Designing a better future: Protecting traveller wellbeing
2019 Whitepaper

Contents
P3

Introduction

P4

A Starting Point

P5

Perceived Importance

P6

Business Benefits

P7

Challenges Faced
		
Actionable Solution

P 8-9
P 10

Successful Implementation		

P 11

Next Steps

Introduction
For a term with such a positive and essential meaning, wellbeing
is perhaps wrongly burdened by its negative associations, such
as extra costs for corporates. That’s not to say the conversation
of cost in the context of wellbeing is out of the question. Rather,
that the concept deserves to be questioned and reframed.
Wellbeing in business travel encompasses duty of care, reducing
traveller stress, mitigating risk, and showing employees that they
are valued. Although corporates often think of the costs associated
with improving traveller wellbeing, the same consideration is
rarely paid to the cost of not improving traveller wellbeing efforts,
particularly loss of productivity, disengagement, frustration and
resentment leading to out-of-policy bookings, time off due to
burnout, and even the cost of losing and replacing employees.
As a travel partner providing a high-touch service, we recognise
and value the fact that individuals are fundamental to the
success of any organisation. Looking after employees is practiced
internally at ATPI, where we have launched a wellbeing
programme to support employees from a health perspective.
As a TMC, we use the power of predictive analysis to empower
travel managers to proactively create agile strategies and
initiatives for the mutual benefit of their travellers and their
business. This is enabled through highlighting the travel patterns
that compromise traveller experience and employee satisfaction;
for example, frequent red-eye flights, weekend or ‘out of
hours’ travel or long-haul flights. Integrating technology such
as predictive analytics ensures that a comprehensive strategy
based on real behaviour can be developed over time.
As an industry, we must recognise that travel policies have an
impact on traveller wellbeing, engagement and retention. Only
then can we create the fundamental link between wellbeing
and cost reduction, a concern integral for decision-makers.
We hope that the research discussed within this whitepaper can
provide the knowledge and guidance to allow travel managers
to confidently place wellbeing at the heart of improved corporate
travel policy.

Editorial:
Author: Dr Lucy Rattrie
Dr. Lucy Rattrie is a Chartered Psychologist, researcher and lecturer (University of Stirling),
and consultant, with a PhD in business travel wellbeing who is passionate about putting
health, happiness and wellbeing at the heart of business travel (see lucyrattrie.com).
She is a psychological profiler, assessor and coach, who speaks on topics of HR, positive
psychology and wellbeing at work particularly in the context of global mobility, plus
volunteers with the International Positive Psychology Association and Institute of Travel
Management. She is an author of books on international business and happiness at work,
published in peer-reviewed journals and industry travel and wellness publications such as
Holstee, The Scotsman, Buying Business Travel. Please email Lucy at lucy@creatingsona.com

Design: www.merakiicreative.com
ITM Secretariat: Sandy Moring, Director of Education.
Data Source: ITM member survey conducted in 2019. The survey consulted 62 buyers.
In addition to this, ITM ran a half day focus group with 20 travel managers.

Adam Knights
Regional Managing Director UK,
France & Benelux and Global Head of Corporate Sales, ATPI
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Perceived Importance
A unified approach to wellbeing

A starting point in a rigorous process
Driven by a desire to help you, help
travellers, we felt a good starting point
was to sense-check where we are as
an industry and identify what would
be most beneficial going forward in
creating a rigorous research process
with an emerging evidence-base to
guide you and your strategy.
Our approach? Yes, we know traveller
wellbeing needs attention yet instead
of ruminating over that, let’s focus on
identifying and overcoming the blockers
that prevent us taking action. 20 Travel
Managers took part in an interactive,
dynamic workshop, focused entirely on
building upon a common vision and
bringing clarity around the best way
forward to enhance traveller wellbeing.
This was supplemented by interviews
with group leaders as well as a survey
of 62 ITM Buyer Members. We then
identified themes of importance by
triangulating information, presenting
the top findings here as a starting
point in this research process.
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This paper aims to prompt good
thinking, identify potential solutions
and offer a valuable pathway with
next steps. Top priorities to address are:

We live in a world where wellbeing
is now a high-ranking part of daily
dialogue. It’s more than a fad. It’s a
science with proven business benefits.
What exactly do we mean though,
when we talk of wellbeing for our
travellers? With many definitions flying
around, it’s certain our travellers will
benefit from a holistic view, and we
will benefit from a unified meaning.
We invite you to consider five
dimensions that offer a complete
picture, capturing a vision and
providing a path to build a better future.
Wellbeing is about thriving not surviving.

A unified approach to wellbeing

Happy Minds:
Think well. View your ‘self’
and the world positively

Progressive Performance:
Work well, thrive, have
meaning and craft success

Positive Spirit:
Live well, with passion,
presence, balance and
security

Happy Bodies:
Feel well, look after yourself
physically with great habits

Energised Connections:
Behave well, feel a sense of
belonging to people, the
environment and
community

A unified approach to wellbeing
©Copyright – Dr Lucy Rattrie

• Perceived importance – what are the
current views on prioritising wellbeing?
• Business benefits – what are they,
even if unquantified at present?
• Nature of the problem – what is the
state of traveller wellbeing for different
traveller types?
• Challenges faced – what really stands
out as currently blocking progress?
• Actionable solutions – what are some
potential actions and recommendations?
• Successful implementation – what
is required to do things well for
sustainablilty and what are best
practice guidelines?
• Cost-benefit – what is the ROI, to help
with business-case, buy-in budget
allocation?

A topic for priority

Travel Buyer quotes:

Wellbeing is undoubtedly an escalating
topic for the travel community. The
nature of the job. The way we do
business today. Greater expectations
on ourselves and others. 24/7 digital
connectivity, yet an increasing inability
to meaningfully connect as humans,
causing an epidemic of loneliness.
Not to mention an epidemic of lifestyle
induced poor mental and physical
health – we even sacrifice our basic
survival instincts and hierarchy of
human needs, including sleep!

“It’s now seen as a necessary
expenditure to satisfy our duty of care.”

Travellers are, undoubtedly, at high risk of
ill-being - representing a serious concern
around duty of care. An unseen risk also
lies in failing to capture, replicate and
act upon the very reasons why some
travellers thrive, are vibrant, happy,
positive - representing lost opportunity
to elevate a business. This unseen risk is
amplified when we consider increasing
reports of travel policies being dissected
at interview stage by prospective
employees. If these don’t account for
wellbeing, attraction and retention, plus
protecting/promoting corporate brands
will become increasingly challenging.

“Safety and wellbeing fit together.
Cost reduction and budget is
secondary now.”
“We are highly focused on traveller
safety, duty of care and wellbeing. It’s
a delicate balance with cost of travel
and policy, which we are looking at
improving over the next 12 months.”

87% said it is likely their organisation’s
approach to wellbeing will increase
in the next 12 months.
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Challenges Faced
Ownership of traveller wellbeing
A key challenge that emerged
from the workshops was around
who takes ownership and where
does it fit in the organisation.

Business Benefits
“People are our greatest resource and therefore ensuring they can perform
their work to the highest standard means looking after their wellbeing.
Investing in our people’s wellbeing is of great importance to the business.”
Travel Buyer quote.
Identified business benefits of
prioritising wellbeing
Despite lack of clear ROI and a solid
business case, awareness of risk
mitigation, potential benefits and
opportunities has firmly positioned
wellbeing alongside safety, cost
reduction and budget control.
Identified traveller benefits of
prioritising wellbeing
Travellers will experience a more
positive, resilient and calm mind-set,
with healthy habits, connecting well to
clients, colleagues and family, with a
supportive lifestyle that enables them
to craft performance and success in
their work, leading to business benefits.

Benefits & Opportunities
Attracting the best talent
Retaining good talent
Longevity & sustainability
Improved company culture
Mitigating risk
Enhanced business relationships
Better company- wide approaches
Boosted company reputation
Improved business continuity
Cost-saving in the long-term

61% of respondents felt wellbeing sits
within a lens of safety, cost reduction
and budget control.

It would seem that whilst everyone
has a responsibility at different levels
and there are differences across
organisations, HR and travel
departments should be prepared
to jointly take ownership and
responsibility for programmes,
initiatives, respective monitoring
and reporting; whilst working with
line managers to ensure adherence
to policy, sensible travel practices,
ensuring safety and managing
Departments responsible for traveller wellbeing.
the intensity of travel. In essence,
Respondents who selected “other” specified – Security or Health & Safety departments.
it should be part of an overall
combined wellbeing and travel
approach. If the decisions are currently held with HR, then your role can be to talk to them, open up channels of
communication and raise their awareness that travellers need support, then work with them to find the best action.
Management of traveller wellbeing

Progressing within a cost-conscious lens

The actual management of traveller
wellbeing was also important and
found to have two elements.

It was clear from this research that
to progress the management of
traveller wellbeing, buy-in, budget
allocation and demonstrating ROI
are critical.

Firstly, understanding different
needs and wants of travellers - or
groups of travellers by, for example,
demographics, psychographics,
wellbeing preferences or travel
patterns – is critical to prioritising
action and budgets in a way that
maximises impact and ROI. In our
research we also discovered that
86% of travel managers said that
their organisations do not survey
travellers post trip. They are therefore
unable to establish the impact of
business travel on the individual
and put in place the right strategies
and policy.
Secondly, lack of expert and
evidence-led direction for designing
and implementing a strategy was
critical, with 33 % of respondents
stating they were unsure what to do,
when or how, and aware that costs
need to be controlled, culture
supportive, practical elements
considered and the right monitoring/
reporting in place.
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The need to link what is happening
in reality with how that’s impacting
the traveller, their wellbeing, ability
to do the job, attitudes to work,
engagement levels, productivity etc,
and subsequently impacting the
business is considered valuable.
Getting buy-in without hard figures
is proving tricky for 54% of our
survey respondents. To find a way
to navigate that quandary Travel
Managers will need to raise
awareness, communicate,
implement small initiatives stemming
from logical thinking. Try something
small. Talk about it. Measure the
impact. Reflect. Build on the positive.
“Travel is a function to support both
the business and people achieve
their goals. But how can you ensure
travellers are safe and healthy, without
causing ridiculous spend increases?”
Travel Manager quote.
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Actionable Solutions
Potential Actions
When surveying ITM Buyer Members,
a collection of themes emerged. The
graph shows the biggest issues creating
a barrier to optimal traveller wellbeing.
These can act as a point of intervention
for making improvements in your
organisation which represent good
starting points.

Review:
Have a traveller-manager discussion
around the intensity of travel and if
it’s working for that person. It may be
wise to delegate work elsewhere for a
short time-frame or consider whether
that person is suited to more frequent
trips, one longer trip, close together, or
more spaced out. The secret is finding
what works for each person and this
could be a moving tipping point - you
want travel to energise, not drain.

Recovery:
Building in recovery time before, during
and after the trip was considered
essential, such as encouraging leisure
opportunities, time for hobbies and
relaxation. Compensation time
was suggested as a method that
won’t hugely impact budgets.
A broader view on recovery would be
best as the foundation, for example
encouraging travellers to adopt the
appropriate mind-set to better cope
with business travel, as well as positive
habits and behaviour to support
recovery on a day to day basis.

Support:
Comes in many forms, including
practical (e.g. diary management,
use of a personal assistant, a creche
for children), emotional (e.g. buddy
systems pairing up travellers who
understand each other, a mentor
who they trust and can discuss travel
and lifestyle) and managerial (e.g.
managers leading by example, more
open communication, discussing
traveller needs and wants, showing
interest and support – managers
being trained in how to support
travellers). Importantly, making the
support specific to travellers was
highlighted as vital to really make an
impact, which included: full wellbeing
checks/assessments with follow up
options, training and education to raise
awareness and help self-managing
traveller wellbeing, coaching to help
deal with added pressure of travel.

Policy:
Reviewing both travel and wellbeing
policy was considered important to
see if it actually meets traveller needs
and wants and what adjustments are
needed. Issues of policy adherence
were raised, which prompted the
questions: if the policy is updated
to include wellbeing in a way that’s
traveller driven, will adherence
increase? Do policies serve the traveller
or act as a hindrance? With the issue of
cost and buy-in ever-present, a policy
revision was considered a potentially
good starting point as it could offer
budget-friendly options for the traveller
that support wellbeing in the process.

Evidence driven decisions:
Use data from within your organisation
combined with broader evidence
on travel patterns and wellbeing to
understand the nature and extent
of the problem, then use this as a
foundation to consider exactly your
strategy. Traveller wellbeing involves
the whole experience from start to
finish, with the person’s mind-set, skills,
capabilities and behaviours at the
core. The data and evidence can
show you where to focus attention,
when and how, manage trigger points
and truly consider what’s right, slowly
allowing you to build against what’s
working and show ROI. Make sure
it’s presented with a human voice!

Key take-out’s
• Review travel with a view to
energising, not draining.
• Take a broad and holistic view
on recovery, remembering this
is vital.
• Offer traveller specific support,
remembering travellers may have
different wellbeing requirements
to non-travelling colleagues.
• Update travel and wellbeing
policy around traveller needs
and wants.
• Use evidence and data in your
decisions and strategy.

When implementing actionable
solutions, we consulted the findings
from Dr. Lucy Rattrie’s Ph.D. Where
business travellers are concerned, it is
more effective to focus attention on
enhancing resources (i.e. aspects of
the job or person that foster growth,
development and are functional in
achieving goals), rather than trying
to address demands. This is because
resources have subtle underlying
psychological processes at play
which activate a positive spiral and
create favourable workplaces and
mind-sets, so you maximise impact.
Dr Lucy’s research explored the most
influential aspects of the travel, job
and person for enhancing wellbeing
and thriving. The combination of
academic qualitative and quantitative
review methods with different
traveller types globally revealed an
interesting mix with different factors
and pathways. In sum, the importance
of providing appropriate energising
experiences with the right intensity of
travel and development of some key
psychological skills to enhance mindmanagement is likely to result in positive
functioning, wellbeing and thriving.
Interestingly, these findings align
with the ITM research on actionable
solutions and can enhance those five
approaches: review, recovery, support,
policy, evidence driven decisions.

This approach can help all travellers,
in particular those harder to reach,
high-risk or those reluctant to take
ownership and those who are in jobs
that require travel at short notice, or
particularly demanding travel patterns.
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Successful Implementation
Three interrelated points emerged
that all need to be considered for
sustainability.
• Travellers need to help themselves
by taking ownership of their
wellbeing in two ways. Firstly, by
developing good lifestyle habits,
that act as a foundation. Secondly,
by self-monitoring and making
good decisions so they are ready
to travel, thrive when travelling
and recover quickly.
• Organisations need to support
travellers with traveller-specific
approaches, tools and techniques
that consider their unique needs
and wants and helps them to
develop self-awareness, skills and
commitment to self-manage.
• Professional bodies, academics,
experts, consultants, advisors need
to support organisations in knowing
how to offer support, what that
should look like, plus guide in
developing a strategy, that
incorporates reviewing travel,
appropriate recovery, policy
development, creating and
interpreting the data, to make sure
it has the right impact and balances
with cost and practicalities.

Devising and implementing a strategy
is important whatever stage you’re
at but, it’s the commitment and
desire to make positive change that
counts. It’s most helpful to use
openness and flexibility, being
creative and clever and guided in
making the right decisions, in the
right way, at the right time, taking a
pragmatic approach and allowing
continuous input to cost-benefit.
Keeping it simple always works! Don’t
drive a complete over-haul if it’s not
supported and no budget is allocated.
Focus instead on small changes and
steps that can fit with your existing
travel and wellbeing approaches.
Assess, track and monitor progress –
then get advice and really think about
how to build upon what’s working
(97% said they don’t currently do this
around traveller wellbeing!) and show
ROI to balance travel and spend.
Guidance for long-term sustainability
Adopt an evidence-based, expert-led
and pragmatic approach to ensure
smarter spending and sensible
decision-making which will create
a good foundation.

Next Steps
Pre-Trip Considerations: Ask five golden
questions before a trip is confirmed,
either directly to the traveller or put
yourself in their shoes. This will allow you
to assess fairly quickly and easily what is
reasonable and where any adjustments
should be made e.g. mandatory recovery
time or hotel with leisure facilities so that
the traveller can maintain physical
wellbeing while away from home.
Education: Traveller awareness
seminars - educate your travellers on
how to maintain holistic wellbeing
(e.g. build resilience, reduce stress and
anxiety, stay physically healthy etc),
incorporating both how to proactively
address issues if and when they arise.
Ownership: Get the right stakeholders
together, set up a working group
with HR, H&S and Management to
discuss a strategy and set realistic/
achievable objectives.

Five Golden Questions:

1. How do you feel about this
business trip?
2. What can we (as a company)
do to protect your wellbeing
around the trip?
3. How is this trip going to affect
your personal life, physical
and mental wellbeing?
4. What can we do to mitigate
any wellbeing risk before,
during and after the trip?
5. What would you like changed,
or implemented for this trip,
to give a better experience?

Communication: Increase feedback
channels such as a post trip survey
or informal conversation. This open
communication channel will make
monitoring easier, enabling your
travellers to communicate with you/
your TMC about their stress levels,
productivity, sickness, type of travel, etc.
Data: Identify/collate the data necessary
to understand the key issues and how
they impact both your travelling
workforce and your organisation, which
will start to build a cost-benefit/ROI.
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