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BTN’s 2014 Small & Medium Enterprise Report

BY DAVID JONAS

THE SIZE OF A company’s spend does 
not necessarily refl ect its approach to 
managing travel. Although there are 
many generalities relating to policy, pro-
gram confi guration and supplier deals, 
each company may have a diff erent set of 
needs and goals, and therefore a unique 
approach to working with a travel man-
agement company, online booking tool 
or both.

“We fi nd that a company’s culture and 
leadership environment are more of a 
factor than company size in driving needs 
and preferences,” said Gant Travel Man-
agement president Patrick Linnihan.

PICKING THE TMC

It’s not that the biggest agencies disregard 
smaller-spending accounts, but small and 
midsize agencies that fry few large fi sh 

Small Accounts Not Always Easy 
Business For Corporate TMCs

are happy to focus on smaller ponds.
“If you go with a mega [agency], and 

you are a smaller or midsize company, 
you do tend to get lost in the shuffl  e,” said 
Sean Parham, director of procurement 
and sourcing at Corinthian Colleges, a 
post-secondary education company with 
about $6 million in annual air spending 
(and another few million related to meet-
ings). “I just don’t feel like in the past I 
have gotten the attention from the larger 
ones. And there’s also all the bureaucracy. 
It’s nice to be noticed by your TMC and 
not just pushed aside.”

But for TMCs, small doesn’t always 
mean easy business. For starters, many 
SMEs do not have a dedicated travel 
management professional, which might 
mean TMCs have a tougher sell. When 
working instead with CFOs, controllers, 
HR personnel, administrators or assis-

tants, the agency has to decipher for those 
contacts how a travel program works and 
derives value. 

“In a lot of those cases, they are going 
from a completely unmanaged program 
into a managed program, either through 
the launch of an online tool or an expense 
tool—or both together,” said Balboa Trav-
el Management executive vice president 
for corporate travel solutions John Cruse. 
“You have to continually show the value, 
because a lot of times people get hung up 
on the fees and not necessarily recogniz-
ing what is coming along with it.”

Casto Travel COO and president Marc 
Casto views the SME segment as “much 
more challenging” than others. “Like in 
any company and in any industry, one 
of the factors we consider on the sales 
side is: Who is the decision-maker?” he 
said. “Among SMEs, the decision-maker 
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2014 
BUSINESS 

TRAVEL 
BUYER’S

HANDBOOK

•  THE CORPORATE TRAVEL INDEX 
The daily cost of doing business in 100 domestic  
and 100 international cities. 

•  SPRING PROJECT: TRAVEL MANAGEMENT: A GLOBAL  
VIEW – PRACTICES FOR WORLDWIDE BUSINESS 
Business Travel News will conduct a definitive examination of multina-
tional travel management practices employed by business travel and 
procurement executives based around the world. The results will be 
published in a special research issue on April 20, 2015. The study will 
analyze companies that have developed advanced multinational travel 
management programs and how they work with travel management 
companies, airlines, hotels, payment and other providers.

•  THE BUSINESS TRAVEL BUYER’S HANDBOOK 
A step-by-step explanation of how to establish travel programs  
and policies and to work with travel services suppliers. 

•  CORPORATE TRAVEL 100 
A ranking of the 100 biggest corporate travel spenders of  
U.S. point-of-sale airline tickets and a description of their 
travel programs. 

•  SMALL AND MIDMARKET COMPANY REPORT 
This study will focus on small companies that annually spend between $500,000 
and $2 million, and midmarket companies with annual U.S. booked air volumes be-
tween $2 million and $12 million. This study will help define the differences between 
how small and midmarket companies manage corporate travel and determine aver-
age pricing and discounts negotiated by companies in several travel spending and 
supplier categories, including air and hotel. It also will draw on past research by 
Business Travel News to make some historical comparisons.

•  FALL PROJECT: BEST PRACTICES IN DEPLOYING MOBILE STRATEGIES 
This study will analyze companies that have developed advanced mobile travel 
management strategies, policies and examine best practices. It will look at how 
such companies are using mobile devices and applications to enhance the deliv-
ery of services to business travelers as well as to enhance traveler security and 
improve the collection of spending data.
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* Research and reference issues are standard magazine size    

REFERENCE & RESEARCH ISSUES*

Delivered in print and online, these special magazine 
issues are effective reference tools for travel managers and 
effective promotion vehicles for travel marketers. They 
help build a thought leadership position by associating 
your company in strategic editorial environments, offering 
extended shelf life for 12-month exposure.
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In December 2012, a few months before embarking on an “open booking” trial, Fi-
nancial Industry Regulatory Authority Inc. manager of corporate travel services 
Carol McDowell joked with attendees at an industry event in New York: “I don’t 
know whether I’ve opened Pandora’s box,” she said, “and I might be seeking another 
job six months from now.” 

McDowell laid out the broad plan 
for what at the time was to be a six-
month pilot to determine whether 
open booking, as the concept has 
become popularly known, could 
work in conjunction with a managed 
travel program. 

Attendees peppered her with ques-
tions: How will you track travel-
ers? What about duty of care? Will 
this damage supplier relationships 
and discounts? 

While she didn’t know the answers 
at the time, many months later she 
sees value—or at least no harm—in 
further expanding the contentious 
travel management philosophy. 

After one year of piloting the con-
cept with 20 travelers at FINRA—a 
private company that serves as an in-
dependent regulator of fi nancial se-
curities fi rms—McDowell has con-
cluded a few things. Travelers, when 
allowed to roam outside of gated cor-
porate booking tools, haven’t abused 
the system, she said. Also, they didn’t 
spend more than the rest of the or-
ganization’s travelers, on average and 
when controlled for access to sup-
plier discounts.

In fact, McDowell is looking for 
ways to expand the program be-
yond the ongoing pilot. But, before 
she does, back-end and midoffi  ce 
automation is required, negotiated 
discounts must somehow be made 
accessible via supplier sites, and a 
model must be established to address 
the servicing of reservations sourced 
outside the travel management com-
pany channel. 

In other words, FINRA may be 

ready to expand open booking—but 
the industry, as McDowell sees it, 
isn’t quite there.

THE PILOT
McDowell is not a travel manage-
ment naysayer. “I’ve been in the travel 
industry for 25-plus years, the ma-
jority of that on the TMC side,” she 
said in December 2012. “I am 1,000 
percent behind managed travel, but I 
see my job as having two goals. One 
is the safety of our travelers, and the 
other is to manage the spend. I’ve 
come to wonder: Do I need to man-
age the process of booking in order to 
accomplish those two goals? I’m not 
convinced that I need to.”

To test that hypothesis, McDowell 
structured a program in which a small 
population of travelers would be free 
to book outside company channels—
provided they follow a few directives. 

Stressing that “this is still a man-
aged program,” she said pilot par-
ticipants are beholden to the com-
pany travel policy, including spending 
guidelines, with the only diff erence 
being “they’re allowed to book any-
where they want.” 

Well, almost anywhere. While pilot 
participants can take their corporate 
travel business to online travel agen-
cies, meta-search tools and supplier 
websites, booking through FINRA’s 
TMC and online tool expressly are 
prohibited, “because that would mud-
dy the data,” McDowell said. 

Using those sites, pilot participants 
still must pay with their corporate 
card and fi le expenses through the 
appropriate tool. 

McDowell also requires pilot par-
ticipants to “relay the information to 
us as quickly as possible,” using TripIt 
for centralized itinerary capture. Th ey 
are required as well to participate in 
regular surveys to give feedback on 
their experiences and sentiments. 

Kicking off  in February 2013, the 
pilot initially was set for six months, 
but, “Once we got to the six-month 
mark, I really wanted to continue it,” 
McDowell said recently, more than 
a year into the program. “I thought 
the results showing at that point were 
positive, and I really wanted to con-
tinue and try to take this program to 
the next phase.” 

THE FINDINGS
To measure whether travelers are 
booking rates comparable to those 
available through company channels, 
FINRA checks booked reservations 
against program rates as soon as trav-
elers submit confi rmation details. “We 
go into our online tool and look at, 
for those same fl ights, what we would 
have paid if they had booked through 
[FINRA’s designated booking tool] 
Concur,” McDowell said. “Th en, also 
benchmark, if it wasn’t on our pre-
ferred supplier, what the rate would 
have been if it were.” 

Based on data captured for one year, 
from February 2013 through January 
2014, McDowell found that pilot 
participants booked 63 percent of 
their airline tickets on company-pre-
ferred airlines. “Th e ones that were 
not, the majority of those I would 
have approved anyway had they gone 
through the regular system,” she said. >
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FINRA Is Ready
For Open Booking. 
Is The Industry?
A One-Year Pilot Shows Promise, But Automation Is Lacking

By Jay Boehmer 
Photographs by Michael Sexton

FINRA manager of corporate 
travel services Carol McDowell
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GLOBAL OUTLOOK/PAYMENT

Source: CFO Research/American Express spring 2013 
and 2014 surveys of 519 and 507 senior executives, 
respectively, at companies with at least $500 million in 
annual revenue, including 23 percent and 21 percent, 
respectively, in North America

Source: Joint statement of undisputed fact submitted as part 
of a U.S. Department of Justice federal antitrust case brought 
against American Express, the trial for which was scheduled 
at press time to begin July 7

Source: AirPlus International February-March 2014 survey of 
132 corporate travel buyers in North America, including 34 
percent representing travel programs with a reported annual 
travel spend of $10 million to $50 million and 15 percent with 
more than $50 million
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(All rates are quoted gross and include 4/color charge. Effective January 1, 2015)

 1X 4X 7X 13X 24X 36X 72X
       
Tabloid Ad Sizes       

Tabloid Page $30,300 $29,395 $28,510 $27,645 $26,830 $26,015 $25,470

Tabloid Spread $59,420 $57,645 $55,920 $55,235 $52,600 $51,025 $49,500
½ Page Tabloid $18,790 $17,670 $17,145 $17,145 $16,635 $16,130 $15,645
1/3 Page Tabloid $12,730 $12,350 $11,980 $11,630 $11,280 $10,950 $10,610
¼ Page Tabloid $10,305 $10,000 $9,700 $9,410 $9,125 $8,855 $8,580

Junior Page Ad Sizes

Junior Page $27,185 $26,370 $25,565 $24,800 $24,251 $23,340 $22,645
Junior Spread $53,185 $51,590 $50,040 $48,535 $47,080 $45,665 $44,290
½ Junior Page $17,690 $17,165 $16,655 $16,150 $15,670 $15,200 $14,740
1/3 Junior Page $11,425 $11,075 $10,745 $10,420 $10,110 $9,815 $9,535
¼  Junior Page $10,450 $10,130 $9,835 $8,515 $9,190 $8,920 $8,655

       

Covers       
Cover 2 or 3 $33,615 $32,675 $31,615 $28,140 $25,045
Cover 4 $36,670 $35,590 $34,535 $33,475 $32,480

Front Page Box $10,440 $9,910 $9,420 $8,955 $8,500

 1X 4X 7X 13X 24X
              

4/C Full Page $18,600 $18,030 $17,495 $16,970 $16,470

4/C Spread $37,195 $36,040 $35,000 $33,945 $31,935
4/C 1/2 Page $11,475 $11,140 $10,795 $10,480 $10,165

BLEEDS, PREFERRED POSITIONS, SHORT RATES & REBATES 
A.  Bleed or oversized ads—subject to 10% surcharge on space rate. 

Exceptions: (1) covers, (2) spread which may bleed into gutter without surcharge.

B.  Preferred positions — Page 5, 7, 9, 11 and Centerspread +10%; Covers 2, 3, 4 +20%

C. Guaranteed positioning — +10%

D. Short rates will be billed upon cancellation of contract or failure to fulfill minimum requirements.

E.  Rebates earned within a 12-month period can be used to purchase additional space within the same 12 month timeframe.
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WEBSITES

E-NEWSLETTERS

BTN DAILY NEWSLETTER   

Top Leaderboard (728x90) $9,745/week

Top Rectangle (300x250) $9,745/week
Text Ad $9,745/week
Lower Rectangle (300x250) $9,745/week
Lower Leaderboard (728x90) $9,745/week

Leaderboard (728x90) — ROS rotating upper and lower positions $3,440/month

Pulldown $5,730 /week

TRAVEL PROCUREMENT NEWSLETTER (published monthly)   

Top Leaderboard (728x90) $7,450/month

Top Rectangle (300x250) $7,450/month
Text Ad $7,450/month
Lower Rectangle (300x250) $7,450/month
Lower Leaderboard (728x90) $7,450/month

TRAVEL MANAGEMENT SPONSORSHIP     (includes e-newsletter and website)   $14,330/month

E-Newsletter — One 728x90 or 300x250 banner ad in each of the two issues

Website— Rotating top and lower 728x90 Leaderboard banner ad and rotating top and lower 300x250 banner ad  
in the Travel Management content section of the BTN website for one month corresponding with the e-newsletter.

THE TRANSNATIONAL SPONSORSHIP  (includes e-newsletter and website)            $14,330/month

E-Newsletter— One 728x90 or 300x250 banner ad in each of the two issues

Website— Rotating top and lower 728x90 Leaderboard banner ad and rotating top and lower 300x250 banner ad  
in The Multinational content section of the BTN website for one month corresponding with the e-newsletter.

       

Leaderboard (728x90) — ROS rotating upper and lower positions $8,600/month

Pushdown — one advertiser appears on all pages of the site $14,330 /weekly
   On the first page view, the ad automatically expands for 5 seconds

   On all other page views of that visit, the user sees the narrow band

Rectangle (300x250) — ROS rotating upper and lower positions $8,600/month
Homepage Takeover — own all positions on the homepage for a full week $11,465/week

WEBSITE CONTENT SECTION       

Leaderboard (728x90) — ROS rotating upper and lower positions $7,450/month

Rectangle (300x250) — ROS rotating upper and lower positions $7,450/month
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