
Where are we going

next?
The re-emergence of travel and 
getting your business moving

In Collaboration With
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According to the 2021 Global Travel Management Report,

98% of travel managers expect their  

 company’s travel spending to 

increase in the next twelve months. This is good 

news for business and travelers alike, and after a year of 

restrictions and unknowns, it’s great to see something so 

encouraging on the horizon.  

It’s clear business wants to get moving again – so now’s 

a good time to examine why travel is so important, how 

businesses measure its value, what’s changed (hint: a lot), 

and how to lead the next era of business travel. 

Let’s go.
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Why do we go places?
Human connection is an innate desire; we want to see our colleagues, 

we want to make new memories, and we want to feel normal again. We 

want to travel, whether it’s for business or for leisure. The 2021 Global 

Business Traveler Study bears this out: 

Virtual meetings might be more efficient, but 

they don’t have the same effect. They’ve been 

the context for “relationships” during the 

pandemic, but face-to-face connections – meeting 

customers, socializing with clients, walking 

through their work environments – cannot be 

completely replaced. 

Think about when someone from your company 

retires – there’s a party, there’s reminiscing, 

there’s a photo montage set to some sappy music 

and filled with pictures of corporate events, team 

dinners, and company meetings. These in-person 

milestones are critical, they leave an indelible 

mark on our lives and our careers, and while going 

virtual helped carry us through last year, it can’t 

replace getting together. 

It’s that human connection that bonds us together 

and that’s one of the reasons we travel.

38% of business travelers are  
 concerned that if they 

can’t travel, it will be difficult to build 
new relationships with clients. 

45% are concerned about  
 developing and  

 maintaining business connections. 

54%want to travel to make  
 personal connections  

 with customers and colleagues. 
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How should we 
measure 
the value
of business travel? 
If there wasn’t value in taking our business on the road, we wouldn’t have been 

doing it for decades. But if there’s one silver lining to the pandemic, it’s that it 

has given us time to re-examine the things we’ve been doing for decades to see if 

“what we’ve always done” is “what we should keep doing.” 

Businesses aren’t looking back to see if their past approach and investments 

paid off, they’re looking forward, with a semi-clean slate, and they’re redefining 

what travel should look like, not only to the company, but also to the individual. 

The difficult question here is, of course, how do you measure that value? It isn’t a 

number you can put in a column or a total you add to the bottom line. A tangible 

ROI is very difficult to define for travel, so organizations should look to assess 

value in ways that align with their culture. What do you value as a business? How 

does that align with how you assess an individual trip? 
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WILL IT 
STRENGTHEN 
A BUSINESS 
RELATIONSHIP? 
Does meeting 
face-to-face 
accomplish more 
than a video call? 

DOES IT 
DRIVE 
REVENUE?
Is it essential 
to business 
continuity 
or growth? 

IS THE TIMING/
FREQUENCY 
RIGHT? 
Were we just 
there? Can we 
group this with 
another meeting?

IS IT SAFE? 
What health 
concerns do we 
have to consider?

To address this trip-assessment question, many organizations look at four factors:

Your answers should direct you to purposeful, strategic travel that matches your 

company goals and culture. 

At the same time, many companies are creating tools and systems to more easily 

measure this value. These tools are designed to get employees thinking about the 

purpose of their trips and to force them to see travel in a new way. The ultimate 

goal is to get the entire company thinking differently and to drive new behaviors 

coming out of the pandemic. 
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These assessments are essential to the success of your “new” travel program, but 

putting them in action should fit your company’s culture and your style. Otherwise, 

they most assuredly won’t be successful. For some, a 15-question decision-tree 

tool is the way to go. For others, it’s more about thought-provoking training and 

communication. Either way, assessments will play a significant role in defining the 

value of travel in your company.

You’re building an all-new travel program. Any questions? 

As you develop new processes and protocols for your program, ask yourself about 

the purpose of every trip – does it bring value to the relationship and to the business? 

Consider each trip’s focus – is it internal or geared toward the customer? And ask 

yourself logistics questions you’ve never had to consider before:

What risk are 
you placing on 
your loved ones 
by traveling for 
business?

Is your client 
comfortable with 
your visit? Do they 
prefer that you’re 
vaccinated? Are 
you vaccinated?

Is your client’s office 
or facility open? 
Are they working 
remotely or in a 
hybrid model? Do 
you have a place to 
meet? What are their 
visitation policies?

What are the mask/
vaccination/other 
requirements of 
your destination?
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What’s changed,  
other than 
everything? 
As we venture out into the uncharted territory of 

post-pandemic corporate travel, what do we need to 

be looking for, what surprises lie beyond the horizon, 

what hurdles and opportunities will we face? 

You can begin to answer these questions by asking 

your employees. 

20%  say they’ll search for a new  
 position if  their employer 

doesn’t offer measures to protect health 
and safety during travel. 

32% say they’d like their 
companies  

 to return to pre-COVID travel. 

65% say they are very willing to  
 travel in the next 12 months. 

90% expect their company to  
 provide benefits to  ensure 

their health and safety while traveling. 

Source: Global Business Traveler Report 2021
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Consider this:

One other major shift to 

think about is the impact 

hybrid/virtual work has 

on travel. If you have a 

“work from anywhere” 

policy, for example, how 

does that effect your travel 

policy? If you don’t allow 

employees in the office, how 

does letting them jet off 

to Singapore make sense? 

Your message, whatever it 

is, has to be consistent and 

aligned with your culture. 

You want your employees to 

be safe wherever they are, 

and they’re in more places 

than they’ve ever been. 

Once you decide travel is going to happen – once you get back out 

there as an organization – managing the trips themselves will be very 

different from before. According to a recent EY thought leadership 

report, Business Travel Reimagined In and Beyond a COVID-19 World, 

there are several key areas to consider as you get your program up 

and running again: 

Health and Safety
Finding, filtering, and disseminating timely health and 

safety information for your travelers will be essential. 

This will include details on all aspects of travel, from 

working remotely to managing regulations and 

restrictions concerning a particular destination. It will 

also be important to gauge employee willingness and 

readiness to travel – because if you want them to be 

productive, you need them to be comfortable. Another 

consideration is how you’ll respond to unforeseen 

events: You’ll need to engage with both internal and 

external stakeholders (such as companies capable of 

extracting employees from an emergency abroad or 

providing local medical support services) to create and 

support coordinated responses to such events. 
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3

Traveler Toolkits
Building a robust traveler toolkit will be key to 

a successful return to travel. This kit can and 

should include: a travel readiness assessment, an 

immunization checklist, simple do’s and don’ts 

for common travel situations, a traveler safety 

program that locates employees during emergency 

situations, two-way communication applications, 

contact tracing protocols, immunity certification 

apps, and up-to-date guidance from global health 

organizations on how to travel safely.

AI and Automation
As we’ve learned, the move to automation is a 

must in virtually every situation. It’s no different 

in the travel sector. Artificial Intelligence (AI) may 

be able to support health assessments, immunity 

requirements, and travel readiness, then adjust 

travel plans accordingly. Cognitive technologies 

will also automatically factor in new or updated 

requirements for air travel, hotel stays, and airport 

health/security screenings, so your travelers will be 

in the know before they go.

Post-pandemic perspectives:

Only a fifth of employees would still 
expect to work fully (five or more 
days) in the office. 

9 out or 10 want flexibility regarding 
where and when they work. 

One-third want their employers to 
offer shorter workweeks. 

54% of employees are likely to quit 
if they aren’t offered the flexibility 
they want. 

Despite the shift toward new ways 
of working and the rapid adoption of 
virtual meeting technology, nearly 
two-thirds of employees want 
to continue business travel post-
pandemic, to at least some degree. 

Source: EY Work Reimagined Employee Survey, 2021
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Are you going to events 
again? Are you hosting them? 
Maybe you never loved going to big conferences in Vegas, but it’s hard 

to argue the appeal of getting back together with colleagues. So, as you 

venture out (or invite others in) consider a few new ways of doing things: 

Embrace and expect hybrid approaches to events, like a “hub and spoke” 

model. The main conference is in New York, but there are “spokes” in Phoenix, 

Houston, and Seattle. So employees can go to a smaller-scale event with fewer 

people, but they can still take part in the main event presentations. 

Everything will have a virtual option. Allowing people to attend virtually can 

actually draw larger crowds than in-person-only events. And when you offer this 

option, you could see residual audiences with on-demand replays of keynotes, 

etc. You have more ways to connect with an audience, simply by giving them the 

option of how and when they want to attend. 

Networking can still happen. We go to these events for the meet-and-greet 

happy hour, because that’s how we expand our network and learn from our peers. 

Organizations will need to tap into new technologies – like AI that finds similarities 

between virtual and in-person conference attendees and then creates networking 

opportunities where people can connect. 
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The next era  
of travel is here. 

How do we 
navigate it? 
You can lead or you can follow, but you probably know which 

gets you there first. So, if you want to take the helm, take a 

look at how these best-practice insights could work for you. 

Embrace a leadership role. 
There’s never been a brighter spotlight on travel and traveler 

safety, so this is a perfect time for you to shine. If you have a seat 

at the table where decisions are being made, make your mark. 

Solve the problem and build out your own path to travel recovery 

to support the business. If you don’t have a seat at that table, force 

the conversation. Then walk in with a strategy, a benchmark, or a 

starting point for making travel work again. 

Establish a task-force mindset. 
Bring together the top minds in your organization from HR, 

Security, IT, Procurement – anyone who is a stakeholder should be 

at the table. Collaborate to identify the virtual and hybrid meeting 

tools and contactless payment offerings that can make your 

program safer and stronger. Build your team, get them started, but 

know there’s no finish line. This is an ongoing cultural challenge, 

and your program and plan need to be sustainable – which means 

they need to be adaptable – as we all go forward. 
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Establish clear sources of truth  
for safety information. 
Decide which safety assessments you’ll follow – whether 

they’re from the CDC, the WHO, or another recognized 

organization. Then assess your travel landscape (the countries 

and cities you visit) and maintain an active evaluation of 

regulations, restrictions, and requirements. Travel will 

become the center point for data sources and policy, and 

you’ll want easy-to-consume guidance for travelers. This 

includes decision-tree tools that ensure travelers are aware of 

all the elements now involved in travel – including how to get 

additional information from their travel program. 

Make sure you have the technology to 
get the information to employees. 
These can be health and safety details, so you need to 

put them at people’s fingertips – through apps, push 

communications, two-way sync, or whatever means you have. 

Everyone in your organization needs to know and clearly 

understand your processes, requirements, etc., and you need 

to make the rules and regulations easy to access and follow. 

This is paramount – to work, it has to be effortless. Again, 

employees will need a simple source of truth for all the travel 

requirements and rules their destination demands. 

Get comfortable ceding control. 
Employees know what feels safe for them, and they need 

to be able to make in-the-moment decisions about what 

they’re comfortable with. So be sure to build flexibility 

into your program, just not so much that you can’t keep 

people safe if they make choices that could put them in 

dangerous situations. 

Get ahead of regulatory 
requirements.
As working structures and travel requirements shift, so 

do your compliance, tax, sustainability and immigration 

requirements and responsibilities. So be sure you’re 

equipped to understand what your responsibilities are 

and proactively manage them – getting everything from 

your data to your reporting and your controls in order. 

Don’t go it alone. 
Charting your course through this new world of business 

travel isn’t an easy task, but there is help available. Look 

for partners – from Travel Management Companies 

(TMCs) to business travel consultants to technology 

providers – who balance in-depth travel knowledge with 

the experience and learning that comes from working 

with multiple companies.
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Travel in 2021 and beyond is like nothing any of us have 

ever seen, but it doesn’t change the truth about why we 

need to take business on the road. We want to see our 

customers and colleagues again. We want to sit across the 

table. We want to collaborate on the next big idea. And we 

just want to feel normal again. 

Travel makes all that possible, but before we go, we must 

put strategies in place that put the traveler before the 

business and health above all else. We must effectively 

gauge the value of travel and compare that to what we 

value as an organization. And we must act, not merely 

follow those who do. 

Done safely, done differently, done right, 

travel will take us places we’ve never been. 

To find out more about where things are headed,  

visit Concur.com.

None of us has  
been here before. 
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The views reflected in this article are the views of the author and do not necessarily reflect the views 
of the global EY organization or its member firms.

EY exists to build a better working world, helping create long-term value for clients, people and 
society and build trust in the capital markets.

Enabled by data and technology, diverse EY teams in over 150 countries provide trust through 
assurance and help clients grow, transform and operate.

Working across assurance, consulting, law, strategy, tax and transactions, EY teams ask better 
questions to find new answers for the complex issues facing our world today.

EY refers to the global organization, and may refer to one or more, of the member firms of Ernst 
& Young Global Limited, each of which is a separate legal entity. Ernst & Young Global Limited, a 
UK company limited by guarantee, does not provide services to clients. Information about how 
EY collects and uses personal data and a description of the rights individuals have under data 
protection legislation are available via ey.com/privacy. EY member firms do not practice law where 
prohibited by local laws. For more information about our organization, please visit ey.com. 

Why EY for SAP?
No matter where you are in your transformation journey, EY’s 

worldwide team brings a complete set of capabilities – plus 

industry-specific SAP experience –to help you quickly deliver 

results that matter for your business. Learn more at ey.com.

Let’s talk.
Find out how EY can help you reimagine everything with SAP 

Concur and other SAP solutions – so you can rapidly transform 

your T&E program. Contact us to schedule a demo, get more 

insights, or discuss a specific challenge your organization is 

facing.
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About SAP Concur:
SAP® Concur® is the world’s leading brand for integrated 

travel, expense, and invoice management solutions, driven by 

a relentless pursuit to simplify and automate these everyday 

processes. The highly-rated SAP Concur mobile app guides 

employees through business trips, charges are directly 

populated into expense reports, and invoice approvals are 

automated. By integrating near real-time data and using AI 

to analyze transactions, businesses can see what they’re 

spending and avoid possible blind spots in the budget. SAP 

Concur solutions help eliminate yesterday’s tedious tasks, 

make today’s work easier, and support businesses to run at 

their best. Learn more at Concur.com or the SAP Concur blog.
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© 2021 SAP SE or an SAP affiliate company. All rights reserved.

No part of this publication may be reproduced or transmitted in any form or for any purpose without the express 
permission of SAP SE or an SAP affiliate company.

The information contained herein may be changed without prior notice. Some software products marketed by 
SAP SE and its distributors contain proprietary software components of other software vendors. National product 
specifications may vary.

These materials are provided by SAP SE or an SAP affiliate company for informational purposes only, without 
representation or warranty of any kind, and SAP or its affiliated companies shall not be liable for errors or 
omissions with respect to the materials. The only warranties for SAP or SAP affiliate company products and 
services are those that are set forth in the express warranty statements accompanying such products and 
services, if any. Nothing herein should be construed as constituting an additional warranty. 

In particular, SAP SE or its affiliated companies have no obligation to pursue any course of business outlined in 
this document or any related presentation, or to develop or release any functionality mentioned therein. This 
document, or any related presentation, and SAP SE’s or its affiliated companies’ strategy and possible future 
developments, products, and/or platforms, directions, and functionality are all subject to change and may be 
changed by SAP SE or its affiliated companies at any time for any reason without notice. The information in 
this document is not a commitment, promise, or legal obligation to deliver any material, code, or functionality. 
All forward-looking statements are subject to various risks and uncertainties that could cause actual results to 
differ materially from expectations. Readers are cautioned not to place undue reliance on these forward-looking 
statements, and they should not be relied upon in making purchasing decisions.

SAP and other SAP products and services mentioned herein as well as their respective logos are trademarks or 
registered trademarks of SAP SE (or an SAP affiliate company) in Germany and other countries. All other product 
and service names mentioned are the trademarks of their respective companies. See www.sap.com/trademark 
for additional trademark information and notices.

Learn more at concur.com

Follow SAP Concur
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