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Topics for Discussion



Big Data: Facts To Remember

 Each A320 flight creates 1 terabyte
of data

 Travel transactions make up 1/3 of 
all eCommerce transactions 

 2.5 quintillion bytes of unstructured
data created daily

 This is beyond the capability of 
conventional databases

Data Facts You Should Know



And The Question Is…

Enable Good Decision Making

How Do I Communicate The Value of A 
Managed Travel Program
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It starts with Data.
• Data is the foundation to managing a smarter travel program
• Data needs to be clean, complete, and consistent
• Effective program analysis requires multiple data sources 

(booked,TMC,card,expense,suppliers)

• Data Consolidation often produces inconsistencies in reporting & analysis
• Trip Unity – Trip inside of a trip
• New Data Segments – Ferry, Bus, Rail, Subway
• Hotel Normalization
• Ancillary Fees – Associating fees and new fee structures

Data Challenges



Does Clean Data Matter?



Data Quality Importance



Not So Smart Decision Making



Data Integrity & Decision Making



Smart Data = Clean Data

Data Confidence Scoring



 Provides you with a global view of your data
 Provides you with direct control over the capturing of, 

access to, and delivery of travel data
 Provides you with a straightforward scoring of the quality of 

your data from each source

Step 2: Data Confidence Scoring

Validate Cleanliness, Completeness, &  Data Integrity



Avoid Meaningless Statistics

Top 10
Metrics

Avg. Price
Avg. Rate

Total Spend

Cost Savings

Outdated Travel Program KPIs



Traditional Travel Metrics

Travel Program Spend Q1 Q2 Q3 Q4 YTD

Total Transactions 1,104 1,038 1,175 995 4,312

Air Spend $420,036 $426,870 $446,797 $361,213 $1,654,916

Hotel Spend $188,449 $208,938 $254,622 $178,056 $830,065

Car Rental Spend $9,711 $11,767 $12,427 $8,352 $42,258

YTD Agency Fees: Online $5,350 $4,075 $5,475 $5,025 $19,925

YTD Agency Fees: Full Service $40,234 $40,019 $44,850 $37,227 $162,330

Total   $663,780 $691,669 $764,171 $589,873 $2,709,493

Average Fee per Transaction $28

SFO‐JFK SFO‐ORD SFO‐BOS SFO‐LAX LGA‐ORD
Volume $359,390 $61,728 $99,690 $25,866 $31,832

Segments 851 278 254 231 224
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Top Five City Pairs YTD
Ranked by Segments

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2011 $105,929 $141,610 $172,497 $133,335 $146,533 $147,002 $136,341 $128,958 $181,498 $148,027 $151,897 $61,289

2010 $123,967 $137,800 $182,279 $123,256 $106,466 $148,648 $118,969 $110,214 $131,553 $135,355 $105,184 $73,104
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Air Charges by Month

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

% Online 33% 34% 37% 29% 33% 24% 28% 36% 47% 45% 41% 25%

# Online 57 77 80 53 60 50 49 63 107 81 92 28
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• Identify KPIs that can be measured vs. Goals
• Utilize Peer-to-Peer Benchmarks to establish boundaries

Smart Data = Smarter Analytics



Top Hotel Properties

Preferred Hotel Utilization

• Fact: Hotel Spend spiraling upwards by 40% 
• Goal: Control Spend by Enforcing Hotel Tier Level 

Smart Data = Smarter Analytics



Do-it-yourself Business Intelligence

www.roambi.com

www.tableau.com/public

www.jaspersoft.com

www.pentaho.com

Take data directly from your travel reports



Choose from 10 different pre-defined views
• Each view is a unique combination of interactive navigation, 

visualization, and analytic features

• Designed to engage and guide you through your data.

Step 1: Select A View



Step 2: Select Your Data Source 

Import data from existing travel reports, XLS, CSV, CRM, BI, DBs, and more...



XLS Travel Report Import Example



• Add users to your account if needed
• Securely share your *Views* down to browser, 

iPad/iPhone/or iPod touch
• Sit back and be engaged and guided through your data
• No IT resources needed

Step 3: Publish The Visualization



Making The Complex--- Simple



From Browser to Mobile Device Access



Analytic Insights to Remember

• Only measure what you’re going to 
do something about

• Measure not what you can control, 
but what you can influence

• Measuring performance is not a 
tool, it’s a way of life



Questions

Alan Minton
Sr. Vice-President, Sales & Marketing


