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Abstract

Business-to-business (B2B) tourism plays a pivotal role in the global hospitality and travel
industries. Corporate clients—including multinational firms, SMEs, NGOs, government
agencies, and educational institutions—purchase travel services for meetings, incentive trips,
conferences, training programs, and project-related travel. These clients offer tourism
organizations stable revenue, higher average spend, and long-term partnership opportunities.
However, securing and retaining corporate accounts is complex, involving multi-stakeholder
decision-making, strict procurement processes, digital expectations, sustainability commitments,
and heightened post-pandemic risk awareness.

Drawing on academic theory, industry reports, and real-world corporate travel practices, the
research examines relationship marketing, organizational buying behaviour, personalization,
sales force management, CRM adoption, hybrid meeting technology, sustainability reporting,
and loyalty programs. The goal is to identify how tourism organizations—particularly hotels and
tour operators—can adapt their sales strategies to meet evolving corporate expectations in an
increasingly competitive global environment.

Findings indicate that long-term corporate partnerships depend on a balance of interpersonal
connection, data-driven decision-making, flexible contracting, sustainability alignment, and
tailored travel solutions. The paper concludes by offering strategic recommendations for tourism
providers seeking to strengthen B2B relationships and maximize corporate travel revenue.

Introduction

Corporate travel remains one of the most lucrative and strategically important segments of the
tourism industry. Unlike leisure customers—who make individual decisions based on personal
preferences, budget, and timing—corporate clients engage in structured decision-making
processes that involve procurement teams, financial controls, travel policies, and multi-level
approvals. As such, selling to corporate clients requires significantly more relationship
management, industry expertise, and operational reliability than traditional tourism sales.

Hotels, travel management companies (TMCs), airlines, and destination management companies
(DMCs) rely heavily on B2B relationships to generate stable revenue streams. Corporate travel
typically occurs year-round, is less price-sensitive, and often involves group bookings,
conference packages, long-stay arrangements, or recurring travel needs. However, this stability
comes with high expectations. Corporate clients demand consistent service quality, immediate
problem-solving, reliable communication, flexible booking terms, sustainability certification, and
digital integration across all stages of the travel process.

The pandemic accelerated many changes in B2B tourism. Companies now travel with more
intention (“purposeful travel”), expect hybrid meetings and digital collaboration tools, prioritize




employee wellbeing, and require significant reassurance about safety and flexibility.
Furthermore, environmental, social, and governance (ESG) priorities have become central to
procurement decisions. Hotels and travel operators must demonstrate measurable sustainability
practices, transparent reporting, and ethical operations to remain competitive.

Literature Review
1. Understanding B2B Tourism

B2B tourism refers to travel purchased by organizations for business purposes, including:

« conferences and meetings

« incentive travel programs

e project-related travel

e study tours

e corporate retreats

« accommodation for employees or clients
e group transportation

Unlike B2C tourism, B2B tourism is driven by organizational needs, long-term objectives,
budgets, and policy compliance. It is characterized by:

« longer decision-making cycles

« higher financial stakes

« multi-stakeholder involvement
e complex negotiation processes

o long-term contract opportunities

The B2B tourism environment is therefore more strategic than transactional.

2. Relationship Marketing in B2B Tourism

Relationship marketing focuses on building long-term relationships with clients rather than
maximizing single sales. It emphasizes:

e trust

e communication

e commitment

o shared value

« mutual problem-solving




According to Gronroos (2017), the goal of relationship marketing is to create lasting bonds that
benefit both the buyer and supplier over time. In B2B tourism, this includes:

e proactive communication

e dedicated account management
e personalized service

o timely issue resolution

e co-developed travel programs

Strong relationships reduce switching behaviour and enhance customer loyalty.

3. Organizational Buying Behaviour

Corporate travel decisions are driven by groups rather than individuals. Webster and Wind’s
(1972) Organizational Buying Behaviour Model identifies the buying centre, which may consist
of:

e procurement teams

« finance departments
e HR/travel managers
e senior executives

o employees who travel
o external consultants

Each member has different priorities. For example:

« Procurement prioritizes costs and compliance.

« Finance prioritizes transparency and budget control.

o HR focuses on employee safety and wellbeing.

e Senior executives look for productivity and strategic value.
« Travellers seek comfort and convenience.

Understanding the dynamics of the buying centre allows tourism providers to tailor their
proposals and communication strategies.

4. Corporate Traveller Behaviour

Though corporate travel decisions follow company policy, individual behaviour still matters.
Traveller satisfaction influences:

o employee productivity

e travel compliance

e perception of employer support
o brand loyalty toward suppliers




Consumer behaviour theory explains that emotions, convenience, and perceived value all shape
traveller experiences. In tourism, factors such as comfort, accessibility, ease of check-in, digital
tools, and safety strongly impact perceived service quality.

5. Sales Force Management

Sales teams in B2B tourism require strong interpersonal, analytical, and communication skills.
They must:

e understand corporate structures
e negotiate contracts

e customize offerings

e maintain long-term relationships
« coordinate with operations

e use CRM systems

e provide data-driven proposals

Dubinsky and Ingram (2019) highlight consultative selling as a key approach, where salespeople
act as advisors rather than aggressive sellers. This aligns well with corporate travel, where trust
and partnership are essential.

Effective sales force management includes:

o recruitment of skilled salespeople
e continuous training

o performance monitoring

e goal-setting

o cross-departmental collaboration

6. CRM Systems and Digital Tools

Customer Relationship Management (CRM) systems support:

e account tracking
e segmentation

e communication

o forecasting

o (data storage

e personalization

e proposal creation

In tourism, CRM data enhances:

e contract negotiations
« tailored corporate packages




o loyalty program strategy
o trend analysis
« client profiling

Kaplan and Haenlein (2022) argue that CRM strengthens customer-centricity by giving suppliers
the information needed to meet corporate expectations precisely. However, challenges include
poor staff adoption, inconsistent data entry, and limited integration with booking systems.

7. Customization in Corporate Travel

Corporate clients frequently request customized solutions, such as:

personalized meeting packages
customized itineraries

flexible payment and billing options
wellness components

tailored incentive programs
sustainability-oriented travel arrangements

Customization differentiates suppliers and enhances satisfaction, but it requires strong
coordination and operational capability (Beldona & Cobanoglu, 2021).

8. Corporate Loyalty Programs

Corporate loyalty is built not through traveller points but through organizational benefits.
Effective programs offer:

corporate rate structures
meeting and event credits
dedicated support

spend reporting tools
simplified billing
contract flexibility

O’Neill and Xiao (2022) highlight that meaningful corporate loyalty programs must align
rewards with organizational goals.

9. Post-Pandemic Corporate Travel Trends

Post-pandemic travel has shifted towards:

fewer but higher-value business trips
hybrid meetings

higher safety expectations

wellness and work-life balance integration
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« flexible cancellation policies

UNWTO (2023) notes that corporate clients expect more transparency, flexibility, and digital
capability than before.

10. Sustainability and ESG Requirements
Sustainability is now a core requirement in corporate procurement. Companies expect:

energy-efficient hotel operations
carbon tracking tools

ethical supply chains

waste reduction practices
community engagement
environmental certifications

WTTC (2024) predicts that sustainability criteria will soon outweigh cost considerations in many
corporate tenders.

Methodology

This study employs a qualitative secondary research methodology, appropriate for exploring
strategic sales practices, organizational behaviour, and relationship-building dynamics within
B2B tourism markets. Since the assignment emphasizes theoretical application and real-world
insights rather than primary data collection, secondary data provides a rich foundation for
analysis.

1. Research Design

The research is structured using a thematic qualitative design, allowing the identification of
patterns across multiple academic and industry sources. Themes were derived from:

marketing theory

corporate travel behaviour studies

industry benchmarking reports

global travel statistics

case studies from leading hotels and tour operators

This design makes it possible to integrate theoretical perspectives with practical industry
insights.

2. Data Collection Sources
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a. Academic Sources

Peer-reviewed journals, hospitality textbooks, and tourism research publications were used to

understand:

 relationship marketing

e organizational buying behaviour
« sales force management

e CRMuse

e consumer behaviour

o sustainability frameworks

These provide theoretical grounding for the analysis.

b. Industry Reports

Reports from UNWTO, WTTC, Deloitte, GBTA, Skift, and Statista offer insights into:

e corporate travel recovery

o digitalization trends

e buyer expectations

e sustainability pressures

e post-pandemic behavioural shifts
e competitive benchmarking

Industry reports are especially valuable for identifying contemporary changes.

c. Corporate Case Examples
Examples from top tourism brands such as:
« Marriott Bonvoy for Business

o Hilton Global Sales
e Accor Business Plus

e American Express Global Business Travel

e TUI Corporate MICE
e« CWT Solutions Group

These reveal practical strategies used to engage corporate clients.

d. Professional Sales Documentation

Information from sales playbooks, corporate travel proposals, loyalty program guidelines, and
account management frameworks provides insight into how tourism providers operationalize

B2B sales.
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3. Analytical Framework

Several theoretical models guided the analysis, including:

Relationship Marketing Theory (Gronroos, 2017)

Organizational Buying Behaviour Model (Webster & Wind, 1972)
Sales Force Effectiveness Model (Dubinsky & Ingram, 2019)
CRM Adoption and Customer-Centric Strategy Theory

Consumer Behaviour Theory

Sustainability and ESG frameworks

Themes were developed inductively and compared against real-world case examples.

Findings

The findings reveal several interconnected themes that explain how tourism providers build
strong B2B relationships and why corporate clients choose one supplier over another.

1. Relationship-Building Remains Central to B2B Success

Across all sources, relationship-building is identified as the most important factor in corporate
travel sales. Tourism providers must move beyond transactional selling to build trust, loyalty,
and long-term strategic partnerships.

Key relationship-building practices identified:

maintaining consistent contact with corporate clients
sending quarterly or annual performance reviews
providing dedicated account managers

delivering personalized proposals

offering flexibility during service disruptions
conducting site inspections and familiarization trips
responding promptly to inquiries

Relationship marketing theory supports these findings by emphasizing long-term collaboration.

Corporate expectations:

Corporate clients expect suppliers to:

understand their industry
anticipate their needs

12




e support their travellers during issues
e provide measurable value

Tourism providers who succeed in these areas are more likely to secure multi-year contracts.

2. Trust and Reliability Are Primary Purchase Drivers

Organizational buyers are risk-averse. This means trust—built on reliability, transparency, and
consistent service quality—is a key determinant of supplier selection.

Corporate buyers evaluate suppliers based on:

service consistency across locations

timely communication

clear billing and reporting

proven crisis management processes

safety and hygiene standards

flexible cancellation and rebooking policies

In the post-pandemic environment, reliability is valued more than low price.

Since corporate travellers often represent important employees or clients, companies want
suppliers who reduce operational risk and ensure duty-of-care compliance.

3. Customization Drives Corporate Satisfaction and
Differentiation

Customization is a major trend in corporate travel, reflecting demands for personalized and
business-specific solutions.

Types of customization identified:

tailored meeting packages

industry-specific itineraries

flexible billing arrangements

sustainability-aligned travel plans

productivity-focused room amenities

wellness-enhanced corporate retreats

sector-specific tour packages (finance, pharma, 1T, NGOs, etc.)

Corporate preference for personalization:

Clients favour suppliers who adapt to their:

13




budgets

culture

travel policy

industry identity
employee wellbeing aims

This level of customization can be resource-intensive, requiring strong communication between
sales, operations, and marketing departments.

4. CRM Systems Are Necessary but Underutilized

CRM tools are essential for managing corporate relationships but the findings reveal that many
tourism organizations fail to use them effectively.

CRM strengths include:

tracking client history

centralizing communication
forecasting annual volume
measuring contract performance
automating follow-ups

segmenting accounts

enabling data-driven personalization

Common CRM challenges in tourism:

inconsistent staff input

incomplete corporate profiles

outdated contact information

low sales team adoption

poor system integration with booking platforms

CRM can significantly improve corporate relationship management—but only when the data is
accurate and consistently maintained.

5. Corporate Loyalty Programs Help Retain Clients

Corporate loyalty programs emerged as another key theme. These programs aim to strengthen
long-term engagement by rewarding companies (not individual travellers).

Features admired by corporate clients:
e corporate rate guarantees
« meeting and event credits
e centralised billing
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detailed reporting tools

dedicated corporate support lines
flexible cancellation policies

tailored perks for high-spend accounts

Weaknesses of poorly designed programs:

« too focused on individual points or personal rewards

o lack of transparency

« rewards not aligned with corporate goals

o confusing tier structures

Programs work best when they offer organizational-level benefits that directly impact travel
budgets and employee experiences.

6. Digital Transformation Is Reshaping Corporate
Expectations

Digitalization is one of the most transformative forces in B2B tourism.

Corporate clients now expect:

online self-service booking portals
automated reports and spending dashboards
Al-enhanced meeting proposals

mobile apps for check-in/out

digital keys

automated invoicing

real-time flight/hotel alerts

virtual/hybrid meeting technology

Digital readiness influences supplier selection

Suppliers with better digital tools appear more professional, more efficient, and easier to work
with. This directly affects procurement decisions.

7. Sustainability Has Become a Procurement Requirement
Corporate clients increasingly require tourism suppliers to demonstrate sustainability leadership.
Sustainability expectations include:

« measurable carbon reduction plans
e energy-efficient buildings
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« waste reduction initiatives

o ethical labour practices

« transparent sustainability reporting

e community engagement partnerships

Why sustainability matters to corporate buyers:

Companies are under pressure to meet ESG targets and reduce carbon emissions across their
supply chains. Travel suppliers form a major part of that supply chain.

Many corporate tenders now require energy ratings, offsetting programs, and documentation of
sustainability policies.

Discussion

The findings of this study emphasize that successful B2B tourism sales strategies require far
more than simple transactional selling. Corporate clients expect strategic partnership, seamless
digital communication, trust-based relationships, measurable sustainability efforts, and tailored
service solutions aligned with organizational goals. This discussion section critically evaluates
these findings through established theoretical frameworks and examines how tourism
providers—particularly hotels, tour operators, and travel management companies—can adapt
their strategies to strengthen long-term B2B relationships.

1. Relationship-Building and Trust as Strategic
Differentiators

Relationship marketing theory positions customer relationships as the foundation of long-term
business success. The findings strongly support this view: in B2B tourism, relationship quality
directly influences contract renewals, negotiation outcomes, and annual revenue generation.

a. The Changing Nature of Corporate Relationships
Corporate relationships used to rely heavily on:

o face-to-face meetings

e industry events

e Site visits

« annual contract renewals

Today, the relationship-building process is hybrid, incorporating:

« digital messaging platforms
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 instant responses

e virtual meetings

e CRM-driven personalization
e proactive reporting

Corporate buyers no longer wait days for responses—they expect immediate engagement. This
shift demands a new level of agility from sales teams.

b. Trust as a Risk Management Tool

Organizational Buying Behaviour Theory highlights that corporate buyers are risk-averse. This is
especially true in travel, where:

o employee safety

« travel disruptions

e reputational risk

« financial accountability
e productivity loss

...are major concerns.
The findings suggest that trust is built through:
e consistency in service
o transparent communication
e quick resolution of issues
o honouring negotiated terms
« reliable crisis management

Tourism providers that invest in trust-building activities differentiate themselves in a saturated
market where products (e.g., hotel rooms or meeting spaces) often appear similar.

c. Strategic Implications
To strengthen trust and relationships, tourism providers must:
« maintain continuity in account management
e invest in empathy training for sales teams
e use CRM tools to personalise client engagement
e provide structured communication (monthly/quarterly reports)

o adopt a partnership mindset rather than a vendor mindset

Stronger relationships reduce client churn and increase contract renewal likelihood.

17




2. Customization: A Powerful VValue Driver with
Operational Implications

Customization emerged as a major theme across all findings. Corporate clients increasingly
expect solutions tailored to their:

e industry sector

o travel policy

e sustainability priorities

« employee wellbeing goals
e budget constraints

e brand identity

a. Why Customization Matters in B2B Tourism
Customization increases:

e perceived value

« emotional engagement

« relevance of offerings

o decision-maker satisfaction

o loyalty and retention

For hotels and tour operators, personalization demonstrates a commitment to understanding the
client’s core needs, which strengthens long-term relationships.

b. Operational Challenges of Customization
However, customization is resource-intensive. It requires:
« flexible operational processes
o highly skilled staff
e cross-department coordination
« greater planning time
e creativity and innovation

Tourism providers must balance personalization with operational feasibility.
c. Strategic Implications
To deliver effective customization, organizations should:

« develop modular service designs

e create customizable corporate packages

« strengthen internal communication channels

18




o use CRM data to anticipate client needs
e invest in training staff to interpret client preferences

Customization boosts customer satisfaction, but must be executed efficiently to maintain
profitability.

3. CRM as a Critical Yet Underused Resource

CRM systems have the potential to transform B2B sales, yet many tourism organizations fail to
utilize them fully. The findings reflect notable gaps between CRM capabilities and practical
adoption.

a. CRM as a Foundation for Strategic Selling
When used effectively, CRM supports:

segmentation

forecasting

accurate client profiling
personalized communication
automated reminders
performance tracking

CRM aligns with customer-centric marketing models, allowing tailored engagement rather than
generic outreach.

b. Barriers to CRM Effectiveness
The study identified common obstacles:

inconsistent data entry

outdated corporate profiles

lack of training

poor system integration

“checkbox” CRM usage by sales staff

These issues reduce CRM accuracy and usefulness.

c. CRM as a Cultural and Operational Priority

CRM must be part of the organizational culture. Tourism providers should implement:
e mandatory CRM usage policies

« standardized data entry procedures
e training sessions for all sales staff

19




« real-time integration with booking systems
o dashboard reporting for leadership teams

By elevating CRM from a tool to a strategic engine, tourism providers can strengthen corporate
relationships significantly.

4. Loyalty Programs: Opportunities and Weaknesses

The findings show that loyalty programs are vital for retaining corporate clients—but only when
benefits align with organizational needs.

a. What Corporate Clients Want
Effective loyalty programs provide:

negotiated static or dynamic rates
meeting credits or rebates
simplified billing and payment
accurate spend reporting

dedicated account support

tailored perks for high-spend clients

Corporate decision-makers prioritize cost-efficiency and administrative ease.

b. Flaws in Traditional Loyalty Programs
Many loyalty programs fail because they:

resemble consumer reward schemes

focus on individual traveller points

do not offer measurable organizational benefits
lack transparency

are not integrated with CRM data

Corporate buyers quickly disengage when programs do not deliver clear value.

c. Strategic Implications
Future loyalty programs should:

integrate with ESG goals

include sustainability-based incentives

reward corporate spend rather than individual travel behaviour
provide transparent reporting dashboards

adapt benefits based on CRM insights

20




Well-designed loyalty programs increase client retention and annual spend.

5. Sales Force Transformation: From Sellers to Advisors

Sales teams are evolving from transactional sellers to strategic consultants. Corporate clients
expect salespeople to understand:

o industry-specific needs

« travel policy constraints

e sustainability goals

o digital tools and CRM data

« internal coordination processes

a. The Skills Required for Modern B2B Sales
Sales force management theory emphasizes the need for:

e negotiation skills

« emotional intelligence

« digital literacy

o analytical capabilities

e cross-cultural communication

e consultative selling techniques

The findings highlight that sales teams who adopt advisory roles outperform those who rely on
traditional sales tactics.

b. Cross-Functional Coordination Is Essential

Tourism providers often operate in silos. Effective B2B selling requires coordination between:

o sales

e oOperations

e events

e reservations
« finance

e marketing

The salesperson becomes the bridge connecting all departments to the client’s needs.

c. Strategic Implications
Tourism providers must invest in:

e ongoing sales training
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role-specific coaching

KPI alignment across departments
data-driven decision-making
digital tool proficiency

Stronger sales teams lead to stronger client partnerships.

6. Digital Transformation: A New Benchmark for Corporate
Travel Suppliers

Digital transformation is no longer optional—it is a baseline requirement. The findings reveal
that modern corporate clients expect highly digitalized experiences at every touchpoint.

a. Corporate Expectation of Digital Tools
Clients want:

online booking portals

digital proposals

automated reporting

mobile check-in and digital keys
Al-generated itinerary suggestions
real-time travel alerts

Tourism providers who lack these features appear outdated.

b. Digital Tools Strengthen Sales Relationships
Digitalization enhances:

communication speed

data accuracy
personalization
transparency
problem-solving capability

This supports relational and organizational buying behaviour theories.
c. Strategic Implications
Tourism suppliers must:

o adopt integrated digital platforms

e invest in mobile capabilities

« train staff in digital communication
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e modernize their internal systems
o implement structured digital workflows

Digital readiness directly influences corporate procurement decisions.

Conclusion

This assignment set out to explore the complex and evolving strategies used by tourism providers
to build and maintain strong B2B relationships with corporate clients. Through a synthesis of
academic theories, industry research, and practical sales insights, it becomes evident that success
in B2B tourism is not determined by a single factor, but by the ability to integrate trust-building,
personalization, digital tools, sustainability practices, and consultative selling into a cohesive
long-term strategy.

The findings underscore that relationship-building remains the most influential driver of
B2B success. Corporate travel buyers expect suppliers to act as partners, not vendors. This
requires proactive communication, transparency, empathy, and a deep understanding of the
client’s industry, internal processes, and organizational culture. Trust remains central to the B2B
buying decision because corporate travel involves multiple layers of risk, including duty-of-care,
financial accountability, and employee productivity. Tourism providers who consistently deliver
reliability, flexibility, and problem-solving support position themselves as indispensable strategic
partners.

The research also highlights the growing importance of customization. Corporate clients
demand tailored meeting packages, industry-specific itineraries, flexible billing arrangements,
sustainability-aligned solutions, and enhanced wellness offerings. Personalization differentiates
suppliers in competitive markets, builds emotional engagement, and reinforces perceived value.
However, customization also requires operational discipline and cross-functional coordination.
Tourism providers must balance flexibility with efficiency to ensure that personalization is both
effective and sustainable.

Digital transformation emerged as a defining force shaping modern B2B tourism. CRM systems,
booking portals, mobile check-in tools, automated reporting dashboards, and hybrid meeting
technologies have become essential components of the corporate travel experience. Digital
convenience is now a baseline requirement. The research showed that many tourism
organizations underutilize CRM systems due to weak adoption, poor data quality, and lack of
integration. To remain competitive, tourism providers must treat CRM as a strategic asset rather
than an administrative task, ensuring accurate data entry, seamless digital workflows, and
personalized client engagement.

Post-pandemic behavioural shifts have permanently reshaped corporate travel priorities.
Companies now travel more intentionally, prioritizing trips that deliver meaningful business
value. They expect unprecedented flexibility in bookings, cancellations, and contract terms.
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Employee wellness has become central to travel program design, influencing expectations
around menu options, rest time, fitness facilities, and work—life balance. Tourism providers must
therefore develop and market corporate packages that reflect these changes, or risk losing clients
to more agile competitors.

Ultimately, this assignment concludes that the future of B2B tourism sales lies in the ability of
tourism providers to combine human-centered relationship-building with data-driven digital
strategy, balance customization with operational strength, and align corporate offerings
with global sustainability goals. Tourism organizations that master these elements will build
resilient, high-value corporate partnerships capable of weathering future market disruptions.

In an increasingly competitive global travel landscape, organizations that adapt quickly, invest in

their people, embrace digital innovation, and commit to responsible tourism practices will secure
long-term corporate loyalty and position themselves as leaders in B2B tourism for years to come.
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