
as a standard room is available on the night the traveler wants to 
stay. Some hotels are likely to offer a non-LRA rate option as well 
for 2012, but a non-LRA rate is likely only to be available on off-peak 
days and close in price to the Best Available Rate (BAR), and with 
no greater availability. It will therefore be little short of useless.

Wi-fi charges
One potential saving worth investigating will be free wi-fi access. With 
several chains offering free wi-fi as standard, their competitors are 
under increasing pressure to agree to the same for their corporate 
clients. However, some hotels are not in a position to negotiate 
because they are tied into multi-year contracts to outsource their 
wi-fi arrangements to third parties, including the pricing. It is a 
decision, often made several years ago, which is in some cases 
doing damage to their sales and marketing propositions.
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HOTEL

Our recommendations for travel buyers and managers
•	 Don’t be intimidated by the first rate hotels offer you for your 2012 program. Negotiations will 

be tough this year, but in many cases hotels will blink if you have substantial, reliable volume 
and a proven ability to move it to other suppliers.

•	 Larger,	high-demand	markets	will	prove	especially	challenging.	The	best	approach	is	to	expand	
the number of hotels in your request for proposal process but concentrate your buying power 
on fewer properties in your decision making.  

•	 In	addition	to	deals	with	individual	properties,	consider	negotiating	chain-wide discounts, 
which can provide secondary availability when preferred hotels have sold out.

•	 Insist	on	your	negotiated rate being an LRA rate; otherwise your travelers will find too often 
that they have to pay a much higher price at your preferred properties. Be very clear in the 
contract about definitions. For example, the hotel may offer an LRA on a “standard” room. 
Clarify what a standard room is.

•	 For	several	years,	some	hotel	chains	have	promoted	a	switch	to	dynamic pricing, which is a 
fixed discount off the Best Available Rate. They are likely to propose this option again for 2012, 
but clients which have resisted the idea so far should not change their stance now. BARs are 
much higher in a suppliers’ market than a buyers’ market. Agreeing to a BAR instead of a fixed 
rate means losing a ceiling rate and it will work in the buyer’s favor in very few destinations 
over the next couple of years. Having said all of that, BARs do eliminate time-consuming 
contracting work, and therefore they are worth considering strictly for secondary destinations 
where your organization has limited room nights. If you do decide to switch to dynamic pricing, 
be sure to negotiate more than 10 percent off the BAR. BAR rates are commissionable, thus 
any discount lower than 10 percent would not amount to a saving.

•	 Consider	imposing caps in your travel policy on how much travelers are allowed to spend per 
night. It sends the message that they must choose a hotel with a lower rate, not a higher one, 
if the preferred hotel is not available at the corporate rate.

•	 Some	companies	are	merging	their	transient	travel	and	meetings	programs.	Even	if	your	
organization has not taken this step, negotiate your hotel contracts for transient travelers to 
cover small meetings (up to 50 room nights) too.
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Fig 7 – 2012 Hotel Average Daily Rate (ADR) Predictions by Key Market
Corporate travel buyers will struggle to hold down rate increases in 2012,  
with 2 percent to 6 percent increases in most markets.
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London Olympics
Advito’s advice for London during the 2012 Olympics (July 27-Aug. 12) can 
be summarized in one word: avoid. The same goes for at least a month 
prior to the event as the city starts to fill with officials, journalists and 
numerous other business travelers with a direct interest. Even without 
the Olympics, London is both full and 
expensive during summer, and it has 
been one of the world’s strongest 
performers in 2011. Room rates in 
June, for example, shot up 14 percent 
to	£151,	and	occupancy	hit	90	percent.

Next summer will only get worse 
for the corporate buyer. Two-thirds 
of the city’s room stock during the 
Olympics has been allocated to the 
organizing committee for the games 
and hotels are taking full advantage 
with their yield management of what 
remains. Newspapers are reporting 
hotels offering rates ten times higher 
than they quoted for the same dates 
in summer 2011; BCD Travel in the U.K.
has seen examples of hotels 
demanding five times 
their normal rate.

The good news is that high summer, with all U.K. schools on holiday, is 
one of the quietest periods in the corporate calendar for visiting London, 
but for those businesses which cannot avoid sending employees to the 
U.K. capital during the Olympics, there are several steps worth taking:

Our recommendations for travel buyers and managers
Now
•	 Take action now. The longer you delay, the fewer the options available to you. Start with an internal 

review of likely demand among your travelers for visiting London during July and August 2012.
•	 Communicate with your preferred hotels in London. Some chains have vowed to make rooms available 

to clients at normal corporate rates. Others have imposed blackout dates and raised their prices.
•	 If	your	company	has	a	good	relationship	with	a	London	hotel,	it	may	be	possible	to	block space 

in advance. The rates will still be very high, but at least it guarantees availability.
•	 Look	at	extended-stay properties as an alternative. Although the extended-stay market in London faces the 

same peak in demand as conventional hotels, corporate clients will have good leverage with extended-stay 
suppliers anxious to convert business won during the Games into long-term commercial relationships.

•	 Consider	locations	outside London, up to an hour away by train, such as Reading, Oxford or Cambridge, or even Birmingham.
•	 Be	aware	of	the	impact	that	the	Olympics	will	also	have	on	air supply to and from London. Airlines have already started 

to make enquiries about corporate customers’ demand during this period. It is a strong indicator that availability will 
be very tight. The case for negotiated deals on routes to and from London rather than spot-buying will become stronger 
because corporate clients with negotiated discounts on J and Y classes should be able to secure last seat availability.  

2012
•	 As	the	demand	picture	becomes	clearer,	a	secondary market might open up with corporate clients and 

other hotel customers with blocked space offering to sell on some of their allocation to third parties.
•	 It	is	possible	the	stories	about	sky-high	rates	will	deter	so	many	visitors	that	hotels	will	not	sell	

out and will be forced to lower their rates. It is also possible that the widespread riots of Aug. 2011 
will also affect bookings. However, it would be risky to plan ahead on this assumption. 

•	 Review the situation at the beginning of 2012, when the Games’ organizing 
committee returns its unwanted room allocations to hotels.
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Current market conditions

Supply and demand
There has been much greater demand for meetings in 2011 than in 2010, 
itself a year of recovery. Improved business results have given some 
companies the confidence to increase their overall meeting spend, 
although others have remained cautious.

Supply is consequently beginning to tighten, particularly in mature 
markets with traditionally high demand such as London and New York, 
owing to sustained increases in occupancy levels. As a result, meeting 
planners are beginning to encounter availability challenges with 
increasing frequency, particularly heading into 2012.

As demand continues to impact availability, particularly in primary 
markets, meeting organizers are increasingly considering secondary 
or even tertiary destinations. Another distinct trend has been rising 
demand for meetings in emerging markets, such as China and India. As 
these countries’ economies expand, Western companies are holding 
more meetings in them to support their growing local businesses. 

Lead-times
In spite of increased demand, there has so far been little change to 
date in the trend of the past few years for shortened lead-times when 
booking meetings, i.e., the amount of time between when an event is 
booked and when it takes place. 

Price
Hotel rates
Generally, rate increases to date have been modest in spite of increasing 
demand. At the same time, however, the deep discounts available to 
buyers in 2009 have largely disappeared. Rates are not yet back to the 
record levels of 2008 but they are continuing to creep upwards. The 
main exception to this general trend is high-demand cities like London 
and New York, where supply is beginning to tighten and rates have 
accelerated far more quickly in 2011, often by double-digit percentages.

Air
With fuel surcharges and fares spiraling in recent months as a result of 
higher crude oil prices, meetings buyers are seeing air transportation 
account for a higher percentage of their overall spend. Buyers are 
therefore paying close attention to destination selection and attendee 
demographics to ensure air costs are kept under control.

Incentives—a slow recovery but coming back
The incentive market is also recovering, but not as fast as meetings. They 
are also re-emerging in a changed form. There is little sign of incentives 
returning to some of the extravagances that were common a few years 
ago. Instead, they are now more likely to incorporate educational elements 
and a corporate social responsibility component intended to give back 
to the local community or a charity of choice during the event.

Cost and image are not the only motives changing the face of incentives. 
Tastes are changing too, expanding beyond the traditional staple of golf 
and spa treatments. A newer generation in the workforce is more attracted 
by free time during the event, or for more adventurous activities, such as 
biking and hiking. The new look of incentives even extends to menu choices, 
now much more likely to include healthy options than in the past.
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Spend per meeting
Some companies have loosened their purse-strings slightly after the 
conspicuous austerity of meetings during the recession. However, spend 
per meeting has been relatively flat. Consequently, meeting planners are 
being challenged to deliver the same quality of program as in previous 
years in spite of increasing supplier costs such as hotel rates, food and 
beverage, and airfares. 

Outlook for 2012

Demand
Demand will continue to grow worldwide. Expect it to approach peak 
2008 levels by year-end 2012. Lead-times will remain short but may 
start to lengthen as supply dwindles to the extent that it prevents 
corporations from booking preferred hotels for their preferred dates.

Supply
The trend will be broadly the same, with limited new 
supply in North America and Europe, but significant 
building	elsewhere,	especially	Asia-Pacific.

Price
Rising demand and generally stable supply can only mean one thing. 
Hotel rates for meetings will rise faster in 2012 than in 2011 and then will 
accelerate even more sharply in 2013, owing to the strength of forward 
bookings giving suppliers more confidence. Rates are expected to return 
to 2008 levels in 2013/2014. 

Our recommendations for meetings buyers and managers
•	 Book ahead,	especially	in	high-demand	cities.	Prices	are	only	going	one	way,	and	the	risk	of	not	

finding availability at preferred venues and/or on preferred dates is increasing.
•	 Upscale	hotels	discounted	particularly	heavily	during	the	recession.	Do not expect to find 

these bargains any more.
•	 With	the	negotiating	environment	likely	to	be	even	tougher	in	12	months’	time,	consider	the	

option of multi-year deals with suppliers.
•	 Watch	out	for	suppliers being less flexible in negotiating terms and conditions. 
•	 Be	more	prepared	to consider second- and third-tier cities. The price differential compared 

with primary destinations is widening.
•	 Pay attention to air costs. Understand them thoroughly before selecting a destination, and 

ensure there is sufficient capacity to carry all your participants.
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Current market outlook

Demand
Demand continues to rise steadily. In the U.S., companies are 
increasingly considering car rental in preference to allowing use 
of private vehicles for business trips. The reason is that mileage 
reimbursement rates have risen significantly. Most U.S. companies apply 
the Internal Revenue Service rate, which moved up to 55.5 cents per mile 
in 2011. As a result, car rental has become a cheaper option for journeys 
of, broadly speaking, more than 100 miles.

Supply
Car rental providers have been extremely successful at keeping their 
inventory tightly aligned to demand. Higher vehicle costs have forced 
them to manage their fleets more efficiently, and the severing of all 
ownership links with car manufacturers has also encouraged greater 
discipline. Examples of more prudent management include selecting 
fleets from a wider range of suppliers and using cars for longer before 
re-selling them. 

The rental market has consolidated in recent years, and is set to 
consolidate further still as Hertz and Avis Budget Group continue their 
year-long battle to buy Dollar Thrifty. At time of writing, the outcome 
remains far from clear, but either way the impact on the corporate 
market is unlikely to be far-reaching because Dollar Thrifty is more 
focused on the leisure and replacement vehicle markets. The Federal 
Trade Commission, which is considering the Avis Budget Group bid, 
has indicated Avis Budget would not have to discard any of its brands if 
successful.

Another development in market consolidation has been the U.S.-
based Avis Budget purchase of Avis Europe in June 2011. Once again 
the implications for the corporate market are minor, perhaps the most 
important being that co-ordination of pricing for global bids under the 
Avis name is likely to improve.

Price
In spite of managing their inventories tightly and rising costs, the 
three main corporate car rental brands in the U.S.—Avis, Hertz and 
Enterprise-owned National Car Rental—have not been able to move 
their rates up significantly. In 2010, National kept prices down through 
synergies achieved in its merger with Enterprise. This year, Hertz has 
been aggressive in response. It would be inaccurate to characterize 
the situation as a price war, but the market remains surprisingly 
competitive. Buyers with mature rental programs have generally held 
rates flat and in some cases even achieved price cuts.

C AT EG O RY-S P EC I F I C  T R E N D S  A N D  2 0 1 2  FO R EC A S T
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Trend to watch–moving beyond car rental
Buyers are increasingly turning their attention to aspects 
of ground transportation they have not actively managed 
before, such as limousine hire and airport parking.

Car-plus-driver	in	Asia-Pacific
Car	rental	has	traditionally	been	at	much	lower	volumes	in	Asia-Pacific	than	North	America	
or even Europe. However, demand from both local businesses and Western visitors is 
starting to grow significantly. In most cases, low labor costs and challenging driving 
conditions mean rentals are for car-plus-driver (accounting for 90 percent of the market 
in India, for example). Management of the car-plus-driver option is becoming easier, with 
suppliers offering similarly structured deals to those for self-drive vehicles. Another recent 
breakthrough is that car-plus-driver is now bookable via global distribution systems in China.

Rising fuel costs mean that the total cost of rental is climbing fast. Expect, for example,  
to pay 10 percent more in India in 2012.
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In spite of this success, total cost of rental has climbed. In part, this is 
because providers have attempted to claw back lost revenue through 
higher	charges	for	additional	items,	such	as	GPS	navigation	systems,	toll	
passes and satellite radio. However, there has been a bigger rise still in 
items from which rental providers gain no revenue: taxes, insurance and 
the rising cost of fuel.

Outlook for 2012

Price
If, as expected, demand continues to grow, then price cannot stay flat 
for much longer. However, intense competition in the U.S. market—
by far the world’s largest for car rental—should deter any major rate 
increases. Advito forecasts a rate rise range of 4-6 percent for 2012.

More efforts to recoup costs through extras can also be expected. Rental 
providers backed away from the no-show charges they threatened a 
couple of years but these could make a comeback. 

Our recommendations for travel buyers  
and managers
•	 If	you	have	not	revisited	your	car	rental	program	for	several	years,	

now is a good time to do so before suppliers start to push up their 
rates.

•	 Try	to	book further in advance to avoid availability problems. Watch 
out for when large conventions and other major events may cause a 
spike in demand at particular destinations.

•	 Evaluate	the	relative financial costs of allowing private use of 
vehicles versus car rental. In the U.S. in particular, the pendulum is 
swinging towards rental.

•	 Set	a	policy on ancillary items, such as whether travelers are allowed 
to hire a satellite navigation system.

•	 Negotiate harder on ancillaries and other charges, such as refueling 
premiums.

Short-term rental/car sharing
The last 12 months have seen the first corporate pioneers joining 
car-sharing schemes in metropolitan areas and many more start to 
investigate the idea. Car-sharing clubs enable their members to rent 
by the hour, booking and then unlocking and starting their vehicles 
with radio frequency identification-enabled membership cards. 

Outlook for 2012
Corporate interest in car-sharing clubs is likely to grow in 2012. The economics 
are looking increasingly viable for travelers who need a car for less than a whole 
day, and the administrative processing is also simple, providing good management 
information. There is an 
environmentally friendly 
aspect too: as well as 
promoting better vehicle 
utilization, car-sharing clubs 
are starting to introduce 
electric vehicles, which 
work well in the urban 
environments that lend 
themselves to the car-
sharing concept. Suppliers 
in the sector are also 
establishing themselves 
more robustly. Zipcar, for 
example, now operates 
8,000 vehicles in 28 North 
American states and London.

Our recommendations for travel buyers  
and managers
•	 Car	sharing	has	matured	to	a	stage	where	companies	

which need car rentals in major cities should evaluate 
the market. There are even some examples of car clubs 
installing vehicles on corporate clients’ premises. Start 
to investigate potential suppliers in the urban areas 
where you have regular needs.

•	 Analyze	your	existing	rental	program	in	more	detail	
to assess whether you have a demand for short-term 
rentals. This may involve talking to travelers. If many 
of their one-day rentals are only for three to four 
hours of usage, then it may well prove viable.

C AT EG O RY-S P EC I F I C  T R E N D S  A N D  2 0 1 2  FO R EC A S T
CAR RENTAL
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Current market conditions—Europe

Demand
Rail is generally continuing to win market share from air and car, 
even though it is often a more expensive option, especially on 
high-speed routes. The advantages of faster door-to-door journey 
times, comfort, productivity and avoiding security queues explain 
why travelers are prepared to pay a premium. One example of the 
success of high-speed rail is Madrid-Barcelona, which launched 
in 2008. The 2 hours 40 minutes journey time (previously 6 
hours) means that BCD Travel now sells fewer air tickets between 
Spain’s two largest cities other than for connecting flights.

Supply
The EU deregulated its cross-border rail market at the beginning 
of 2010 but, other than a few minor Deutsche Bahn (DB) routes to 
northern Italy, it has not yet led to the creation of any new services. 
However, DB expects (subject to satisfactory safety testing) to 
launch services from Frankfurt, Cologne and Amsterdam to London 
in 2013. Although this will offer some competition to airlines on 
the	same	routes,	the	DB	service	will	not	call	at	either	Paris	or	
Brussels, thus depriving the market of direct competition between 
operators. Generally, the prospect of head-to-head competition 
between rail operators looks as remote as ever in Europe.

Another setback has been delays to the full opening of the high-
speed Amsterdam-Brussels service, originally intended for the 
end of 2010. Arguments over who should pay for rolling stock 
mean only two trains have been built so far. Latest hopes are for 
a Q1 2012 launch. Thalys, the international joint-venture which 
operates	between	Amsterdam	and	Paris,	has	taken	advantage,	
upping its service from six times daily to 11. A revamp of its first-
class product has also led to upgrading by business travelers.

Price
Fares have increased by around 5 percent on both Eurostar and Thalys 
in 2011, which is certainly not enough to trigger any loss of share to air 
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or car. It has generally been a mixed year for corporate users of Eurostar. 
The Channel Tunnel passenger rail operator has arrested a slide to 
standard class with more attractive pricing for its premium product. 
However, Eurostar has also reduced the number of its corporate 
agreements and imposed tougher volume targets on those which remain.

Outlook for 2012

Expect similar price increases in Europe to those in 2011. French 
national operator SNCF could lose market share in 2012 because 
it is starting a major renovation of its high-speed network. It 
has warned that passengers will need to be ready to leave 30 
minutes before the scheduled departure time because it cannot 
guarantee the time at which trains will be able to travel.

Distribution challenges
Domestic rail distribution continues to improve. Use of 
online booking tools has been common in the U.K. for 
several years and now it is increasing in Germany.

Distribution of international rail remains extremely challenging, 
owing to the mainly state-owned national operators failing to 
agree on technology standards that would combine timetables 
and fares. The European Commission has launched an initiative to 
achieve commonality among operators but its success in overcoming 
the inertia of state-owned operators is far from guaranteed.

Asia-Pacific
Japan
Japan has the world’s oldest high-speed network. Demand and 
price are provisionally forecast to be flat in 2012, although that 
could change if the introduction of several planned new low-cost 
carriers in the Japanese domestic air market is successful.

China
China is building the world’s largest high-speed rail network, with 
10,500 miles completed or under construction. In July 2011, it 
opened a line between Beijing and Shanghai, reducing journey 
times from 10 hours to 4 hours 48 minutes. However, the significant 
achievements have been overshadowed by growing concerns about 
whether rapid development of the network has compromised 
safety. These concerns intensified with a crash in Wenzhou, also in 
July, which killed 40 people and was blamed on faulty signaling.
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The 2012 Travel Technology Trends content is provided by Tnooz. 
Any views or opinions expressed are solely those of Tnooz and 
do not necessarily reflect those of either Advito or BCD Travel.

The speed at which the travel industry evolves is 
terrifying for some, exciting for others, but intriguing 
for those that watch every move it makes.

While developments in leisure travel are more likely to 
draw the attention of the mainstream media, business 
travel faces its own set of challenges and opportunities, 
and sees equal levels of disruption and innovation.

Putting	aside	economic	factors	affecting	travel	buying,	this	evolution	
is led almost exclusively by changes and improvements to technology, 
and impacts both business and leisure travel in equal measure.

In fact, we are now starting to see a curious blurring of the 
lines between the two disciplines of managed business 
travel and so-called leisure-led trip management.

Tnooz has identified four technology pillars  that frame 
the areas of maximum impact and influence:

•	 Developments	in	search
•	 Evolving	distribution	models
•	 Proliferation	of	hand-held	smart	devices
•	 Emergence	of	social	commerce

These four pillars are inextricably connected—but often not 
deliberately so by those that control or use each element.

Developments in search
It is easy to be lured in by the supposed ease, 
sophistication and sexiness of the web.

But let’s move on 
momentarily from the 
commonly held idea 
that search is solely 
about Google and 

Tnooz, the leading global news service covering travel technology, 
digital distribution, online marketing and social media, has worked 
with Advito for the first time to outline some of the key issues affecting 
business travelers, their agencies and the industry at large.

Here, journalists Kevin May and Linda Fox detail and analyze 
trending areas of innovation—and disruption; pinpoint areas to 
watch in 2012; and explore how the business travel sector can utilize 
and embrace technology to improve service and efficiency.
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other web-based engines that try to give instant gratification 
by way of results to a set of keyword queries.

Search is discovery; search is finding a means to an end; and search is 
hugely complex, whether it is via a search engine web or through closed 
interfaces, such as those provided by agent intermediary systems.

In business travel, search is clearly about finding the best 
product for the client, and should be seamless.

The physical process of looking for appropriate flights, accommodation, 
car hire and other items is arguably easier than, say, even five 
years ago given that the agent-purposed tools have a better 
user experience, allow complex itineraries to be managed more 
easily, and provide access to more products than ever before.

That supposed instant gratification is at play here as well, of 
course, which—coupled with the non-mechanic expertise of 
an agent—can give a client (who, remember, hardly ever sees 
the process) smoother connections, more information ahead 
of the actual booking, and the opportunity to switch quickly 
between suppliers and distributors to obtain the best price.

At the GDS level, search tools are changing for the 
better, despite nostalgic fondness and ease (for some) 
of the so-called “green screen” interfaces.

Sabre, Travelport and Amadeus have all introduced Windows-style 
functionality to their platforms and clearly want agents to eventually 
migrate to their respective systems, Red, Universal Desktop and One.

A prime example of a piece of clever yet simple technology 
created to improve the search process comes from Travelport, 
allowing users to input using other GDS codes and automatically 
converting the keystrokes. Both Amadeus and Sabre, of 

course, have also introduced various widgets and gizmos to 
make product search more akin to web search for agents.

But why would they introduce such functionality?

Put	simply,	the	web-style	look	and	feel	of	new	product	search	interfaces	
through the GDSs and other corporate travel management systems 
is easier on the eye, but there are other, more fundamental reasons.

Firstly, agent systems can be hosted “in the cloud,” 
giving them access to the tools they need via the web 
rather than on static, office-hosted systems.

This leads to a number of interesting issues for agents, as 
technology leads to a more flexible approach to working and 
the ability to handle a client’s needs from mobile devices.

Indeed, there are countless business travel agents who are now 
managing their clients “on-the-go,” a trend which is likely to 
continue and alter the role and processes of the agent further.

Perhaps	most	interesting	is	the	idea	of	a	new	breed	of	agent:	
As experienced, older hands leave the industry through 
retirement, it is natural that they will be replaced by a younger 
employee base, a generation more familiar with web interfaces 
and mobile-based platforms, and for whom the Internet is 
their primary tool when searching for any product or piece 
of information, not just those which are travel-related.

New breeds, of course, come in all shapes and 
sizes, and with different motivations.

Enter Google, then, into the travel sector, buying its way 
into travel search with the $700 million acquisition of 
airfare search and shopping system ITA Software in July 
2010 (finally approved by regulators in April 2011).

2 0 1 2  T R AV E L  T EC H N O LO GY  T R E N D S 
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For the leisure travel sector, this has the potential to be the biggest 
thunderclap of disruption the industry has seen since the formation 
of the early online travel agencies in the mid to late-1990s.

For the Western world’s biggest search engine (in the 
U.K., for example, Google commands around 90 percent of 
all searches) to position itself as such a pivotal part of the 
search and shopping food-chain is hugely significant.

Google’s stated intention is simply to improve travel search. The 
mechanics and finer details will be complex (how does it scale what 
ITA is able to do in North America elsewhere around the world, for 
example?), no doubt controversial (the deal has already sent agencies 
and one of the GDSs scurrying to lawmakers in Washington, D.C.), but 
will probably be loved and hated by web users in equal measure.

The impact on the business travel sector is an intriguing one. On 
the one hand, Google will be giving web users a suite of travel tools 
right in the heart of their existing search engine experience.

This will inevitably lead to increased product knowledge for the business 
traveler (“Hey, I found this on Google Travel.”)—a scenario, of course, 
which agents have had to deal with years as more travel sites have 
emerged, but which will only increase further as Google muscles in.

But more important will be the potential partnerships behind 
the scenes. Will Google strike deals (similar to existing meta-
search engines and OTAs) with airlines for volume leads?

Will product range eventually extend to accommodation? 
Will Google Travel eventually become the interface 
agents use to get deals for clients?

All of the above seem likely—it is the extent of each 
that the industry is continuing to agonize over.

Nevertheless, Google’s official entry into travel, while terrifying for 
some, could be the trigger that others need to massively improve 
the search and booking tools that they provide to end-users.

Triggered by continual advances in web-based technology, 
such as Ajax and Flash, search and booking on the web 
is—thankfully, some might say—improving rapidly.

While much of the evolution of web search is around the 
user experience (Hipmunk’s drastically different interface for 
displaying flight results has captured lots of attention), even 
greater innovation is taking place behind the scenes.

Point-to-point	(or	multi-modal,	door-to-door)	search	is	where	
potential additional value to the user is beginning to emerge.

Rome2Rio and TravelFusion, for example, have developed technology 
which calculates search results based on the postcode of the user’s 
start and end point, bringing in options for rail, taxi, air and other public 
transportation, with the relevant product lines and associated times.
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The mechanics for doing this have only been available in recent 
years, after many of the public transportation systems made their 
fare, distance and schedule data available to third parties.

GDSs such as Amadeus (Affinity Shopper) have also developed 
alternative methods of searching, based not on the destination 
points but on the facilities and types of trips available.

Lufthansa was one of the first airlines to adopt 
such a tool (using Amadeus), followed by British 
Airways, which created its own technology.

Although still geared primarily to the leisure traveler (search for 
destinations known for their nightlife, museums, beaches, etc), 
some are including business-related facilities, such as meeting 
zones and conference facilities, into the search parameters.

And while these functionalities are not yet primarily targeted at the 
business traveler, airlines, online booking tool providers and travel 
agencies (both conventional and online) are beginning to realize 
that providing the ability to serve results based on queries around 
facilities and attractions is often how a search begins, rather than 
the commonly held idea that the destination is the primary driver. It 
remains to be seen how these parties will capitalize on that knowledge.

Once again, such developments are dependent on whether the 
data (or, more often than not, the geo-code—the description 
which tells a service simply where to place something on a 
map) is publicly available or offered to third parties.

Evolving distribution models
At the center of how travel is sold, distribution has always 
been and will continue to be the heartbeat of change in the 
industry, affecting suppliers, intermediaries and travelers.

Take the air distribution landscape as an example.

What is most interesting about the latest round of machinations 
behind the scenes is whether it is grandstanding on the part of airlines 
looking to renew their existing full-content distribution agreements 
with GDSs, or more of a fundamental change in the model.

The evidence so far indicates a bit of both elements—there 
are many large carriers in (or on the verge of) negotiations 
with their distribution partners, but development of other 
technology which allows airlines to control the flow of product, 
ancillary sales and the financial arrangements between airlines 
and intermediaries is challenging the old processes.

This year has seen a particularly intense stand-off between 
American Airlines and two of the GDSs, Travelport and Sabre, a 
battle played out openly in the media and the courts in the US.

It has polarized industry opinion. On the one hand are the 
views of those desperate to see a change in the system.

Even	with	the	evolution	of	data	APIs,	airlines	are	still	paying	GDSs	
to do something they themselves could carry out just as easily, the 
carriers claim. In fact, the argument continues, it’s the agencies 
that are benefiting by easy access to airline fares and bookings.

In a more (economically) rational industry, agencies might 
be paying airlines for the right to book on their systems—an 
interesting lens from which to examine the issue.

Beyond the supposed increasingly awkward position of the 
GDSs in the distribution food-chain, other big issues are 
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price flexibility and transparency. Again, some argue that the 
industry has a business model problem. The GDSs are forcing 
restrictions on airlines that both reduce the airlines’ ability to 
merchandise and enable hyper-competition between carriers.

So, the argument goes, now the airlines are paying 
for something they don’t need that is damaging their 
ability to grow revenue and compete sustainably.

The opposing view is that the GDSs have carried out a 
hugely complex function for airlines and intermediaries for 
decades—and, for a large number of those intermediaries 
and airlines, GDSs are still considered to be doing it well.

GDSs argue that it is neither practical nor efficient for 
an agency to develop direct connections to hundreds of 
airlines when a functional aggregation system exists. And, 
more importantly, who pays for the development?

To date, direct connect offerings have not been proven to provide 
any cost benefit to the corporate client. To the contrary, direct 
connects require users to search multiple channels. This dramatically 
complicates the booking process for those wanting to compare 
travel options taking multiple factors into consideration such as 
flight times, routes and fares. The associated loss of productivity 
and need for multiple channel integration by TMCs would almost 
certainly drive up total cost of travel for the corporate client. 

Additional factors that might hit corporate clients at the bottom 
line include the impact of direct connect segments that are not 
counted toward corporate incentive thresholds and the inability 
to book cars and hotels at negotiated rates via direct connect.

GDSs claim they can easily replicate—or have in their 
armory already—the so-called Direct Connect technology 
created by American Airlines to give a deeper and varied 
relationship between intermediaries and suppliers.

The latest shenanigans are nothing to do with technology, just 
economics, is the mantra repeated by the GDSs. And, for a fee, GDSs will 
continue to do the heavy-lifting on behalf intermediaries and airlines.

So far, two of the mega-corporate travel agencies have disclosed that 
they are willing to explore what Direct Connect may mean for their 
customers—but they are 
a long way from throwing 
their lot in with such 
systems and, ironically, 
would probably need 
their GDS partners to run 
part of the data switch.

But while the debate is 
no doubt centered on the 
economics of distribution, 
moves outlined above 
around developments in 
web search are clearly 
playing a part given that an 
airline’s costs to display/
sell product are often 
far lower than through 
conventional systems.

That scenario is likely 
to impact the entire 
distribution chain further 
and will probably challenge 
both the GDS-run model 
and business travel 
agencies seeking to “go 
direct” with their suppliers.
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Proliferation of hand-held smart devices
Devices on which travelers—be they leisure or business—can 
use the web, write emails, update their social networks, check 
in for a flight or book a hotel are here, and here to stay.

Countless conferences where experts would predict the “year of the 
mobile” are thankfully over— now, after seeing how non-desktop web 
access is changing the marketplace in fundamental ways, suppliers, 
intermediaries and travel technology companies are diving in.

But the fast adoption (mobile devices will take over from 
PCs	in	becoming	the	primary	route	for	accessing	the	internet	
within three years, according to Gartner) of mobile and tablet 
devices is not solely about applications and the mobile web.

Hand-held, “always-connected” devices are changing the way travelers 
interact with their businesses, travel managers and providers of 
their flights and accommodation, as well as family and friends.

The channel through which they do so—whether it’s via an application, 
email or mobile web— is important, and we are seeing service 
providers take strong stances when pushing travel managers to 
recommend Service A over Service B. But it is the by-product of such 
constant connectivity which now offers countless opportunities.

A recent survey from Sabre Travel Network shows that 63 
percent of business travelers want to receive destination-
specific offers from local businesses and 47 percent use their 
smartphones daily to view or receive advertisements.

This, of course, creates a headache for businesses as they struggle to 
present a business case for mobile applications and services while 
simultaneously trying to rein in travelers who don’t see why they 
shouldn’t access the same applications as they do for leisure travel.

But this conventional “restraint” approach  is 
outmoded, limiting and defeatist.
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Business travel agencies are in a unique position when it comes to 
mobile—having sourced, booked and managed an itinerary, they 
remain the first port of call (and at any time of day, given the “always-
on” aspect of mobile, which admittedly does lead to some issues).

But they can offer more. Take ancillary revenue, for 
example, the hot issue in the battle between some 
airlines and their friends in the world of GDSs.

Depending on whom you ask, travelers want the lowest possible 
fare with everything unbundled, or they want simple logical 
bundles and reasonable fares, or they want more value-added 
options and third party services, or they are sick to death of being 
nickel-and-dimed and want the whole mess to just go away.

While travel suppliers work to find the right balance for 
their brand and their customers long term, mobile offers an 
immediate opportunity to turn the problem on its head.

Front-loading optional ancillary services in a booking process can be 
effective for some services, but the mobile phone in every traveler’s 
pocket means that suppliers and intermediaries can interact with 
customers at every step of the journey (including planning and pre-
trip preparation), and can choose to offer the right ancillary services 
at the time when the customer is most likely to need or want to buy.

Done well, ancillary sales via mobile will be seen 
by customers as valuable service, not sales.

There are some examples of how the so-called value-add of 
being always connected to the client can work well:

•	 At	time	of	booking,	offers	on	ground	transportation	
and airport parking are logical options.

•	 At	mobile	check-in,	especially	on	the	return	leg	of	a	trip,	an	
offer	to	skip	the	queue	at	security	and	use	the	VIP	lane	could	
be well received. I know exactly what to expect from the 
security queue at my home airport, but I might well pay to sail 
to the front of the queue at O’Hare. This might also be a good 
time to remind me that I didn’t opt for an in-flight meal.

•	 Your	flight	is	delayed	for	three	hours—how	about	a	day-
pass to the lounge for a glass of wine with free wi-fi?

•	 Just	before	boarding,	an	airline	could	push	a	mobile-only	offer	
for extra leg-room or seat upgrade. The extra fee may not have 
seemed attractive at time of booking, but after an hour in the 
airport a little extra space seems like a dream come true.

•	 A	guest	booked	an	executive	room	and	checked-
in after midnight; a quick tap on their mobile could 
order room service coffee for the morning.

Such examples are practical and can be implemented now. 
Add tools such as mobile payment systems (e-wallets) and 
Near Field Communication (NFC) technology into the mix 
and the hand-held, whether it is mobile or tablet, begins to 
look more useful for the business traveler than the desktop 
or even the laptop—a far cry from just a few years ago when 
mobile devices only carried out limited functions for users.

Some suggest that the future in hand-held devices in the business 
travel sector resides, ultimately, in a location-aware, mobile-
enabled platform that is both relevant and contextual.

While those developing technology behind the scenes are 
already considering how new formats such as HTML5 will 
blur the boundaries between application and mobile web.
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How this emerges is only starting to be realized. But the needs of 
the road warrior are simple: allow them to log in once and view 
all the aspects they need to plan and manage a trip, including 
their company’s travel policies and preferred suppliers.

If done right, the correct mobile solution will help create a 
positive experience for the traveler, and drive compliance and 
control, translating into a win-win for everyone involved.

Emergence of social commerce
“Social media” is the buzz-phrase still commanding the attention of 
conference goers and featuring in plenty of webinars and across the 
media—but it is arguably social commerce where the real action lies.

Social commerce is, in simple terms, the buying and selling 
products using the community aspect of the web.

Leading protagonists to have emerged in recent years include 
Groupon and LivingSocial (and plenty of similar operations) 
working across industry verticals, as well as Travelzoo’s Local 
Deals, specializing in mostly travel-related products.

Groupon’s model, for example, works by securing an often 
heavily discounted price on a product, which is then made 
available for a limited amount of time and only when a particular 
volume of people are interested in the deal (often when a 
user lets their contacts know via social media channels).

Subscribers to the various services are usually targeted with hyper-
local offers, such as restaurant deals, tours and activities, hotel stays.

The service is often seen as being particular random for both 
the user (who is never entirely sure whether they will get the 
deal until others come in) and the supplier (equally unsure how 
many customers will take up the offer once it is triggered).

Groupon and others have their detractors, but the services are growing, 
especially as suppliers look to offload product during slower periods.

The idea that social commerce can play a part in business 
travel is still not fully formed—indeed, many consider the 
two disciplines to be poles apart, with business travel having 
over-riding issues of control and security, whereas social 
commerce has a certain degree of laissez-faire about it.

And, of course, social commerce is generally 
targeted at leisure consumers.

But for how long?

Some observers are already pondering the idea that group-buying 
might work in corporate travel, perhaps when a travel manager needs to 
arrange a service or product in a destination for a team of co-workers.

It would be a leap of faith for critical products to a business traveler’s 
journey such as flights and accommodation to be bought this way, but 
restaurants, activities and other travel-related services that become part 
of the trip are perhaps fair game, especially given the heavy discounts.

This would obviously, in many cases, require a certain relaxation 
of protocols in large corporate agencies, where preferred 
suppliers are used and long-term contracts are in place.

But the snap-buy opportunity and cheap offers of products 
is compelling—and the process was considered by some as a 
non-starter in leisure travel, so why not in business travel?
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Fig 8 – 2011 Hotel Average Daily Rate (ADR) Predictions by Key Market
As 2011 draws to a close, developments in some key markets have led Advito to revise previous forecasts for this year.
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Fig 9a – Cost per Mile Year-on-Year 2010 vs. 2011: Asia-Pacific
In a high-performing regions, airfares keep increasing due to healthy demand and supply balance.
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Fig 9b – Cost per Mile Year-on-Year 2010 vs. 2011: Europe
Economic setbacks in the eurozone are reflected in declining airfares during the first half of the year.
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Fig 9c – Cost per Mile Year-on-Year 2010 vs. 2011: Latin America
Steady growth of developing economies in the region is contributing to modest airfare increases.
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Fig 9d – Cost per Mile Year-on-Year 2010 vs. 2011: North America
A surprising increase on regional premium class fares is evidence that business travelers are returning, despite economic uncertainties.
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Fig 9e – Cost per Mile Year-on-Year 2010 vs. 2011: Middle East
Airfare gains in 2010 are now being tempered by overcapacity with the Gulf carriers.
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Fig 10a – Historical Hotel Average Daily Rate (ADR) Development in 2010/2011
ADR development has been positive in most major markets, with the exception of Ireland, Japan, Mexico, Russia and the UAE.
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Fig 10b – Historical Hotel Average Daily Rate (ADR) Development in 2010/2011
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Fig 10c – Historical Hotel Average Daily Rate (ADR) Development in 2010/2011
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Fig 10d – Historical Hotel Average Daily Rate (ADR) Development in 2010/2011
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Top U.S. Cities
ADR US$

2010 2011

Q1 Q2 Q3 Q4 Q1 Q2

Atlanta ADR 132 129 131 137 135 133

Y-o-Y -8.1% -5.8% -1.7% 4.9% 2.6% 3.0%

Boston ADR 176 228 235 218 183 240

Y-o-Y -6.9% 1.0% 6.6% 2.2% 3.9% 5.3%

Charlotte ADR 124 125 121 128 131 130

Y-o-Y -6.8% -5.7% -1.3% 1.9% 5.0% 3.8%

Chicago ADR 147 193 195 200 153 206

Y-o-Y -11.8% -0.1% 5.3% 5.5% 4.1% 6.9%

Dallas ADR 125 124 125 129 138 132

Y-o-Y -8.2% -4.2% -0.6% 3.8% 10.4% 6.5%

Denver ADR 139 140 140 139 141 146

Y-o-Y -4.3% -0.7% -0.3% -0.6% 1.4% 3.9%

Houston ADR 135 136 130 131 134 141

Y-o-Y -10.2% -7.5% -5.3% -3.9% -0.8% 3.9%

Indianapolis ADR 109 113 110 107 109 112

Y-o-Y -6.2% -0.2% -3.2% -4.4% -0.3% -0.8%

Las Vegas ADR 134 128 120 129 141 133

Y-o-Y -3.6% 2.2% 6.2% 3.4% 5.0% 3.3%

Los Angeles ADR 155 162 162 161 168 169

Y-o-Y -5.2% 0.4% 2.5% 2.1% 8.5% 4.3%

Top U.S. Cities
ADR US$

2010 2011

Q1 Q2 Q3 Q4 Q1 Q2

New York ADR 245 303 304 350 260 329

Y-o-Y -5.3% 12.6% 7.2% 4.2% 6.0% 8.8%

New Orleans ADR 121 119 104 116 130 123

Y-o-Y -8.1% -4.7% -1.2% -0.7% 6.9% 3.3%

Philadelphia ADR 157 164 160 163 164 177

Y-o-Y -7.7% -1.1% 2.9% -1.7% 4.6% 8.0%

Phoenix ADR 159 122 104 130 153 120

Y-o-Y -10.3% -0.4% -0.6% -3.5% -3.7% -1.9%

Portland ADR 118 121 127 123 117 134

Y-o-Y -12.0% -7.3% -4.0% -2.5% -0.4% 5.9%

Saint Louis ADR 113 118 118 118 119 125

Y-o-Y -4.3% -0.6% 1.1% 4.0% 2.6% 3.9%

San Diego ADR 140 144 152 139 143 144

Y-o-Y -9.8% -4.6% 1.0% -1.2% 2.3% -0.1%

San Francisco ADR 187 186 203 205 207 213

Y-o-Y -8.5% -1.7% 3.9% 2.9% 11.1% 14.8%

Seattle ADR 148 160 170 151 152 163

Y-o-Y -7.0% -4.9% 0.7% 0.7% 3.0% 2.2%

Washington 
D.C.

ADR 229 260 230 239 234 259

Y-o-Y -3.4% 5.0% 7.0% 0.6% 2.1% -0.4%

A P P E N D I X
HISTORICAL	ADR	DEVELOPMENT	YOY	(MAJOR	CITIES)

Fig 11a – Historical Hotel Average Daily Rate (ADR) Development in 2010/2011—U.S.
©2011, Advito. 2012 Industry Forecast
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Top Euro Cities
ADR Local Currency

2010 2011

Q1 Q2 Q3 Q4 Q1 Q2

Amsterdam ADR 141 160 158 150 146 159

Y-o-Y -4.7% 7.8% 8.1% 5.5% 3.4% -0.3%

Barcelona ADR 116 130 129 120 121 147

Y-o-Y -8.4% 2.3% 1.1% 4.1% 4.7% 13.1%

Berlin ADR 121 120 127 116 122 118

Y-o-Y -3.1% -0.8% 4.1% -1.9% 0.7% -1.8%

Brussels ADR 141 155 139 157 156 163

Y-o-Y -8.0% 3.7% 4.4% 5.9% 10.6% 4.7%

Copenhagen ADR 1031 1111 1184 1120 1132 1208

Y-o-Y -4.3% -1.9% 9.1% -10.8% 9.8% 8.8%

Dublin ADR 114 119 116 109 111 117

Y-o-Y -13.8% -5.0% -6.2% -8.1% -3.1% -1.2%

Düsseldorf ADR 114 116 116 129 122 137

Y-o-Y -4.8% -0.1% 0.1% 0.9% 7.1% 18.6%

Frankfurt ADR 145 146 140 139 152 141

Y-o-Y -7.9% 2.2% 1.7% -1.2% 4.3% -3.4%

London ADR 156 166 168 171 160 180

Y-o-Y 2.1% 11.3% 9.5% 8.2% 2.5% 8.6%

Hamburg ADR 114 117 123 115 114 123

Y-o-Y -6.5% 0.0% 2.7% -3.8% -0.2% 5.0%

Top Euro Cities
ADR Local Currency

2010 2011

Q1 Q2 Q3 Q4 Q1 Q2

Madrid ADR 117 130 115 120 118 130

Y-o-Y -11.0% 5.9% 4.1% -1.4% 0.4% 0.1%

Milan ADR 170 171 170 162 171 176

Y-o-Y -6.5% 0.0% 12.2% 4.9% 0.5% 2.8%

Moscow ADR 9180 9391 9275 9831 9548 9556

Y-o-Y -14.0% -3.6% 1.0% 1.3% 4.0% 1.8%

Munich ADR 124 139 152 142 136 140

Y-o-Y -10.0% 4.1% 7.3% 4.5% 9.9% 1.0%

Paris ADR 180 198 199 196 184 215

Y-o-Y -4.8% 3.5% 9.8% 7.3% 2.4% 8.5%

Prague ADR 2849 3130 3108 2958 2712 3172

Y-o-Y -11.1% -6.4% 0.8% 0.0% -4.8% 1.3%

Rome ADR 147 191 184 167 157 190

Y-o-Y -9.9% 4.1% -1.0% 6.5% 6.3% -0.6%

Stockholm ADR 1629 1740 1767 1695 1616 1723

Y-o-Y -3.2% 3.5% 8.0% 1.0% -0.8% -1.0%

Vienna ADR 131 141 145 137 131 143

Y-o-Y 2.6% 7.6% 6.1% 2.3% -0.1% 1.0%

Zurich ADR 279 288 280 259 260 277

Y-o-Y -7.9% 1.9% 5.6% -5.9% -7.0% -4.0%

A P P E N D I X
HISTORICAL	ADR	DEVELOPMENT	YOY	(MAJOR	CITIES)

Fig 11b – Historical Hotel Average Daily Rate (ADR) Development in 2010/2011—Europe
©2011, Advito. 2012 Industry Forecast
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Top APAC Cities
ADR Local Currency

2010 2011

Q1 Q2 Q3 Q4 Q1 Q2

Bangkok ADR 4,784 4,604 4,393 4,585 4,881 4,900

Y-o-Y -9.4% -0.1% -5.0% -6.8% 2.0% 6.4%

Beijing ADR 1,004 1,060 1,012 1,079 1,074 1,142

Y-o-Y -9.4% -7.0% -2.3% 4.1% 7.0% 7.7%

Delhi ADR 961 702 614 874 915 709

Y-o-Y -10.6% -10.4% -3.3% -9.7% -4.8% 0.9%

Hong Kong ADR 1,911 1,896 1,911 2,210 2,350 2,112

Y-o-Y 0.4% 13.2% 13.4% 20.2% 23.0% 11.4%

Mumbai ADR 9,582 9,044 8,921 10,337 10,,252 9121

Y-o-Y -17.7% -6.6% -1.7% 12.0% 7.0% 0.9%

Seoul ADR 230,912 236,423 240,690 253,612 242,163 245,719

Y-o-Y -0.6% 9.4% 10.1% 9.9% 4.9% 3.9%

Shanghai ADR 1,136 1,281 1,250 1,289 1,195 1,228

Y-o-Y -7.7% 7.6% 9.2% 13.3% 5.2% -4.2%

Singapore ADR 288 304 301 296 307 308

Y-o-Y -1.5% 12.6% 9.8% 8.8% 6.6% 1.2%

Sydney ADR 259 242 237 260 249 238

Y-o-Y 2.8% 7.6% 2.3% 3.8% -3.8% -1.6%

Tokyo ADR 22,243 22,100 20,760 20,958 21,050 21,643

Y-o-Y -8.3% -3.0% -7.5% -9.3% -5.4% -2.1%

Canada & LatAm
ADR Local Currency

2010 2011

Q1 Q2 Q3 Q4 Q1 Q2

Buenos Aires ADR 526 548 574 674 667 674

Y-o-Y -14.8% -7.4% 4.4% 13.4% 26.8% 23.0%

Lima ADR 498 460 478 512 530 561

Y-o-Y -19.7% -9.9% -2.9% -0.8% 6.5% 21.9%

Mexico City ADR 1,805 1,723 1,706 1,673 1,709 1,595

Y-o-Y -17.4% -9.1% -12.3% -9.4% -5.3% -7.4%

Montreal ADR 143 164 167 153 148 163

Y-o-Y -4.4% 11.0% 6.0% 1.6% 3.1% -0.6%

Rio de Janeiro ADR 328 324 314 330 355 360

Y-o-Y -9.7% 8.8% 9.8% 12.0% 8.3% 11.3%

San Jose ADR 76,435 72,840 74,371 73,623 75,448 77,334

Y-o-Y 0.6% -3.0% 7.7% 1.5% -1.3% 6.2%

Santiago ADR 100,117 93,344 81,930 93,463 84,601 88,655

Y-o-Y -10.0% 0.6% -6.8% 14.5% -15.5% -5.0%

Sao Paulo ADR 283 276 265 264 302 325

Y-o-Y 3.1% 7.1% 10.9% 6.9% 6.9% 17.7%

Toronto ADR 150 164 160 160 153 161

Y-o-Y -8.0% 5.8% 3.0% 5.0% 2.0% -1.9%

Vancouver ADR 181 170 180 163 153 177

Y-o-Y 15.9% 6.4% 2.6% 7.2% -15.2% 4.0%

A P P E N D I X
HISTORICAL	ADR	DEVELOPMENT	YOY	(MAJOR	CITIES)

Fig 11c – Historical Hotel Average Daily Rate (ADR) Development in 2010/2011—APAC, Canada and Latin America
©2011, Advito. 2012 Industry Forecast
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It has been assumed (as working hypotheses 
rather than predictions) that:

•	 The	price	of	oil	per	barrel	will	be	within	the	range	of	US$100	
and US$110 over a three month period in 2012;

•	 World	economic	output	will	expand	by	about	4.5	percent	in	2012,	
with a sluggish start followed by slightly accelerating growth in the 
second half of the year; growth will continue in 2013, with world 
economic output rising between 0.1 and 0.5 percent year over year.

•	 Impact	of	the	long-term	structural	reduction	of	travel	
intensity for most sectors will be insignificant in 2012 
(i.e., organizations will not further reduce their number 
of trips in relation to their business volume).

Broader industry developments and trends have been identified based on 
Advito research throughout 2011 and an analysis of in-depth interviews 
of experts in international corporate travel and meetings management 
with additional insight by the respective Advito practice leaders.

The category-specific predictions are based on an Advito analysis of 
aggregated transaction data of BCD Travel’s corporate clients worldwide.

The analysis and forecast is based on dynamic baskets using 
the actual number of room nights, car rental bookings and air 
segments for the period in question to reflect potential shifts 
in travel pattern and booking behavior. The level of aggregation 
used for the trend analysis was determined based on the validity 
of the data pool in question with a minimum threshold for year-
to-date and historical number of transaction for each unit.

Averages per month are weighted by category transactions for each 
of the unit in question—the exception is the area/region average 

for hotel which is a simple average across all countries in that area/
region. Quarterly averages are simple averages of months in the 
quarter. Unless stated differently, price developments are based on local 
currencies and are therefore subject to foreign exchange fluctuations. 
Local currency transaction data has been normalized into leading 
world currencies using the daily average conversion rate on the date 
of travel (for air and rental car) or planned checkout date (for hotel).

Hotel market tiers assignments are following Advito’s proprietary 
classification scheme. Air cabin classes are based on the Advito master 
table of booking classes for airlines.

In addition to the BCD Travel client data the following sources have 
been used as parameter input to the trend analysis and forecasting:
•	 International	Air	Transport	Association	(IATA)	

for airline capacity and traffic;
•	 International	Monetary	Fund	(IMF)	for	

macroeconomic predictions and oil price;
•	 Economist	Intelligence	Unit	(EIU)	for	

macroeconomic predictions and oil price;
•	 Lodging	Econometrics	for	hotel	construction	pipeline;
•	 OANDA	for	foreign	currency	exchange	rates;
•	 Official	Airline	Guide	(OAG)	for	airline	capacity;
•	 Organisation	for	Economic	Co-operation	and	Development	

(OECD) for historic macroeconomic indicators;
•	 Smith	Travel	Research	(STR)	for	hotel	occupancy	level.

The estimates and predictions are based on data available 
through June 2011 for air and hotel transactional data and through 
August 2011 for macroeconomic and industry indicators).
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About Advito 
Advito provides travel-management advisory, procurement and outsourcing services that guide clients through a complex travel environment. Advito’s 
focus on consulting delivers proven value, unbiased counsel and a customized approach for every client and every engagement, together with industry 
expertise and access to data to drive quantifiable decision-making. Advito is headquartered in Atlanta and London and operates in key business 
markets around the world. Advito is an independent operating unit of BCD Travel, the world’s third-largest travel-management company, owned by 
BCD Holdings N.V.
  
About BCD Holdings N.V. 
BCD Holdings N.V is a market leader in the travel industry. The Dutch, privately owned company was founded in 1975 by John Fentener van Vlissingen 
and consists of BCD Travel (global corporate travel management), Travix (online travel: CheapTickets, Vliegwinkel, BudgetAir and Vayama), Park ‘N Fly 
(off-airport parking), TRX (travel transaction processing and data integration), Airtrade (consolidating and fulfillment), VakantieXperts (leisure) and 
Parkmobile International (mobile parking and traffic applications). BCD Holdings employs approximately 13,500 people and operates in more than 90 
countries with total sales, including franchising, of U.S.$20.3 billion. For more information, visit www.bcd-nv.com. 

For more information please contact

Six Concourse Parkway NE,
Suite 2400,
Atlanta, GA 30328

www.advito.com
advice@advito.com

http://www.bcd-nv.com
http://advito.com
mailto:advice%40advito.com?subject=2012%20Industry%20Forecast%20Information

