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Abstract

Corporate travel represents one of the most stable and strategically important segments of the
tourism industry. Unlike leisure travel, corporate travel is driven by organizational requirements,
long-term contracts, compliance obligations, multi-stakeholder buying structures, and formal
procurement processes. Tourism providers—including hotels, airlines, travel management
companies (TMCs), and destination management companies (DMCs)—nbuild competitive
advantage through strong, sustainable relationships with corporate clients.

This assignment examines how tourism providers strengthen corporate relationships through a
combination of relationship marketing, digital transformation, organizational buying behaviour,
customization, CRM systems, sustainability strategies, and consultative selling. Using a
qualitative secondary research methodology, the assignment analyses current corporate travel
trends, academic theories, and industry best practices to create a holistic understanding of B2B
tourism relationship-building.

Key findings suggest that trust, consistent communication, data-driven personalization, digital
capability, and alignment with corporate sustainability expectations significantly influence
supplier selection and corporate loyalty. Furthermore, the modern sales force plays a crucial
advisory role, supporting procurement teams with insights, reporting, and value-driven
recommendations. The assignment concludes that long-term success in B2B tourism requires
integrating emotional intelligence with technical innovation, operational excellence, and strategic
alignment.

Introduction

Business travel remains a critical component of global business operations. Organizations rely on
travel for sales meetings, conferences, training, project supervision, site visits, negotiations, and
incentive programmes. As a result, corporate travel generates billions in annual revenue for
hotels, airlines, and TMCs. Corporate clients often secure long-term contracts, providing
suppliers with stability, predictable demand, and year-round business. This makes corporate
travel an essential pillar of profitability in the tourism sector.

Tourism providers must therefore adopt advanced relationship strategies that integrate
organizational priorities, digital innovation, and personalized service delivery.

Literature Review
3.1 Defining B2B Tourism Markets
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Business-to-business (B2B) tourism refers to travel services sold to organizations rather than
individual consumers. Key components include:

e corporate hotel stays

« airline corporate agreements

e meetings and events (MICE)

e incentive trips

e long-term project travel

o travel management services

e destination management solutions

B2B tourism emphasizes long-term relationships because organizations depend on consistency,
reliability, and cost management. Suppliers benefit through stable revenue, predictable demand,
and increased opportunities for upselling (e.g., meetings, upgrades, additional services).

3.2 Relationship Marketing Theory

Relationship marketing theory (Gronroos, 2020) emphasizes trust, commitment, communication,
and value co-creation. This framework is essential for B2B tourism because corporate clients
value stability and emotional reassurance in complex service environments.

Core elements include:

e Trust: Critical due to risk in travel operations.

o Commitment: Reinforced through long-term contracts, negotiations, and personal
engagement.

o Communication: Regular reviews and updates strengthen alignment.

o Satisfaction: Influenced by both traveller experience and organizational outcomes.

In B2B tourism, relationship marketing also includes proactive handling of disruptions,
personalized engagement, and strong professional rapport.

3.3 Organizational Buying Behaviour (OBB)

Organizational Buying Behaviour theory explains how companies make purchasing decisions.
Corporate travel procurement involves:

o travel managers

e procurement specialists
o finance departments

e HR and wellbeing teams
e security departments

e senior executives

o the travellers themselves




Each stakeholder has different priorities:

e Procurement — compliance, negotiation, value.

e Finance — billing structure, accuracy, forecasting.

e HR — wellbeing, duty-of-care, safety.

o Executives — strategic alignment and professionalism.
e Travellers — comfort and seamless experience.

Tourism providers must therefore design value propositions addressing multiple expectations
simultaneously.

3.4 Corporate Traveller Behaviour

Corporate travellers have behaviour patterns distinct from leisure travellers:

e They travel more frequently.

e They often travel alone.

e They expect speed, convenience, and reliability.

e They require strong Wi-Fi and workspace functionality.
e They value sleep quality and healthy food options.

e They prefer digital, low-contact experiences.

Noise levels, check-in times, meeting room accessibility, loyalty benefits, and digital
communication strongly influence their satisfaction.

Traveller experience affects organizational loyalty—poor traveller feedback can cause contract
cancellation or renegotiation.

3.5 The Evolving Role of the B2B Sales Force

The tourism sales force plays a central role in building corporate relationships. B2B sales
requires a combination of:

« emotional intelligence
e negotiation ability

e industry expertise

e cultural awareness

e problem-solving skills
« resilience
 strategic thinking

Corporate clients expect salespeople to act as advisors rather than transactional agents. This
consultative selling approach involves analysing travel patterns, recommending efficiencies, and
supporting policy development.




3.6 CRM and Client Intelligence

Customer Relationship Management (CRM) systems support long-term relationship-building by
organizing client information, such as:

communication history
contract performance
traveller preferences
forecasting data
complaint records
meeting notes

e negotiation timelines

CRM enables tourism providers to deliver personalized service and maintain consistency across
departments.

Challenges include poor adoption, data duplication, and lack of training—issues that limit
CRM’s strategic potential.

3.7 Customization and VValue Co-Creation

Customization is a major driver of corporate loyalty. Organizations want services designed
specifically for their needs.

Examples include:

customized meeting packages
industry-specific amenities

carbon-neutral travel itineraries

flexible billing and invoicing

local cultural considerations for global clients
personalized traveller communications
co-created incentive programmes

Value co-creation strengthens the relationship by making clients feel involved and respected.

3.8 Corporate Loyalty Programs

Corporate loyalty programs differ from leisure-focused programmes because they target
organizational benefits. Effective corporate loyalty includes:

spend-based discounts
meeting credits

room upgrades for executives
sustainability-linked rewards




e quarterly reporting
« waived fees
« flexible cancellation terms

These programs encourage contract renewal and strengthen long-term commitment.

3.9 Digital Transformation and Corporate Expectations

Digital disruption has transformed corporate travel. Organizations expect suppliers to offer:

mobile check-in

digital keys

online booking systems
automated invoicing
real-time data dashboards
Al-generated proposals
hybrid meeting solutions
virtual site tours

Digital capability communicates reliability and professionalism.

3.10 Post-Pandemic Corporate Travel Trends

COVID-19 permanently changed travel behaviours. Corporate decision-makers now prioritise:

flexible cancellation policies

clear safety standards

purposeful, high-value travel

hybrid and virtual meeting options

strict risk management

wellbeing and mental health considerations

Post-pandemic expectations are now embedded in corporate procurement standards.

4. Methodology

This assignment uses a qualitative secondary research methodology to explore how tourism
providers strengthen relationships with corporate clients in B2B travel markets. Given the
complex nature of organizational buying—where decisions involve multiple departments, formal
procurement structures, and long-term contracts—secondary research is appropriate for
synthesizing broad patterns and strategic insights across industry contexts.




Secondary data is drawn from academic literature on relationship marketing, organizational
buying behaviour, CRM adoption, consumer behaviour, and sustainability frameworks, as well
as industry reports from global tourism companies, consulting firms, and corporate travel
associations.

4.1 Research Design

The research design follows a thematic qualitative approach, allowing the identification and
interpretation of recurring concepts across diverse academic and industry sources. This method
enables understanding of how tourism providers build trust, deliver value, and differentiate
themselves in the corporate travel segment.

4.2 Data Sources
The secondary data used in this assignment includes:

a. Academic Literature

Peer-reviewed articles and tourism management texts provided theoretical foundations for
understanding:

 relationship marketing

e organizational buying behaviour (OBB)
e service quality

e consumer behaviour

e CRM adoption models

e sustainability frameworks

o sales force strategies

These sources help interpret why certain corporate relationship strategies work and why others
fail.

b. Industry Reports
Industry publications from authoritative sources were reviewed, including:
e Global Business Travel Association (GBTA)

e World Travel & Tourism Council (WTTC)
e American Express GBT

e« BCD Travel

e« CWT

e Deloitte

e McKinsey & Company
o Statista

o Skift Research




These reports offer up-to-date insights into corporate travel procurement trends, digital
transformation, and buyer expectations.

c. Corporate Travel Case Studies
Practical strategies were identified through case studies from:

e Marriott Bonvoy Business

e Accor Business Plus

« Hilton Worldwide Sales

« TUI MICE

e Emirates Business Rewards

e Lufthansa PartnerPlus

e Global TMCs such as CWT, Amex GBT, and BCD

These examples illustrate how theoretical concepts are implemented in real-world corporate
travel relationships.

4.3 Analytical Framework
To interpret the collected data, several analytical frameworks were applied:

o Relationship Marketing Theory — explains the role of trust, communication, and
mutual commitment.

e Organizational Buying Behaviour — interprets the multi-stakeholder decision-making
process.

« CRM Adoption Models — help analyse client knowledge and data-driven
personalization.

o Professional Selling Models — explain the advisory role of salespeople.

e Sustainability and ESG Frameworks — clarify procurement pressures and
environmental requirements.

This multi-framework analysis ensures depth, coherence, and academic rigour.

4.4 Limitations

The secondary research approach has limitations:
e It cannot capture internal procurement data that companies do not publish.
e Some corporate travel strategies are confidential or proprietary.
e Rapid change in digital tools and sustainability criteria may limit long-term relevance.

Despite these limitations, secondary research is still highly effective for understanding broad
industry patterns and emerging strategic priorities.
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5. Findings

The findings identify ten major themes that explain how tourism providers strengthen B2B
relationships with corporate clients in modern tourism markets.

5.1 Strong Corporate Relationships Are Built on Trust and
Communication

Across all sources, trust emerged as the most important factor influencing corporate partnerships.
Corporate travel is high-stakes; disruptions can affect business operations, budgets, and
employee wellbeing.

Corporate clients prefer suppliers who:

e proactively manage risks and disruptions
e behave consistently across interactions
e maintain long-term relationship continuity

Account managers who remain reliable during crises—such as flight disruptions, system outages,
or event complications—strengthen the emotional and professional connection with the client.

5.2 Corporate Clients Prefer Suppliers Who Demonstrate
Reliability

Reliability affects procurement decisions more than price. Corporate clients value suppliers who
consistently deliver:

e clean, safe accommodation

o well-maintained facilities

e seamless event execution

e clear service level documentation

Reliability reduces perceived risk in the organizational buying process. This aligns with
organizational buying behaviour theory, which states that risk reduction is a key motivation for
decision-makers.

5.3 Customization Strengthens Organizational Fit

Customization was one of the strongest findings. Corporate buyers want tourism providers to
adapt services to their:
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travel policies

budget structures

employee wellbeing objectives
industry-specific needs
sustainability goals

cultural expectations

Examples of customization include:

tailored meeting packages

carbon-reduction travel options
executive-only service tiers

flexible billing and payment terms
personalized welcome amenities

e gender-sensitive or culturally-tailored services

Customization strengthens the perception that the supplier understands the client’s identity.

5.4 CRM Systems Are Underused but Critically Important

CRM systems support corporate relationship building by storing:

communication history
contract details

negotiation notes

traveller preferences
performance metrics
complaint and resolution logs

CRM is central for maintaining continuity when staff changes occur or when multiple
departments interact with the same corporate account.

However, the findings show frequent problems:

incomplete or duplicated data

lack of training

low compliance with CRM processes
inconsistent updating

resistance from sales teams

These issues reduce CRM’s potential to enhance personalization and communication.

5.5 Corporate Loyalty Programs Reinforce Long-Term
Commitment
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Corporate loyalty programs were found to be highly effective when they emphasize:

negotiated discounts

meeting rewards

spend-based points

sustainability-linked incentives

streamlined billing

recognition for frequent-booking companies

Unlike leisure loyalty programs, corporate programs must benefit the organization as a whole,
not individual travellers. Corporate clients value loyalty programs that complement internal
procurement goals and make the travel process smoother.

5.6 Digital Transformation Is Now a Procurement
Requirement

Corporate buyers increasingly prioritise suppliers with advanced digital tools.
The findings show strong demand for:

mobile check-in

digital keys

real-time reporting dashboards
automated invoicing

online booking tools
Al-enhanced proposals

virtual site tours

integrated travel apps

Suppliers lacking digital capability are frequently excluded from corporate tenders.

Digital tools increase efficiency, strengthen transparency, and support compliance with internal
travel policies.

5.7 Corporate Travel Behaviour Has Permanently Shifted
Post-Pandemic

Post-pandemic expectations influence supplier selection.
Corporate clients now require:
o flexible cancellation and rebooking

o clear safety and hygiene transparency
e risk mitigation strategies

13




o hybrid event solutions
e short booking windows
« ability to support remote work needs

Buyers now focus on purposeful travel, meaning every trip must deliver strategic value.

5.8 Traveller Wellbeing Strongly Influences Corporate
Loyalty

Traveller wellbeing emerged as a core finding. Companies want suppliers who enhance the
physical and mental health of employees on the road.

Key wellbeing expectations include:

quiet, ergonomic rooms

strong Wi-Fi

fitness facilities

healthy food options

24/7 support

wellness-themed meeting packages
easy and efficient travel processes

Traveller satisfaction influences whether the company continues its contract with the supplier.

5.9 Sustainability and ESG Standards Drive Procurement
Decisions

Sustainability is now a mandatory criterion for many organizations.
Corporate buyers look for suppliers with:

carbon footprint reporting
environmental certifications
renewable energy initiatives
sustainable food practices
ethical labour standards

waste management programmes

Corporations increasingly reject suppliers who cannot demonstrate environmental responsibility.
ESG alignment strengthens trust and enhances long-term partnerships.

5.10 Salespeople Must Act as Strategic Advisors, Not
Transactional Sellers
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The role of the sales force has evolved significantly.
Modern B2B tourism salespeople must:

o analyse travel spending

e prepare business reviews

o advise on sustainability strategies
 identify cost-saving opportunities

« anticipate client needs

e coordinate with internal teams

o deliver consultative, value-driven solutions

Clients expect expertise, not just product information. Salespeople who provide strategic insights
strengthen corporate relationship quality and client retention.

6. Discussion

The findings from this study reveal a multifaceted and deeply interconnected set of strategies that
tourism providers use to strengthen B2B relationships with corporate clients. In this discussion,
these findings are examined through academic frameworks such as relationship marketing,
organizational buying behaviour (OBB), CRM systems, professional selling theory, traveller
behaviour, and sustainability models. By integrating theory with industry insight, the discussion
illustrates how tourism providers can build strategic, resilient partnerships in an increasingly
competitive and rapidly evolving corporate travel environment.

6.1 Relationship Marketing Theory Explains How Trust
Drives Corporate Loyalty

Relationship marketing theory provides the foundational explanation for why corporate clients
prioritise suppliers who demonstrate trust, reliability, and communication. In B2B tourism—

where service failures can disrupt business outcomes—trust is a critical risk-reduction
mechanism.

Corporate travel buyers depend on tourism providers to deliver safe, seamless, and consistent

experiences for their employees. This dependency elevates the importance of trust beyond what
is typically seen in leisure tourism.

6.1.1 Trust Reduces Organizational Risk

Since travel disruptions affect employees, budgets, and reputations, corporate clients avoid
suppliers who appear unreliable. Trust allows decision-makers to feel confident in their
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supplier’s ability to manage crises, handle last-minute changes, and communicate proactively.
This explains why relationship-building emerged as the most critical finding in the study.

6.1.2 Communication Reinforces Relationship Stability

Regular communication—business reviews, performance reports, and personalised check-ins—
keeps suppliers aligned with client expectations. It also ensures problems are addressed early,
preventing contract dissatisfaction.

6.2 Organizational Buying Behaviour (OBB) Clarifies Multi-
Stakeholder Expectations
The OBB model states that organizational purchases involve multiple stakeholders with different

priorities. This theory explains why corporate travel procurement is complex and why tourism
providers must adapt their strategies to appeal to diverse internal audiences.

6.2.1 Multi-Level Relationship Building is Essential

Tourism providers must simultaneously build relationships at several levels: decision-makers,
influencers, evaluators, budget controllers, and end-users. Failure to address the needs of even
one stakeholder can undermine the entire corporate relationship.

6.2.2 Data and Transparency Reduce Organizational Uncertainty

Corporate buyers require accurate reporting, clear SLAs, digital tracking, and transparent
sustainability metrics to justify decisions internally. This aligns with OBB theory’s emphasis on
risk reduction and evidence-based decision-making.

6.3 Customization and Personalization as Strategic
Differentiators

The findings strongly support the argument that customization plays a major role in corporate
relationship-building. Corporate clients want personalized solutions that reflect their internal
culture, travel policies, and strategic priorities.

6.3.1 Why Customization Matters in B2B Tourism
Organizations prefer suppliers who demonstrate:

understanding of their corporate identity
flexibility in designing services
willingness to adjust operational processes
alignment with employee wellbeing goals
cultural sensitivity for international teams
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Customization creates a perception of partnership rather than standard service provision.

6.3.2 Forms of Customization Valued by Corporate Clients
Examples highlighted in industry research include:

e sustainability-focused itineraries

 tailored meeting and conference packages

o dedicated corporate floors or executive lounges

e custom billing schedules

e gender-sensitive or culturally specific services

o bespoke communication for travellers (e.g., multilingual welcome letters)

These personalized elements improve satisfaction for both travel managers and travellers.

6.3.3 Customization Creates Value Co-Creation
Customization demonstrates co-creation—a concept in relationship marketing that strengthens

emotional connection and mutual investment. When corporate clients help shape services, they
become more committed to maintaining the relationship.

6.4 CRM Systems as Catalysts for Personalization and
Consistency

CRM emerged as one of the most important tools for improving corporate relationships but also
one of the most problematic in terms of adoption.

6.4.1 CRM Enables Relationship Intelligence
A well-implemented CRM system allows tourism providers to:
e track communication
o store traveller preferences
e monitor corporate contract performance
e manage negotiation timelines
« forecast future needs
e coordinate between sales, operations, and reservations

CRM systems improve consistency—critical when multiple staff members interact with the same
corporate client.

6.4.2 CRM Adoption Challenges Undermine Relationship Quality

Findings reveal common CRM adoption barriers:
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incomplete or inaccurate data
lack of staff training

resistance to administrative tasks
duplicated corporate accounts
poor integration across teams

Without proper CRM engagement, personalization becomes inconsistent, leading to
misunderstandings or client dissatisfaction.

6.5 Corporate Loyalty Programs Create Organizational
Value and Stickiness

Corporate loyalty programs reinforce long-term commitment by providing clear benefits to the
organization.

6.5.1 Loyalty Programs Must Support Procurement Goals
Corporate clients prefer programs with:

spend-based points

meeting and event credits
upgrades for executives
carbon-reduction rewards
transparent annual reporting

These benefits help procurement teams justify supplier selection internally, improving contract
stability.

6.5.2 Loyalty Creates Switching Costs

Loyalty programs increase switching barriers. Once organizations develop reliance on loyalty
rewards, reporting dashboards, or integrated billing systems, leaving a supplier becomes more
difficult.

6.6 Digital Transformation Defines Perceived
Professionalism

The findings show that digital capability is now a baseline expectation. Corporate clients equate
digital maturity with:

operational efficiency
trustworthiness
innovation

risk reduction

18




e compliance support

6.6.1 Digital Tools Enhance Relationship Quality
Digital platforms such as:

real-time dashboards
automated invoicing
mobile key technology
online event planners
VR site tours
Al-generated proposals

allow suppliers to meet corporate expectations quickly and professionally.

Digital tools also support transparency and data-driven communication—both essential for
relationship success.

6.6.2 Digital Inefficiency Damages Supplier Credibility

Firms that lack digital infrastructure risk being excluded from corporate tenders or viewed as
outdated. In a post-pandemic world where clients expect frictionless travel, digital weakness is a
significant disadvantage.

6.7 Post-Pandemic Corporate Travel Behaviour Has
Redefined Expectations

Corporate travel has fundamentally changed. Companies now prefer purposeful, value-driven,
and flexible travel.

This reflects a long-term cultural shift in corporate travel management. Tourism providers must
demonstrate ROI and strategic contribution. Traveller wellbeing has transitioned from a “nice to
have” to a strategic priority. HR departments increasingly influence procurement decisions,
ensuring travel supports employee health. Traveller feedback directly impacts corporate loyalty.
Poor traveller experiences can prompt corporate clients to switch suppliers.

Sustainability has become non-negotiable. Corporate clients evaluate suppliers through
environmental, social, and governance (ESG) frameworks. Sustainability strengthens

relationship quality by demonstrating shared commitments. Companies with strong ESG
mandates favour suppliers who can help them achieve environmental goals.

7. Conclusion
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The findings clearly show that trust, communication, and reliability are the core foundations
of B2B tourism relationships. Corporate clients depend on tourism suppliers to deliver
consistent and safe experiences for their travelling employees. Relationship marketing theory
supports this by emphasizing the importance of transparency, long-term commitment, and
mutual value creation. In a sector where disruptions can have serious operational consequences,
trust becomes a crucial asset for suppliers and a major determinant of contract renewal.

The Organizational Buying Behaviour (OBB) framework explains the multi-stakeholder
nature of corporate procurement. Decisions are rarely made by a single individual; instead, they
involve procurement teams, finance departments, HR specialists, executives, and the travellers
themselves. Each of these stakeholders has unique expectations and pressures. Tourism providers
who demonstrate the ability to respond to all of these needs—budget control, traveller safety,
operational efficiency, wellbeing, and strategic value—position themselves as strong long-term
partners. This requires clear communication and the ability to adapt solutions to different internal
priorities.

Customization emerged as one of the most powerful competitive differentiators. Corporate
clients increasingly expect services built around their organisational identity, employee
wellbeing goals, sustainability commitments, and internal travel policies. Personalized meeting
packages, flexible billing, industry-specific travel options, and culturally sensitive services create
high relational value. Customization also supports co-creation, strengthening emotional
attachment and reinforcing the perception that the supplier understands and respects the
organisation’s culture and values.

The role of CRM systems in relationship-building cannot be overstated. When implemented
effectively, CRM tools improve communication, track client interactions, forecast future needs,
coordinate service delivery, and enable personalized engagement. However, the findings also
highlight widespread challenges in CRM adoption, including incomplete data, staff resistance,
poor training, and lack of integration across departments. Overcoming these issues is essential
for tourism providers to fully capitalize on CRM’s relationship-strengthening potential.

Corporate loyalty programs also play a significant role in reinforcing long-term partnerships.
These programs differ from leisure loyalty schemes by focusing on organizational benefits rather
than individual rewards. Corporate clients value loyalty programs that offer spend-based credits,
sustainability-linked incentives, meeting rewards, transparent reporting, and flexibility. When
aligned with procurement objectives, loyalty programs make the supplier more attractive and
help secure multi-year commitments.

Digital transformation was another key theme shaping corporate relationships. Corporate
clients expect seamless digital experiences—from mobile check-in and digital keys to automated
invoicing, real-time dashboards, and Al-enhanced proposals. Digital maturity not only improves
operational efficiency but also signals professionalism, transparency, and innovation. In contrast,
suppliers who lack digital capabilities risk undermining client trust and may fail to meet modern
procurement standards.
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The post-pandemic evolution of corporate travel has created new expectations around
flexibility, safety, purpose-driven travel, and hybrid event formats. Corporate travel is no longer
centred on volume but on strategic value. Every trip must have clear business justification, and
suppliers must support clients with adaptable booking options, risk management plans, and
hybrid meeting solutions. By providing flexibility and strong crisis communication, suppliers
strengthen their reliability and relationship quality.

Traveller wellbeing is now a core procurement criterion. Companies want accommodation and
travel partners who prioritize ergonomic comfort, mental health, healthy food options, fitness
access, and stress-reducing experiences. Traveller feedback influences procurement decisions,
meaning that suppliers must deliver consistently positive experiences to maintain corporate
loyalty.

Finally, sustainability and ESG integration have become non-negotiable. Corporate clients
expect travel suppliers to demonstrate environmental responsibility through carbon reporting,
energy efficiency, ethical sourcing, waste reduction, and environmental certification.
Sustainability builds trust, aligns with corporate values, and supports clients’ own ESG targets.
Suppliers who fail to meet sustainability expectations risk losing access to tenders and long-term
contracts.

The role of the modern tourism salesperson has also evolved significantly. Today’s B2B tourism
sales professionals serve as strategic advisors, not just transactional agents. They must analyse
travel data, suggest cost-saving measures, support sustainability reporting, anticipate future
needs, and present value-driven solutions. Emotional intelligence, cultural awareness, resilience,
and communication skills are just as important as technical product knowledge.
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