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When Is a Saving a Saving ?

 What is a Saving ?

— Cost avoidance (=travel dollars you don’t spend)

* In a mature travel programme, you typically have
more cost avoidances than cost reductions:

« Cost avoidances are important and have to be made
visible;
— Cost reduction (=saving):
« Getting more for the same price
» Getting the same (or more!) at a lower price
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When Is a Saving a Saving ?

e Cost Avoidance through Demand
Management

— Best savings are the dollars you do not spend!

* Q4 2008: « business critical » trips only; travel to be
approved two levels up;

e Results: in 2009, travel spend was cut by 55%;

e Other ways of collaboration (audio- and web-
conferencing/telepresence) were encouraged,;
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When Is a Saving a Saving ?

« Traditional Savings Measurements:

— Air Travel KPIs:

» Cost per Mile
— Most relevant if measured at the city-pair level, by carrier;

Online vs offline savings: « visual guilt »;

% Advance Purchase: 0-3 Days, 4-6 days, 7-13 Days;

% Restricted/non-refundable tickets;

Benchmarking: best measure of success:
— similar organization, industry, air spend and travel policy;

— Soft Savings: priority check-in, fast-track security, access
to lounges;

v

: <
e et THE COMPANY TRAVEL EVENT

16-17 June 2010, ExCel London



Online vs Offline Savings

and "21f12,2009" and Currency In List (EUROPE COMSOLIDATED CURREMCY, EURC) and ([ [ Yendor Type In List (ARC Airlines, Air TransporT (Mon-ARC)) and Primary Product Code Mok InList (R) ) ©r [ Wendor Tywpe Mot In List (COMMISSION, TRAMSACTION
FEES) and Primary Product Code ImList (R) 1) and Preferred Wendor Status In List (Mon-Preferred, Preferred) )
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e g 4 s0,00% 200 75,00 4 s0,00% 1307,33 123233 04,26%

BRUSSELS<->CHARLOTTE DOUGLAS
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Benchmarking

Clags of Service Benchmark by Market Pair
Currency (Optional) : 2
Country (Point of Sale) . SWEDEN
Industry Peer for Comparison ; Manufacturing (=$5k)
“olume Peer far Campatison : $3-510Million
Top 100: By Segments or By Spend : By Segments
Repoart Filter:
Country (Point of Sale) In List (SWEDEN 1 and Set of Mon-Directional Market Pair where (For Top 100 Period 1 # of Segments Highest 100) and Selected Clie
“iew Filter: 2
The filter is empty.
Mon-Directional Market Pair Class of ServiceBenchrark Period! Ay Period2Ay AverageSe Period1#of Period2#of Segmentl) Period1 Co Period2Co Costpertdil f
BROMMA-GOTHENELURG LAMDVETTER Business Client Benchmark 149 &1 157 54 -504% g1 103 -BE5% 055 058  -619%
BROMMA-GOTHENBURG LANDVETTER Business AMEX Aggregate 15785 16469 -415% 31250 35260 -377% 057 061 -6,30%
BROMMA-GOTHENBURG LANMDVETTER Business Air Wolurme Benchrmark 16047 17548 -14256% 2473 3585 -B6.25% 054 065 -16,80%
BROMMA-GOTHENBURG LAMDYETTER Business Industry Benchmark 15483 18413 -5B3% 1059 1093 -556% 056 0Bt -8,33%
BROMMA-GOTHENBURG LANDVETTER Coach Client Benchmark 10913 10877 0,33% 147 130 8,68% 0,37 04 -B26%
BROMMA-GOTHENELURG LAMDVETTER Coach AMEX Aggregate 9936 10653 -B73% 26291 25446 3.77% 0,35 04 -959%
BROMMA-GOTHENBURG LANDVETTER Coach Air Wolurne Benchrmark 9343 102582 -1036% 2445 2764 B.25% 0,35 041 -1371%
BROMMA-GOTHENBURG LAMDVETTER Coach Industry Benchmark 9936 10707 -720% 1426 1144 5.56% 0,35 04 -1019%
BROMMWA-KALMAR Business AMEX Aggregate 12268 13056 -B04% 49 a3 -0.48% 083 067  -6,04%
BROMMA-KALMAR Business Air Wolurne Benchrmark 13925 13195 5.54% 11 5 252% 072 068 5,54%
BROMMA-KALMAR Business Industry Benchmark 9933 181,18 -4515% 3 3 0,358% 051 093 -4515%
BROMMA-KALMAR Coach Client Benchmark 9597 11848 -18.99% g3 152 0,00% 045 0BT -18,99%
BROMMA-KALMAR Coach AMEX Aggregate 9558 10937 -12B1% 2271 2180 0,48% 048 056 -12,69%
BROMMWA-KALMAR Coach Air %olume Benchmark 9926 11728 -1537% 223 224 -282% 051 06 -1537%
BROMMA-KALMAR Coach Industry Benchmark 8339 11074 -2019% 63 B3 -0,38% 045 057 -2019%
BROMMA-MALMO STURLIP Business Client Benchmark 16185 16881 -412% 100 175 -209% 051 052 -193%
BROMMA-MALMO STURLIP Business AMEX Aggregate 16185 17102 -536% 24112 34377 -7 40% 043 053 76 %
BROMMA-MALMO STURLUP Business Air Wolurne Benchrmark 167 66 18135 -755% 3631 5544 -7 34% 051 056 -1042%
BROMMA-MALMO STURLIP Business Industry Benchmark 18428 19708 -650% 1260 1645 -B26% 057 062 -8,08%
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When Is a Saving a Saving ?

 New Savings Measurements: ROI

— Who is travelling, why are they going and what’s
the actual return on investment (“value”) of that
trip ?

e Requires the ability to capture the business purpose
of each trip -> requires a robust data infrastructure all
the way from travel authorisation process through to
expense reporting system and invoice payment;

— Once implemented, companies can fund trips
that generate value and trim those that do not;
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