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Executive summary

The COVID-19 pandemic caused a sudden disruption in the development of international
business travel, with over 90% of global companies suspending all non-essential travel,
leading to a significant drop in international travel arrivals. Businesses successfully
transitioned to online meetings. Many expected that this would lead to a permanent
reduction in business travel volumes. Nevertheless, by 2024, international travel arrivals
surpassed 2019 levels by 2%, indicating a full recovery in the sector.

Based on research in Amsterdam, the full recovery of the business travel sector is attributed
to a lower total number of business travellers staying longer. In 2023, the number of business
visitors was 13% lower than in 2019, but the total number of overnight stays fully recovered.
The average length of stay for international business guests increased from 2.34 days in 2019
to 2.71 days in 2023. Furthermore, there was a significant increase in total overnight stays in
3-star establishments, indicating a shift in accommodation preferences. Significant shifts in
the markets of origin were also observed due to external disruptions.

The ‘baseline scenario’ for business travel in 2035, derived from survey outcomes, envisions a
future ‘without surprises, where current trends and events continue to evolve. There are signs
of a full recovery of business travel, with shifts in the countries of origin for business guests,
an increase in short haul business travel, and a change in accommodation preferences. Al and
technology will be integral, handling booking journeys based on traveller preferences and
environmental impact, and facilitating trip preparation. The nature of meetings will evolve,
blending online and offline interactions. Business travellers will prefer those destinations that
offer a balance between work-related opportunities and leisure activities. Sustainability will
be a key factor in business travel decisions, with a shift from air to train travel for shorter
business trips. Hotels will adapt by focusing on personalisation, digitalisation, and
sustainability. The ideal business travel experience in 2035 will be a seamless journey from
start to finish, making business travel a pleasure rather than a chore.

The baseline scenario's evolution is contingent on the absence of major disruptions that could
significantly alter future projections. The Delphi panel examined four potential disruptions that
could impact this trajectory: 1) Socio-political shifts that could reverse the current trend
towards sustainability and Environmental, Social and Governance, 2) The potential for Artificial
Intelligence to adversely affect travellers' control over their plans and time, 3) The possibility
of the 'bleisure’ trend leading to a decrease in travel to less attractive destinations, and

4) The influence of geopolitical tensions. These disruptions, if they occur, could significantly
reshape the landscape of business travel in 2035.

The first disruption, ‘Decreased support for sustainability/ESG, envisions a future where the
rise of populist and nationalist movements by 2030 erodes the global consensus on climate
change and environmental issues, leading to a sharp decline in support for ESG regulations.
This shift increases costs for ESG measures, prompting businesses and consumers to opt

for cheaper, less sustainable alternatives. The travel and accommodation industries are
severely impacted, with a decrease in business travel demand and a reduction in sustainable

Hotelschool The Hague Yearly Outlook 2024 4



travel options. Many companies cut their travel budgets and switch to virtual meetings,
while many service providers reduce their ESG initiatives or cease operations. The relaxation
or abolition of standards and regulations leads to a deterioration in the quality and safety of
services. Consequently, the sector loses its competitive edge, innovation potential, and
customer loyalty, facing increased risks such as environmental degradation, social unrest,
and ethical dilemmas.

The effects of the ‘Al control of travel' disruption could be significant. Al prioritising efficiency
and cost over personal preferences in travel arrangements could lead to a perceived loss

of control over business travel decisions, resulting in disappointment and stress among
travellers. The strategic response should be multifaceted. Understanding and catering to
employees' needs through profiling, improving the Al system by taking reviews into account,
and providing guidance to support employees in using Al properly could be effective
strategies. It would also be important to continue investing in Al and to consider the potential
impact of Al on the travel industry. Focusing on employee satisfaction and engagement,
refining the algorithm to better cater to individual needs, and the importance of user
feedback should also be considered.

The ‘Business travel preferences disruption could lead to significant challenges for cities
lacking in cultural, natural, and lifestyle appeal. By 2030, as business travellers become more
selective, these cities could see a decline in business travel demand. This could result in a
decrease in accommodation options and a deterioration in the quality and diversity of
services. Strategic responses could involve brand building, community involvement,

service innovation, and strategic focus to regain attractiveness for hotels in these cities.
However, the effectiveness of these strategies would depend on the specific circumstances
and characteristics of each city.

The ‘Geopolitical insecurity' disruption could lead to significant challenges by 2030. Escalating
geopolitical tensions and conflicts could make business travel more difficult, risky, and costly.
Isolation of certain countries and hostility with Western powers could disrupt trade and travel
flows, increasing costs and barriers for doing business. This could negatively impact the travel
and accommodation sector, leading to a loss of a significant market and increased security
and regulatory challenges. In regions with escalating violent conflicts, frequent disruptions

in oil supply could cause chaos and uncertainty, decreasing business travel demand.
Increased pressure and competition in certain regions could lead to increased uncertainty
and diversity in the travel and accommodation sector, but also opportunities for innovation
and competitiveness. Strategic responses should involve security and risk management,
business strategy and operations, brand and product development, employee and supplier
management, portfolio diversification and self-sufficiency, safety training and skills, service
provision and pricing, and collaboration and network expansion.

In response to evolving trends and uncertainties, hospitality businesses and professionals
should focus on two overarching strategies: personalising services and monitoring early
warning signals. Personalised services should cater to changing preferences of business
travellers, combining leisure and sustainability aspects. Monitoring early warning signals will
enable businesses to adapt to disruptions and leverage opportunities in a timely manner.
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Introduction

HTH Outlook

We are pleased to present the first in what is envisioned as a series of annual Yearly Outlook
reports from Hotelschool The Hague. This year, our focus is on the future of business travel,
a topic of strategic relevance and interest in our ever-evolving industry.

At Hotelschool The Hague, we are deeply committed to continuous learning and innovation.
Our dedication to research on emerging trends and developments in our industry is a
testament to this commitment. We believe that by staying ahead of the curve and
understanding the trends that shape our industry, we can provide our community

— comprising students, alumni, faculty, and industry professionals — with insights that are
not just relevant, but also timely.

In recent years, the hospitality industry has been undergoing rapid changes, driven by
external disruptions, technological advancements, and a growing emphasis on social and
environmental responsibility. Recognising these shifts, Hotelschool The Hague has
strategically integrated research into its core activities.

Our primary goal is to stay ahead of these changes and to prepare our

Hotelschool students not just for the demands of the profession today, but also for the
The Hague strives challenges of tomorrow. This forward-thinking approach is reflected in
to equip students with our education, where we strive to equip our students with the skills and
inquisitive skills to knowledge they will need to navigate the future landscape of the
enable them to hospitality industry.

navigate a volatile

future. Our research strategy is twofold. Firstly, we strive to stay ahead of the curve

by identifying pressing questions in the hospitality industry, even before they
arise. Secondly, we are committed to making our knowledge accessible and

visible to a wide audience. To achieve this, we not only publish our findings in academic

journals, contributing to the body of scholarly knowledge, but also share our insights through

trade journals, ensuring that our research reaches professionals in the industry. This dual

approach allows us to bridge the gap between academia and industry, fostering a culture

of continuous learning and innovation.

Our goalis to add value to our community and the wider industry by providing timely and
relevant insights. This commitment to thought leadership is a key part of our strategy to
navigate the rapidly changing landscape of the hospitality industry. We invite you to explore
this report and welcome your feedback. We are open to suggestions for future editions of
this Yearly Outlook as we continue this exciting journey of discovery and learning together.
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Strategic Foresight

Strategic Foresight serves as our compass to navigate potential future developments.

Of course, we do not pretend to predict the future, but instead we strive to identify current
assumptions and key uncertainties that may lead to unexpected outcomes in the years
ahead. This approach is particularly crucial given the rapid changes in

the hospitality industry, driven by external disruptions, technological
advancements, and the growing emphasis on social and environmental
responsibility.

Scenarios are not
predictions; they are
meant to identify

uncertainties that may
Scenario planning, a key technique in Strategic Foresight, offers a way to

anticipate qualitatively different outcomes of current developments and

lead to unexpected

events in the future.
uncertainties. Unlike quantitative forecasting, which often assumes a future

much like today, scenario planning embraces the unpredictability of the
future. First employed commercially by Royal Dutch Shell to navigate the volatile oil market
of the 1970s, it has since gained traction as a tool for developing strategic response capacity
and building resilience to external disruptions.

Our method begins with the analysis of a ‘baseline future' defined as the most probable
future with no surprises. We take a snapshot of the current situation and, armed with an
inventory of changes, trends, and constants, we set that picture in motion to project the
future landscape. By identifying and challenging the main assumptions behind this baseline
future, we can construct plausible alternative future scenarios. These scenarios serve as
strategic tools to anticipate potential developments, enabling professionals to recognise

emerging alternative courses of events and formulate effective responses.

Hotelschool The Hague Yearly Outlook 2024 7



Business travel

This first Yearly Outlook focuses on the recent evolution and potential futures of business
travel. Business travel holds significant importance for the hospitality industry, accounting
for an estimated 11% of international travel arrivals, according to the UNWTO (2023);

the revenue business travellers generate for airlines and hotels exceeds that of other
segments. Business travel also contributes directly to GDP, fosters international trade and
innovation, and significantly impacts business revenues.

However, the evolution of business travel has recently been disrupted, most notably by the

Covid pandemic. This disruption led to a suspension of all non-essential travel by over 9o%
of global companies, causing a significant drop in international travel
arrivals. The successful transition to online meetings during this period

After the sparked expectations of a permanent reduction in business travel volumes.
Covid-pandemic,

a permanent reduction In 2024, international travel arrivals are projected to surpass 2019 levels by
of business travel was 2%, indicating a full recovery in the sector. However, the future evolution of
generally expected. business travel remains uncertain, influenced by various factors such as

health concerns, work-life balance, and environmental considerations.

Before the Covid pandemic underscored the vulnerability of business travel, it had
experienced significant growth against the backdrop of globalisation, which is now
confronting strong countertrends. Furthermore, technological advancements and
Environmental, Social, and Governance (ESG) considerations are emerging as potential
challenges that could shape the future evolution of business travel. As we move forward,
these factors will play a crucial role in determining the trajectory of this important segment
of the hospitality industry. This report aims to explore these uncertainties and provide
insights into the potential future pathways of business travel.

The Total Human
Hospitality Experienc
.o o
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How to use this report

The scenarios are meant to inspire strategic anticipation. We therefore invite the readers
of this report to understand how to interpret and apply the scenarios presented.

Firstly, it is crucial to remember that scenarios are not predictions. They are not definitive
forecasts of what will happen, but rather, they depict potential outcomes based on current
uncertainties. These scenarios provide a range of possibilities that could occur in the future,
given certain conditions and variables.

Even if some scenarios seem undesirable, it is important to acknowledge that they may
still occur. The future is inherently uncertain, and a wide range of outcomes is possible.
Therefore, it is not advisable to single out one preferred or most probable outcome.

Instead, consider these scenarios as a roadmap. They provide a guide to
navigate the potential twists and turns that the future of business travel
might take. They can help us prepare for a variety of eventualities and
make informed decisions in the face of uncertainty.

Scenarios are
roadmaps that show
the potential futures.

Early warning signals, or indicators of change, are crucial in this process. They provide
indications of the direction in which we are heading and can help us anticipate and respond
to changes effectively.

Finally, it is important to note that all hotel businesses and professionals may be affected by
these potential future scenarios. Therefore, it is crucial for everyone in the industry to engage
in the discussion about how to react if any of the alternative futures occur. By doing so,

we can collectively navigate the challenges and opportunities that the future of business

travel may bring.

Disclaimer

The authors of this report wish to clarify that the scenarios presented herein are not
claimed to be accurate or exhaustive. They are intended to support strategic processes
and stimulate debates about potential futures. However, the authors do not accept any
legal liability for incorrect strategic or investment decisions that may be made based on
the content of this report. Readers are encouraged to use their judgment and examine
the specifics of each situation when making such decisions.
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Background

Covid impact

In the early stages of the Covid-pandemic, when as mentioned more than 90% of global
companies suspended all non-essential travel, the impact was dramatic: in the United States,
the number of international business tourist arrivals went down by 78,8% in 2020 and
continued to decline in 2021, reaching a drop of 87,4% compared to 2019. The domestic
business travel spending in the United States also dropped by approximately 66% in 2020.
International business arrivals to the UK were, in 2021, 14% of what they had been in 2019.
Europe lost 190,5 billion USD in business travel spend in 2020; the heaviest impacted
destination was Chine, with a loss of 404 billion USD.
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Many predicted that online
meetings would continue to

replace a substantial part of
business travel after Covid.
Academics argued that
environmental awareness
would lead to a “reset” of travel.

It seems ages ago, but at those moments nobody dreamt of a
recovery in business travel. The news headings form early 2020
show a generalised pessimism. The Economist wrote: “Imagine the
post-pandemic misery of business travel’, an airline industry blog
discussed the end of business travel, although admitting that “it's
perhaps too early to sound the death knell just yet", and the general
expectation was that the impact on business travel and on airlines in
particular would be substantial and prolonged. Technological
utopism became part of this vision, when Bill Gates predicted that
more than 50% of business travel would disappear in the post-
coronavirus world. McKinsey estimated a recovery to 80 percent of
prepandemic levels by 2024, because of a permanent replacement
of travel by Zoom meetings, the American Hotel and Lodging
Association doubted whether large managed corporate travel
would return as before, and Deloitte saw a re-evaluation of business
travel for its impact on the bottom line and the environment.

Also, in the academic world, many hoped for or advocated a “reset”
of travel. This perspective saw the crisis as a wake-up call, an
opportunity for the transformation of tourism. The pandemic was
associated with consumerism, globalisation, and the growth-
paradigm, leading to calls for a more sustainable, mindful, and local

model of tourism. Some assumed a shift in consumer preferences to support this

transformation, often inferred from subtle societal changes. However, others cautioned

against wishful thinking, noting that a true transformation would require coordinated

international efforts and would not be the most obvious outcome of the crisis.

Source: GBTA, Statista

Business travel revenue loss in 2022

Series 3

33 4041
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Series 1

Source: GBTA, 2023a 19% 69%

Top 15 Business travel spending markets - Recovery (%) in 2023

Corporate Meetings
Individual Individual managed
leisure business business Group Events

2022 2023 2024

Post-Covid Recovery: a study by Hotelschool The Hague and PACE Dimensions

In a joint study by Hotelschool The Hague and PACE in 2022, business travel was envisioned
to initially decrease by 15-30%, with a shift in the type of and reasons for travel. Periodical
get-togethers with colleagues were expected to complement virtual contacts and become
key for employee morale. Technological innovations in hotels facilitated contactless
transactions, but the effects of this were uncertain. A shift in consumer priorities from
“experiences” to hygiene and safety was expected, but the longevity of this change was
considered uncertain.

Nevertheless, by 2024, international travel arrivals were again expected to reach 2% growth
above 2019 levels, with business travel accounting for a substantial part of these arrivals.
Despite the successful switch to online meetings, the expectation that business travel
volumes could be permanently reduced had not materialised. Instead, the crisis highlighted
a knowledge gap in the understanding of actual customer needs and purposes for travel,
suggesting a need for further research into industry recovery scenarios.

Hotelschool The Hague Yearly Outlook 2024 12



What does academic literature say?

If we look at academic studies of business travel, the main topics can be categorised into
three broad areas: demographic shifts and travel habits, the impact on health and work-life
balance, and the evolution of travel choices. Firstly, business travel was traditionally
dominated by mid to late-career male professionals, particularly from larger manufacturing
firms in urban areas. However, this trend has shifted due to ‘travel normalisation’, which has
made business travel more common among a wider range of
employees, including early career professionals and those from

Business travel has been Small and Medium Enterprises. These changes have also influenced
“normalised”, meaning that travel choices, with a focus on budget-conscious decisions.
employees across the
organisational hierarchies While face-to-face meetings have been the norm, technological
participate in business travel. advancements have prompted a reevaluation of this practice.

Despite the preference for face-to-face meetings in certain

situations, many professionals also perceive business travel as a
source of social prestige. However, the personal and professional benefits of business travel
contrast with its toll on travellers and their social environment. Health hazards range from
jet lag and sleeplessness to serious mental problems, and feelings of guilt due to absence
from home and the sacrifices required from partners are also common.

Reduction in business travel is driven by stress, work-Llife balance considerations, and climate
concerns. The Covid-19 crisis catalysed the shift from in-person to online meetings,
particularly for routine discussions. However, a positive correlation exists between the
frequency of virtual meetings and business travel, indicating that frequent flyers also engage
in online meetings.

There is a reported dissonance between individuals' intentions or

Business travel is associated company policies and actual travel decisions. This discrepancy is
with unhealthy lifestyles and particularly evident among frequent flyers and those in senior
stress. One response is to positions. To avoid travel fatigue, some travellers combine
incorporate leisure activities professional and leisure activities during their trips, a practice
into business trip; this trend is known as ‘bleisure’. This strategy is seen as an efficient way to
known as ‘bleisure. reduce leisure travel. The attractiveness of a city destination and

its leisure offerings influence business travel experiences and

decisions. The ‘consumerisation’ of business travel is facilitated by
new digital tools designed to reduce stressors and dissatisfiers. These tools range from
multimodal booking processes to real-time information about changes and delays, virtual
communication with family, and post-travel reporting.

In summary, there is a shift in business travel demographics and an evolution in travel choices,
driven by health, work-life balance, and environmental concerns. These changes have been
facilitated by technological advancements. Despite temporary disruptions due to the
Covid-19 pandemic, the underlying dynamics seem to evolve in a similar direction as before.

Hotelschool The Hague Yearly Outlook 2024 13



Other views

Business research and consultancy reports project a promising future for the business
travel industry. Global business travel expenditure is predicted to recover to pre-pandemic
levels by the end of 2024, indicating a resilient rebound from the impact of the Covid-19
pandemic. This recovery is expected to continue, with global business travel spending
forecasted to reach a staggering USD 1,8 trillion by 2027, according to the Global Business
Travel Alliance (GBTA).

The market size of Global Business Travel is projected to reach multimillion USD by 2031,
with projections of CAGR ranging from 4,3% to 13,3% in different reports (Global Business
Travel Strategic Market Report 2023-2030, Business Travel Market Analysis, Skyquest Global
Business Market Analysis), resulting in a market size that would range from USB 928 billion
by 2030 to almost 3.000 billion in 2031.

Post-lockdown, an increase in business travel is anticipated as
companies resume regular operations and international

Business travel is on a trajectory
collaborations. This resurgence is reflected in the expected

of robust growth and recovery.
bookings, which are projected to reach 92% of 2019 levels in
2023 and exceed 2019 levels by at least 6,2% in 2024 (Advantage
and Travelogix Global Business Travel Review). These projections
highlight the industry's adaptability and its crucial role in global business operations.
The future of business travel, therefore, is foreseen by these researchers to be on a

trajectory of robust growth and recovery.

Age bracket Income level

30% 50%

25%

40%

20%

30%
15%

%
10% 20

5% 10%

0% 0%
-30 30-39 40-49 50-59 60+ <$25000 $25000- $75000- =$100000
$74999  $99.999

Demographics Occupation category

15%

~N

28%

4%

M Male l Professional/Managerial/Technical

Female Sales/Service Workers
B Clerical/Administrative

Other

Source: https://www.bts.gov/archive/publications/america_on_the_go/us_business_travel/entire

Profile of Business Travellers in the USA
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Travel habits Attitudes towards travel

Number of business trips

8
: 65%
6 o
5 q
. of young professionals
5 in the U.S. consider business
5 travel a status symbol.
1
(0]
Average Millenial
business traveller business traveller

80%

of business travellers
B Travel Alone include leisure activities
during their trips.

Travel with others

Sources: https://www.businesstravelnews.com/Management/
Nearly-Two-Thirds-of-Young-Professionals-Consider-Business-
Travel-a-Status-Marker
Sources: https://www.zippia.com/advice/business-travel-statistics/ https://www.travelperk.com/blog/how-business-travelers-are-

https://www.dreambigtravelfarblog.com/blog/solo-travel-statistics extending-their-trips-leisure/

Profile of Business Travellers in the USA

Also in these reports, remote work is considered to remain a constant factor; specifically, with
a 3.2 times higher number of days compared to before the pandemic (Deloitte Insights). This
trend may potentially drive a growth in business travel, as sales activities and team meetings
continue to be preferably face-to-face, although the number of short, repetitive trips may
drop (Skift, Mastercard). Some reports foresee further advancements in online and virtual
meetings (Booking), but there is also a consensus that being face to face with clients is
preferable to remote working for sales meetings and pitches (American Express)

Although in studies earlier on in the pandemic, hygiene standards and safety were the core
elements of traveller well-being, comfort, convenience, and personal time emerge as leading
factors in 2023-2024 (Travelport). The rise of ‘bleisure’ travel, combining business with leisure
activities, is noted (Forenom, GBTA). Personalisation and tailored services enhance well-being
(Amadeus). Al-managed guest comfort in smart hotels and robot room service are emerging
(Booking.com for Business).

Corporate travel policies are modernising to reflect new work arrangements and traveller
needs (Travelport). This includes the adoption of digital payments and corporate credit cards
(GBTA), and the use of Al for policy and budget management (GBTA, Mastercard). There is an
emphasis on real-time data for policy making (Skift + TripActions), and non-hotel
accommodations are being incorporated into policies (Deloitte). Policies are expected to shift
from cost to value and direct bookings (tClara), as well as flexibility (Citi). Companies have
tightened their travel budgets, but this has not affected recovery; however, stronger attention
to Return On Investment has prioritised e.g. sales trips over occasional travel, such as to
company events and conferences (BCD Travel, Skift).

Hotelschool The Hague Yearly Outlook 2024 ]5
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Sustainability is gaining attention, with an increased focus on sustainability initiatives (GBTA),
transparency on environmental impact (Travelport), and a significant 90% of travel companies
having a strategy to reach environmental sustainability objectives (Globetrender and Cytric
Easy by Amadeus). There is a strong emphasis on carbon footprint reduction, from cutting
business travel emissions (Forenom) to shifting from planes to trains
in Europe (Forbes), and evaluating trips for climate impact (tClara).

Sustainability is getting Innovative solutions are emerging, such as zero-emission aircraft
more attention in business and net-zero hotels, along with Al to reduce food waste (Booking.
travel policies. com for Business). All these efforts contribute to a greater emphasis

on eco-friendly practices (Citi).

The rise of super commuting and the need for policies to accommodate infrequent but longer
office visits are other notable trends (Travelport). There is a shift towards self-booking by
travellers, especially millennials (Forenom). Technological innovations are expected to play a
crucial role, optimising product performance and increasing application in downstream
markets (Business Travel Market). This is further emphasised with the growth of metaverse
applications in business travel (BCD Travel), and the increasing role of Generative Al in travel
(Morning Consulb).

In conclusion, while there are differing perspectives on the future of business travel, there is a
general consensus on its robust growth and recovery. The industry has shown remarkable
resilience and adaptability in the face of unprecedented challenges, and its future trajectory
will likely be shaped by a combination of demographic shifts, technological advancements,
and evolving travel habits. Despite the challenges, the industry's importance in the global
economy remains undiminished.
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What do the data say?

To assess the evolution of business travel in Amsterdam, we used data obtained from
VisitorData, a platform that provides real-time market data to its partners and aids hotels in
The Netherlands in adhering to local regulations for maintaining a night registry. The database
encompasses 55% of hotels in Amsterdam, accounting for 60% of all hotel beds in the city,
which equates to 57.193 out of 92.329 beds. The dataset is comprehensive, with 9.521.455
observations spanning the years 2019, 2022, and 2023. The anonymised observations contain
seven variables: the type of lodging, the star rating of the lodging, the number of guests, the
guests’ country of origin, the purpose of their stay, and their check-in and check-out dates.
For the purposes of this study, the data were refined to include only those guests who
identified their stay as business-related. This resulted in a total of 2,070,160 observations
being used in the analysis.

Length of stay
days
234 > 271
2019 2023
Changes in overnight stays Change average length of stay
per country of origin, 2019-2023 from 2019 to 2022
percentages days

+0,51 +1,10

] = +12.16 +0,23

B == -4,88 +0,13

* 13 ! 34 weekdays

-63,05 261 > 2,99

2019 2022

_ ® -24180 weekend days

il s +20,70 068 > 0,83

2019 2022

Data for Business Travel to Amsterdam
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In 2023, the number of business visitors was 13% lower than in 2019, but the total number
of overnight stays has fully recovered. The origins of business visitors, however, showed
significant differences.

Table 1 provides an overview of overnight business stays in Amsterdam per continent:

Continent Overnight Overnight Overnight Diff. 2019-2022 | Diff. 2019-2023
stays 2019 stays 2022 stays 2023

The Netherlands 554,928 574,624 607,697 3.55% 9.51%
Belgium, Germany 193,250 199,705 216,741 3.34% 12.16%
EU and UK 615,108 551,674 585,071 -10.31% -4.88%
Other Europe 77,944 107,508 85,954 37.93% 10.28%
Russia 26,749 18,407 9,885 -31.19% -63.05%
North America 285,672 246,969 323,790 -13.55% 13.34%
South America 34,135 31722 33,908 -7.07% -0.67%
Asia 229,204 130,510 172,371 -43.06% -24.80%
Australia, Pacific 22,920 17,535 27,664 -23.49% 20.70%
Africa 22,323 32,309 20,528 44.73% -8.04%
Unknown 270,669 217,361 269,344 -19.69% -0.49%

2,332,902 2,128,324 2,352,953 -8.77% 0.86%

Table 1 Overnight business stays in Amsterdam per continent

The data suggests that business guests are staying longer.

The total number of business The average length of stay (LoS) for international business guests
visitors to Amsterdam is lower, increased from 2,34 days in 2019 to 2,71 days in 2023. This increase
but they stay longer. was particularly noticeable for countries with travel restrictions,

such as Russia, where the LoS increased from 2,73 to 5,93 days.

Furthermore, there was a significant increase in total overnight stays in 3-star establishments,
from 585.204 to 960.135. In contrast, changes in 4-star and 5-star establishments were

not significant. The average length of stay increased across all lodging star categories
between 2019 and 2022, with 3-star hotels seeing the most significant increase of
approximately 1,1 days.

In conclusion, while the number of business visitors has decreased, the length of their

stay has increased, leading to a full recovery in the total number of overnight stays.
This trend is particularly evident in certain countries and in 3-star establishments.
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The last Covid lockdown in The Netherlands extended until January 2022. If we compare
six-months periods, we observe a convergence in overnight stays, particularly in the
latter halves of the year (Figure 1):
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Figure 1 Total overnight stays for business guests in Amsterdam
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Travel restrictions during Covid

and because of international

conflicts have affected

travellers from regions around

the world in different ways

Applying the Hodrick-Prescott filter to our dataset, a method that
identifies a smooth, long-term trend, we observed several patterns.
Domestic business guests showed an increase from January 2019
to September 2022, followed by a decrease by December 2023.
Business stays from other EU countries and the UK followed a
similar pattern, with the exception of Belgium and Germany,

which showed substantial growth. Visits from North America fully
recovered, and Asia continued to grow (Figure 2):
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Figure 2 Hodrick-Prescott filtered overnight stays for business guests in Amsterdam,

selected origins (B + D = Belgium and Germany)

From this analysis, we can draw the following conclusions:

1. Recovery from the Pandemic: Despite the impact of the Covid lockdown that lasted until

January 2022, the hosp

itality industry in Amsterdam has shown resilience. The total number

of overnight stays by business guests in 2023 has recovered to pre-pandemic levels.

2. Change in Visitor Origins: There is a shift in the countries of origin for business guests.

While there was a decrease in visitors from some regions like Russia, other regions like

North America showed
Belgium and Germany

a full recovery. Notably, domestic business guests and those from
have increased.

3. Longer Stays: Business guests are staying longer in Amsterdam. This is indicated by the

decrease in the number of visitors but an increase in the total number of overnight stays.

4. Preference for 3-Star Establishments: There's a significant increase in total overnight stays

in 3-star establishment
business guests.

s, suggesting a change in accommodation preferences among
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The scenario process

The research project employed the Delphi method, a structured communication technique

that relies on expert consensus. Two surveys were conducted targeting professionals at

executive and senior management level in the HTH community. The first survey, with open-

ended questions, explored current travel behaviour and visions of business travel in 2035

—including the role of Al, sustainability, and work-Llife balance—, the choice of online vs.

face-to-face meetings and specific implications for hospitality companies. The second survey,

with more closed questions, aimed to assess consensus on future changes in business travel,

decision-making processes, sustainability, and hotel strategies. The process was iterative,

with experts encouraged to revise their answers based on anonymised summaries of

previous round responses, aiming for convergence towards a consensus.

On February 22, 2024, a Delphi session was held with 20 members of the HTH Industry

Advisory Board to whom the outcomes of round 2 were presented as the ‘baseline future' for

business travel; that is, the generally expected future without any surprises. The session

explored alternative scenarios around four key assumptions: the impact of ESG regulations,

the influence of Al on travel plans, destination choices, and international security. Each

scenario was evaluated on its likelihood and potential impact. Simultaneously, a parallel

session was conducted with 16 hotel management students. The sessions concluded with

a joint discussion between the expert and student panels to share findings and opinions.

Function Level / Seniority Type of Company / Industry

Founder

Customer Experience Consulting

CEO

Entrepreneurship Center

Co-Founder & CEO

Financial Services

Managing Director

Hospitality

Co-Founder & Managing Director

Hospitality

Founder & Director of Operations

Hospitality & Real Estate

Managing Director Hospitality Consulting
Owner & Chairman Hospitality Consulting
Senior Advisor and Consultant Hospitality Consulting
CEO Hospitality Technology
Co-Founder & CEO Hospitality Technology
General Manager Hotel

Area Vice President & GM Hotel

VP Corporate Social Responsibility Hotel

Area President Hotel Chain

Chief Operating Officer Hotel Chain

Managing Director Hotel Chain

Head of Hospitality

Investment Firm

Chairman Advisory Board

Non-profit Organization

CEO & Head of Hotels

Real Estate Services

Table 2 Hotelschool The Hague Industry Advisory Board
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Survey outcomes

The first survey reveals that the majority of respondents are executives aged 35 and above,

predominantly from the hospitality and consultancy/research industries. In comparison to

pre-Covid times, most respondents travel less frequently or just as often for business, with

the duration of trips remaining similar. On average, respondents took around 21 business

Despite sustainability being
ranked as the least important
factor in business travel
decisions, respondents see the
future of business travel as
more sustainable, efficient and
personalised.

Age groups
survey respondents

trips in 2023, spending approximately 53 days on these trips.
When making travel decisions, the top three considerations are
the destination, personal connections with people they will meet,
and the professional status of those individuals. Sustainability
was ranked as the least important factor. Respondents envision a
future where business travel is more sustainable, efficient, and
personalised. They anticipate increased use of Al and technology,
a shift towards virtual meetings, and a focus on work-Llife balance.
Sustainability initiatives and ESG regulations are expected to
influence business travel decisions.

Professional level Industry of
survey respondents survey respondents
6% 6%

35-50

Il Olderthan 50

20,43

business trips (av.)
in 2023

52196

days on a business trip (av.)
in 2023

Survey - first round

Hotelschool The Hague Yearly Outlook 2024

B Executive M Consultancy / Research
Director Consultancy / Research
W Senior Ml Hospitality

Travel and Tourism

Considerations when making (business) travel decisions,
ranked for importance (most important element at the
top and least important at the bottom):

destination

personal link to people | will meet

professional position or status of people | will meet
possibility to combine visits

travel time

availability and feasibility of online alternatives
travel cost

security

. work-life balance

10. sustainability

© XN AN R
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Compared to 2019 (pre-Covid), do you Compared to 2019 (pre-Covid), are your
travel more or less often for business? business trips longer or shorter in duration?

50% 80%

71%

40%

60%

30%

40%
20%

10% 20%

0%
Less Just More Shorter Much Similar Longer
frequently asoften frequently shorter

0%

Survey - first round

The preference between online and offline meetings depends on the nature of the meeting.
Face-to-face meetings are preferred for relationship building, important decisions, and when
cultural factors are significant. However, routine processes and technical discussions can be
conducted online. Geopolitical concerns, health and safety issues, and changes in traditional
business travel patterns are expected to influence business travel. The increasing importance
of sustainability and the impact of regulations and market trends are also significant factors.
Hotels are expected to focus on personalisation, digitalisation, and sustainability. They may
need to adjust their services and offerings, invest in technology, and focus on local sourcing
and community engagement. The importance of measuring and reporting sustainability
efforts was also highlighted. Some key trends and developments that will shape the future of
business travel include regional airports and point-to-point travel, comfort and convenience
in-flight, and efficiency in airports. The ideal business travel experience in 2035 will likely have
seamless connectivity, personalised services, and efficient and convenient processes.

The results of the second survey indicate that respondents anticipate significant changes in

business travel by 2035. They expect higher volumes of travel, increased spending, longer
stays, and a greater concentration in selected destinations. More
regional trips and fewer intercontinental trips are also anticipated. In

Respondents expect higher terms of decision-making, respondents believe that while the
volumes of travel, increased destination and people involved will continue to be key factors, there
spending, longer stays, and a will be a shift towards more autonomous decision-making by the

greater concentration in travellers themselves. Al is expected to play a significant role in this,
selected destinations, as well giving both businesses and individual travellers more control over

as more regional, and fewer their travel decisions and facilitating trip preparation.

intercontinental trips.
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Whilst business travel today is quite similar to pre-Covid,
| expect important changes towards 2035

Strongly
agree

Agree

Neither agree
nor disagree

Disagree
Strongly
disagree Higher Higher Longer Greater More Less
volumes spending stays concentration regional trips intercontinental
in selected trips
destinations
| expect the importance of sustainability to be as follows
Strongly
agree

l |

Neither agree
nor disagree

Disagree
Strongly
disagree  gystainability Individual Company Governmental Sustainability The use of Al Business trips
initiatives travellers' choices policies will regulations will will become and technology under 800 kms.
and ESG will have a play a crucial role be effective a top priority can help reduce will be done by
regulations significant in promoting in reducing when making  the environmental train rather
willinfluence impact on sustainable the carbon business travel impact of than by air travel.

business
travel decisions.

sustainability.

business travel.

footprint of
business travel.

decisions.

business travel.

Survey - second round

Sustainability is predicted to become a crucial factor in business travel. Respondents expect
that sustainability initiatives and ESG regulations will influence travel decisions, with individual
choices, company policies, and governmental regulations all playing a role in promoting
sustainable business travel. The use of Al and technology is seen as a means to reduce the
environmental impact of business travel, and there is an expectation that shorter business
trips will shift from air to train travel.

Other factors such as the preference for online meetings for routine matters, the impact of
geopolitical insecurity on the number of future business trips, and the preference for

24
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destinations that offer a balance between work-related opportunities and leisure activities
are also highlighted.

In terms of hotel strategies, respondents expect that ESG compliance will correspond with
higher revenue from business travellers. The offer of online meeting facilities and the
anticipation of ‘bleisure’ demand are also expected to correspond with higher revenues.

| expect the importance of | expect hotel strategies
other factors to be as follows to be as follows
Strongly
agree
Agree
Neither agree
nor disagree
Disagree
Strongly
disagree Routine Geopolitical ~ Business travellers ESG compliance The offer of The anticipation
meetings will insecurity will opt for of hotel businesses  online meeting of (b)leisure
preferably be will have a destinations willin the future facilities will demand will
conducted negative impact that offer a correspond with correspond with  correspond with
online. onthe number  balance between higher revenue higher revenue higher revenue
of business work-related from business from business from business
trips in opportunities travellers. travellers. travellers.

the future. and leisure activities.

| expect the following changes
in how travel decisions are made
Strongly

agree

Agree
Neither agree
nor disagree
Disagree
Strongly

disagree Travel decisions  Travel decisions Al will give Al will give Individual
in business travel  will be taken by  businesses more individual travellers will be
will remain driven the travellers control over travellers more facilitated
mainly by the themselves business travel control over to prepare their
destination and rather than their decisions. business travel entire trips with
by the people with companies. decisions. Al assistance.
whom the meeting
will be.

Survey - second round
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Baseline scenarios

The survey outcomes have led to a baseline scenario for business travel in 2035, which was
presented to the panel members. The baseline scenario describes a future ‘without surprises,
in which trends and events continue to evolve in the direction we can detect currently.

Business Travel 2035: A Sustainable, Personalised Journey

Despite predictions that business travel would be partly replaced by online meetings, a
replacement that would be motivated by saving costs and reducing carbon emissions, we
have already seen clear signs of a full recovery of business travel. There may be shifts in the
countries of origin for business guests, with an increase in short haul business travel and clear
symptoms of deglobalisation in the reduction of travel from specific origins. There is a trend
towards business guests staying longer, and a growing interest in 3-star establishments,
suggesting a change in accommodation preferences among business guests.

The Role of Al and Technology in Decision Making

By 2035, Al and technology will be integral to business travel. Al assistants will handle booking
journeys based on traveller preferences and environmental impact, making travel decisions
more autonomous and personalised. These Al systems will also facilitate trip preparation,
making the process more efficient and less time-consuming.

The Evolution of Meetings

The nature of meetings will evolve, with a preference for online meetings for routine matters
and face-to-face meetings for relationship building and important decisions. This will result in
a blend of online and offline interactions, making business operations more flexible and
efficient.
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Geopolitical Concerns and Health & Safety

Geopolitical concerns and health & safety issues will continue to influence business travel.
Travellers will prefer destinations that offer a balance between work-related opportunities
and leisure activities, contributing to the concept of ‘bleisure’ travel.

Sustainability in Business Travel

Sustainability will be a key factor in business travel decisions. Companies will adopt
sustainability initiatives and comply with ESG regulations, promoting sustainable business
travel. The shift from air to train travel for shorter business trips will be a significant step
towards reducing the environmental impact of business travel.

Hotels and Accommodation

Hotels will adapt to the changing landscape by focusing on personalisation, digitalisation,
and sustainability. They will offer co-working spaces, local food, networking opportunities,
and exploration experiences, catering to the evolving needs of business travellers.

ESG compliance will correspond with higher revenue from business travellers, incentivising
hotels to adopt sustainable practices.

The Ideal Business Travel Experience

The ideal business travel experience in 2035 will be a seamless journey from start to finish.
Travellers will enjoy smooth and secure airport experiences, comfortable and carbon-neutral
flights, and sustainable hotels that adapt to their needs and preferences. Every step of the
journey will be an experience, making business travel a pleasure rather than a chore.
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Alternative scenarios

Four baseline assumptions were identified that would be required for this baseline scenario
to play out. First, it is assumed that business travel will become more sustainable due to a
combination of regulatory measures and customer motivation. Second, Al is expected to give
travellers more control over their travel plans. Third, it is assumed that business travellers will
travel wherever there are profitable opportunities. Lastly, it is assumed that geopolitical
developments will have a limited effect on travel volumes. The panel then was presented
four alternative assumptions that would lead to different future outcomes:

1. Decreased support for sustainability/ESG

In this first alternative scenario, by 2030, the rise of populist
and nationalist movements has eroded the global consensus
on climate change and environmental issues, leading to a
sharp decline in support for ESG (Environmental, Social, and
Governance) regulations. This shift has resulted in increased
costs for ESG measures, prompting businesses and consumers
to opt for cheaper, less sustainable alternatives. The travel and
accommodation industry has been severely impacted, with a
decrease in business travel demand and a reduction in
sustainable travel options. Many companies have cut their
travel budgets and switched to virtual meetings, while many
service providers have reduced their ESG initiatives or ceased
operations. The relaxation or abolition of standards and
regulations has led to a deterioration in the quality and safety
of services. Consequently, the sector has lost its competitive
edge, innovation potential, and customer loyalty, facing
increased risks such as environmental degradation, social
unrest, and ethical dilemmas. The industry has failed to adapt

to market changes, becoming irrelevant and obsolete.

How plausible and impactful did our panels find this scenario?

PLAUSIBILITY IMPACT

ADVISORY BOARD STUDENTS ADVISORY BOARD STUDENTS
40 60 40 60 40 60 40 60
20, ‘ 80 20, ‘ 80 20, 80 20, 80
Y A5 VN 20 VN 4 W /‘
52% 44% 69% 74%
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The Advisory Board panel responded strategically to the challenges of this scenario:

Understanding and Adapting to Market Changes: The panel highlighted the importance of
understanding what guests want and are willing to pay for. They suggested that companies
should be prepared for increased activity from pressure groups and should be ready to adapt
to the new scenario. They predicted more polarisation and questioned whether people would
be willing to pay for the high cost of ESG.

Strategic Focus and Alliances: They proposed creating new customer segments and forming
strategic alliances with other industries or competitors. They also discussed the possibility of
moving away from ESG to focus on new opportunities.

Leadership and Internal Alignment: They emphasised the need for new leadership and
internal alignment. The panel suggested that companies should not be too drastic in their
measures, should read the signs, and choose their battles based on their values. They also
mentioned the influence of owners in this process.

Advocacy and Long-term Acceptance: They expressed concerns about the scenario's
long-term acceptance, particularly by the younger generations. They suggested a refocus on
these demographics, with an emphasis on flexibility and new concepts. They also advocated
for lobbying for public advocacy.

The response of the second panel, composed by undergraduate hospitality students, were
more ideologically driven:

Motivation and Responsibility: The panel proposed uniting against the government and
offering incentives to foster intrinsic motivation. They suggested speaking to the individual
responsibility of each guest and questioned how to get the majority on board.

Industry Standards and Environmental Awareness: The students proposed sector
associations to provide incentives and rules for the industry to act environmentally friendly.
They also suggested a loyalty programme for guests, marketing ESG, being transparent to
guests, and spreading environmental awareness.

Investment and Competition: The students discussed the importance of investment in R&D,
regulating competition, and the long-term benefits of these actions. They also suggested
creating their own board of investors for funding.

Employee Engagement and Risk Mitigation: The students suggested hiring intrinsically

motivated employees for ESG, and mitigating the risk of competitors not adhering to ESG,
which could make them cheaper.
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2. Al control of travel

In this second alternative scenario, Carol, a marketing
manager, experiences a challenge to the assumption that

Al gives travellers more control over their travel plans. She
needs to travel to London for a product launch and uses her
company's Al-powered travel platform to make arrangements.
Contrary to her expectations, the Al makes decisions that
prioritise efficiency and cost over her personal preferences.

It schedules her flight to avoid peak hours and assigns her to
a budget hotel on the city outskirts. This leaves Carol feeling
disappointed and stressed, as she feels she has lost control
over her business travel decisions. She questions whether the
Al truly considers her needs and those of the company, or if

it merely prioritises cost and efficiency. Carol wishes for more
flexibility and quality in her business trip planning, and for the
Al to respect her as a professional, not just as a traveller.

How plausible and impactful did our panels find this scenario?

PLAUSIBILITY IMPACT

ADVISORY BOARD STUDENTS ADVISORY BOARD STUDENTS

40 60

20

|

53%

40 60 40 60 40 60
80 20 80 20 80 20, 80
‘ 100 0 . ‘ 100 [} . ‘ 100 ) . ‘ 100

65% 67% 66%

This scenario was seen as much more nearby than the imaginary 2030 time horizon. In general,
the Advisory Board approached Al as an evolving innovation, whereas the students seemed to
speak of Al in its current form and shape. According to the Advisory Board:

Al and Employee Wellbeing: The importance of employee wellbeing was discussed, and
they suggested profiling as a way to better understand and cater to employees’' needs.

Al programming was seen as a way to take into account the personal preferences of
employees. Taking reviews into account was suggested as a way to improve the Al system.
They proposed adding filters and providing multiple options to the requester, as well as
providing guidance to support employees in using Al properly. Finally, this panel mentioned
the need for standards and guidelines to programme the Al.

Investment and Competition: The Advisory Board highlighted the importance of continuing
to invest in Al. They also discussed the potential for price wars, with hotels possibly posting
lower prices for Al to “see”.

Impact on the Industry: The potential impact of Al on the travel industry was discussed,

including more lean operations and changes in the role of travel planners. They also
mentioned the potential for Al to buy booking platforms, leading to new online travel agencies.
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The student panel reacted as follows:

Al and Employee Wellbeing: The students' panel underscored the need to focus on
employee satisfaction and engagement. They proposed refining the algorithm to better
cater to individual needs and using augmented Al to beat the existing Al, and training users
in giving assignments. Also the students' panel noted that losing control could lead to
negative reviews, indicating the importance of user feedback.

Investment and Competition: They highlighted the importance of continuing to invest in
Al and suggested killing competition as a possible outcome.

Impact on the Industry: They discussed the potential impact of Al on the travel industry,
including reputation damage and changes in the role of travel planners.

3. Business travel destinations

By 2030, the business travel landscape has transformed
significantly. Virtual meetings and events have replaced
routine trips, and business travellers have become more
selective, demanding personalised, flexible, and diverse
options. However, not all cities have benefited from this
shift. Frankfurt, despite its ample business opportunities,
particularly in the financial and banking sectors, has seen a
decline in business travel demand due to its lack of appeal
in terms of culture, nature, and lifestyle. This has led to a
decrease in accommodation options and a deterioration in
the quality and diversity of services, as many providers have
closed down or relocated due to lack of profitability and
competitiveness. Conversely, cities like Lisbon, while having
limited business opportunities, have become appealing

to travellers due to their attractive leisure offerings,
demonstrating that the profitability of a destination is not the
sole determinant of its attractiveness for business travel.

How plausible and impactful did our panels find this scenario?

PLAUSIBILITY IMPACT

ADVISORY BOARD STUDENTS ADVISORY BOARD STUDENTS
40 60 40 60 40 60 40 60
20, 80 20, 80 20 80 20, 80
0. ‘100 o. /‘100 0. ‘100 o. /‘100
62% 70% 68% 70%
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The reactions to this scenario were more similar. Both groups envisioned defensive moves
to regain attractiveness for hotels in unpopular cities, although the proposed solutions
differed. The Advisory Board panel saw the following opportunities:

Brand Building and Storytelling: The Advisory Board suggested making the city more
appealing (“sexy") through brand building and storytelling. They also mentioned the
importance of highlighting the city's unique selling points (USPs).

Community Involvement: They emphasised the need to collaborate with and involve local
residents and communities. They also suggested collaborating with citizens and using
influencers and ambassadors to promote the city.

Service Innovation: They proposed introducing surprising concepts in hotels and organising
impactful events. They also mentioned the need to cater to hybrid workers and create
weekend attractions.

Strategic Focus: They suggested focusing on the city's strengths, expanding the radius of
attractions, and highlighting connection hubs. They also mentioned the importance of the
city centre and mentioned other cities as examples (Vienna, Munich).

The students came up with the following ideas:

Partnerships and Networking: The students suggested partnering with local places to offer
discounts and networking sessions. They also proposed partnering up with the local
government and joining more distribution channels.

Travel Experience: They suggested enhancing the travel experience by offering wellness
facilities (yoga, spa massages, meditation, health food), creating a travel buddy system,
and focusing on internal facilities. They also proposed enhancing loyalty programmes and
offering package deals.

Reassessment and Development: They proposed reassessing the mentality of business

travellers and allocating more budget to room development. They also suggested focusing
on internet facilities.
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4. Geopolitical insecurity

By 2030, escalating geopolitical tensions and conflicts have
led to global insecurity, making business travel more difficult,
risky, and costly. The isolation of Russia and hostility with
Western powers have disrupted trade and travel flows,
leading to increased costs and barriers for doing business.
This has negatively impacted the travel and accommodation
sector, which has lost a significant market and faced
increased security and regulatory challenges. In the Middle
East, escalating violent conflicts have led to frequent
disruptions in oil supply, causing chaos, uncertainty, and a
decrease in business travel demand. This has affected the
operations and profitability of the travel and accommodation
sector, which has also faced increased ethical and social
issues. Meanwhile, the ambiguous position of China has
created a situation of increased pressure and competition in
the region. This has led to increased uncertainty and diversity
in the travel and accommodation sector, but also
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opportunities for innovation and competitiveness.

How plausible and impactful did our panels find this scenario?

PLAUSIBILITY IMPACT

ADVISORY BOARD STUDENTS ADVISORY BOARD STUDENTS
40 60 40 60 40 60 40 60

20 80 20 80 20 80 20 80
72% 71% 75% 78%

At the moment when the Delphi panels were held, pessimism prevailed about the probability
of these scenarios. In general, we can say that the Advisory Board members focused on
business strategy, whilst students tended to look for operational answers to increased
insecurity.

Advisory Board:

Security and Risk Management: The Advisory Board suggested that security requirements
could be a reason not to travel. They proposed increasing technology security, building in
resilience, and handling conflicts. They also mentioned the opportunity for safe areas and the
need for exit clauses in case of disasters.

Business Strategy and Operations: They suggested reviewing and changing the supply chain,
decreasing the fixed cost base, and focusing on local demand in different markets or
segments. They also proposed negotiating variable leases and avoiding overleveraging
airlines.
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Brand and Product Development: They suggested reconsidering the brand, not developing
new products, and highly specialising. They also proposed packaging as a way to diversify
offerings.

Employee and Supplier Management: They mentioned the roles of employees and suppliers,
indicating a focus on managing relationships and expectations.

Students’ Panel:

Portfolio Diversification and Self-Sufficiency: The students suggested diversifying the
portfolio through packages and pushing for renewable energies to do away with oil
dependency, thereby becoming self-sufficient. They suggested adjusting values/mission
(safety, etc.), providing longstay services/offers as more of a core product, and increasing
technology skills offers (re: digital events).

Safety Training and Skills: They proposed safety training for employees and providing
situational training skills.

Service Provision and Pricing: They suggested dedicating floors to companies including
business facilities, providing info/services for guests, ensuring safety i.e., transport to
meetings, and offering package pricing for guests/from suppliers. They also mentioned
maintaining rate parity of contracts so that volume is kept.

Collaboration and Network Expansion: They proposed expanding the guest journey

stakeholder network and collaborating with insurances, travel agents, etc. They also
suggested forming partnerships with local hotels.
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Early warning signals

The idea of 'Early Warning Signals' in scenario planning is explained as follows:

Early warning is all about early identification of signs of changes, trends and trend breaks in
relation to the scenario work that has been carried out. They make it possible to check the
prevailing direction over the years. Has a certain scenario become more or less likely? How will it
be affected by other trends? In order to make these judgements as unbiased as possible it is
good to identify a number of indicators; that is, changes in the environment that increase or
decrease the probability of each of the scenarios. With the help of these indicators it is possible
for the business intelligence function to follow the development in a structured manner and form
an opinion on the probability for the different scenarios (Lindgren and Bandhold, p. 94).

In other words, anticipating the different potential outcomes in the future of business travel
entails monitoring business data and external events for signs of such changes. The following

are, non-exhaustive, lists of what those Early Warning Signals might be:
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Scenario 1: Decreased Support for Sustainability/ESG

Early Warning Signal Events or Press Articles to Monitor

Reduced adoption of High (+++) ® Industry reports on declining interest in eco-friendly

sustainable travel practices travel options.

* Trends in companies opting for conventional travel modes
over sustainable alternatives.

Erosion of global consensus | High (+++) ® Updates on international climate negotiations and agreements.
on climate change and ® Reports on shifts in public opinion regarding climate action.
environmental issues

Decline in support for ESG High (+++) * Legislative changes affecting ESG reporting requirements.
regulations ® Corporate statements on ESG commitments.

Increased costs for ESG Moderate (++) * Budget allocations for sustainability initiatives.

measures * Rising expenses related to eco-friendly practices (e.g.,

renewable energy, waste reduction).

Shift towards cheaper, less High (+++) ® Changes in travel booking patterns (e.g., preference for budget
sustainable alternatives airlines, non-eco-certified accommodations).
* Companies reducing travel budgets and opting for virtual
meetings.
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Populists seek dividends from a climate change

backlash
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Thousands of Polish farmers march against
EU climate measures and Ukrainian imports

Gathering in Warsaw on Tuesday, the protesters are demanding that the Polish government
withdraw from the EU's Green Deal.

AGRICULTURE

"""" m - & 1min read

farmers’ revolt that
turned a nation upside-
down
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Scenario 2: Al Control of Travel

Early Warning Signal Events or Press Articles to Monitor

Lack of flexibility and quality | High (+++)
in Al-controlled travel

® Reports of traveller dissatisfaction with rigid Al-driven travel
platforms.
* Inflexible booking options and lack of personalisation.

Reduced focus on quality
and safety of services

Moderate (++) ¢ Incidents where Al decisions compromise safety or service
quality (e.g., accidents, subpar accommodations).

Industry losing competitive | High (+++) ¢ Declining market share, missed opportunities, or lack of
edge and innovation disruptive technologies in the travel industry.

potential * Innovations by competitors.

Increased risks related to Moderate (++) * Privacy concerns, data breaches, or misuse of Al surveillance.
behavioural analytics and ® Legal challenges and public debates.

security measures

Lack of transparency in Al
decision-making

Moderate (++) * Discussions on transparent Al systems, explainability, and
accountability.
® Reports on biased algorithms.

FORBES > INNOV -

VATION > CONSUMER TECH

Al ‘Incidents’ Up 690%:

FASST@MPANY

PREMIUM DESIGN TECH WORKLIFE NEWS [IMPACT PODCASTS VIDEO INNOVATI{
04-09-2024 | TECH

No need to worry that Al will ruin
travel social media already did

that sesla, Facebook, Openar
The more platforms like Instagram prioritize aesthetically pleasing travel Reels, the Ccount For 24. 5 O/O

more homogenized travel becomes. But some believe Al might prevent tourism from

bottlenecking. John fer S
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Airline held liable for its chatbot giving

passenger bad advice - what this means

for travellers )
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Scenario 3: Business Travel Destinations

Early Warning Signal Events or Press Articles to Monitor

Decline in appeal of certain | High (+++) * Reports on reduced interest in specific cities or regions for
business travel destinations business travel.
® Declining tourism and investment.

Shift in demand for Moderate (++) * Trends in tailored travel options, local immersion, and
personalised travel customised itineraries for business travellers.
experiences ® Surveys on traveller preferences.

Impact of virtual meetings Moderate (++) * Rise of virtual conferences, webinars, and remote
on traditional business travel collaboration.
® Reduced demand for physical travel due to digital alternatives.

Quiality and diversity of High (+++) * Changes in hotel availability, standards, and variety.

accommodation options * Closures, renovations, and emerging trends in accommodation
services.

Economic and political Moderate (++) ® Geopolitical risks, economic fluctuations, and regulatory

stability of business travel changes in key destinations.

hubs ® Stability assessments and government policies.

HOME - LFESTYLE « TEAVIL & LIS

Work and play at your bleisure in these
workation locations

in this ers

Work trips don't have to be all ab ork, especially 1g up anvwhere in the world. Here are six locations where

there’s plenty to do when the laptop close

By Georgie Young

THE BUSINESS TIMES

Hotels eye leisure and ‘bleisure’ as
business travel recovery weakens

Elysia Tan & Tessa Oh
5 ﬁ Bublished Wed, Dec 6, 2023 - 0500 AM

Follow

Hospitality
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Scenario 4: Geopolitical Insecurity

Importance

Events or Press Articles to Monitor

Early Warning Signal

Geopolitical disruption and
rising inflation

High (+++)

Articles discussing geopolitical uncertainty and its impact on
business travel.
Reports on rising tensions and inflationary pressures.

Shifts in global political
landscape

Moderate (++)

Changes in international relations, alliances, and conflicts.
Diplomatic tensions, sanctions, or military movements.

Social unrest and
productivity impact

Moderate (++)

Reports on protests, strikes, or civil disturbances affecting
business operations.
Local news and labour market analyses.

Polarisation and high-risk
locations

High (+++)

Discussions on global and local polarisation.

Regions with heightened political divisions, potential violence,

or instability.

Economic and political
challenges in specific
destinations

INTERNATIONAL RELATIONS

Moderate (++)

Assessments of economic and political risks in areas like the
Middle-East, Eastern Europe or Taiwan.
Country-specific news and analyses.

China visa freeze disrupts Japanese

business plans

Companies and universities blindsided by retaliatory measure from Beijing

;EHI |
i

What to know about travel safety as the

Israel-Hamas war contin

j thei
Major airlines and cruise operatc usting

rebooking options as authorities

ues

- schedules ;mmslhunmdundsn\

heightened security risks.

Hong Kong politics  + adgq 1o myFT
/

economy

T, . vios s :
ear gas fired as ferritory hit by third consecutive day of mass demonstrations

TRAVEL & LEISURE

Finnair turns Asia focus to megacities
due to Ukraine war

Russian airspace closure clips airline as it pins hopes on hubs like Shanghai

FINNAIR
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Conclusions
and recommendations

1. Impact of Disruptions and Uncertainties

* Due to recent disruptions and the uncertainties that follow, forecasts may not be accurate.
In 2024, we have seen a full recovery of international business travel.

¢ In uncertain times, especially when travel restrictions are in place due to pandemics or
international conflicts, short haul travellers are a more stable market than intercontinental
travellers.

¢ In times of international crisis, travellers will look for safety. Just like the increased focus on
hygiene during Covid, cybersecurity and other safety measures may become more
important during international conflicts.

¢ Keeping operations flexible and maintaining a low fixed cost base will continue to be key
advantages in the face of disruptions to international travel.

* There are certain assumptions underlying our expected future. Hospitality businesses and
professionals should carefully monitor any changes that could challenge these
assumptions.

Recommendation: Businesses should closely monitor the Early Warning signals and
adjust their strategies accordingly to stay ahead of the curve. Businesses should aim to
build resilience and flexibility in their operations to adapt to changing situations. They
should also invest in security measures to ensure the safety of their customers.

2. Changing Preferences of Business Travellers

* We are witnessing a trend where business travellers are looking at more than just the
business objective of their trip. They might be interested in leisure offers, longer stays,
and could be more sensitive to price. They might be less interested in meeting facilities,
including online meeting facilities.

¢ Decision making for travel is becoming more decentralised in many organisations.

This means that individual preferences, like comfort and leisure offers, are becoming
more important.

¢ Hotels that mainly cater to business travel will need to pay more attention to the needs
of individual travellers.

Recommendation: Businesses should keep an eye on the changing preferences of
business travellers and adjust their offerings accordingly. Offering more personalised
services to cater to individual preferences will be key for future business travellers.
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3. Sustainability and ESG Compliance

¢ Even if business travellers express their concerns about climate change and other
sustainability issues, we can expect a certain dissonance between opinion and behaviour.

* However, complying with ESG will encourage more sustainable choices among travellers,
or limit their choices for less sustainable alternatives.

* The growing acceptance of sustainability and ESG is among the baseline assumptions that
could be challenged. A social and political trend in the opposite direction could undermine
this trend, leading to a situation where sustainable measures and policies lose their
incentives, or even become discouraged.

Recommendation: Businesses should aim to align their operations with ESG standards
and promote sustainable practices. They should also keep an eye on social and political
trends that could impact the acceptance of sustainability and ESG.

4. Advancements in Al and Connectivity

* The main advantage we expect from advancements in Al is the offer of ‘seamless’
experiences, particularly freeing the (business) traveller from the hassle of dealing with
multiple suppliers for their journey.

¢ Travellers will want point-to-point travel. During the trip, they will expect uninterrupted
connectivity.

¢ The empowering effects of Al constitute another assumption that could be challenged.
Even though it is easy to see how travellers may use and benefit from Al, travel and
hospitality businesses, as well as the organisations that business travellers work for, will
also want to benefit from Al. These benefits could counteract or reduce the advantages for
travellers. We need to keep a close eye on how Al is evolving to understand where things
are going.

Recommendation: Businesses should use Al to improve the customer experience and
provide seamless services. They should also ensure uninterrupted connectivity for their
customers and closely monitor the development of Al.

5. Importance of Face-to-Face Meetings

¢ Face-to-face meetings are seen as especially useful, and are preferred over virtual
meetings, when meeting new contacts, making important decisions, and when cultural
issues could affect conversations or negotiations.

Recommendation: Hotel companies should understand their business guests'
motivations and facilitate formal and informal settings for these face-to-face
encounters.
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