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By BRIELLE JAEKEL

As rare activities and cultural immersion have dominated the travel industry, a new report shows that business travel
is still an extremely important part of hospitality.

About 31 percent of travel in the United States is business related, where travelers want less unique experiences and
more convenience, according to a white paper from iSeatz. This segment of travelers in the U.S. is  highly loyal due
to their frequency in business trips, making rewards programs key in attracting them.

"There is so much opportunity for hotels to grow their revenue stream while boosting loyalty with the business
traveler," said Kenneth Purcell, founder and CEO of iSeatz. "Corporate travel accounts for 31 percent of the overall
U.S travel market.

"Business travelers are looking for an easy, streamlined booking process and are open to booking more than rooms
from hotels," he said. "Hotel companies have an opportunity to own a larger share of wallet and extend the amount
of time a guest interacts with their brand."

Business travel
About 59 percent of business travelers are part of a loyalty program from a hotel brand.

The majority of corporate travelers are between the ages of 25 to 45 and male, at 56 percent and 65 percent,
respectively.
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The ultra-affluent are global. Image credit: Printemps

These travelers are ready to spend more on things that make their trips more convenient such as late checkout and
early check-in, at 87 percent and 85 percent, respectively.

About 31 percent of business travelers stay with luxury or upscale hospitality brands and 47 stay with midscale
brands.

When booking their rooms, high-speed WiFi, parking, early check-in and pre-paid breakfasts are the first things these
travelers look to book. High-speed WiFi and parking were at the top of the list, with 41 percent of consumers looking
for these services when booking.

Private jet travel has  become more access ible to the ultra-affluent. Image credit: Michael Kors

WiFi and parking were followed by early check-in at 40 percent and pre-paid breakfast at 37 percent.

Additional insight
Despite facing geopolitical and technological disruptions, 2018 is shaping up to be a record year for the travel
industry.

According to panelists on the "State of the Travel Industry" session at the 2018 New York Times Travel Show Jan. 26,
the year ahead will continue momentum seen in 2017, after declines in 2015 and 2016 due to terrorism, currency
fluctuations and notably, for the United States' tourism sector, the Trump Administration. While the "U.S. brand" is
hurting, in-demand markets such as Europe and Africa are seeing interest return while destinations including Israel
and Cuba continue to attract travelers (see more).

As luxury becomes more accessible to the mass market, affluent consumers are becoming more discriminative with
their travel choices.

According to a new luxury travel report by Sienna Charles, ultra-high-net-worth individuals want more opulent travel
experiences and are comfortable with the high prices that go along with them. But as travel and hospitality brands
seek more and more expansions, these travelers desire more exclusivity (see more).

"One of the most surprising findings from this research is the disconnect between what the customer wants and
what the hotel is  offering," Mr. Purcell said "Seventy percent of business travelers surveyed were willing to purchase
additional goods or services from hotels.

"With help from a proven technology partner, hotels can deliver the relevant ancillary products that their guests are
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looking for," he said.
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