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HOTEL PROGRAM SUCCESS IN A CHANGED WORLD

 Program success goes 
beyond savings. Most 
corporations put their 
employee safety and 
satisfaction ahead of 
price. This trend will only 
accelerate due to the 
pandemic as requirements 
shift in favor of health 
guidelines. 

 Attachment can be better. 
Attachment rates are just 
above 50%, and respondents 
agree easy-to-use tools 
would motivate travelers to 
book even more hotels with 
air or rail. But 4 in 10 also 
believe that mandates are 
required. 

 Fixed rates rule, but dynamic 
is on the rise. Fixed negotiated 
rates are the most popular type, 
and growing, as the largest 
percentage of respondents plan 
to use more of them in 2020. 
But dynamic negotiated rates 
are gaining ground, with 3 in 
10  North American companies 
planning to use more of them in 
2020. Though a small part of the 
mix today, chainwide deals are 
rising in popularity, especially 
among firms with the greatest 
accommodation spend. 

 Must have Internet. 
Corporate travel, 
procurement and sourcing 
managers must have free  
Wi-Fi,  and to a lesser 
extent, 24-hour cancellation  
included in their contracts 
but won’t pay extra for much 
more than free breakfast.   

 Too big to ignore. Many 
corporations rarely audit their 
rates or check the settings of 
their online booking tool for 
accuracy, even though doing 
so would increase savings.

 Compliance needs a boost. 
Seven in 10 respondents 
believe compliance is an 
important element in a hotel 
program but cite that 3 in 10 
employees do not comply. 

 Regional differences stand 
out. Survey responses reveal 
that two regions—North 
America and Europe—often 
have unique preferences and 
perspectives but are aligned 
on common goals.

 Different times. The pressure 
to mix savings with safety, 
and flexibility with perks will 
become even more intensified 
due to the pandemic. Priorities 
will change as programs 
evolve, making it even more 
imperative for decision-makers 
to ensure accommodation 
programs meet their goals.

 Satisfaction levels 
high. Corporations are 
mostly satisfied with 
how they are sourcing 
content and negotiating 
contracts, as well as their 
ability to capture savings. 
The larger the hotel 
budget, the more likely 
hotel sourcing strategists 
will scrutinize costs. 

RoomIt by CWT Perspective
Hotel program success boils down to a winning formula: the right content, right displays, and the right 
tools which, when perfectly aligned, drive satisfaction and achieve program objectives. It would be 
impossible to focus on any one of these elements in isolation. It is that complexity that strategic partners 
can help you navigate, so you can focus on the strategy and objectives of your program. 

KEY FINDINGS
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 OVERVIEW
An effective hotel program can boost savings, compliance, and traveler 
morale, but building one takes time, effort, and insightful data. What works for 
one organization might backfire at another for several reasons. There are many 
variables at play—accommodation spend, travel frequency, types of trips—
that often make it hard to glean a “top 10” list for what defines true success in 
preferred hotel programs. With COVID-19 upending travel for much of 2020-
2021, corporations are rethinking their entire travel budgets, partnerships 
and guidelines. That means there are even more reasons to scrutinize 
past success and rethink future negotiations. As corporate hotel sourcing 
strategists consider 2021 and beyond, how should they evaluate the magic  
mix that delivers the best value and content for their travelers’ needs? 

SATISFACTION LEVELS HIGH, BUT GAPS REMAIN

Despite the stresses of creating a successful hotel program in today’s environ-
ment, corporate travel managers and decision-makers are confident and optimis-
tic. Nearly all cited a high level of satisfaction with how they are sourcing content 
and negotiating contracts, as well as reaching their savings goals.

More than 8 in 9 (85%) of respondents said they are satisfied with their hotel 
sourcing and negotiated rate process. Those in Europe tend to be even happier 
than their N.A. counterparts—89% vs. 83%, respectively. 

However, when considering total respondents, the more money a company spends 
on lodging, the less satisfied they are with the overall process. The larger the hotel 
budget, the more likely hotel sourcing strategists are scrutinizing for savings and 
anxious to reach overarching goals. Nearly 1 in 5  (19%) of larger lodging spend 
respondents ($10M+) were somewhat or very dissatisfied with their program’s 
success vs. 14% of the smallest lodging spend companies (<2.9M).

RoomIt by CWT Perspective
As travel managers begin to rethink 
their programs, now is the perfect 
opportunity to look at trends that 
have been slowly gaining momentum 
over the last couple of years and 
really embrace them to understand 
how much these concepts can help to 
take program efficiency into the next 
decade. There have been significant 
advancements in Artificial Intelligence, 
Machine Learning, live savings and 
reporting data. As the old truths of the 
industry no longer reign true, it's time 
to push the thinking even further.

RoomIt by CWT Perspective
Technology, data and the right 
expertise will lead to new techniques 
of optimization. It's interesting to 
consider that those with a higher spend 
may have a more mature program and 
be able to utilize the capabilities of 
their partners, yet they feel unsatisfied 
because their data shows there is room 
for improvement; and they are at a loss 
as to what needs to change and how. 
Traditional approaches to hotel sourcing 
and hotel program management have 
reached their limits, but technology 
and data lead to new ways of thinking 
for those who are seeking to be at the 
forefront of sourcing innovation.

  Satisfaction in Hotel Sourcing / Negotiated Rate Process
 What is your level of satisfaction with your hotel sourcing/negotiated rate process?

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement and 
sourcing managers responsible for hotel programs, including 202 responses from North America and  
82 from Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT
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ACHIEVABLE SAVINGS TARGETS 

Most respondents also believe they are adequately measuring their savings goals. 
While savings targets vary by company, the average goal for the year was 7%, 
broken out as 6% for N.A. and 9% for Europe. Smaller spend companies have the 
largest savings target (8%) compared to 5% for larger spend companies.  

In total, 72% are confident their savings measurements are effective, and captur-
ing their full savings potential. Europeans tend to be more satisfied in their ability 
to measure savings and achieve goals than their N.A. counterparts (78% vs. 69%). 
And one fifth of European respondents are extremely confident in the metric. 

Larger spend companies are even more confident in their savings measurement 
success than smaller spend ones. Of those with $10M+ in annual accommodation 
spend, 75% are confident vs. 70% for those that spend less than $3 million.

RATE TYPES

There is also agreement on rate types, with fixed negotiated rates the most pop-
ular—and growing, as shown on Charts 3 and 4. Fixed rates represent 37% of the 
total mix, and the highest percentage of respondents, 27%, also plan to use more 
of these rates in 2020. At 45%, fixed rates are a much bigger part of the mix for 
companies with larger accommodation spend ($10M+). 

Dynamic negotiated rates, which represent just 13% of the total, are also on the 
rise.  N.A.-based companies are leading the charge, with 31% planning to add 
more dynamic rates to their portfolio compared to just 18% of European compa-
nies. Interestingly, those with an attachment rate of 60% or better (41%) are more 
likely to increase use of dynamic negotiated rates (36%). 

There are some other clear differences between the two regions, considering the 
fragmentation of the European market. For example, aggregator rates such as those 
from Booking.com are more popular in Europe than N.A., representing 12% vs. 6% 
of total rates, respectively. While apartment rental/shared accommodation (e.g., 

  Confidence in Savings Measurements
How confident are you that your savings measurements are effective, or 
capturing your full savings potential? 

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement 
and sourcing managers responsible for hotel programs, including 202 responses from North America and 82 
from Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT
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RoomIt by CWT Perspective
There are many ways to measure 
savings, but from our experience 
there is really only one method worth 
noting. That is to do it dynamically 
and measure what the traveler booked 
versus what was available at the time 
of booking, which is your realized 
savings. This calculation is specific to 
your company. You can then start to get 
a deeper understanding by comparing 
year-on-year and month-on-month 
realized savings. 

Even if 72% of respondents are 
confident that their savings 
measurements are effective, it 
shouldn't stop them from pushing their 
savings even further. Don't let high 
numbers drive complacency. Tried and 
tested methodologies should not lead 
to overconfidence, and you should 
always assume there are opportunities 
for further savings to be gained.  

RoomIt by CWT Perspective
It's particularly interesting to see 
that although this survey was 
conducted in April, in the heart of the 
COVID-19 turmoil, fixed rates remain 
critical. We do believe that when you 
can focus on select hotels you can drive 
deeper discounts with fixed rates but 
be careful of the costs of over sourcing. 
For example, if a company has 100 
hotels in a single city with fixed rates, 
one might challenge the strength of the 
savings achieved. Optimization means 
that when you no longer have booking 
volume in a destination, you need to 
re-evaluate which hotels should remain 
in your program at a market level. 
Consolidate your volume in a few hotels 
and let your TMC or hotel provider 
source  the rest; leveraging their volume 
and measuring their efficiency with 
live savings reports. Having the right 
mix is key—and you need to measure 
it continuously, especially in this new 
environment where there is no normal. 
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Airbnb) rates were a low percentage overall (3%), their use is much more prevalent 
in Europe (5%) than N.A. (2%). That divide will only widen, as more than twice as 
many European respondents (16%) plan to increase short-term rental rates in 2020 
compared to N.A. respondents (7%). For larger companies overall, only 2% use 
rental rates. In another contrast of regions, nearly twice as many European compa-
nies plan to increase agency consortia rates (21% vs. 11%).

Looking ahead, corporations also expect to increase chainwide deals. Though they 
represent just 14% of the mix, 25% plan to use them more in 2020, including 41% of 
firms with the highest spend.

HALF SOURCE RATES INTERNALLY

There are fewer differences between regions in terms 
of how rates are sourced. Overall, more than half (53%) 
source through their company or procurement depart-
ment, followed by the TMC (38%), as indicated on Chart 
5. Use of a consulting company ranked third at 19% 
overall, although 38% of large spenders use a consult-
ing company vs. just 10% of smaller ones. 

ROOM FOR IMPROVEMENT

Despite overall satisfaction in programs, there’s always 
room for improvement, especially in overall usage. One 
such metric to fix is attachment rate—the percentage 
of air or rail reservations that include a hotel booking. 
If only companies can get the percentage of those 
who book air or rail to also book hotel, that would bring 
greater visibility, be easier to manage and provide cost 
savings. How companies can achieve this improvement 
is unclear and businesses need a clearer roadmap for 
achieving success in this metric.

RoomIt by  
CWT Perspective
Dynamic rates have a cost, so 
they are usually most useful 
in markets where you do not 
have the volume to effectively 
negotiate a fixed rate. On the 
other hand, if you oversaturate your 
program with chainwide deals, they 
will cost you money as you dilute 
volume from fixed-rate partners. 
It is optimal to seek a chainwide 
deal with just one chain chosen 
for a strategic reason. You should 
also consider the strategy behind 
deploying the same rate strategy at 
every market level. 

Focus on the age-old principle: 
the greater volume you can 
concentrate, the greater discount 
you can achieve. A sourcing partner 
will help you to be more precise at 
all market levels and obtain more 
savings than through chainwide 
deals, while constantly monitoring 
the results and adapting to your 
program.objectives.

Plan To Use More in 2020
As compared to last year, how have rate types in your hotel program 
changed in 2020?

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement 
and sourcing managers responsible for hotel programs, including 202 responses from North America and 82 
from Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT
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Types of Rates Used 
What percentage of the following rate types do you use in your hotel program? 
Mean Averages

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement and sourcing 
managers responsible for hotel programs, including 202 responses from North America and 82 from Europe, fielded 
April-May 2020 by BTN Group Content Solutions for RoomIt by CWT
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The average attachment rate for respondents is 53%, with N.A. achieving a bit 
more success (55%) compared to Europe (48%). Attachment rates increase incre-
mentally with spend—and those companies with accommodation spend of $10M 
or more have an attachment rate of 57%. It’s worth noting that 39% did not know 
their attachment rate, assuming they didn’t have the data or the inclination to con-
sider the metric an important measurement to track. 

Another metric for hotel program success—compliance rates—also needs improve-
ment. Hotel program compliance rates are similar between regions, averaging 69%. Still, 
that means more than 30% of travelers are not booking their business accommodation 
within the guidelines of their travel policy, likely causing leakage and lack of visibility. In 
contrast to hotel compliance rates, compliance rates for airline policies—whether book-
ing channel, service class or preferred carrier—within well-managed travel programs 
are typically between 80% and 100%. Due to heightened duty-of-care policies, some 
companies have “strongly encouraged,” if not mandated, airline policy compliance, but 
often not followed suit for hotel. Further analysis of the hotel survey results shows that 
compliance equals results. Those with a high compliance rate (of 76%+) are more likely 
to be satisfied with their hotel sourcing/negotiated rate process (89%). 

Another issue is that travelers often book rates higher than rate caps and guide-
lines, with 59% of respondents reporting this happens frequently or sometimes, 
while fewer than a third claim it never happens.

Increasing attachment rates, and hotel bookings overall within program guidelines, 
remain major goals for companies and organizations. However, respondents vary 
on what they think will cause more travelers to book hotel rooms within the pro-
gram versus using the hotel website, an OTA or maybe even calling the hotel.

RoomIt by CWT Perspective
A partner is not just for once a year 
during RFP season, but the partner 
is also there to accompany you 
for dynamic optimization all year-
round. Combining data with action 
is what drives savings. Hotels have 
already invested in advanced revenue 
management technology and highly 
qualified revenue managers to lead 
these strategies. Given the advanced 
maturity of the supplier side, it's not 
surprising that buyers need help. 

It is critical that someone is advocating 
on behalf of buyers to directly manage 
their hotel expenses, while ensuring the 
safety and security of their travelers—
today more than ever. It takes time to 
navigate the complexities and strike 
the right balance. Leverage your TMC 
partner for their negotiation power, 
expertise, and technology. If you pick 
the right partner, you will have access 
to the right data and the ability to 
take action. Some even have Artificial 
Intelligence and Machine Learning tools 
ready to do the work on your behalf, so 
you can focus on the strategy. 

RoomIt by CWT Perspective
Attachment and its reverse metric, 
leakage, have more importance 
now than ever. Prior to COVID-19, the 
emphasis was on safety in the case of 
an isolated event, or about maximizing 
savings. The pandemic has changed 
the notion of Duty of Care and what it 
really means. It is critical that Travel 
Managers know where their travelers are 
on the spot or be able to trace it back if 
necessary.

Research in 2019 revealed that 52% of 
Travel Managers said travelers want to 
stay at a non-preferred brand or type 
of hotel, while 73% said travelers think 
they can find a better rate somewhere 
else. It is critical that travelers don't 
need to shop around by ensuring you 
have consistent access in all corporate 
channels (online, offline, mobile). 
Compliance to your corporate booking 
channels is the key to effective control of 
safety and savings. 

  How Rates Are Sourced
How do you source rates for your hotel program?  

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement 
and sourcing managers responsible for hotel programs, including 202 responses from North America and 82 
from Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT
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WHAT'S MISSING

What will make travelers book more accommodation with air or rail within their 
program rather than through hotel websites, OTAs, or other methods? What’s 
missing in their arsenal that can increase attachment rates and compliance?

According to decision-makers, there are two big issues: lack of adequate technol-
ogy and education on the value of the program. Looking at total responses, 52% said 
travelers would book more hotel in policy if they had easy-to-use booking tools, and 
46% said more education as to why to book that way 
is needed. Incentives such as loyalty points were cited 
by 43%. However, more than 4 out of 10 (42%) believe 
mandates are required to get those attachment rates up. 
One-fifth (21%) want more content, but missing content 
is more of an issue in Europe (27%) versus N.A. (19%).

THE NECESSARY PERKS

Along with price negotiations are the expectation of 
perks—but not all amenities are deemed equal as it 
relates to hotel programs.  Some perks are optional 
or “nice to have” while others are requirements for 
inclusion. Still other amenities are so valuable com-
panies and organizations would pay a premium above 
the negotiated room rate just to have them. The better 
the perk, the more likely travelers will book within the 
program, and the more savings and ROI should follow.

Chart 8 illustrates the top amenities for total respon-
dents based on what is required (but included in the 
price) and what is required and worth a premium. 

There is no bending when it comes to these import-
ant items: Free Wi-Fi, 24-hour cancellation and GDS 
Bookability topped the list of amenities that are “must-
haves” when sourcing for negotiating rates. They are 
also the top 3 items assumed to be part of the deal—
meaning they are required, but more than two-thirds 
of respondents would not pay a premium for them.

RoomIt by CWT Perspective
Its important to have content 
coverage that meets all your 
travelers’ needs across all booking 
channels, personalized messaging 
capabilities, and tools that give 
something to travelers that they 
cannot obtain elsewhere. 

A good example is RoomIt by CWT's 
Loyalty Booster program, which rewards 
travelers with additional points and 
miles, while also increasing hotel 
attachment rates and compliance with 
their company's travel policy. This 
program drives an average increase 
of up to 6% in HAR. It's all part of the 
education process and providing 
travelers what they want. Ensure that 
the traveler tools provide enough clarity 
on loyalty eligibility so that travelers 
know exactly what they are booking. 

 How Often Travelers Book Rates Higher Than  
Rate Caps/Guidelines

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement 
and sourcing managers responsible for hotel programs, including 202 responses from North America and 82 
from Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT

6 

Frequently/Sometimes

Rarely/Never

Don’t Use Caps  
or Guidelines

What’s Needed to Increase Attachment Rates?
Which of the following would motivate your travelers to book more hotel 
rooms with air or rail reservations? 

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement 
and sourcing managers responsible for hotel programs, including 202 responses from North America and 82 
from Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT
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BREAKFAST INCLUDED

What are the items that are so important that companies will pay over and beyond 
their negotiated rate? Overall, free breakfast (18%) and last room availability (17%) 
rank highest in overall worth, while only 11% will pay for free Wi-Fi. Yet what is truly 
valued also depends on location: European respondents show a greater willing-
ness to pay extra for certain perks. For example, they are more than twice as likely 
as their N.A. colleagues to pay for free breakfast (28% vs. 14%), early check-in/late 
check-out (16% vs. 7%) and 24-hour cancellation (16% vs. 7%). 

There are other differences worth noting based on accommodation spend. For 
example, companies with $10M+ in spend are much more likely to make 24-hour 
cancellation a requirement (but not pay a premium for it), at 81%. Larger compa-
nies are also more likely to require GDS bookability (91%) and last room availability 
(67%), without having to pay extra. 

RoomIt by CWT Perspective
It's important to have the flexibility 
to show travelers the optimal rates. 
From experience, we've seen that 
the right content, tools, and loyalty 
incentives have all resulted in 
improvements for our clients. Hotel 
attachment grew up to 7% when 
RoomIt content was added to client 
OBTs. The introduction of a Loyalty 
Booster program, which rewards 
travelers with additional points 
and miles, can lead to an average 
increase of 6% in hotel attach. The 
deployment of web and mobile apps 
to clients, allowing their travelers to 
book anywhere and anytime, have 
demonstrated that further increases 
in HAR can be achieved. Booking tools 
need to give travelers transparency on 
specific rates and inclusions, while also 
providing reviews from other travelers.

          Most Valued Amenities
Which amenities do you require, and which would you pay a premium for, when 
sourcing or negotiating rates?  (Ranked by Total Required, Will Not Pay Extra)  

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement 
and sourcing managers responsible for hotel programs, including 202 responses from North America and 82 
from Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT
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WHAT’S REALLY IMPORTANT?

In the long run, you can’t have travel program success, or success of any kind, without 
employee-buy in. And to buy into the corporate strategy, there must also be concern  
for the traveler experience. There is nothing more important than gaining the respect 
and confidence of the traveler. Nearly all respondents agree traveler safety and 
security always come first—before cost savings, compliance or any other goal. This 
universal sentiment about accountability sheds light on how soon employee travel will 
resume after the pandemic, even as new cases fade. Precaution and responsibility are 
what drive corporate travel program strategy now more than ever.

Increased traveler safety and improved traveler satisfaction top the list of important 
elements in a hotel program, 81% and 76%, respectively. Compliance growth is also a 
top concern with 71% labeling it as extremely or very important. Savings metrics—which 
more than half of respondents deem highly important—rank 4th and 5th on the list. Four  
in 10 respondents said increased attachment rates are extremely or very important.

There are minor differences to observe by region: N.A. respondents are slightly 
more concerned about employee satisfaction as well as savings.

REVIEWS AND AUDITS

Keeping a hotel program in top shape requires constant oversight. Although busy pro-
fessionals try to stay on top of prices and effectivity, it’s not always practical to do. One 
way is to review online booking tool (OBT) hotel property 
settings to understand if they are helping meet hotel 
program objectives. The BTN Group Content Solutions 
survey found that more than half (54%) of respondents 
review 2-4X per year, while 28% review only once a year 
and 12% not at all (7% were other). Not surprisingly, 
those companies with a high compliance rate (of 76%+) 
are more diligent, with 40% reviewing their OBT quar-
terly versus 31% for all respondents.  

Auditing program success is another metric. Roughly 
five times a year decision-makers audit for non-avail-

RoomIt by CWT Perspective
It's interesting to see that GDS 
bookability is viewed as an amenity 
when it is a technology channel, but 
what it really indicates is that Travel 
Managers want hotels to be available 
consistently across all channels so that 
their travelers can book them anywhere 
and anytime. Above all else price would 
still supersede everything, which comes 
down to realized and measurable savings.

Only 17% of respondents are willing to pay 
for Last Room Availability so make sure you 
have the right audit tools when you do pay 
for it. If you bundle too many amenities 
together when sourcing or negotiating 
rates, you may lose sight of what your 
travelers actually value and use most and 
what the real price is or the real savings you 
are achieving. You could be overpaying for 
a range of amenities when only one or two 
are seen as essential by travelers.

Important Elements to Hotel Programs
Rank the importance of the following in your hotel program.  
(Ranked by extremely and very important.)   

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement 
and sourcing managers responsible for hotel programs, including 202 responses from North America and 82 
from Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT
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RoomIt by CWT Perspective
In the new world, to reduce the dissatisfaction 
noticed earlier from companies with a large 
travel spend, savings measurement is at the 
heart of change. Travel Managers should focus 
on the outcomes, when it comes to savings there 
is only one outcome that matters: real, effective 
monetary savings that are specific to them 
(regardless of the environment). How do you best 
measure savings in 2020? The old measures are no 
longer effective now that we have the technology 
to dive deeper. What matters is how much was 
saved on each individual booking. To do this, you 
need to have a partner that can measure missed 
savings at the time of booking. Then analyze the 
results at a chain, hotel, city, and traveler level so 
you can implement the proper corrective measures. 
Remember that there is a big difference between 
paper savings and realized savings. 
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ability of negotiated rates, incorrect rates in GDS and other booking tools and 
squatter rates (higher room rates displayed that are outside of the program). 
Companies with $10M+ in accommodation spend are even more likely to audit for 
non-availability of negotiated rates.

CONCLUSION / NEXT STEPS

The process of hotel sourcing has become even more complicated as the health cri-
sis upends travel budgets, requirements and partnerships. The rise in virtual meet-
ings leads to much speculation as to what corporate travel programs will look like, 
even after the pandemic is over, as travel budgets are scrutinized as never before. 

Requirements for a travel program, including amenities and perks, will continue to 
evolve. Guarantees related to cleanliness, social distancing and health monitoring 
will take on more precedence as travelers rethink the breakfast buffet and other 
essentials. The requirement for 24-hour cancellation will become even more pro-
found. Even types of trips will be scrutinized, not just by line managers but possibly 
by HR and security teams. 

Partnerships have also been disrupted, as hotel closings caused millions of layoffs 
and furloughs, making it even more difficult to manage programs with continuity. 

While corporate travel, procurement and sourcing managers have been pleased 
with their programs in the past, their requirements for success are steadfast and 
evolving. Needs for free and fast Wi-Fi  and flexible cancellations will only intensify. 
Loyalty will continue to play a role in traveler choice, but only as it ties into filling 
the demands for safety and health reassurances as well. 

While hotel sourcing strategists are mostly pleased with their hotel programs, the 

RoomIt by CWT Perspective
Travel Managers need to focus their 
efforts on meeting objectives and the 
strategies to do so. They need to ensure 
they have the right tools, reports and 
insights available to do this effectively in 
the new world. They are overqualified to 
be manually updating policies in multiple 
booking tools. In this complex world, 
no human has the capacity to take into 
consideration countless factors while 
also bringing in the benefits of Artificial 
Intelligence and Machine Learning. We 
believe Artificial Intelligence and Machine 
Learning are a Travel Manager's best 
friend. Ensure that you are clear on your 
strategy and objectives, then let Artificial 
Intelligence and Machine Learning do the 
work for you. Daily management of your 
program becomes effortless. 

The same applies to audits. What benefit 
are audits if you need to manually 
implement the corrective actions? Different 
types of audits have different types of 
objectives. A standard audit is to make 
sure the rates loaded are loaded. The 
more challenging and sneakier squatter 
rates, which can cost on average 6% more 
than the cheapest rates and represent on 
average 11% of client rates displayed, have 
a significant impact on your bottom line, so 
you want to make sure you have the tools to 
identify those as well. 

Incorrect rates in GDS

Non-availability of negotiated rates

Higher room rates displayed to 
corporate travelers that are outside 
of the hotel program

        How Often Do You Audit?  Mean responses shown

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement 
and sourcing managers responsible for hotel programs, including 202 responses from North America and 82 
from Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT

10

�

�

�

�

�

�

�

TOTAL NORTH AMERICA EUROPE

4.7

5.4

4.7 4.5

5.3

5.8

4.95.2

4.6



12

HOTEL PROGRAM SUCCESS IN A CHANGED WORLD

bar will only rise higher as true program success is redefined. Decision-makers 
must stay ever alert to ongoing changes in the marketplace and, during the next 
round of negotiations, remain fixated on achieving those goals that are most 
important:  safety, satisfaction and savings. However, little can be achieved if the 
goals of the program are not communicated and enforced. The fact that 7 in 10  
believe compliance is an important element to the hotel program but 31% do not 
comply means this is another area that needs to increase with employee educa-
tion, especially post-pandemic.

WHAT THE FUTURE HOLDS

  Many metrics that define satisfaction 
with hotel program process and 
effectiveness will change (safety, 
flexibility) and many will stay the same 
(savings, satisfaction).

  Compliance will take on greater 
meaning as corporations strive to 
manage all accommodation spend, 
but traveler health and safety will 
take precedence. Programs that do 
not take these new guidelines into 
account will fail to achieve buy-in.

  Use of dynamic rates will grow as 
corporations look for pricing flexibility. 
Chainwide deals will also rise as 

corporations look for consistency in 
health and safety measures among 
properties.

  Expect to see corporations increase 
their reviews of online booking 
tool functionality and savings 
measurements as the requirement 
for savings increases. The use of 
dynamic rates, already pegged as 
something to grow, will continue to 
gain steam. 

  As fewer employees travel in the near 
term, corporations will double down 
on their demands for those who do.

Creating just the right mix of rate types and amenities included in the negoti-
ated rate process has always been a balancing act, even for the most seasoned 
sourcing professionals. But in the next year or two, as the impact of the pandemic 
unfolds, the pressure to mix savings with safety, and flexibility with perks, will 
require even more finesse. Luckily, the vast majority of organizations are already 
starting from a good place in their programs—they just need to keep evolving in 
changeable times. 

RoomIt by CWT Perspective
Before the pandemic, the main focus 
of sourcing was to maximize the 
number of preferred properties. The 
more Corporate Negotiated Rates and 
chainwide deals that were negotiated, 
the better it felt because we looked at 
rates and percentage off bar. Sourcing 
used to take place once in the year, 
sometimes consulting optimization 
reported on a quarterly basis, followed 
by specific corrective actions that 
needed to be actioned manually.

With shifts from fixed rates to dynamic 
rates and the expansion of content and 
rates globally, there are more ways 
to drive savings today that deserve a 
second look. Today, tools allow us to 
go beyond the traditional methods and 
become a lot smarter and informed. 

This time of change presents an ideal 
opportunity to roll out continuous 
sourcing to capture more savings 
opportunities with limited immediate 
risk as volumes rebound slowly.  

RoomIt by CWT Perspective
There is a big opportunity for 
improvement as it relates to data and 
analytics in the future.

Artificial Intelligence and Machine 
Learning can help to track the most 
important data that Travel Managers 
can use to achieve their objectives. 
Understand what your program goals 
are, and tailor a Machine Learning 
algorithm to drive those performance 
metrics. Successful implementations 
of AI will expand human capabilities 
and provide more relevant services to 
travelers. Focus on the objectives and 
desired outcomes, then let technology 
get you there.
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About RoomIt by CWT

RoomIt by CWT™ is the hotel division 
of CWT, which books over 30 hotel 
rooms every minute. Offering more than 
800,000 carefully sourced properties, 
RoomIt provides travelers with the 
amenities and loyalty programs they 
want, while helping organizations 
control their budget and improve travel 
oversight. 

Learn more about RoomIt by CWT at 
www.roomit.com

Methodology and Objectives
In April and May 2020, The BTN Group Content Solutions conducted an online 
survey of 284 corporate travel, procurement and sourcing managers responsible 
for hotel programs in their organizations. Many respondents manage programs 
around the world. To denote differences by region, the BTN Group compares 
responses based on location of respondents—North America (N.A.) and Europe. 
Charts may not total 100% due to rounding.  

Physical Location of Respondents 

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement and 
sourcing managers responsible for hotel programs, fielded April-May 2020 by BTN Group Content Solutions 
for RoomIt by CWT

Annual Accommodation Spend
How much does your company or 
organization spend on business travel 
accommodation annually? 

SOURCE: Hotel Program Success in a Changed World online 
survey of 284 corporate travel, procurement and sourcing 
managers responsible for hotel programs, including 202 
responses from North America and 82 from Europe, fielded 
April-May 2020 by BTN Group Content Solutions for RoomIt 
by CWT.

11

13

  Regions Where They Manage
For which countries/regions do you manage, source or are otherwise 
involved in your company’s hotel program? 

SOURCE: Hotel Program Success in a Changed World online survey of 284 corporate travel, procurement and 
sourcing managers responsible for hotel programs, including 202 responses from North America and 82 from 
Europe, fielded April-May 2020 by BTN Group Content Solutions for RoomIt by CWT
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