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If your travellers break policy to
save the company money, what
happens?

@ The Slido app must be installed on every computer you’re presenting from Slido
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Booking.com for Business Perspective

Hundreds of
Real Data from Independent
: Customer
Business Travellers ) Research
Conversations

Booking.com



Companies Perspective

= Inventory

nﬂl] Budget Control and Savings

g:_)" Travellers Overview and Safety

Booking.com



Business Traveller Perspective

O

Digital-first, purpose-driven

Gen Z Traveller

See work as part of identity
=

Value well-being/meaning in work

+ .

L)
#1 Retention factor

Flexibility

(X]

Highlights
Time off

Source: Booking.com for Bu

£

Experience-seeking, flexibility-focused

Millennial Traveller

Identify with work
=

Link wellbeing to contribution

2% e

o "o

Highlights #1 Retention factor
Bleisure Flexibility

travel Hybrid roles

Booking.com



With a strong focus on balance

Challenges Benefits

S!eep disruption Mental health boost

s2% M
Eating habits Pt ySiC al health boost

4% M

Less activity Productivity lift

70% N

Source: Booking.com for Business Market Research (SKIM, 2025} BOOk'ng‘com



The company owns The travellers own
the travel policy the reality

Booking.com



- The Cost-Efficiency
- Myth

01




m for Business Customer Engagements

Standard hotel programmes
are largely designed around
an “executive” weekday,
short-stay traveller.

Our platform behaviour shows
a much more diverse mix

Booking.com



60%

of business travellers rate a
big inventory to choose from
as the single biggest
“must-have”

Booking.com



Total Trip Optimisation Classics

In Policy Outside Policy Extra Cost
Accommodation GBP 200 GBP 250
Car rental 6 pax Small Large
Food & Beverages Hotel Apartment
Flight Easyjet British Airlines

SouroE - Booking.com for Business Customer Eng agemants Mlng‘mm
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When you're asking for 'savings’,
which metric do you use most?

@ The Slido app must be installed on every computer you’re presenting from Slido
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Is your programme considering

Reflection the total cost and are you
optimising for that?

Booking.com
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The Brand Myth




Business
amenities

Planning the
trip from a
company
perspective

Traveller safety W @&

.\

In budget

4

Close to business
location, restaurants
and airport

Easy invoice

Source: Booking.com for Business Customer Engagements Boo.(ing'com



We hear it from customers:

I’'d love to offer apartments or
boutique stays, but how do
we audit them for quality and
safety?

Booking.com



Do you trust the Brand or the Data?




Data can help
employees to

make the best
choice

Source: Booking.com

Free cancellation

[:] Negotiated rate

Review score

[:] Wonderful: 9+
[:] Very Good: 8+

D Good: 7+

D Pleasant: 6+

Business invoices

Easy Invoice properties

Filters

From meeting rooms
and easy invoice to
distance airport and
free cancellation

Scores

Aggregated from
millions of business
travellers

m Wonderful

Categories:
Staff
e ———

Comfort
p—4

| felt comfortable, safe, and confident m
about returning again,

Reviews

Experiences from
real business
travellers

Booking.com



What data-based rules could you

Reflection apply in your travel policy to help to
make the best choice?

Booking.com



More is Better Myth

03




#1 must-have

Is large inventory to choose
from, above exclusive
business rates and loyalty
programmes

A’i

m for Business Market Research (SKIM, 2024} Booking.com



Business and consumer platforms are mixed
to find the right choice

Decision makers**

Use both business-specific &

general online platforms

Use business-specific platforms
only

Use online platforms not
specifically for businesses only

Not sure

Booking.com
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How often do you hear: 'l found a
better/cheaper option outside the
tool'?

@ The Slido app must be installed on every computer you’re presenting from Slido
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i Does your policy offer travellers
Reflection the right choices to book what
they need?

Booking.com
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Top-Down Feedback
Myth




70%

of business travellers say that
work trips are positive for
productivity — despite known
downsides like disrupted
sleep and changed eating
habits

Booking.com



What travellers are most excited about to get

(NI A All-paid dining options

g 47 O/O Luxury accommodation

) KT8 Per-diem allowance

3 3°/o Premium benefits (e.g. event discounts)

:e 30°/° Nightlife/entertainment options

e 30°/o Enhanced transportation comfort

% 28°/o Opportunity to bring along a ‘plus one’

ﬁ_. 26% Combining the business trip with a holiday

é’ 20% Priority boarding

& 1 R°A Organised tours/excursions/hikes

9°/o Concierge services

Source: Booking.com for Business Market Research (SKIM, 2024) BOOking.Com



What's the last concrete change
you made to your policy that
came directly from traveller

feedback?

Reflection

Booking.com



A

Travel Programme




+50%

of business travellers cite
NERUEL admln as the primary

Source: Booking.com for Business Market Research (SKIM, 2026) BOOk'ng‘com



33%

of all business travel pain
points occur after the trip is
booked—specifically In
approvals, manual invoicing
tracking, and expense
reconciliation.

Booking.com



The friction happens from two perspectives

Lost receipts

Time consuming
process

o Booking.oom for Business Market Research (SKIM, 2026)

Missing receipts Missed deadlines Expenses too late

Expenses not

Expenses not approved
correct Expenses out of

policy

Booking.com



Save time

by choosing properties who
are fundamentally better at
handling corporate invoices

than others.

Booking.com



@ The Slido app must be installed on every computer you’re presenting from Slido
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Does your policy consider

Reflection operational smoothness?

Booking.com



Five Buyer Lenses
for 2026

01

02

03

04

05

Design policy through actual traveller
behaviour

Optimise for total trip cost, time, and
friction — not just rates

Shift from brand loyalty to data loyalty

Give travellers reasons to stay compliant

Reduce the Admin-Tax to save costs

Booking.com



The most resilient
programmes are
reality-aligned

Built with travellers.
Powered by data.

Booking.com



you

Booking.com (business
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