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I f you are the owner or manager of 
a business, the chances are you 
are familiar with the idea of call-
ing in outside help.

You’d never think to tackle compli-
cated legal issues without a lawyer 
and your accountant is on speed-
dial to ensure you minimise your tax 
liability at year-end.

Managing how your employees 
move around for work is another 
area of your operation that needs 
the exact same help and that’s 
where the services of a travel 
management company (TMC) can 
prove invaluable.

It’s a subject that can be over-
looked. As companies grow, staff  
are often required to move further 
afi eld, whether it’s in search of new 
deals or for meetings with exist-
ing clients. And as a result, costs 
can spiral.

TMCs are essentially your travel 
requirement outsource and part-
ners for business travel, and come 
in all shapes and sizes to handle 
the travel needs of everything from 
small and medium-sized enter-
prises to giant multinational cor-
porations. Having a TMC in charge 
of your travel can ensure it is man-
aged efficiently and in the most 
cost-effective way.

The most obvious of these is 
savings. In a world with so much 
choice at our fingertips, every-
one thinks they can use the inter-
net to find the best deal. In reality, 
letting staff book costly elements 
such as flights and hotels can be a 
huge financial risk.

TMCs leverage their buying power 
to negotiate the best rates and fares 
for clients. Staff  will take over the 
whole procurement process to get 
the best price and build the most 
convenient schedule for your trav-
ellers, which in turn stops them 
wasting time on the task at hand 
and gets them where they need to 
be in the most effi  cient way. 

At the start of your relationship, 
a TMC can help design the best 
procurement policy for you. This 
will set rules on types, cost and 
class of travel available. Each time 
a trip is planned, travellers will be 
offered a range of itineraries that 
meet the criteria to choose from. 

At the same time, TMCs lead 
the way in automated payment 
for travel services such as hotels. 
Options such as virtual cards and 
hotel billback means travellers do 
not have to pay on departure, which 

saves on expenses-claim adminis-
tration or the headache of dealing 
with petty cash.

Another key concern for TMCs is 
helping clients with duty of care. 
Employers are legally bound to 
look after workers and travelling 
for business can throw up a range 
of issues. 

TMCs will sort practicalities, 
such as visas and inoculations, 
and typically offer risk assess-
ments for travel to destinations 
worldwide – a vital service in 
today’s uncertain landscape of 
political upheaval, global health 
scares and natural disasters. 

The recent visit from the Beast 
from the East demonstrated how 
issues outside your control, such as 
extreme weather, can play havoc 
with travel plans. TMCs off er a com-
prehensive support function glob-
ally, so they can locate travellers at 
all times and take steps to rebook 
fl ights and accommodation in the 
event of emergency.

As well as staying the right side of 
the law, looking after staff  is proven 
to increase productivity and reduce 
turnover – another great saving for 
your business. It is also worth con-
sidering the wealth of data that 
can be supplied to develop your 
travel programme.

TMCs provide comprehensive 
management information which can 
be used to monitor spend, establish 
savings made, judge the eff ective-
ness of trips and help with expense 
handling.  These reports mean man-
agers can also identify trends – per-
haps staff  are travelling to a particu-
lar region, for example – helping you 
prioritise where the growth areas of 
your business may be. 
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Travelling towards saving planet Earth

T he tradition of doing busi-
ness in person – attending 
meetings, closing company 
deals over a handshake or 

meeting a potential customer for 
lunch – can be a burden not just to 
jet-lagged business travellers them-
selves, but to the environment. 

Each trip, whether it is a trans-
atlantic fl ight to a conference or a 
day spent in cabs meeting clients, 
generates CO2 and can therefore 
swiftly ramp up a company’s car-
bon footprint. Businesses which 
consistently pump out high levels of 
greenhouse gases are falling under 
growing state and public scrutiny: 
since 2013, UK companies listed on 
the London Stock Exchange have 
been required to declare their car-
bon emissions to the government. 

It makes sense to review corporate 
travel, then. But shifting towards 
carefully managed, low-carbon 
travel requires changes in behav-
iour not just from businesses, but 
from airlines, hotels, travel manage-
ment companies (TMCs) and travel-
lers themselves. 

One big opportunity to decarbon-
ise corporate travel lies with TMCs 
that arrange travel on behalf of busi-
nesses. With responsibility for the 
travel plans of potentially millions 
of travellers, these fi rms are in a 
unique position to infl uence the cor-
porate carbon footprint. 

Yorkshire-based TMC Good Travel 
Management has overseen busi-
ness travel since the 1940s. Head 
of sales Wayne Durkin estimates 
business travel typically represents 
50 per cent of a company’s green-
house gas emissions and notes that 
in recent years he “has noticed a 
much greater demand from our cli-
ents regarding understanding the 
impact that their business travel 
activity has on the environment”.

Changing attitudes to corporate 
travel may sound like a threat to 
this kind of company, but Mr Durkin 
says their work has simply evolved 
as a result of requests for greater car-
bon data and transparency. “We’re 
providing analysis on the CO2 emis-
sions generated from a company’s 
travel programme and we also ini-
tiate relationships with carbon-off -
setting companies,” he says.

They are educating travellers to 
make smarter choices too. Good 
Travel Management’s travel booking 

travel and business growth should no 
longer have to go hand in hand.

Ms Jackson says: “By equipping 
our people to use technology to 
collaborate from anywhere, at any 
time, we’ve been able to decou-
ple our business growth from our 
environmental impacts.” Eff orts 
to reduce corporate travel have not 
hit company income. “From 2007 to 
2017, our revenues grew 44 per cent 
while greenhouse gases related to 
our business travel dropped 4 per 
cent,” she says.  

Mr Durkin predicts that even 
if corporates are slow to adapt, 
change may soon be led by busi-
ness travellers themselves, par-
ticularly the young people who 
will grow up to become the next 
cohort of corporate travellers. 
He concludes: “It will be inter-
esting to see if the next genera-
tion of business travellers, who 
are much more environmen-
tally aware, will start to look at 
ways to reduce their companies’ 
carbon emissions.” 

Business travellers, 
airlines and hotels 
are among those 
striving to cut 
corporate carbon 
emissions

to stay. The hotel industry is adapt-
ing by installing technology such 
as low-fl ow toilets and shower 
heads, rainwater harvesting sys-
tems and motion-sensing lighting. 
Such moves are a bid to attract not 
just environmentally conscious 
tourists, but also to win lucrative 
preferred-provider status among 
corporates and TMCs with car-
bon-reduction targets to hit. 

Another CO2-intensive travel activ-
ity falling under increased scrutiny 
is laundry. Typically, hotels use a 
huge amount of water as well as high 
amounts of energy to meet their 
laundry demands. To tackle this, 
companies such as UK fi rm Xeros 
are introducing a process for the 
hotel industry called bead clean-
ing. The technology uses millions of 
tiny polymer beads to remove stains 
from fabrics rather than water, 
which Xeros claims cuts water con-
sumption by up to 75 per cent.

There is also the option of simply 
not travelling; surely the lowest car-
bon option of all. Mr Durkin warns, 
however, that companies will ulti-
mately choose profi t over their car-
bon footprint. “Business travel to 
drive company profi ts and growth 
will take priority over environmen-
tal impact,” he says. 

Some multinationals are already 
working to try and unpick this 
perceived relationship between 
travel and business growth. Global 
accountant PwC estimates business 
travel is the single biggest contribu-
tor to its carbon emissions, at 53 per 
cent. Bridget Jackson, head of corpo-
rate sustainability at the fi rm, which 
has offi  ces in 157 countries, says 
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Shifting towards 
carefully managed, 
low-carbon travel 
requires changes 
in behaviour

Aviation carbon emissions growth compared with air traffic
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system now suggests the alternative 
of a webinar whenever a one-day 
trip is requested and fl ags up alter-
native, lower-carbon travel meth-
ods, such as taking the train rather 
than booking a fl ight from London 
to Glasgow.

Flights are by far the biggest cor-
porate travel carbon culprit, with the 
already mentioned London to Glasgow 
return fl ight generating an estimated 
160kg of CO2 per traveller. To meet 
tightening government legislation 
and to retain business, airlines are 
responding with lower-carbon fuels. 

British Airways, which has com-
mitted to cutting its net CO2 emis-
sions by 50 per cent by 2050, has 
partnered with renewables com-
pany Velocys to build a plant to pro-
duce fuel from household waste, 
which it says will emit 60 per cent 
less carbon than traditional jet fuel. 
Rival Virgin Atlantic has paired 
with tech fi rm LanzTech to create an 
aviation fuel which it says will gen-
erate 50 per cent less carbon than 
fossil fuels.

Improving your company’s car-
bon footprint doesn’t stop at the air-
port or train station though as trav-
elling staff ers will need somewhere 
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Commercial feature

Executives face being unable to 
calculate the full cost of busi-
ness trips, left open to fraud 
or unable to reclaim domestic 

taxes, such as VAT, by not adopting a 
joined-up payment system for corpo-
rate travel.

That’s the warning from travel pay-
ment group AirPlus International, 
which is seeing increasing numbers of 
companies embrace invisible or mobile 
and virtual payments.

Invisible payments are already widely 
used by consumers, but research from 
AirPlus International suggests this 
trend is becoming the norm in corpo-
rate payments too.

The company is overhauling its entire 
infrastracture in anticipation of this 
surge from corporate travel managers, 
following a huge rise in demand globally.

According to the company’s 2018 
International Travel Management 
Study, 95 per cent of clients in China 
now make mobile payments, compared 
with 84 per cent in India and 59 per 
cent in the United States. The compa-
ny’s research also found that virtual 
payments were growing in Europe, 
with 39 per cent of respondents now 
making mobile payments in Germany 
and 27 per cent in the UK.

Paul Spelman, managing direc-
tor of AirPlus International in the UK 
and Ireland, says the company has 
responded to the widespread adop-
tion of virtual payments with its A.I.D.A. 
virtual payment solution. 

“A.I.D.A. has become one of our 
most compelling products. It is a vir-
tual payment card for corporate trav-
ellers that runs on the Mastercard 
platform,” he says.

This virtual card allows businesses 
to generate a unique virtual card for 
each trip, reducing the risk of fraud 
and giving complete oversight of all 
expenses during the trip.

Of course, AirPlus International’s 
service goes beyond purely offering a 
virtual payment card. It runs central-
ised company accounts on behalf of 
companies for big-ticket items, such 
as airline tickets, to enable businesses 

Reducing the risks of 
corporate travel costs
Company executives are exposing themselves to additional 
costs and the risk of fraud by not embracing new payment 
systems for corporate travel 

to keep travel spending within corpo-
rate policies and fully integrated within 
their expense systems.

According to the company study, 20 
per cent of companies surveyed said 
they have implemented end-to-end 
mobility, where employee spend is 
automatically tracked and logged on 
the central company account system.

Mr Spelman says that companies 
should expect invisible payments to 
become mainstream for all aspects of 
business travel. 

“Whether dining in a restaurant 
(dine+go), taking a taxi (myTaxi) or leav-
ing a parking lot (Corporate Parking), 
invisible payment will become the 
norm, all without the use of physical 
cards,” he says.

The study shows that the use of virtual 
cards is growing rapidly, with world-
wide use now at 16 per cent. But some 
are yet to embrace the technology.

For those companies that still have 
a preference for physical plastic, 
AirPlus International’s award-winning 
UK Corporate Card offering is set to 
expand to a pan-European programme 
from September. The launch will start 
in France and roll out to 19 countries 
over the following 18 months. This plas-
tic card is to be issued in eight curren-
cies including sterling and euros.

Asked what was the ultimate trigger 
for the company deciding to begin a 
business transformation programme, 
Mr Spelman says: “It was a simple 
matter of timing. We saw increased 
demand from our customers to deliver 
more innovative products across our 
global footprint.

“To enable faster, more streamlined 
services, AirPlus International is embark-
ing on the biggest, innovative transfor-
mation in the company’s history. 

“We need to be able to adapt and 
change, and we are doing that based 
on technology designed for the future, 
bringing agile working to our business 
and to meet all the trends we have 
seen globally.” 

For more information please visit
airplus.com
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