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Key Research Highlights

• The GBTA Business Traveler Sentiment IndexTM, in partnership with American Express, 
dropped by 3.7% in Q3, to 95.1. The dip was caused in part by U.S. business travelers’ 
continued frustration with airport security, as well as lower satisfaction with tracking expense 
receipts and unease about the economy.

• Despite concerns, business travelers continue to believe work trips help them achieve 
company and personal goals, and they expect to travel as frequently in coming months.

• Close to two-thirds of business travelers believe airline passengers should be allowed to use 
mobile devices for Internet-based apps on flights, but not for making onboard calls. 

Summary
U.S. business travelers are less pleased with traveling for work than they were earlier in 2015, mainly because 
of small declines in satisfaction with getting through airport security and tracking trip-related expenses. 

The frustrations led the GBTA Business Traveler Sentiment Index™, in partnership with American Express, 
to a 3.7% drop in the third quarter, to 95.1 points from 98.7 in Q2. The decline, though small, continues a 
downward trend in overall satisfaction with business travel since the report debuted in May 2015.

Getting through airport security remains a sore spot for travelers, with less than half (45%) saying they were 
satisfied with making it through airport safety procedures compared with 55% in Q2 and Q1, respectively.

In Q3, U.S. business travelers are less confident in the health of the economy than they were earlier 
in 2015, perhaps due to shifting business conditions outside the country resulting in economic 
instabilities in those areas.

Despite those concerns, business travelers remain steadfast supporters of being on the road for work, 
with the majority (83%) expressing satisfaction with their ability to meet their trip goals. Among 
business travelers at mid-sized companies with workforces of 100 to 499 employees, 69% said being 
on the road also helped them achieve their 
performance goals for the year.

In other findings, Millennials and women of all 
ages are more apt than the average business 
traveler to say that social media improves their 
ability to connect with people and look up reviews 
of travel vendors when they’re traveling for work. 
In general, however, half of all business travelers 
neither agree nor disagree that using social media 
on the road helps them connect with colleagues 
and business contacts or look up reviews of hotels, 
restaurants and other travel vendors, according to 
the report.
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Background and Methodology
The GBTA Business Traveler Sentiment Index™ aims to understand how business travelers feel about 
their travel experiences and how those feelings affect their travel behaviors. Results for the third 
wave in the series are based on an online survey the GBTA Foundation conducted June 22 to June 
30, 2015, of 845 business travelers whose primary residence is located in the United States and who 
are employed part- or full-time and have taken at least four business trips in the prior 12 months. The 
margin of error is +/- 3.4% at the 95% level of confidence.

The inaugural Q1 survey included five business travel components that served as a benchmark for the 
GBTA Business Traveler Sentiment Index™, with a baseline value of 100. The second and subsequent 
waves include two additional components, bringing the total to seven. The value of each component 
indicates how much of the overall Index that component represents

Overall Trip Experience and Travel Friction 
Attitudes toward air travel, hotel stays, and 
ground transportation

Expense Tracking and Management 
Satisfaction with business travel expense 
management and tracking, and using credit or 
charge cards for business travel

Travel Management Policy Friction 
Attitudes toward company travel policy 
management, flexibility and comprehension

Business Travel Safety 
Attitudes toward travel safety and to what 
extent employers, travel suppliers, and 
security officials care about their safety

Corporate/Macroeconomic Environment 
Feelings about the health of the economy, 
companies travelers work for and their 
industries

Technology for Business Travel 
Opinions about technology’s impact on 
business travel

Social Media Experience 
Attitudes toward using social media while 
traveling for work, including finding or posting 
reviews of travel suppliers
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Key Findings 

In the third wave of research, the GBTA Business Traveler Sentiment Index™ dropped slightly, decreasing 
3.7% from Q2 and 5% from Q1, primarily from declines in the values of index components related to 
overall trip experience, expense tracking, company travel policies, economy and social media.

While one of the biggest declines came in U.S. business travelers’ experiences with airport security, 
slightly lower satisfaction with flying for work trips was also a factor. In Q3, 55% of business travelers said 
they were satisfied with traveling by plane, compared with 59% in Q2 and 57% in Q1. Compared to flying, 
business travelers were moderately more satisfied with every other mode of transportation, including 
renting a car (63%), hailing a cab or newer, on-demand car service (60%), and taking a train (59%).
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Travel Experience

Staying in hotels

Overall travel experiences

Making travel arrangements

Renting a car

Taking a taxi, private 
chauffeured car, Uber or Lyft

Riding on a train (e.g., Amtrak)

Completing expense reports

Traveling on an airplane

Getting through airport security
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Q1
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FIG. 1 SATISFACTION WITH BUSINESS TRIPS

While a large majority of U.S. business travelers remain satisfied with most aspects of work trips, 
including their overall experience, many are increasingly displeased with air travel, especially getting 
through airport security.

In the 90-day period examined in the report, U.S. business travelers averaged slightly more than five 
work trips (5.14), including approximately three flights (2.98), and about four hotel stays (4.23) for 
an aggregate of 12.6 nights. They also attended approximately two meetings (1.96) where 10 or more 
people were present. Eighty-one percent expected to take the same number of domestic business trips 
over the following three months, 16% anticipated traveling more, and 3% less.
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Other key findings from our research include:

Confidence in the economy 
is shrinking. The number of 
U.S. business travelers who are 
confident about the state of the 
economy declined significantly 
to 21% from 32% in Q2, perhaps 
because of uncertain business 
conditions outside the United 
States. Sixty-five percent do not 
have strong positive or negative 
feelings about the health of the 
economy and 14% believe it is 
not in excellent health.

Business travelers were much 
more optimistic about their 
own industries and companies: 
51% feel their industries are 

in excellent shape compared 
to 54% in Q2 and 62% said 
the same thing about their 
companies, a number that 
remained unchanged from the 
previous quarter.

Slightly fewer are happy with 
expense tracking options. 
Managing expenses can be a 
time-consuming, but necessary, 
part of traveling for work, so 
employees appreciate policies 
and tools that help make it 
easier, as well as anything that 
may speed up the process of 
being reimbursed. In Q3, 56% 
were satisfied with their ability 

to complete expense reports, 
compared to 60% in Q2 and 
63% in Q1. 

One method of tracking 
expenses that travelers approve 
of is using a mobile app: 65% 
think it’s important to be able 
to access expenses via a mobile 
app when they’re on the road. To 
pay for business trip expenses, 
travelers prefer using corporate 
cards (77%) over personal 
cards (62%). Once they’ve 
turned in expense forms, 83% 
said it’s important to receive 
reimbursements in a timely 
manner.
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Travelers want to be 
connected all the time, even 
in the air. Almost two-thirds 
(64%) of business travelers 
think airline passengers 
should be allowed to use 
mobile devices and online-
based services while in 
flight. But there are limits to 
what travelers think fellow 
passengers should be able to 
do on mobile devices while they 
fly, such as make phone calls. 
An equal number (64%) do not 
believe passengers should be 
allowed to talk on their mobile 
devices during flights and 
51% think designating rows 
for passengers to talk on their 
phones is a bad idea. 

Once business travelers land, 
the vast majority continue to 
show they want Wi-Fi wherever 
they go. In all, 84% believe Wi-Fi 
is vital to staying productive on 
the road, compared with 81% in 
Q2 and 86% in Q1. In addition, 
83% said they want it wherever 
they go, and 76% said they’re 
more likely to book a hotel with 
free Wi-Fi.

Travelers appreciate flexibility 
in corporate travel policies. 
When planning work trips, 
travelers appreciate having a 
variety of options from which 
to choose and like it when 
company travel policies allow 
for choice. Two-thirds (66%) 
were satisfied with their 
flexibility to plan trips, about 
on par with previous quarters 
(65% in Q2 and 67% in Q1). 

In Q3, business travelers’ 
satisfaction with the variety 
of choices available in making 
travel arrangements edged 
down slightly for booking 
hotel stays (63%, compared 
to 66% in Q2), air travel (57%, 
compared to 60% in Q2), car 
rentals (56%, compared to 60% 
in Q2) and making changes to 
their itineraries (54%, compared 
to 58% in Q2). Based on slightly 
lower satisfaction levels for 
those aspects of traveling for 
work, the overall satisfaction 
about travel policies dipped 
slightly, from 62% in Q2 and Q1, 
respectively, to 58% in Q3. 

Women don’t feel as safe 
as men when they travel for 
work. Overall, business travelers 
feel safe when they travel for 
work, although more women 
than men say safety concerns 
influence their desires and 
decisions related to work trips. 
Overall, 64% of all employees 
surveyed believe business travel 
is generally very safe, and 67% 
agree that their companies care 
about their well-being when they 
travel, on par with Q2 (63% and 
65%, respectively). 

Half of women (50%) say they 
feel safe when they travel, 
compared with 57% of men. 
Though slight, the difference 
could help explain why 61% 
of women business travelers 
agree that their desire to feel 
safe affects their travel choices, 
compared with 41% of men 
who travel for work. It could 
also help explain why 92% of 

women business travelers say 
staying at a hotel close to their 
work destination is important, 
compared with 83% of men 
business travelers.

Business travelers are less 
confident about the efforts of 
travel suppliers. When it comes 
to ensuring their safety during 
work trips, 48% feel airlines 
and other travel suppliers do an 
excellent job, a slight drop from 
52% in Q2. 

Millennials and women lead 
social media users. Half of 
all business travelers were 
neutral when it comes to social 
media improving their work-
related activities when they’re 
on the road, but Millennials 
ages 18 to 34 and women are 
the exceptions. Close to half 
(46%) of Millennials and 39% 
of women business travelers 
believe using social media sites 
improve their ability to connect 
with friends when they’re 
traveling on business, compared 
with 31% for all travelers. 

Likewise, a third (33%) of 
younger travelers believe social 
media improves their ability to 
meet up with work colleagues 
or business partners, compared 
with 24% for the average 
business traveler. While 28% 
of all travelers believe social 
media helps them look up 
reviews of restaurants, hotels 
and other travel vendors, 37% of 
Millennials and 36% of women 
find it helpful for that purpose.
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FIG. 2 BUSINESS TRAVELERS’ SOCIAL MEDIA USE

Most business travelers have not embraced social media during work trips, though more Millennials 
use it than any other age group. 

Employees of mid-sized companies are enthusiastic work travelers. Close to two thirds (69%) of 
business travelers at mid-sized companies with 100 to 499 employees said traveling for work helps 
them accomplish their annual goals, on par with the 70% average. In addition, 82% of mid-sized 
company business travelers said they were satisfied with their ability to meet goals for business trips 
they’d taken during the previous three months, also on par with the 83% average.  Seventy-one percent 
(71%) said given the choice they’d travel either “more often” or “about the same amount” for work.

When it comes to feeling taken care of on work trips, mid-sized company business travelers see some 
room for improvement. Of business travelers at mid-sized companies, 62% believe their employers care 
about their well-being when they’re on the road, compared with 67% of all business travelers. Likewise, 
52% of mid-sized company business travelers are satisfied with company travel policies, and 49% agree 
that they always feel safe when traveling, compared to 58% and 54% of all respondents respectively.

GBTA Business Traveler Sentiment IndexTM

In Partnership with American Express

Using Social Media for Work Travel
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Social networking sites improve 
my ability to meet up with 
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company networks improve my ability 
to find reviews about suppliers (e.g., 

hotels, car services, restaurants)
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RECOMMENDATIONS

The GBTA Business Traveler Sentiment Index™, 
in partnership with American Express, offers 
insights into ways companies could help 
increase business traveler satisfaction and 
productivity while they’re on the road while 
at the same time improving efficiencies and 
reducing costs. Some of those include:

Trip experience – Airport security continues 
to be a particular pain point in business travel 
and continues to affect travelers’ overall 
impressions of air travel. To counteract 
potential delays airport security can cause, 
companies might consider sponsoring 
enrollment in programs such as TSA Pre®, 
the expedited security screening program.

Expenses – There’s no getting around the need for business travelers to track expenses and 
file expense reports. Companies could support them by providing expense reporting software, 
mobile apps or corporate cards to help expedite the process of submitting receipts and being 
reimbursed, if needed. 

Business tech – The message from business travelers is loud and clear: they want access to 
(free) Wi-Fi  wherever they are. Company travel policies can accommodate them by covering the 
cost of Wi-Fi in hotels, planes and trains. Companies could also provide travelers with mobile 
hotspots. These individual Wi-Fi connections are available either directly through travelers’ mobile 
devices or through networks with hundreds of thousands of access points worldwide. Keeping 
travelers connected also allows them to keep up with work responsibilities regardless of location, 
which can help them stay productive and ease the stress of being on the road.

Travel policies – Business travelers appreciate flexibility when it comes to booking trips and changing 
itineraries. To improve satisfaction levels and create policies they’ll realistically follow, allow travelers to 
have an adequate level of choice in selecting air, hotel, rental car, and other vendors. Companies could 
also offer booking tools and services that help simplify the process of modifying arrangements.

Travel safety – Have contingency plans to ensure employees feel safe on the road, and consider 
tailoring those plans to appeal to women business travelers, who findings show are more concerned 
about staying safe. One possibility: make sure approved vendors offer accommodations close to 
business destinations, which women business travelers especially prefer.

Social media – Educate business travelers about the potential of using social media on trips. While a 
minority of all business travelers use social media for business travel, Millennials are embracing it at 
much higher than average rates. As those current 18 to 34 year-olds become a larger presence in the 
workforce, supporting them and other social media users will only become more important.
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Appendix 

METHODOLOGY

The GBTA Business Traveler Sentiment Index™, in partnership with American Express, fielded June 
22-30, 2015 to business travelers within the U.S. through an online research panel. Overall, 845 
respondents qualified for the study (their primary residence is located in the United States, they are 
employed part- or full-time, and they have taken four or more business trips in the prior 12 months). 
The margin of error is +/- 3.4% at the 95% level of confidence.

A business trip is defined as “travel for a business purpose that includes an overnight stay OR where 
you traveled 50 miles or more, one-way, from your primary residence. This does not include commuting 
to/from your office. In addition, one ‘trip’ is defined as the time you left your home location to the time 
you returned to your home location, regardless of how many places you visited during your time away 
from home.”
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Respondent quotas were set by gender and age to ensure proper demographic, geographical and 
industry representation. In addition, several demographics and firmographics were included in the 
questionnaire to understand the characteristics of the population and break down the data into 
meaningful comparison groups.

The analysis represents the third wave of responses from U.S. business travelers. The first wave of 
responses established a benchmark for the GBTA Business Traveler Sentiment IndexTM based on five 
key components: (1) Overall Trip Experience and Travel Friction, (2) Travel Management Policy Friction, 
(3) Expense Tracking and Management, (4) Business Travel Safety, and (5) Social Media Experience.  
The second wave refined existing questions, added new questions, and included two new components: 
(6) Technology for Business Travel and (7) Corporate/Macroeconomic Environment. This research 
aims to track changes to the overall GBTA Business Traveler Sentiment Index ™ and individual Index 
components over time.

American Express has partnered with the GBTA Foundation to create this report.

STATISTICS

The Index is calculated by using the key components of business traveler experience uncovered 
through our analysis and weighting these factors based on how well they correlated with overall 
business travel satisfaction. The value of each component indicates how much of the overall sentiment 
index that component comprises.

NOTES ABOUT THIS REPORT

To observe, highlight, and test relationships between changes in sentiment and changes in actual trip 
behavior (trip volume, trip spending, etc.), data was compared across all three research waves. While 
statistically significant changes between Wave 1 and Wave 3 are apparent, changes between Wave 1 
and Wave 2 are incremental, meaning the significant change occurred between Wave 2 and Wave 3. 
Therefore, this report exclusively analyzes changes between Wave 2 and Wave 3. One final research 
wave will occur later this year with a report to follow.

Categories labeled as “Satisfied” are comprised of those who indicated a “6” or a “7,” with “7 = Very 
Satisfied;”categories labeled as “Dissatisfied” are comprised of those who indicated a “1” or a “2,” with 
“1 = Very dissatisfied.” Similarly, categories labeled as “Agree” are comprised of those who indicated 
a “6” or a “7,” with “7 = Strongly Agree;”categories labeled as “Disagree” are comprised of those who 
indicated a “1” or a “2,” with “1 = Strongly Disagree.” In both cases, responses labeled as “Neutral” 
represent answers of “3,” “4,” or “5” on this same seven-point scale.
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About the GBTA Foundation

The GBTA Foundation is the education and research 
foundation of the Global Business Travel Association 
(GBTA), the world’s premier business travel and 
meetings trade organization headquartered in 
the Washington, D.C. area with operations on six 
continents. Collectively, GBTA’s 7,000-plus members 
manage more than $345 billion of global business 
travel and meetings expenditures annually. GBTA 
provides its growing network of more than 28,000 
travel professionals and 125,000 active contacts with 
world-class education, events, research, advocacy 
and media. The Foundation was established in 1997 
to support GBTA’s members and the industry as 
a whole. As the leading education and research 
foundation in the business travel industry, the GBTA 
Foundation seeks to fund initiatives to advance the 
business travel profession. The GBTA Foundation 
is a 501(c)(3) nonprofit organization. For more 
information, see gbta.org and gbta.org/foundation. 

About American Express Global Corporate 
Payments

Through its Global Corporate Payments division, 
American Express offers a suite of B2B and T&E 
payment solutions that can help organizations 
streamline processes and identify opportunities to 
help drive savings and efficiency. American Express 
can help your organization improve working capital 
flexibility and your relationships with suppliers. 
For more information, visit  https://business.
americanexpress.com/us

About American Express

American Express is a global services company, 
providing customers with access to products, 
insights and experiences that enrich lives and build 
business success. Learn more at americanexpress.
com and connect with us on  facebook.com/
americanexpress, foursquare.com/americanexpress, 
linkedin.com/company/american-express, 
twitter.com/americanexpress, and youtube.com/
americanexpress.

Key links to products and services: charge and credit 
cards, business credit cards, Plenti rewards program, 
travel services, gift cards, prepaid cards, merchant 
services, corporate card and business travel.

The content in this published material is provided for general informational purposes only and does not constitute investment, financial, tax, legal or 
other professional advice on any subject matter. Please contact your investment, financial, tax, legal or other professional advisor regarding your specific 
needs and situation. American Express Travel Related Services Company, Inc. and its subsidiaries and affiliates (“American Express”) do not accept any 
responsibility for any loss which may arise from reliance on information contained in these materials. American Express does not warrant or guarantee 
the accuracy of these published materials. 

The next GBTA Business Traveler Sentiment Index™ 
will measure attitudes and plans for U.S. business 
travel for the fourth quarter of 2015. The GBTA 
Foundation and American Express plan to release the 
Q4 U.S. report in early 2016.

This executive summary of the GBTA Business Traveler 
Sentiment Index™ is available online (https://business.
americanexpress.com/us/business-trends-and-
insights/business-traveler). 

To purchase the full report of the GBTA Business 
Traveler Sentiment Index™, visit http://www3.gbta.
org/l/5572/2015-10-23/2vlwzz. 

For questions or additional information about the 
study’s methodology, please contact resources@
gbtafoundation.org.
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