Buckle Up or Lead
From the Front
10 Quick Wins to Get Your Travel
Programme Off The Ground

The Restart of Travel is Well Underway
After two years of subdued business travel, most organisations are now getting
back on the move.
In this report we highlight how can you ensure your organisation is well prepared
for the great 2022 business travel reboot. We bring you up-to-date advice to help
you lead your travel programme forwards at this critical time.

Business Travel Boom
The barriers to travel have largely come down, and the industry is reporting a significant surge in
demand. Europe is leading the way; in April 2022 air passenger volumes were up 480% year-overyear according to IATA.1 As of end of May 2022, 63% of UK consumers said they expect to travel for
business in the next 3 months.2
In a survey of one hundred UK travel buyers and managers of travel in April 2022, they said that they
expect to return to 56% of 2019 domestic travel, and 45% of 2019 international travel volumes during
the second half of 2022.3 Clarity Business Travel is already seeing volumes exceed these forecasts as of
May 2022 and anticipate there will continue to be strong continued growth through the rest of 2022.

New Rules of the Road
However, the unavoidable truth is that the character of business travel has changed. Travel managers
now say that their top challenges are:
1.
2.
3.
4.
5.

Reduced travel team or TMC resource
New data expectations (CO2, traveller confidence, trip ROI etc)
Reduced budgets
Supplier resource/ability to support and service
Managing changes due to legislation i.e. Brexit impact / PSD2 readiness

Weighing up the dramatic internal changes to travel demand, and the external market shifts over the
past two years, it’s important to recognise the need for a carefully considered reboot of business travel.

“

“My colleagues and I are itching to get back to travel. I
noticed a distinct difference in my ability to work with a new
person I hadn’t met from Southern Europe. What was missing?
Cues and social norms – the social connection, it was hard to
read the room - or person via Zoom! Despite this, I think we
will think differently in the future – I will be pushing back on
returning to pre-2020 levels of travel.”
Chris, Senior Director, Global Pharmaceutical Organisation.

”

The Stop-Start-Continue Approach to Planning Your Programme Future
Below we highlight the key topics which are now heavily influencing business travel. We recommend
that as you review each one, you consider which of your normal travel programme activities you
might need to STOP because of the trends, which new activities you need to START and which you
need to CONTINUE. Throughout the report we’ve also highlighted a number of quick wins you may
wish to consider as you plan your key next steps.

1. IATA: Air Passenger Market Analysis for April 2022, IATA, 8th June 2022

2. State of the Consumer Tracker: UK, Deloitte, 31st May 2022
3. ITM Buyer Results – Accelerate 2022, April 2022

The Key Topics Influencing the Reboot
of Business Travel
It’s (Still) All About the Traveller
What’s happening? The travel experience is largely unrecognisable to even the most frequent
travellers of the past. As a result, it’s never been more important to support and guide travellers
throughout all phases of travel – including planning, booking, on-trip and the return to base. Many
travellers who have yet to get back on the road don’t yet know how the travel experience has changed.

“

“We’re noticing many more
travellers booking last minute.
The problem is demand
is outstripping supply. It’s
actually much more important
to book earlier now”
Fraser Thomson, Strategic
Account Manager, Clarity Travel

What do I need to know? A myriad of new travel
standards, processes, and dynamics in supplier
servicing are driving uncertainty and unpredictably.
Traveller behaviours have shifted with, for example,
more frequent stays in larger hotels, a higher priority
on domestic trips and the use of car rental instead of
public transportation.4 Travellers are also expecting
new information about travel, for example 87%
would now like to see CO2 emission data when they
book travel. As a result, it’s not just the on-trip phase
of travel that has changed, the planning and booking
stages are different too.

How can I prepare?
• Survey or interview (or both!) frequent travellers to learn about their latest concerns and needs
• Analyse your data to see what your new most frequent trips are, and which suppliers are being
used. These may be very different to before the pandemic
• Speak with your Clarity account manager about the most important market changes affecting your
frequent trips, and how to mitigate issues before they arise
• Create a storyboard of what information and guidance your travellers need and when. For
example, advice on updated flight/rail schedules, the importance of planning early, the fact they
may well need to update passports or visas
• Work out the best communication tools to use, such as a monthly newsletter, booker forums or
using app-based push messaging through the trip
• Review the information and guidance provided to travellers through the booking platform to
ensure it covers their needs
• Ensure your policy reflects the needs of the traveller, in line with your business objectives

“

“The online booking rate remains critical. Typically, 75% of our
clients’ bookings are online and those bookings are well controlled
and in policy. By encouraging booking tool use for simple trips,
such as rail or return flights this allows our consultants to provide
more proactive care for the more complex trips.”
Pat McDonagh – CEO, Clarity Travel

4. Small and Medium Sized Business Traveller Report, June 2021, SAP Concur & Wakefield

”

The Shifting Supplier Landscape

UK Travel Manager Survey: In terms of communication to support
the return of business travel, what actions have you taken?

95%

77%

67%

67%

62%

Updated Intranet
Pages

EA Training Sessions

Traveller workshops/
clinics

Introduced new
technology
to support
communications

Newsletters

Quick Win #1: Don’t underestimate how much travel
has changed. Traveller communication is key. Build
a plan to support and guide travellers with the
information they need, when they need it most, in the
way that’s most effective.

The Shifting Supplier Landscape
What’s happening? The travel supplier market has never been so dynamic. In recent times we’ve seen
a wave of supplier acquisitions, service changes and innovations. It’s important to understand how
your suppliers’ services, schedules and capacities have changed and what their future direction and
innovations will bring.

“

“The whole industry has
changed, it’s like a new era”

“

Donna Tennant,
Strategic Account Manager,
Clarity Travel

What do I need to know? The aftereffects of the
pandemic mean the supplier market is extremely
unpredictable. For example, supplier pricing is
extremely volatile. Schedules and capacities are
highly constrained, for example with reduced rail
schedules and European flight capacities still only
at 80% of 2019 levels1. In terms of service changes,
it can be hard to keep up. For example, some hotels
are still not providing daily housekeeping services.
Some hotels have added more extensive day-time
work facilities to capture a new market of hybrid
workers. Many travel suppliers are struggling with
staff shortages.

How can I prepare?
• Strengthen your relationships with your key suppliers, especially in areas where your travel
programme may have changed and has driven updates in your supplier mix – for example more
use of rental car and rail
• Speak with your key travel suppliers to understand what’s changed in the travel experience,
service levels, capacities and what innovations are in the pipeline
• Leverage the collective experience of your Clarity account manager and travel consultants to learn
about the key supplier landscape changes
• Gather insights and feedback from travellers’ post-trip – a return-to-base survey can be invaluable
• Consolidate the key messages about supplier changes and build these into your regular traveller
and booker communications

Quick Win #2: Keep close to supplier landscape changes
affecting service, schedule, and capacities. Provide
proactive supplier updates to key travellers and bookers.

Stakeholders are the Key
What’s happening? Travel programme leaders have
amazing opportunities to build partnerships with senior
stakeholders across their business now. With travel
starting to grow again, it’s time to work with senior
leaders to agree the strategic value travel adds to your
organisation.
What’s do I need to know? As organisations get their
teams moving again, a perfect environment exists for

How can I prepare?
• Set up meetings with key internal stakeholders
such as budget holders and functional leaders
• Ask them what types of business travel have been
invaluable to them and their teams in the past.
Discuss what has worked (or not) with virtual/
hybrid working and how this should influence the
need for travel moving forwards. Talk about how
travel has changed using “Old vs New Thinking”
(see graphic to the right) to help unlock new
perspectives
• Discuss the key goals and objectives of the
organisation and what types of travel need to be
invested in to contribute to the success of the
business. Agree when virtual meeting technology
can keep a lid on some types of travel I.e. “Zoom
vs In Room”
• Understand how your TMC can support your
strategies and add value to the travel/don’t travel
discussion
• Report back to your key stakeholder group
regularly on how travel is growing, the types of
travel taking place, and insights you are gathering
on the business goals that these trips have helped
to deliver or enable

travel programme leaders to work with senior leaders
across the c-suite as well as HR, IT, facilities, legal,
security, sustainability and others. Aligning on the types
of travel that should take place and the value these trips
provide to the organisation allows the travel manager
to place travel at the core of the organisation’s growth
and development plans. Imagine seeing travel costs as a
valued investment rather than a budget line item to be
minimised – that’s the opportunity here.

OLD WAY OF THINKING

NEW WAY OF THINKING

Travel as a perk of the
job/ status symbol/
indicator of ‘busyness’

Travel with a purpose personally & professionally

Travel first/jump on a
plane mentality

Virtual first, continual
assessment of demand

Travel as a company
expectation - employee
doesn’t have a choice part of the role.

Swing in balance of power employee wellbeing and
acknowledgement of life
outside of work

Limited consideration to the
impact on the planet

Sustainability now at the
core of many organisations

Travel as a P&L
line/cost centre

Travel as an investment

Festive Road - The Purposeful Travel Model©Festive Road 2022

Quick Win #3: Spend time on your key internal stakeholder
relationships. Agree the types of travel that should be invested
in now to help the organisation to hit its targets. Report back
regularly to senior leaders on how travel is growing and what
business benefits are being delivered as a result.

Focus on the Metrics that Matter
What’s happening? The changes to travel are driving a reprioritisation of the metrics that matter to travel programme
leaders. Reflecting on your travel programme objectives and how these link to the organisations’ strategy, will help narrow
the choice of KPIs to those that are most meaningful.

“

“TMC service metrics are really important at the
moment. So for example, can your TMC tell you
how quickly they’re responding to emails? Can
they tell you the customer satisfaction score? What
about the customer effort score or net promoter
score? Can they tell you how their service levels
benchmark to the rest of the industry? Travel
managers need to have that trust that their TMC is
servicing the needs of their travellers”

“

Ewan Kassir, Head of Sales, Clarity Travel

What do I need to know? The travel KPIs of
the past are increasingly irrelevant as booking
behaviours, supplier mix and market dynamics
drive change. Many travel managers are
currently asking their TMC to prove they can
deliver excellent service, and those metrics
have replaced KPIs such as the share of
bookings with any one supplier. Clarity Business
Travel supports our clients with a vast range of
spend and service-based metrics, for example
service performance, traveller satisfaction,
call and email responsiveness. Our account
manager will help bring life to your data and
create the stories you need to drive your travel
strategy forwards.

How can I prepare?
• Start with a blank sheet of paper map out your organisation’s
key goals, and your travel programme objectives (the two should
be linked!)
• Then identify the measurable travel metrics that matter most to
you being able to tell the story of how travel is contributing to
the organisation’s key goals
• Speak with your Clarity account manager on what data and
benchmarking they can provide to help build your narrative
• Use a narrow set of metrics to routinely demonstrate progress to
your key internal stakeholders, and ensure you continue to enlist
their endorsement for your travel programme strategy
• Ensure your policy reflects the needs of the traveller, in line with
your business objectives

Quick Win #4: Ask yourself what are the fewest but most valuable
KPIs that help you measure the success of business travel as
a catalyst for your business to hit its goals. Work with Clarity
Business Travel to bring those metrics to life and build your story
into a compelling message for senior internal stakeholders.

Sustainability (and CSR) Taking Centre Stage
What’s happening? Sustainability is now one of the major priorities for most travel
programmes, “88% of the business travel sector views addressing climate change
as the number one priority are for action” according to the Global Business Travel
Association. This is all part of a stronger focus on corporate social responsibility as
a whole, which includes responsible supplier partnering, anti-slavery and actions on
improving diversity, equity and inclusion.

“

“Our business is becoming much more focused on
sustainability and our carbon footprint. I’m reporting to
leaders on their carbon footprint, before, during and after
the pandemic. I’m working with our sustainability manager.
With Clarity Travel, we’ve switched on CO2 visibility
within the booking tool and are sorting flights by carbon
rather than price. And now I am planting the seeds in the
organisation for a carbon budget.”

“

Holly Bemrose,
Travel Manager and Clarity client – RWE Generation UK

What do I need to know? Travel managers can weave sustainable travel
management practices throughout their programmes. There are many tactics you
can use to reduce the environmental impact of travel. In general, the steps being
taken include reducing travel demand, changing the mode of transport (e.g. rail
vs air) and offsetting the remaining CO2 produced by travel. 80% of the global
business travel industry now have a sustainability team and/or programme in place
and are already working on measuring and mitigating the environmental impact of
their business travel activities.5

The Travel Smart
Ranking is an
invaluable benchmark
on what 230+
businesses across the
world are committing
to in terms of reducing
and reporting on travel
related emissions.

Quick Win #5: Most organisations are now taking
steps to reduce their travel related carbon
emissions. Seize the opportunity to reduce the
environmental impact of company by putting in
place specific actions to reduce carbon emissions
from travel and offset the remainder.

5. Global Business Travel’s Landmark Sustainability Study Reveals What It Will Take to Get to a
Greener Future, GBTA, 27th April 2022

Sustainability (and CSR) Taking Centre Stage

• Look at what emission data you can gather to understand your
carbon footprint. Work with the account manager to understand
how the data can be used to set budgets, offset travel and change
behaviours
• Asses your options for displaying carbon data while the traveller is
researching or booking their trip – this is a great way to influence
behaviour to more sustainable types of travel. Some companies are
setting carbon budgets at a traveller level, and Clarity can advise how
this can be configured
• Speak with suppliers to understand their sustainability plans, for
example British Airways and Virgin Atlantic are both investing in
sustainable aviation fuel. Consider if you want to preference the
suppliers who are more proactive

“

“It’s great to see a company
like Clairity working so closely
with their clients to help make
real changes when it comes to
protecting our world” 6
Andrew Perolls, CEO,
Greengage Solutions

• Be inspired by what other visionary travel programme leaders are
doing, for example companies like EY, Salesforce, Lush, Siemens and
WWF are all implementing travel polices driven by CO2 rather than
financial targets
• Look at how you can refresh your travel policy to encourage changes
in travel mode and behaviour to reduce emissions or cut the need for
travel e.g. use of video conference, switching to rail over airline, using
electric car rental vehicles. Ask how your TMC can support this.
• Find out who in your organisation leads the strategy on sustainability
and CSR. Get a seat at the table when it comes to identifying and
reducing travel related carbon emissions as well wider CSR initiatives

“

“With CO2 there are essentially 3 steps to manage it. Firstly, help the traveller
make an informed decision at the point of sale by showing them meaningful
CO2 emission data that factors in aircraft type, load factors, operating efficiency
and offers alternatives such as rail. Secondly, educate the traveller about those
choices and try to encourage them to pick the best options considering the
environmental impact. This includes reporting on why those travel choices were
made and what if an alternative was chosen. And lastly, it’s about dissuading
some travel and thinking holistically about travel cost, carbon impact and the
reason for the trip when deciding if the traveller should go.”

6. Finding Your Way, The Business Travel Magazine, 20th May 2022

“

Pat McDonagh – CEO, Clarity Travel

“

How can I prepare?

From “The Great Resignation”
to “The Great Attractor”
What’s happening? The way we work has changed, as has the way we travel and meet. Over 40% of people
are apparently looking to leave their jobs in 20227 as they seek new employers offering better benefits and
more flexibility. Travel managers can ensure the travel programme acts as a net benefit to the employee value
proposition rather than be a source of frustration.

1) achieving more successful trips
2) protecting traveller health
3) retaining frequent travellers

How can I prepare?
• Use your senior stakeholder relationships across the
organisation to identify how the travel and meetings
programme can enhance the performance of colleagues
and help act as an attractor for new employees. It will be
important here to work with colleagues in HR, IT, mobility,
and others, depending on your organisation
• See if you can measure employee retention, engagement,
and wellbeing scores for a group of frequent travellers –
what do these results tell you versus the wider employee
population? For example, do frequent travellers have a
higher turnover than others?
• Review employee exit interview feedback, use Glassdoor
reviews (or similar) to see if the travel and meetings
programme is cited in any way as a source of either delight or
frustration for employees
• Using traveller feedback, see how you can enhance your
travel policy and processes to reduce common traveller
pain-points
• Your Clarity account manager will be able to provide a
range of recommendations based on experience and best
practices across our clients

“

“We have a lot of focus on work-life
balance, how we can look after our
employee’s wellbeing and mental health.
In terms of travel, one thing I’m seeing
is longer trips to Europe. In the past,
travellers typically flew early Monday,
arrived joined a meeting all day, had
dinner with colleagues, then another day
of meetings and fly home. By Wednesday
they are exhausted. Now we’re seeing
travellers go Sunday night and come back
Tuesday night. Then we tell them to take
a few hours off on Wednesday morning
as payback for giving up their time on
a Sunday. This means they are more
productive while on the trip as well as
once they return. It’s so worth it for us and
our travellers.”

“

C-suite leaders say their three most
critical travel-related goals are:

What do I need to know? Business travel, mobility,
meetings and events, virtual meetings and
commuting are all now in the same melting pot
and being considered in an interconnected way.
Progressive travel programmes are looking to the
bigger picture and helping companies to attract
talent, engage their teams, and exceed goals.
Shifting the travel programme so that it helps the
organisation to attract, retain and enable talent will
bolster the strength of the company.

Holly Bemrose, Travel Manager and Clarity
client – RWE Generation UK

Quick Win #6: Identify actionable steps to enable the travel and
meetings programme to be a positive contributor to employee
productivity, engagement, and retention.
7. “The great resignation”: Why are so many thinking about quitting? Hays

Successfully Navigating Brexit

What’s happening? While the pandemic has dominated how, where and when business
travel restarts, the effects of Brexit on European travel should not be underestimated.
Getting travellers moving again needs careful consideration of the new rules and
restrictions about travel in the European Union.

What do I need to know? Travellers need to be made aware of a range of issues for
travel into EU nations. This includes changes to requirements for passports and visas,
border controls and travel insurance, from driving licenses to mobile data roaming and
more. Significant risks for non-compliance exist and include potential financial penalties,
travel bans on individuals, suspension of business operations and even imprisonment.

How can I prepare?

Use the Brexit guidance
resources provided by Clarity
Travel Management to ensure
you have the most up-to-date
guidance

Provide proactive
communications to travellers and
bookers, well ahead of any trip,
of all key changes they need to
be aware of for travel into EU
nations

Remind travellers of the
importance of booking early,
especially for trips to the EU

Connect with your internal
stakeholders in IT, mobility
and tax to ensure travellers are
given the right advice, specific
to your organisation, around
use of technology in the EU and
managing tax risk

Quick Win #7: Make sure the effects of Brexit on travel aren’t
forgotten. Leverage the experience and insights from your Clarity
account manager to ensure your travellers have the most relevant
and up-to-date Brexit travel advice.

Refresh Your Travel Strategy

What’s happening? Every travel programme strategy
can benefit from a dust-off given the changes sweeping
business travel. Equally, the role of the travel programme
leader has pivoted and allows for a bigger opportunity to
become a strategic enabler to the business by ensuring
the travel & meetings programme directly contributes to
the goals of the organisation.

marketplace, as well as how the behaviours of travellers
and bookers have changed.
Many travel managers are using multiple lenses to revisit
their strategy. A commonly used framework is the “4P’s”,
comprising People, Profit, Planet and Purpose. Meaning
how does your programme help your organisation achieve
its People goals, its Profit (financial) goals, it’s Planet
(sustainability) goals and how does it help the company
overall to deliver its Purpose? If the travel programme
leader can set their programme direction to achieve
targets in each of these areas, and align those to the
company direction, then they truly position themselves as
a strategic enabler to their success of their business.

What do I need to know? When both the demand and
supply sides of any industry go through step change, it
will always be important to reassess strategies to ensure
they remain relevant. It’s important to review how your
organisation’s travel and meeting programme is focused
on achieving your business targets in the context of the

How can I prepare?
• List out your current and planned travel programme
activities in every component of your programme, for
example, Airline, TMC, Car Rental, Data etc. The Festive
Road Managed Travel Model may be a useful tool here

• Think through how you will complete your activities,
for example do you need additional resources, and
what measures of success (KPIs) you will use for each
one?

• Then use a blank sheet of paper and note your overall
travel programme drivers. It may help to use the
“4P’s” - People, Profit, Planet, Purpose - unless your
organisation uses different objectives or terminology.
Each of these drivers should link directly to your
company vision and strategy

• The final plan will be a refreshed set of activities that
enable you to articulate how the travel programme
will evolve to deliver your program drivers and overall
company vision. Telling this story, succinctly, with your
senior stakeholders is one of the most powerful ways you
can position travel as strategic enabler of your business

• Connect your activities list to your programme drivers
using the Start-Stop-Continue methodology. What
activities should you stop I.e. those which don’t
contribute to your programme drivers? What new
activities do you need to add to your plan? What
activities do you need to continue? Ensure you can link
each activity in your plan to at least one programme
driver, and if not, question if it should remain on your list

ORGANISATION VISION & STRATEGY:
Travel & Meeting Programme Drivers:
Travel & Meeting
& Programme
Activities
WHAT WILL YOU
STOP, START AND
CONTINUE...

EXAMPLE: PEOPLE

DEMAND
STOP

START

CONTINUE

1.
2.
3.

STOP

1.
2.
3.

START

CONTINUE

1.
2.
3.

TEAM
STOP

START

CONTINUE

EXAMPLE: PLANET

WELLBEING

STOP

1.
2.
3.

STOP

START

CONTINUE

1.
2.
3.

POLICY
START

CONTINUE

EXAMPLE: PROFIT

ENGAGEMENT

SAFETY
STOP

1.
2.
3.

CONTINUE

START

CONTINUE

STOP

STOP

1.
2.
3.

START

CONTINUE

1.
2.
3.

AIR/RAIL

SERVICE PLATFORM
STOP

START

1.
2.
3.

EXAMPLE: PURPOSE

SUSTAINABILITY

START

CONTINUE

1.
2.
3.

STOP

START

CONTINUE

1.
2.
3.

DATA
STOP

PAYMENT

START

CONTINUE

LODGING/GROUND
STOP

1.
2.
3.

START

CONTINUE

Quick Win #8: Review your travel and meetings programme
strategy to ensure it’s perfectly aligned to your organisation’s
vision and strategy. Then you can articulate how the travel
programme enables the overall organisation to meet its goals.

WE’RE BRIGHTER,
A FULL-SERVICE EVENTS AGENCY.
FOR OVER 10 YEARS, WE’VE
HELPED SOME OF THE WORLD’S
LEADING ORGANISATIONS AND
BEST-KNOWN BRANDS TO SHINE.

20,000

Booked Events,
Conferences and Meetings

Every event is unique. So, we use our industry
leading expertise in sourcing venues and
bringing together the Brightest teams of
strategists, creatives, content gurus, digital brains
and logistics wizards to bring your vision to life.
As part of the Portman Travel Group, Brighter
Events’ connection with Clarity Business Travel
gives us access to the expertise, supplier
relations and buying power of one of the UK’s
leading travel management companies.

£38,000,000+
Booked Events,
Conferences and Meetings

60,000

Delegates attended our
largest event

Quick Win #9: Through your revitalised travel
programme strategy, ensure you lead the recovery of
your business travel within the company…. and not rely
on others to dictate how travel will grow. This means you
have a seat at the table and are driving the discussion
about the future of the travel programme.

“

“Without the support of senior
stakeholders it will be difficult to gain
support from the business, business
travel should be an enabler of business
and not a barrier to it.
Elevate the conversation!”
CEO, Clarity Travel

“

Pat McDonagh

Quick Win #10: Benefit from your senior engagement and
polished travel strategy to help position your role as that as
strategic enabler to the growth and success of the business.

Without Quick Win #9 you can’t have Quick Win #10.

It’s about working together!

About Clarity Business Travel
Based in Manchester with offices throughout the UK and Europe, and
over 300 staff, Clarity is one of the largest business travel and events
agencies in the UK.
Managing over 2 million trips a year, our easy to use, agile, and
straightforward solution, makes us a popular choice for all sectors inc.
Professional Services, Infrastructure Services, Energy and Marine, Elite
Sports, Academia, Charity and NGOs, Retail, and the Public Sector.
With our membership to the Institute of Customer Service, combined
with the strictest levels of data security, range of risk measures and
approval, and our commitment to helping you achieve Net Zero through
our carbon literacy programmes – you couldn’t be in safer hands.
For further information, visit www.claritybusinesstravel.com

About FESTIVE ROAD
Independent insights and external perspectives for this paper were
provided by FESTIVE ROAD.
FESTIVE ROAD is unlike any other travel management consultancy. We
are the consultancy on a mission to create better travel and meetings
management.
We provide insights, strategy, sourcing, delivery, and engagement
services to the whole ecosystem. We deliver re-designed travel, meeting
and expense programmes, effective sourcing/ outsourcing for the
buyer and new perspectives for the supplier, underpinned by the right
engagement with the right audience.
We are driven by purpose, at a company level and a personal level. Our
mission isn’t just a statement, it’s a belief. Established in 2015 we have
quickly grown into an award-winning consultancy of 20+ people.
FESTIVE ROAD is the creator of the Permissible Travel Framework,
accessed by over 10,000 companies to plan their return to travel, and
the Purposeful Travel Model which helps organisations understand the
true value of travel to their business as we continue to emerge from the
pandemic.
Our founders have been named as two of the most influential people
in Travel & Expense and have recently been recognized in the Business
Travel News Hotlist for our innovative initiatives and collaborative
industry approach.
Visit www.festive-road.com for more information, including the
Permissible Travel Framework and the Purposeful Travel Model.
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