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Introduction

How do you take a mature travel programme to 
the next level? It’s a challenge many organisations 
spending upward of £2m a year on corporate travel are 
struggling with. 

The answer is simple enough: Change the mindset. 
Unfortunately, too many businesses look at the 
problem from the wrong end of the telescope. 
They may shave a pound off travel management 
company transaction fees, but they’re missing the real 
opportunity because they can’t see the bigger picture.

If they did, they’d realise that travel is about much 
more than getting employees from A to B, and that 
savings are not just financial. Business travel should 
also fulfil wider organisational objectives such as 
productivity, connectivity, safety, health and wellbeing.

Changing mindsets means changing behaviours to 
achieve the next level of cost savings. For example, 
challenging unnecessary travel saves both money and 
enhances wellbeing. Making the right choice of travel 
mode has the same effect whilst driving revenue and 
operational nimbleness.

We help organisations change 
their approach to the way they 
travel and meet, and provide 
measurable outcomes. This is 
what we call Smarter working. 

The key to changing those behaviours lies in data-led 
insight into the organisation’s culture, the problems to 
be tackled, the size of opportunity, who to influence – 
and how.

Behaviour change is hard to achieve without outside 
help. Organisations need specialist suppliers with 
expertise in data and behavioural science, and the 
products to deliver on those insights. That supplier has 
to join up the organisational dots, creating a different 
conversation about travel and bringing different 
stakeholders together. 

Our business is built on helping our customers realise 
maximum value at every level from their travel and 
meetings spend. We help organisations change their 
approach to the way they travel and meet, and provide 
measurable outcomes. This is what we call Smarter 
working. 

By bringing behavioural science into travel and 
meetings management, we are ensuring that 
procurement, finance and HR heads understand and 
realise its true potential. We believe this approach 
is essential if significant cost savings and process 
efficiencies are to be realised. 



Are you spending the right amount on travel?

Whilst global business travel spend is on the rise and 
predicted to top US$1.7 trillion by 20221, judging by 
the continual pressure on travel managers to save 
money, the majority of organisations believe they 
spend too much on this category.

Brexit-related uncertainty has seen business travel 
spend by British businesses fall slightly; by 0.7% 
in 2017 compared to rises of 6.3% in Spain, 5.6% 
in Germany and 3.9% in France. Hotel and flight 
prices are expected to rise in 2019 by an average 
of 3.7% and 2.6%2, respectively, thereby increasing 
the pressure on budgets. To mitigate the impact of 
rising costs, corporate focus has shifted to analytical 
demand planning. 

Demand management is essential in any business 
plan. Accurate forecasting informs planning and 
shapes the way in which organisations respond to 
different circumstances. After all, the easiest way of 
saving money is not to spend it.

But, it’s not just about cost. In the travel and 
meetings categories, making the right investment 
impacts employee satisfaction,  productivity and 
retention. Many travel policies and tools don’t put 
the traveller first, prioritising savings over employee 
satisfaction, safety and wellbeing.

The traveller community is changing; by 2020 the 
millennial generation will dominate the workplace. 
81% of millennials expect their companies to act 
responsibly and are less likely to put up with policies 
that do not meet their needs or expectations.

The impact on employee retention could be 
significant, especially with unemployment at a 30-
year low, 39.7% of Britons claiming to dislike their 
current job3, and recruitment costing an average of 
£11,000 per employee4.  

The ability to persuade employees to handle the 
organisation’s assets responsibly and effectively is 
critically important. By helping them to make better 
informed decisions around travel and meetings, both 
the organisation and individual benefit. In other 
words, nudging them to choose the right kind of 
travel at the right time and price. 

1 Global Business Travel Association Annual Global Report & Forecast 2018
2 GBTA 2019 Global Travel Forecast
3https://realbusiness.co.uk/retaining-top-talent/  
4Society for Human Resource Management (SHRM) 2018



Where is your 
organisation now? 

The scope for reducing prices in a mature programme 
is limited. Cost savings have been optimised and 
there’s little headroom for further improvement 
without compromising traveller satisfaction, safety or 
wellbeing. Yet amid continuing economic uncertainty, 
many travel managers remain under pressure to do so.

At the same time businesses don’t want to sacrifice the 
bottom line to show they are responsible employers 
and sacrifice the bottom line. Neither do they have to.

The breadth of stakeholders now involved in 
determining how an organisation travels and meets 
reflects changing perceptions around the impact of 
business travel on employee productivity, health and 
wellbeing, and how to measure those impacts.

As the value of business travel is no longer measured 
in purely financial terms, travel policy has to enable 
performance to be benchmarked in each area, data 
analysed, and insights converted into actionable change. 



The breadth of stakeholders now involved in 
determining how an organisation travels and meets 
reflects changing perceptions around the impact of 
business travel on employee productivity, health and 
wellbeing, and how to measure those impacts.



Within most mid-sized travel programmes, 
the pains and challenges are as follows:

• Procurement has driven savings through 
smart sourcing, supplier leverage and robust 
policing of policy compliance. Savings 
have been achieved but at the cost of the 
traveller experience, leading to friction.

• By adopting a top-down, one-size-fits-all 
approach, procurement and the wider organisation 
struggle to communicate with travellers and 
influence behaviours at the right time.

• Travel spend, employee expense and mileage data 
sit in separate business silos. Transient travel and 
meeting-related travel spend are often separated.

• Travel spend is categorised by travel mode 
(e.g. air or rail) instead of by trip.

• Reporting relates to spend only, and 
does not impact the value of the travel 
to the organisation and its people. 

• There is no understanding of the wider implications 
of travel on absenteeism, performance and 
wellbeing. Senior management thinking 
around the impact of travel and meetings 
on the bottom line is not joined up. 

• Current commercial models are not 
consistent with organisations objectives. For 
example, TMCs are remunerated on travel 
transactions, whereas organisations want to 
reduce travel demand, leaving customer and 
supplier interests diametrically opposed.

• The connection between meetings and travel is 
missing. By starting with an understanding of the 
meeting, travel needs are automatically addressed. 

The list of desired and aspirational gains 
is equally commonplace. The priorities are 
control and management of costs; data 
security; traveller security and satisfaction. 

Your travel programme



66% of companies use 
traveller satisfaction as a 
tool to improve employee 
engagement, reflecting the shift 
away from strict travel policies 
towards greater flexibility.
71% of organisations actively measure traveller 
satisfaction, compared to 56% two years 
ago. 66% of those companies use traveller 
satisfaction as a tool to improve employee 
engagement, reflecting the shift away from strict 
travel policies towards greater flexibility.

A healthy workforce is a productive one, and 
employers’ welfare obligations can either be 
supported or undermined by travel policy. 

For example, travellers who spend 14 or more 
nights away from home every month tend 
to be more obese, do less exercise, and are 
more likely to display symptoms of anxiety, 
depression and alcohol dependence.5  The 
bill for absenteeism due to ill health costs 
British businesses £77.5 billion in 20176.    

UK productivity is one-tenth of the pre-2008 levels. 
Yet many companies struggle to act on the link 
between employee wellbeing and productivity7.

There are so many facets to corporate travel 
policy that some organisations conclude that they 
can balance all these priorities. They’re wrong.



Your employees

Employees deliver value in many forms from direct 
sales, to relationship development, education, 
training and brand ambassadorial activities.

Business travel enables organisations to 
retain customers, to foster co-operative 
relationships that are integral to company 
performance, and to develop human capital.

The link between travel and wealth generation is 
overt. Research estimates that a 1% increase in 
business travel volumes would boost British trade by 
around £400 million and the UK’s GDP by £390m.8 

Then there are the less tangible benefits. 
Research by the Harvard Business Review shows 
that happy employees make good businesses, 

improving sales by 37%, productivity by 31%, and 
accuracy on tasks by 19%, as well as a myriad 
of health and quality of life improvements.9   

What do those employees get in return? Salary 
levels remain broadly static, increasing by 
just 1.4% after adjusting for inflation in 2018, 
compared with a year earlier. Some salaries have 
risen to address skills gaps, but this may not be 
enough for some organisations to retain staff.

Attractive pensions schemes, private medical 
insurance and flexible or home working are amongst 
the tactics deployed to mitigate salary restrictions. 
But, few employers have fully recognised the 
true impact of travel policy on retention.



Research by the Harvard 
Business Review shows that 
happy employees make good 
businesses, improving sales by 
37%, productivity by 31%, and 
accuracy on tasks by 19%, as 
well as a myriad of health and 
quality of life improvements.

  

2018 research underlined the correlation between 
business travel and employee satisfaction. 80% of 
travellers claim their business travel experiences 
impact their overall job satisfaction at least 
somewhat. Over half of European travellers also 
say a company’s travel programme is an important 
factor when considering a potential new employer.10 

Travel policy directly impacts the bottom line 
beyond the immediate. So, what’s the scale of the 
opportunity to bring about the level of behavioural 
change required to meet travel related challenges 
while achieving every desired outcome?

5https://www.sciencedaily.com/releases/2018/01/180108121550.htm 
6https://www.vitality.co.uk/media/unhealthy-employees-costing-uk-
firms-six-working-weeks-in-lost-productivity/
7Unlocking Employee Productivity – EEF/Westfield Health (2018)
8Oxford Economics/Guild of Travel Management Companies – the 
impact of international business travel (2016)
9https://hbr.org/2011/06/the-happiness-dividend 
10GBTA Creating a Frictionless Travel Experience (2018)



The appliance of science

We are the first specialist provider of travel, 
meetings and events in the UK to employ a full-time 
‘Head of Behavioural Science’ to help design and 
implement behavioural change initiatives, as well 
as extract business value from behavioural insight. 

By applying solutions from outside travel to 
the challenges facing our customers, we can 
deliver the benefits of reducing travel and 
costs, whilst improving wellbeing and safety 
under one umbrella – Smarter working.

The principles of Smarter working apply to businesses 
of all types and scale. Behavioural science is all about 
making things easy. Smarter working makes it easy 
for customers to reap the benefits of behavioural 
science without being psychologists themselves. We are the first specialist 

provider of travel, meetings 
and events in the UK to 
employ a full-time ‘Head of 
Behavioural Science’.

After all, what’s a travel policy if not an attempt 
to try and get people to behave in a compliant 
way? Behavioural science is about understanding 
how the mind decides, how and why we 
behave, and how to harness these insights.

People feel more comfortable following the actions of 
others. For example, a hotel wanting guests to reuse 
their towels increased compliance simply by telling 
them that 75% guests re-used their towels during 
their stay. The compliance rate rose by a further 
7%. By pointing out the number of people doing 
the wrong thing, bad behaviour is normalised. By 
highlighting good behaviour, people want to comply. 



Behavioural 
Science

Qualitative &  
Quantitative 

Data  
Analysis

Product  
Development 

& UX

Smarter 
working

• How the mind works.
• How travellers and bookers make 

decisions.
• Encouraging the ‘right’ behaviours.

• Creating products customers love.
• Pragmatic and iterative approach 

based on customers’ needs.

• Insights to target behaviour 
change.

• Data to refine and iterate 
interventions.

• Designing for behaviour change.
• Helping travellers, bookers and 

organisations think and choose better.

Smarter working combines behavioural science, data and technology. TMCs need experts in each of these fields. Then, the 
behavioural science mindset has to flow through account managers and other customer-facing teams.



Why Capita Travel and Events?

We bring a different mentality and approach to 
travel management; one focused on understanding 
people, helping organisations to make better 
choices in how they travel, meet and connect 
with colleagues, suppliers and customers.

We believe that travel can significantly impact 
employee satisfaction. Our approach promotes 
the importance of thinking about travelling 
and meeting for the right reasons, in line with 
organisational objectives and values.

We engage across our customers’ businesses, 
working with groups and stakeholders from 
procurement to property, infrastructure planners, 
finance and HR to help people travel less, connect 
better and be more productive, whilst focussing 
on their health and wellbeing at all times. We 
approach this through three principles: 

1. Reducing or avoiding unnecessary 
travel and meetings.

2. Enabling people to make conscious decisions 
about how they meet, and the best way 
to travel to and from those meetings.

3. If travel is necessary, promote decisions that 
are based on cost and value, with safety and 
wellbeing at the centre of all decisions.

Our data and behavioural analysis is founded 
on understanding traveller personas, why they 
travel and the types of meetings they attend. 
This enables us to deliver a true insight into 
the impact of travel policies and processes 
on employee behaviour and expenditure.

Smarter working combines behavioural science, 
data analysis and product expertise to effect 
better outcomes and behaviours from encouraging 
people to book cheaper fares, stop staying in non-
preferred properties, or adopt digital self-service.  

The traditional methods of changing traveller 
behaviours advocated by TMCs are to change the 
travel policy or the online booking tool. Neither 
works every time or as effectively as they can. 

That’s why we apply behavioural science and 
psychological insights into how travellers 
and bookers really think, feel and behave.



Conclusions

Every business travel policy should reflect 
positive corporate values – inclusivity, diversity 
and empowerment. Few would dispute that.

The problems start when travel policy has to satisfy 
the needs of the diverse stakeholder groups involved 
in determining that policy; the respective goals 
of procurement, finance and HR are not always 
aligned, let alone the interests of the most important 
stakeholder groups of all – the travellers themselves.

Driving productivity and reducing unnecessary travel, 
whilst ensuring employee health, wellbeing and safety 
are always considered, is achievable by combining 
data analytics with behavioural science to bring out 
the necessary changes in mindset and behaviour to 

achieve the next level of savings. By taking a Smarter 
working approach, the organisational dots can be 
aligned to determine business strategies as a result. 

You can have all of these, but you’ll need 
specialist expertise from a supplier with the 
technology to translate insights into successful 
outcomes. Which is where we come in.

It’s time to take a fresh perspective and look at travel 
management differently. Let us help you to work 
smarter, not harder. Let us take you on this journey.

Unless, of course, you’re happy just cutting a 
few pence off the TMC transaction fee?





By combining data analytics with behavioural science, 
organisations can drive productivity and reduce unnecessary 
travel, whilst ensuring employee health, wellbeing and safety 
are always considered. 

Then, through understanding this blend of data and 
behavioural patterns, organisations can start to change 
the mindset and behaviours of employees to create better 
outcomes. 



Get in touch

For more information on how Smarter working 
can help support your organisation and 
people, speak to a member of our team.

T: 0330 390 0340

E: travelevents@capita.co.uk

Capita Travel and Events is a trading name of Capita Travel and Events Limited. Part of Capita plc. 
www.capita.co.uk Registered office: 30 Berners Street, London, W1T 3LR

@CapTravelEvents

CapitaTravelEvents

CapitaTravelEvents

0330 390 0340

travelevents@capita.co.uk

capitatravelevents.co.uk


