
GDPR PRINCIPLES 
FOR CORPORATE LEADERS

TRAVEL & TOURISM

TRENDSPOTS

THE CX OF BUSINESS TRAVEL : 
LOYALTY, “BLEISURE,” AND 
THE MOBILE CONNECTION



TRENDSPOTS
TRAVEL & TOURISM

TRAVEL OFTEN, TRAVEL WELL

who travel ten or more times per year travel most 
frequently by air, compared to 54% of travelers who 
make 1-5 trips per year. Not surprisingly, the more 
frequently someone travels, the more likely they are 
to belong to an airline loyalty program

66OF RESPONDENTS
%

who travel ten or more times per year have extended 
a trip for leisure. There is a direct correlation between 
belonging to a loyalty program and whether or not 
someone has ever extended a business trip 
for leisure. 

80OF RESPONDENTS
%

who make ten or more trips per year belong to an 
airline loyalty program, compared to 49% of people 
making 1-5 trips per year. Of those less frequent 
travelers, 30% report they don’t often fly on the 
same airline.

76OF TRAVELERS
%

01

who do not belong to a loyalty program have 
extended a trip for leisure – compared to an average 
of 67% of all respondents, or 79% of respondents who 
belong to an airline loyalty program.

32OF RESPONDENTS
%

ONLY

It stands to reason that more frequent business travelers are most likely to reap 

the benefits of their time on the road by earning points and perks through loyalty 

programs, and that plays out in the survey findings, particularly with those who 

frequently travel by air, where the loyalty programs are more ubiquitous 

and actionable. 

OUR NEW TRENDSPOTS SURVEY OF OVER 300 BUSINESS TRAVELERS IN THE 
UNITED STATES EXPLORES THE CUSTOMER EXPERIENCE AS IT RELATES TO 

LOYALTY PROGRAMS, TRAVEL FREQUENCY, “BLEISURE” TRIPS, AND THE ROLE 
OF MOBILE TRAVEL APPLICATIONS.
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MORE FREQUENT TRAVELERS ARE MORE
LIKELY TO FEEL THAT THE AIRLINES AND 
HOTELS THEY CHOOSE MOST OFTEN 
PERSONALIZE THEIR EXPERIENCE. 

who do not belong to a loyalty program report that 
they don’t fly frequently and/or fly on the same 
airline frequently. This same audience reports they 
don’t stay at the same hotel frequently (58%), and 
don’t use a travel app of any kind (53%).

64 OF THOSE
%

who travel ten or more times per year have 
redeemed loyalty points for experiences like 
concerts or sporting events, compared to just 12% 
of those that travel 1-5 times per year.

32OF RESPONDENTS
%

who travel ten or more times per year always 
use an app to manage their trip, compared to 
just 12% of travelers making 1-5 trips per year. 

36 OF RESPONDENTS
%

respondents who travel ten or more times per year 
report that their airline always or most of the time 
personalizes their experience.

42 OF RESPONDENTS
%
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also always print their travel documents, 
compared to 29% of those making 1-5 trips.

10 OF FREQUENT FLYERS
% 

AND, ONLY

that their hotels do the same. Less frequent 
travelers are almost half as likely to report this 
same experience.

58 REPORT
%

AND

who travel ten or more times per year always or 
usually make travel decisions based on their 
ability to earn loyalty points and 66% always or 
usually use their points for extending trips for 
leisure. It should come as no surprise then, that 
92% of respondents who travel ten or more times 
per year book their own travel, compared to 69% 
of those that make 1-5 trips per year. 
Respondents who don’t belong to loyalty 
programs are most likely to not book their own 
travel (45%). Only 22% of people who are 
airline loyalty program members have their
travel booked for them.

82 OF RESPONDENTS
%

THE MORE FREQUENTLY SOMEONE TRAVELS, 
THE MORE LIKELY THEY ARE TO ALWAYS USE 
AN APP TO MANAGE TRAVEL, AND THE LESS 
LIKELY THEY ARE TO ALSO PRINT THEIR 
TRAVEL DOCUMENTS. 
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One of the new “it” buzzwords in the travel and tourism industry is “bleisure,” 

the mixing of business and leisure travel. For all the challenges a business

 traveler can face the road, there is also the enviable chance to extend business 

trips to experience new cities, and revisit favorite destinations. 67% of all survey 

respondents have extended a business trip for pleasure, and this represents 

a huge opportunity for travel and tourism companies to engage travelers and 

amplify revenue.
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that have extended a trip for leisure make their plans 
in advance. This means that while there is ample 
opportunity to engage these travelers while they are 
on a business trip around experiences and offers, 
they are not making travel choices on the spot.

94 OF RESPONDENTS
%

book their own travel, vs. 59% of respondents who 
have not extended their business trips for pleasure. 
Bleisure travelers are actively managing loyalty
programs, and want to be in control of their travel 
experience. In fact, 70% of bleisure travelers always 
or often make their travel decisions based on their 
ability to earn points or miles from loyalty programs, 
compared to 44% off non-bleisure travelers.

82 OF BLEISURE TRAVELERS
%

belong to an airline loyalty program, compared to just 
36% of non-bleisure travelers. It’s no surprise then 
that 64% of bleisure travelers report they travel most 
frequently by air, compared to 42% of non-bleisure 
travelers.

67OF BLEISURE TRAVELERS
%

use one or more mobile apps to manage their trips, 
compared to 33% of non-bleisure travelers. However, 
44% of bleisure travelers report that they use 
separate apps to manage flights and hotels. Airlines 
are clearly winning with loyalty programs, and with 
seamlessly integrating mobile into the travel 
experience, but a gap exists in the market for airlines 
to claim a larger share of the bleisure travelers’ 
experience.

62 OF BLEISURE TRAVELERS
%

MIXING BUSINESS & PLEASURE: 
THE BLEISURE TRAVELER
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Verndale is a customer experience agency, purpose-built to help marketing and 

technology leaders connect the dots of the consumer journey. We design and build 

digital experiences, and enable marketing technologies that bring brands and their 

customers closer together.

ABOUT VERNDALE

FOR MORE INFORMATION VISIT VERNDALE.COM

https://www.verndale.com/

