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SAP Concur White Paper Addendum
for German Business Travelers

Travel frequency is a concern for German business travelers.

As the level of business travel continues to return to more familiar territory, German business 

travelers are dissatisfied with the direction of their company’s travel plans. In fact, more than 3 in 

5 business travelers (63%) report their current travel frequency is not meeting their expectations. 

In the wake of the pandemic that has reshaped attitudes about business travel, it is more 

important than ever for companies to find the appropriate level of travel for individuals. Nearly 1 in 

8 German business travelers (13%) are traveling more than they want to, while 50% are 

traveling less than they prefer (compared to a global average of 39%).

A vast 77% of German business travelers say a change in corporate travel direction is to blame, 

reporting their company is returning to pre-pandemic levels but with a “more travel on fewer 

shoulders” approach, utilizing a smaller group of travelers.

German travelers are poised to act if change doesn’t happen.

A significant number of German business travelers have made it clear the consequences of 

companies not striking the right balance – they'll look for other opportunities. More than 1 in 5 

business travelers who are not traveling at their ideal frequency (22%) say they’ll look for a new 

position if their travel schedule doesn’t improve.

One in 5 German business travelers getting on the road less than they prefer (20%) will look for a 

new position if things don’t change. Instead, more than a quarter of those who are traveling less 

than they’d like (28%) will ask to increase the travel in their current position.
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Overall, German business travelers’ willingness to get back out on the road is on par with last year at 99% compared to 

100% in 2021, despite any concerns they may have. 

Safety concerns about traveling to certain parts of the world (56%) and health concerns related to COVID-19 (47%) are 

by far the most frequently cited reasons German business travelers would consider declining an assigned business trip. 

In fact, 2 in 5 (40%) report the war in Ukraine has had a direct impact on their business travel.

German business travelers expect perks in new job. 

Aware of the labor market, German business travelers aren’t willing to accept a position that requires more travel without 

added perks: 88% say they’d need additional salary, benefits, or travel flexibility.

While nearly 3 in 5 (56%) would want a larger salary and/or bonus to take a position that requires more travel than their 

current one, others could be attracted by benefits to make their work more enjoyable. Two in 5 German business 

travelers would need additional vacation time (40%) and the ability to work from home (36%) as a lure.

German business travelers also want options to make travel more relaxing and scheduling less stressful. Nearly 2 in 5 

(39%) say they’d want the ability to choose higher category transportation and accommodation options to take a position 

with more travel, and 25% want the ability to book their travel directly on supplier websites. 

More equitable distribution of travel on the front end can also minimize the need for last-minute reassignments as 

travelers flex their empowerment muscles. The vast majority (93%) of German business travelers are willing to decline a 

business trip, with 30% willing to pass on an assigned trip if they’re feeling burnt out with travel and need a break. 
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Safety remains a top concern for German business travelers.

Health and safety concerns from COVID-19 are viewed as the top threat to business travel by about half of German 

business travelers (46%)—significantly higher than the next most common top concern, which is the conflict in Eastern 

Europe (35%, compared to 26% globally).

In fact, almost 2 in 5 German business travelers (37%) say during the trip is now the most stressful stage of travel, including 

ensuring their personal safety and health – a 7-point increase from the 30% of those who said this in 2021.

In addition, German business travelers continue to expect flexible travel and booking options to protect their health and 

safety while traveling, expectations which remain largely unchanged from 2021. About half say protecting their health and 

safety means allowing them to select their preferred mode of travel (45%, compared to 47% last year) and 

accommodations (44%, compared to 42% last year).

Having more control over the trip’s schedule is critical for German business travelers’ wellbeing. More than 1 in 5 (23%)  

deem it essential to have the ability to book travel directly through supplier websites to protect their health and safety. 

Similarly, 39% expect their company to allow them to decide how long their trip will be and 35% expect to be able to change 

travel plans without repercussions.

Flexibility is vital for sustainability.

In addition to safety, business travelers are also making environmental responsibility more of a priority. An overwhelming 

(89%) of German business travelers are looking to take their own steps to ensure greener travel over the next 12 months. 

Some of the actions they plan to take include prioritizing alternatives to air travel (39%), using public transportation (33%), 

and combining nearby trips into one longer trip (32%).

Some German business travelers are even willing to risk the consequences of refusing non-sustainable travel: about 1 in 6 

(16%) would decline a business trip assigned to them by their company if it required using non-sustainable travel options.

And while they’re making personal strides toward more sustainable travel, most are looking to their companies to help. 

Having sustainability information for their travel options is important to nearly all business travelers (90%). And it’s not just a 

minor concern, as 40% say having visual indicators of the environmental impacts is very or extremely important.
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METHODOLOGICAL NOTES

The SAP Concur Survey – Business Travelers was conducted by Wakefield Research (www.wakefieldresearch.com) between April 28th and May 23rd, 2022, 

among 3,850 Business Travelers in 25 Markets: US, Canada, Brazil, Mexico, LAC (Colombia, Chile, Peru, and Argentina), UK, France, Germany, ANZ region 

(Australia and New Zealand), SEA region (Singapore and Malaysia), China, Hong Kong, Taiwan, Japan, India, Korea, Italy, Spain, Dubai, Benelux (Belgium, 

Netherlands and Luxembourg), South Africa, Sweden, Denmark, Norway and Finland. Data has been weighted to facilitate tracking.

Results of any sample are subject to sampling variation. The magnitude of the variation is measurable and is affected by the number of interviews and the level 

of the percentages expressing the results. For the interviews conducted in this particular study, the chances are 95 in 100 that a survey result does not vary, 

plus or minus, by more than 1.6 percentage points from the result that would be obtained if interviews had been conducted with all persons in the universe 

represented by the sample. Margins are slightly larger for subgroups. The margin of error for the 300 respondents from Germany in this study is +/- 5.7 at 95% 

confidence.
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