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Summary
Business travelers’ brightening attitudes toward their overall trip experiences, tracking expenses and 
company travel policies helped boost the GBTA Business Traveler Sentiment Index™, in partnership 
with American Express, by 3.3% to 98.2 in Q4 2015.

Business traveler sentiment toward work trips rebounded to its strongest showing since the beginning 
of the year. One of the biggest changes was in satisfaction getting through airport security, which 
jumped to 55% in Q4 from 45% in Q3. The increase led more road warriors to say they were pleased 
with their overall trip experience, lifting that Component of the Index to 98.2 in Q4, compared with 94.7 
in the previous quarter.

They may be going somewhere for a meeting or conference, but when business travelers are on the 
road, they also want to take time and extend the trip for leisure travel. In Q4, slightly more than one-
third of business travelers (36%) extended a business trip for leisure travel and roughly two-thirds 
(67%) believe having the option is important.

Business travelers remain interested in services that help streamline their journeys, such as the 
Transportation Security Administration’s TSA Pre® program. A majority of business travelers (60%) still 
have not signed up for the service, which pre-screens travelers so they can use special screening lines to get 
through airport security faster. However, of the business travelers enrolled in TSA Pre®, the vast majority 
(95%) say it expedites their travel. Business travelers who are enrolled in TSA Pre® are significantly 
happier with their ability to get through airport security, 66% compared with 47% who don’t have it. 

Key Research Highlights

• The GBTA Business Traveler Sentiment Index™, in partnership with American Express, rose 3.3% to 98.2 
in Q4 2015 on improved attitudes & satisfaction toward overall trip experience, expense monitoring and 
company travel policies.

• More than one-third of business travelers (36%) took personal time to extend a trip, and roughly two-thirds 
(67%) believe having the option is important.

• A majority of business travelers (60%) have not signed up for TSA Pre®, however those who have feel it 
expedites their travel experience.
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Background and Methodology
The GBTA Business Traveler Sentiment Index™, in partnership with American Express, aims to 
understand how business travelers feel about their travel experiences and how those feelings affect 
their travel behaviors. Results for the fourth wave in the series are based on an online survey conducted 
by the GBTA Foundation Sept. 21-29, 2015, of 804 business travelers whose primary residence is 
located in the United States, who are employed part- or full-time, and who 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 values below represent how much of the overall Index each Component represents:

The Index is calculated by using the key components of business traveler experience uncovered through 
GBTA’s analysis and weighting these factors based on how well they correlated with overall business travel 
satisfaction, resulting in the graphical representation below. The value of each Component represents how 
much of the overall sentiment index that component comprises.

Composition of Index Components

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

Technology for Business Travel

Corporate/Macroeconomic Environment

Social Media ExperienceTravel Management Policy Friction

Business Travel Safety

Expense Tracking and Management

Overall Trip Experience and Travel Friction

25%
12%

5%

16%

15%

14%

13%
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Key Findings 

After dipping in Q3, the GBTA Business Traveler Sentiment Index™, in partnership with American 
Express, rebounded to 98.2 in Q4, close to the same level as Q2 when it was 98.7. In Q4, business traveler 
satisfaction improved over Q3 in all but three Index Components which held steady or experienced 
insignificant declines.

Two Index Components showed the largest statistically significant improvement in Q4 from the previous 
survey period: Expense Tracking and Management, which increased 6.3% to 101.1, and Overall Trip 
Experience and Travel Friction, which rose 3.7% to 98.2.
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FIG. 1 BUSINESS TRAVEL SENTIMENT INDEXTM RISES IN Q4

The Business Travel Sentiment IndexTM, in partnership with American Express, improved 3.3% to 98.2 
in Q4 based on business travelers’ more positive attitudes toward their overall trip experience, expense 
monitoring, and travel policies. 

The Expense Tracking and Management Component rose because business travelers reported being 
more satisfied in Q4 than in Q3 with paying for expenses using personal cards (70% v. 62%) or 
corporate cards (78% v. 77%). During Q4, they were also more satisfied than in Q3 with keeping track 
of receipts (71% v. 59%), completing expense reports (65% v. 56%), and the methods for submitting 
reports and receipts (64% v. 56%).

1 For the inaugural survey, all components were given a baseline score of 100.

2 Two new components were added in Q2, Corporate/Macroeconomic Environment and Technology for Business Travel, and both were given a baseline score of 
100. The Social Media Experience component was included in Q1 but because of changes to the questionnaire, was reset to 100 for Q2.

GBTA Business Traveler Sentiment IndexTM

Q1 to Q4 2015

GBTA Business Traveler 
Sentiment IndexTM

Overall Trip Experience and 
Travel Friction

Expense Tracking and 
Management

Travel Management 
Policy Friction

Business Travel Safety

Corporate/Macroeconomic 
Environment

Technology for 
Business Travel

Social Media Experience

98.2
95.1
98.7
100.0

101.1
95.1
98.1
100.0

100.3
99.4
98.8
100.0

98.2
94.7
98.8
100.0

100.1
98.4
99.3
100.0

97.5
98.0
100.0

99.5
100.7
100.0

94.4
94.4
100.0

Qtr22

Qtr11

Qtr4

Qtr3
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FIG. 2 MORE SATISFACTION WITH EXPENSE PROCESSES

Business travelers’ satisfaction with all aspects of expense management improved in Q4, including 
using corporate and personal cards to pay for business expenses and keeping track of receipts.

Expense Reporting Processes
Percent satisfied

Using a corporate card to pay for 
[business] expenses

Keeping track of receipts

Using a personal credit card to 
pay for [business] expenses

Requirements for submitting 
expense reports and receipts

Completing an expense report

Method for submitting expense 
reports and receipts

78%
77%
75%
75%

71%
59%
63%
65%

70%
62%
63%
66%

65%
56%
60%
63%

65%
58%
58%

64%
56%
57%

Qtr2

Qtr1

Qtr4

Qtr3

Baby Boomer business travelers, those ages 55 and older, were most pleased with expense reporting 
policies and procedures, registering higher satisfaction levels across the board, compared with Gen Xers 
(35 to 54) and Millennials (18 to 34). For example, in Q4, 80% of Boomer business travelers were satisfied 
with being able to keep track of their receipts, compared with 72% of Gen Xers and 59% of Millennials.

In Q4, business travelers rated almost every aspect of their travel experience higher than in the 
preceding three quarters. During the period asked about in the survey, they were most satisfied with 
hotel stays (83%), making travel arrangements (80%), and their overall travel experience (77%). They 
were also largely satisfied with renting a car (71%), taking a taxi, Uber or other hired car service (65%), 
traveling on an airplane (59%), and riding on a train (58%). 

Although satisfaction with getting through airport security rose substantially in Q4 over Q3, it remained 
the least satisfying part of business travel throughout the year, according to the survey.
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Older business travelers who are likely long-time veterans of work trips reported very different 
experiences than their younger counterparts. Boomers were less likely to report being stressed by work 
travel (27%), more likely to have a better understanding of company travel policies (72%) and more 
likely to be satisfied with their ability to complete expense reports (74%), compared with Gen Xers 
(34%, 63%, and 65%, respectively) or Millennials (36%, 56% and 55%, respectively).

FIG. 3 MORE PLEASED WITH OVERALL BUSINESS TRIP EXPERIENCE

Business travelers rated almost every aspect of work trips higher in Q4 than in the preceding three 
quarters, including hotel stays, making travel arrangements, and their overall travel experience.

Travel Experience

Staying in hotels

Making travel arrangements

Overall travel experiences 

Renting a car

Taking a taxi, private 
chauffeured car, Uber or Lyft

Traveling on an airplane

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

Getting through airport security

83%
78%
77%
78%

80%
73%
73%
75%

77%
73%
75%
73%

71%
63%
67%
66%

65%
60%
63%
64%

59%
55%
59%
57%

58%
59%
57%
65%

55%
45%
55%
55%

Qtr4

Qtr2

Qtr1

Qtr3
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Millennials who travel for work have most often 
extended a business trip for leisure purposes 
(43%), compared with 36% of travelers of all 
ages, 35% of Boomers, and 34% of Gen Xers, 
according to the survey. 

When business travelers choose to stay on, it’s 
to explore a destination (63%) or visit friends 
or family members (48%), while fewer stretch 
out business trips as an inexpensive way to take 
a vacation (15%). About one-half travel with a 
spouse or significant other (52%) and more than 
one-quarter report travel alone (28%).

Two in five business travelers are enrolled in the 
TSA Pre® program. In addition to being happier 
about getting through airport security, road 
warriors who are signed up with the program are 
much more likely to be satisfied with air travel 
(66%) than those without it (54%).

The older the business traveler, the more likely 
they are to be enrolled in TSA Pre®: 51% of 
Boomer business travelers are enrolled in 
the program, compared with 37% of Gen X 
business travelers and 32% of Millennials. These 
generational differences could be the result 
of older employees with more business travel 
experience being more willing to use tools that 
make flying for work easier or more convenient. 
Of business travelers who haven’t already signed 
up for the program, 28% plan to enroll, 50% do 
not plan to enroll, and 22% aren’t sure. Slightly 
more Millennials plan to enroll (31%) than Gen X 
(27%) or Boomer (27%) travelers, according to 
Q4 survey results.

Use of TSA Pre® by business travelers at 
middle-market companies mirrors the average. 
At companies with 100 to 499 employees, 41% 
of business travelers are enrolled in the service. 
Of middle-market business travelers who don’t 
already have it, 27% expect to enroll, 50% don’t 
expect to enroll, and 23% aren’t sure.
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OTHER KEY FINDINGS

Overall satisfaction with company travel 
policies improves slightly. More business 
travelers felt satisfied with travel policies overall 
during Q4, 63% compared with 58% in Q3. That 
increase helped the travel policy Component of 
the GBTA Business Traveler Sentiment Index™, in 
partnership with American Express, rise slightly, 
to 100.1 from 98.4 in Q3. 

The increase reflects how much business 
travelers value flexibility and choice, evidenced by 
how many were satisfied with the flexibility they 
had when planning trips and options available 
for booking hotel stays (66% each), variety of 
choices offered for booking flights and renting 
cars (63% each), and their ability to change 
itineraries (59%). Older business travelers are 
more likely to be satisfied with travel policies 
(72%) than Gen Xers (61%) or Millennials (59%).

Business travelers look to employers to feel 
safe. The GBTA Business Traveler Sentiment 
Index™, in partnership with American Express, 
Business Travel Safety Component was virtually 
unchanged in Q4, inching up to 100.3 from 99.4 in 
Q3, however, this is the highest rating to date. 

Close to seven of 10 business travelers (69%) 
agree their employers care about their well-being 
and safety when they travel for work, and 68% feel 
business travel is generally very safe. In addition, 
48% agree safety impacts their travel choices.

Age is also a factor in how safe people feel on 
work trips. Millennials are more likely to say they 
feel cared for by their companies (74%) and 
that travel suppliers do a good job securing their 
safety (57%), compared to Gen Xers (65% and 
46%, respectively). In addition, employees who 
would prefer to travel less often are less confident 
about business travel safety and security.

Travelers express confidence in companies, 
some uncertainty about the economy. Business 
travelers remain more confident about the well-
being of their employers and industries than 
the overall health of the economy. In Q4, the 
Corporate/Macroeconomic Health Component 
of the GBTA Business Traveler Sentiment Index™, 
in partnership with American Express, remained 
virtually unchanged at 97.5, down from 98.0 in Q3. 

Almost two-thirds (63%) of business travelers 
held a neutral opinion about the overall health of 
the economy, while 22% agreed it’s in excellent 
shape, and 14% disagreed with that statement. 
That’s roughly equivalent to sentiment expressed 
in Q3 (65%, 21% and 14% respectively), but lower 
than in Q2 (58%, 32% and 10%, respectively). 

In Q4, close to six in 10 (58%) business travelers 
feel their employers were in excellent financial 
shape, off slightly from 62% in both Q3 and 
Q2. A majority of travelers (53%) also feel their 
industries are in good shape, on par with Q3 
(51%) and Q2 (54%). The Q1 survey did not 
include questions about the economy.

Millennials are most eager to embrace social 
media. Taken as a whole, business travelers remain 
skeptical of social’s utility when they are on the road 
for work. However, they are warming up to social 
networking sites as tools to improve their ability to 
meet up with friends when they travel for work, with 
Millennials topping all other ages holding that view. 

Those trends were not enough to change the GBTA 
Business Traveler Sentiment Index™, in partnership 
with American Express, Social Media Component, 
which remained flat at 94.4 from Q3 and down from 
100.0 in Q2 when it was added to the Index.
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In Q4, the number of business travelers who 
agree social networking sites, such as Facebook 
or Twitter, improve their ability to meet up with 
friends while on work trips rose to 36%, from 
31% in Q3. In Q4, 52% of Millennials agree social 
sites improve their ability to connect with friends 
when they travel for business, compared with 
36% of Gen Xers and 20% of Boomers. Business 
travelers who would prefer to be on the road more 
often are more likely to say social networks help 
them meet up with friends (43%), find reviews 
about suppliers (38%) and connect with business 
colleagues or contacts (33%).

Wi-Fi remains a must-have on the road. When 
business travelers are away from the office, Wi-Fi 
remains crucial for staying productive, including 
keeping up with non-travel work demands. In Q4, 
the Technology for Business Travel Component 
remained virtually unchanged, dropping slightly to 
99.5 from 100.7 in Q3. 

More than four in five business travelers (83%) 
continue to believe Wi-Fi access is vital to 
productivity on the road, and 79% say access to it 
and other technology allows them to stay abreast 
of other work demands while they are out of the 
office - on par with Q3 results (84% and 80%, 
respectively). As far as business travel technology 
tools go, Wi-Fi continues to be more popular 
than mobile apps from travel suppliers and event 
organizers, though a slight majority of business 
travelers (52%) agree the latter enhances their 
overall work trip experience. 

Business travelers may love their tech tools, 
but 67% believe videoconferencing and other 
technology will never replace face-to-face 
business meetings. In addition, 63% agree 
that their company’s management feels 
business travel is important to overall financial 
performance. That sentiment has remained 
relatively steady over the past two quarters, 62% 
in both Q3 and Q2.

https://business.americanexpress.com/us/business-trends-and-insights/business-traveler/gbta-global-business-traveler-sentiment-index-oct-2015
https://business.americanexpress.com/us/business-trends-and-insights/business-traveler/gbta-global-business-traveler-sentiment-index-oct-2015
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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 are 
on the road and, at the same time, improve efficiencies and reduce costs. Some of those include:

Trip experience - Business travelers who use TSA Pre® generally appreciate it and are more satisfied 
with getting through airport security and air travel. Because the program adds so much value, it 
behooves companies to help business travelers who do not already have it to sign up. One possibility: 
tap Baby Boomer business travelers who are more likely to use it than other age groups to help explain 
the process and benefits to younger colleagues.

Expenses - Older business travelers are more satisfied with expense reporting protocols than 
Millennials, who enjoy work trips and are eager to hit the road, but seem less confident about their 
abilities related to business travel. This situation offers companies another opportunity to encourage 
veteran business travelers to coach their younger counterparts, including passing on tips, tricks and 
best practices for keeping track of receipts and completing expense reports.

Travel policies - As more business travelers of all ages, especially Millennials, extend trips for personal 
time off to sightsee or visit acquaintances, companies should ensure that travel policies address how 
to separate business and personal expenses. Policies should include what expenses are covered when 
a business trip is extended, whether negotiated rates with vendors can be extended, and whether the 
traveler can access the company’s travel manager in case of a mishap during the personal portion of a trip.

Travel safety - Business travelers feel slightly safer on the road now than in the recent past and have 
confidence their employers care about their wellbeing on work trips. Companies should build on that by 
informing business travelers about safety and security measures, taking special care to communicate 
with business travelers who ideally would prefer to be on the road less often, since they are more likely 
to feel less safe when they travel. As part of that concept, organizations should consider having travel 
policies that give business travelers flexibility to choose the transportation mode that makes them feel 
most comfortable.

Economy - Most business travelers have more confidence in the financial well-being of their own 
companies and industries than in the economy overall. A majority of business travelers work at 
companies where management feels business travel is important to the company’s financial 
performance. Organizations could solidify those attitudes by clearly communicating business travel’s 
importance to the company’s operations. They could also spell out situations where in-person meetings 
or other travel are better options than technology-based alternatives.

Social media - Business travelers represent their employers whether in an in-person meeting or 
interacting with travel resources online. As more of them, particularly Millennials, rely on Facebook and 
other social media when traveling for work, companies should consider revising travel policies to include 
social media best practices. Guidelines could cover appropriate online behavior and, depending on the 
organization, whether it’s permissible to contact vendors on social networks or publicly comment on 
vendor forums. Policies should be clearly communicated and include the logic behind specific decisions.

Business tech - Companies should continue to investigate offering Wi-Fi to business travelers who want 
it to stay productive on the road and make sure work does not pile up back at the office. Companies 
could accommodate them by partnering with travel vendors that offer free Wi-Fi or by covering the 
expense of paid Wi-Fi services on flights or in lodging accommodations. 
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Appendix 

METHODOLOGY

The GBTA Business Traveler Sentiment Index™, in partnership with American Express, was fielded 
Sept. 21-29, 2015, to business travelers within the U.S. through an online research panel. Overall, 804 
respondents qualified for the survey (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.”

Respondent quotas were set by gender and age to ensure proper demographic, geographical and 
industry representation. Age groups included Millennials (ages 18 to 34), Gen Xers (ages 35 to 54) 
and Baby Boomers (ages 55+). 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.
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ABOUT THIS REPORT

To observe and highlight changes in sentiment and in actual trip behavior (trip volume, trip spending, 
etc.), data was compared across all four research waves.

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.

RESPONDENT PROFILE

Gender Travel Policy Average trips 
quarterly

40%
Female

60%
Male 4

49%
must follow company’s 

stated travel policies

17%
No stated restrictions or 

company guidelines to follow

34%
encouraged to follow 

general guidelines
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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 in global business 
travel and meetings expenditures annually. GBTA 
provides a 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, services and corporate 
responsibility information: charge and credit cards, 
business credit cards, Plenti rewards program, travel 
services, gift cards, prepaid cards, merchant services, 
corporate card , business travel and corporate 
responsibility.

The content in this published material are 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.

This executive summary of the GBTA 
Business Traveler Sentiment Index™ - January 
2016 is available online (https://business.
americanexpress.com/us/business-trends-
and-insights/business-traveler/GBTA-
business-traveler-sentiment-index-Jan-2016). 

To purchase the full report of the GBTA 
Business Traveler Sentiment Index™ - 
January 2016, visit (http://www3.gbta.org/
l/5572/2016-01-22/35tb2d). 

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