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Abstract 

Corporate travel is a major driver of revenue in the global tourism industry, contributing 

significantly to hotel occupancy, airline bookings, and tour operations. With increasing 

competition and rapid post-pandemic changes, tourism organizations must adopt more 

sophisticated sales strategies to attract and retain corporate clients. This report analyzes the 

evolving nature of B2B tourism sales, emphasizing consumer behaviour theories, sales force 

management, CRM systems, and digital transformation in the tourism sector. Using case studies 

of major international hotel chains such as Marriott, Hilton, and regional operators such as Akbar 

Travels and Rayna Tours, the study identifies key practices for building long-term corporate 

relationships. The report highlights that corporate clients are driven by needs for value, 

reliability, personalization, digital convenience, and sustainability—behaviours shaped by 

organizational buying theories and post-pandemic corporate culture shifts. 

 

CRM tools have significantly improved lead management, personalization, contract tracking, and 

relationship maintenance, making them essential for modern tourism sales departments. 

Moreover, technology trends such as artificial intelligence (AI), data analytics, and virtual 

communication tools influence corporate travel decision-making processes. Findings suggest that 

tourism organizations that invest in hybrid sales models, AI-driven personalization, sustainable 

travel options, and loyalty programs demonstrate higher corporate retention rates. The report 

concludes with innovative recommendations, including blockchain contracts, predictive 

analytics, VR-based venue showcasing, and hyper-personalized corporate loyalty models. These 

strategies offer tourism businesses sustainable pathways to revenue growth and enhanced client 

satisfaction. 
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Introduction 

Business-to-business (B2B) tourism encompasses all travel and tourism services sold to 

corporate entities rather than individual consumers. These services include corporate hotel stays, 

business events, meetings and conferences (MICE), incentive travel packages, corporate retreats, 

and travel arrangements for employees. Unlike leisure travelers, corporate clients exhibit 

structured decision-making processes and long-term purchasing behaviours that require 

specialized sales strategies. 

 

The global business travel market was valued at USD 1.28 trillion in 2019 and experienced 

unprecedented disruption during the COVID-19 pandemic. However, according to UNWTO and 

GBTA reports, corporate travel is expected to fully recover by 2026, with significant changes in 

expectations, safety standards, and digital integration. This evolving landscape demands that 

tourism organizations revise their sales strategies to address hybrid work cultures, sustainability 

concerns, technological convenience, and renewed emphasis on risk management. 

 

Sales management in tourism for corporate markets requires a deep understanding of consumer 

behaviour theories applied to organizational buyers. Unlike individual tourists motivated by 

personal preferences, businesses make collective decisions based on budget, efficiency, value, 

safety, and long-term partnerships. Therefore, relationship selling, consultative approaches, and 

key account management (KAM) become central to B2B success. 

 

Additionally, technology has transformed B2B tourism sales processes. CRM systems such as 

Salesforce, Amadeus CRM, and Oracle Hospitality enable organizations to store client data, 

track interactions, and provide personalized offers. Digital communication tools such as virtual 

tours, AI chatbots, and automated proposal systems accelerate sales cycles while enhancing 

engagement. 

 

The post-pandemic era has intensified the need for reliability, flexibility, and hygiene standards. 

Companies now demand transparent cancellation policies, wellness-oriented business travel, and 

sustainable options aligned with corporate social responsibility (CSR) values. This creates both 

challenges and opportunities for tourism firms aiming to strengthen long-term corporate 

relationships. 

 



4      
This assignment critically assesses the sales strategies tourism organizations use to build strong 

corporate relationships, guided by consumer behaviour theories, technological developments, 

and modern sales management frameworks. It also presents innovative strategic 

recommendations aimed at maximizing revenue and improving corporate client satisfaction. 

 

Literature Review 

 

3.1 Consumer Behaviour in B2B Tourism 

Understanding organizational buying behaviour is fundamental to developing effective tourism 

sales strategies. Several established theories provide insights into corporate clients’ motivations 

and decision-making processes. 

 

a. Webster & Wind Organizational Buying Behaviour Model (1972) 

 

This model identifies four key components influencing corporate purchasing: 

1. Environmental Factors: economic conditions, industry trends, regional tourism 

performance 

2. Organizational Factors: business policies, budgets, travel policies 

3. Interpersonal Dynamics: decision-making hierarchy, role of influencers 

4. Individual Factors: preferences of travel managers, event planners or senior executives 

 

For example, a multinational corporation planning a regional conference evaluates hotel partners 

based on criteria such as: 

• Price negotiations 

• Venue capacity 

• Brand reputation 

• Sustainability certifications 
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Understanding these layers helps tourism organizations tailor proposals and negotiate 

successfully. 

 

b. Buyer Behaviour Theory (Sheth 1973) 

 

Sheth emphasized three factors: 

• Choice Routinization – once corporations find a reliable provider, they prefer continuity 

• Perceived Risk – higher when booking travel for large groups 

• Negotiation – essential to creating mutually beneficial long-term contracts 

 

This reinforces the importance of trust-building and consistent service quality. 

 

c. Theory of Reasoned Action (TRA) 

 

Applied to corporate buyers, TRA suggests that decisions depend on: 

• Company policies 

• Social expectations (e.g., sustainability) 

• Predicted outcomes 

 

This explains the rise in corporate demand for hygienic, eco-friendly, and digital-first 

accommodations. 

 

d. Post-Pandemic Corporate Travel Behaviour 

 

UNWTO (2023) reports show major behavioural shifts: 

• Preference for contactless services 
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• Focus on duty-of-care responsibilities 

• Greater demand for virtual/hybrid meetings 

• Desire for flexibility and cancellation assurance 

 

These behavioural insights guide modern B2B sales strategies in tourism. 

 

3.2 Sales Force Management in Tourism 

 

 

Sales force management in B2B tourism includes: 

• Recruitment of skilled account managers 

• Training in negotiation, product knowledge, empathy 

• Performance tracking using KPIs 

• Incentive structures to reward long-term contract acquisition 

• Hybrid selling (digital + in-person) 

 

Tourism sales teams increasingly adopt relationship selling, which focuses on trust, personalized 

service, and continuous engagement. Key account managers maintain communication, prepare 

customized travel solutions, respond quickly to concerns, and ensure seamless booking 

experiences. 

 

3.3 CRM and Digital Tools in Tourism 

 

 

CRM platforms are now essential to B2B tourism sales strategy. Key benefits include: 

• Centralized customer databases 

• Lead scoring and tracking 

• Contract management automation 

• AI-driven predictive analytics 
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• Corporate travel history tracking 

• Personalization of offers 

 

Major CRM systems used in tourism include: 

• Salesforce Hospitality Cloud 

• Oracle OPERA CRM 

• Amadeus Sales & Event Management Suite 

• HubSpot CRM for Travel Companies 

 

Hotels such as Marriott and Hilton rely heavily on CRM-driven B2B segmentation, personalized 

communication, and automated loyalty program integration. 

 

3.4 Post-Pandemic and Social Trends Influencing B2B Sales 

 

( 

 

Key trends include: 

• Rise of remote and hybrid work culture 

• Increase in corporate wellness travel 

• Sustainability expectations 

• Digital-first bookings: virtual tours, online RFPs 

• Flexible booking policies 

 

Social values such as diversity, inclusion, and environmental responsibility also shape corporate 

travel decisions. 

 

Methodology 
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This report uses a qualitative research method based on: 

1. Secondary data analysis – academic journals, industry reports 

2. Content analysis – examining sales strategies of leading tourism organizations 

3. Case studies – Marriott, Hilton, Airbnb for Work, regional operators 

4. Application of consumer behaviour theories 

 

The triangulation of multiple data sources increases the reliability of insights. 

 

Findings 

 

5.1 Corporate Client Needs 

Corporate clients prioritize: 

• Reliability 

• Negotiated pricing 

• Safety and hygiene 

• Digital convenience 

• Custom packages and MICE solutions 

• 24/7 support 

• Loyalty programs 

 

5.2 Case Studies 

Marriott International – Global Sales Organization (GSO) 

• Dedicated corporate account teams 

• AI-driven personalization 

• Marriott Bonvoy Business loyalty model 

• Global meeting packages 
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Hilton Hotels – Corporate Travel Solutions 

• Digital RFP tools 

• Flexible corporate rate guarantees 

• Virtual event platforms 

 

Airbnb for Work 

• Entire homes for remote teams 

• Centralized billing 

• Compliance tracking 

• Workspace packages 

 

Regional Operators (Akbar Travels, Rayna Tours) 

• Customized corporate retreat itineraries 

• Incentive travel planning 

• Destination management services 

 

5.3 Effectiveness of CRM Systems 

 

(Approx. 350 words) 

 

CRM systems improve: 

• Lead conversion 

• Personalized proposals 

• Contract renewal efficiency 

• Client retention rates 

• Sales forecasting accuracy 

 

5.4 Impact of Technology and Social Trends 
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( 

 

Trends driving corporate choices: 

• Sustainability-focused travel 

• AI-based itinerary planning 

• Virtual venue tours 

• Automated communication 

• Post-pandemic safety standards 

 

Discussion 

 

 

 

This section evaluates how consumer behaviour theories and CRM tools align with real-world 

B2B travel strategies. 

Key points: 

• Organizational buying behaviour influences pricing and customization 

• Relationship selling increases retention 

• CRM strengthens personalization 

• Technology accelerates B2B decision-making 

• Post-pandemic concerns reshape contract negotiations 

 

Recommendations 

 

(AI-powered corporate personalization 

1. Hybrid sales model (virtual + physical) 
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2. Blockchain-based contract tracking 

3. VR-based MICE venue tours 

4. Sustainability-driven corporate travel packages 

5. Smart corporate loyalty programs 

6. Predictive analytics for corporate travel forecasting 

 

Conclusion 

 

( 

 

Summarizes findings and reinforces need for: 

• Long-term relationships 

• Technology integration 

• Personalized corporate experiences 

• Post-pandemic flexibility 

• Innovative sales strategies 
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A. Sample Corporate Package 

B. CRM Workflow 

C. Corporate Client Persona 
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