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Touch 1 email: Travel Corp. Case Study
Subject line: Streamline operations. Delight customers.

GLOBAL i
SORPORATE — Leamn how Travel Corp met its goals.

TRAVEL INDUSTRY LEADERSHIP SERIES: Delight Your Customers

Take Your Travel Company From Chasing Paper To
Fulfilling Dreams

Hi [First Mame],

Travel Corp was looking for ways to adapt to their customers’ changing needs and
improve supplier relaticnships. Enter vPayrment from American Express. Says their CFQ
Michael Kidd, "We're only eight montha through our first year of using vPayment, and
we've already surpassed our initial expectations.

Ses what vPayment can do for you in this three-minute read: From the Back Office to the
Front Desk: vPayment from American Express Helps Support Travel Corp's Commitment to
Suppliers and Customers.

READ CASE STUI

Naxt up: Tools fo help you focus on businass, not your back office.

Streamline your company's peyment process. Focus on growing your business. Leam more:

WHITEPAPER: Q&A SESSION:
Qutdated payment systems hold many USTOA president Terry Dale offers tips to
companies back. Tum that around, Leam capitalize an travel industry growth.

how.
READ >
READ >

VIDEO: VIDEO:

See how vPayment bolstered GTA's Leam how vPayment can help you save time
compatitive adge. and control spending.

WATCH > WATCH >
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TRAVEL INDUSTRY LEADERSHIP SERIES: Delight Your Customers

_ LET'S TALK
From The Back Office To The Front Desk: E
Trawel Gorp Strengthens Relations with Supplisrs and Customers payment process?
in} a
AT A GLANCE
Today's customers move fast, muti-task and demand that travel companies do the same. By
modernizing is payment system, Travel Corp was better able to delight its customers while improving
supplier relations. Learn how they sxcesded expectations within sight months.
CFO Michael Kidd explains how vPayment from
American Express helped them succeed. Business Title :
Annual Reverue :

Travel Corp has long demonsirated a steadiast commitment to its customers. In December, 2014,
we sat down with Travel Corp CFO Michsel Kidd, who noted, “We iry to siay on top of what the
. ’ i g GET STARTED
clint wants, giva them the bast valu that wa can, and give them avarything that they'ra looking for
in a guided vacation.” From ensuring Wi-Fi is available on every coach to launching a social media
campaign geared &t Millannials, Travel Corp stens o its customers—which means innovating to
meet their changing neads.

Travel Corp wanted to apply this philosophy of innovation ta its supplier relationships. Getting paid
can be a source of cancern for them, as Kidd points out, “People are very laery of who they'ra
dealing with and may want sacurity deposits and floating deposits, or they won't take your check
initially.”

Kidd was eager ta reduce paper use, reduce fraud risk and streamline the payment process whil

also impraving the suppiier payment experience.

To accomplish these objectives, Travel Corp chose viPayment fram American Express. vPayment is
a single-use account payment salution that assigns a viriual account number to each transaction.
Users are also able to specify a spacific charge amourt, date range and transaction details to help

control spend and facilitate racansiliation procasses.

Reduce Fraud Risk" and Paper Processing

Fraud exposure was a particular cancern for Kidd. He found that with vPayment, fewer pecple are
touching payments and there's more control over how much is charged to each transaction. This

means fawer raconeiliation ermors and no warrying about a check getting lost in the mail.

He concluded that their payment process now *has lasa risk of fraud at this peint than it would

have a year ago bafore vPayment was implemented.”

“WE'RE ONLY EIGHT MONTHS THROUGH OUR
FIRST YEAR OF USING vPAYMENT, AND WE'VE

ALREADY SURPASSED OUR INITIAL
EXPECTATIONS.”

The tima savings wera cansiderable as well. He estimates, “I's probably saving 10 o 15 percent of

the time that would have been previcusly spent issuing checks.”

vPayment Can Help Support Suppliers and Customers

Touch 1 Landing Page: Travel Corp. Case Study

vPayment has helped Travel Corp honor its commitment to *pay suppliers as quickly and

seamlessly as possible.”

Traval Carp's i ta innavation, and suppliers has already paid off. “We'ra enly

sight manths through aur first year of using vPayment, and we've already surpassed our initial
expactations.”

ABOUT TRAVEL CORP

Travel Carp is a fourth-ganeration, family-owned business oparating in 80 cauntries. With over 35
offices and 4,000 employass, i sarves over 2 million customers per year. Travel Carp implemented
vPaymant in three of its brands: Trafalgar Tours, Insight Vacations and Contiki Vacations.

EXPLORE
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Touch 2 email: Terry Dale Q&A

Subject line: 5 must-knows to grow your business in 2016.
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THAVEL INDUSTRY LEADERSHIP SERIES: Adapt and Stay Nimble

Take Greater Advantage Of Travel Industry Growth

Hi [First Mame],

Terry Dale, United States Tour Operators Association (USTOA) President, says that
many travel companies anticipate double-digit growth—but making the most of it takes
more than just selling the right product. You'll alsc need to adapt

Check out his five travel industry inzights in this brief, powerful interview—and find out how
American Express payment sclutions can help you keep nimble.

READ Q&A

Next up: How 1o fake your company o new heights of efficiency.

Streamline your company's payment process. Focus on growing your business. Leam mare:

WHITEPAPER: CASE STUDY:

Qutdated payment systems hold many
companies back. Tum that around. Leam
how.

READ >

wPayment helps suppart Travel Corp's
commitment te suppliers and customers.

READ >

VIDEQ: VIDEQ:

Leamn how vPayment can help you save time See how wPayment baolstered GTA's
and control spending. competitive adge.

WATCH > WATCH >
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TRAVEL LEADERSHIP SERIES: Adapt and Stay Nimble

Maximize Success In A Dynamic Travel
Industry

An Interview with USTOA's Terry Dale

in] =] 1]

AT A GLANCE

Terry Dale, USTOA's president and CEQ, shares tips and insights that can help your business mest
customar's neads today and in the futura

August 2014

Wa recantly talked with Terry Dale, USTOW's president and CEQ, about current trends in the travel
industry. He shared his advice to travel company leaders on how to make sure they hava the

lbusiness processas in place to mest customers’ needs today and in the future.

GCP: The travel industry went through some rough years during the recession. How are
things today?

Dale: We feel very confident about the health of the industry right now. In 2013, many of aur
members saw double-digit incraases in salas and passengers, and they entered this year

cauticusly optimistic that 2014 will sea similar double-digit growth.

And anecdotally, we are already hearing reports that not only are they achieving their 2014 growth
expectations, they are exceeding them.

GCP: Why is the increase in number of passengers important?

Dale: Any time you can build velume through additional passengers, you are expanding your cona
customer base, which supports long-term growth. If you get them the first time with an

extracrdinary travel experience you can hook them as customers for life.

“WE SHOULD FOCUS LESS ON THE SPECIFIC
AGE DEMOGRAPHICS OF CUSTOMERS, AND

SPEND MORE TIME THINKING ABOUT
DIFFERENT TYPES OF CUSTOMER
BEHAVIORS.”

GCP: How should travel companies account for the changing demographics and increased
“tech-savviness” of today's traveler?

Dale: Right now Baby Boocmars make up the broad base of customers, but Millenials are coming of
age. And a recent study we conducted with Cornell's MBA program on demographics in the travel
industry show Millenials share many of the same travel values as Boomers. They are looking for
authentic expariances; they want to rub shoulders with local artists, and musicians. For example,
Millenials said they were more likely fo use tour operators for future travel and were more likely to

recommend tour operators to frisnds.
1 think the lesson to take away from this report is that we should focus less on the specific age

demographics of customers, and spend more time thinking about different types of customer
behaviars.

Touch 2 Landing Page: Terry Dale Q&A

LET'S TALK

Ready to update your

payment process?
Buziness Tite s
Annual Revenue ¥

GET STARTED

GCP: Do you think having leading edge technology is important for today’s travel customers?

Dale: Yas. As the industry evolves our customers are becoming savvier about what they are looking
for in a travel experience. To win these customers, both the customer service and the travel

expenance have fo be great.

And we definitely have to strengthen and improve our digital connections with millennial customers.
They want online transactions they want websites whera they can ask guestions, and generate
product information, and they want to interact with companies via mobile apps. This is a place

where we as an industry really need to raise our game and respond to customer demands.

GCP: Recant ressarch has shown that a lot of tourism industry companies still rely on old-
fashioned financial tools to track and manage payments and invoices. What do you think
about that?

Dale: Now that business is trending in the right direction, | think we neead to start getting our

houses in order to service thess customers in the future.

Part of a successful touriam industry is creating seamless and efficient systems for invoicing,
collections, and reimbursement processes. If our members get the right systema in place, it will

make them more profitable because it will take fewar team members to execute transactions.

I encourage all of cur members to build stronger business infrasiructure so thay can offer a more
efficient and seamless transaction environment and save money in the process.

GCP: What advice would you offer travel industry companies going forward?

Dale: Just bacause & product salls well today, doesn't mean it will continue to sell in the future.
They need to always think about reinventing themselves, offering new experiances, and finding new
ways to engage with customers. i they do that then they will continue to be succesaful in 2015 and
bayond.

EXPLORE

WHITEPAPER: CASE STUDY:

Outdated payment aystems hoid many wPayment halps support Travel Corp's
companies back. Tum that around. Leam ‘commitment to suppdens and customers.

HEhD > READ =

VIDEO: VIDEO:

Learn how vPeyment can halp you save time Ses how vPayment bolsterad GTA's
&nd control spending. competitive adge.

WATCH > WATCH >
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Touch 3A email: GTA Case Study (Video)
Subject line: Travel giant GTA trimmed costs and grew. Can you?

GLOBAL Foecus on your business, not your back office. GLOBAL
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" n VIDEO: CASE STUDY:
TAAVEL INDUSTRY LEADERSHIP SERIES: Get Back to Business Growih I oy .
Don't Let P b dp bles Hold Y c ry S Learn how wPeymeant can help you save time viPayment halpa support Travel Corp's
n'i Let Faper-Dase ayables Hol our L-ompany and control spending. commitment to suppders and customars.
Back '/ L.\ \
WATCH > READ =
TRAVEL INDUSTRY LEADERSHIP SERIES: Get Back to Business Growth
LET'S TALK
Hi [First Name], 1 H'H
! ! vPayment Bolsters GTA's Competitive pray s

At GTA, manual back office operations ware & real cost drain. American Exprass’ Travel Edge peyment procesa?
Payment Specialiats helped the global travel company increase production volume by T ko Tl o gl sl S B i
B0%—without adding back-office staff 3 § Contact Us | View our Privacy Statament

in] ¢]5 : _
Jackie Walsh, GTA's Financial Contraller, explains how thay did it in this twe-minute videa, American Express Customer Sarvica Departmant
vPaymen! Bolstars GTAS Compstitive Edge. RO, Box 207817 | Fr. Laudardale, FL 33320-T817

AT A GLANCE .
WATCH VIDED Travel gial A accomplished something incredible. Financial controller Jackie Walsh saw that they ©2018 American Express Travel Related Senvces. A nght5 reserved.
ware wasting time and resources on manual back office operaticns. Using vPayment from American
Newt up: Cne of the most important gualities you'll need to succeed in foday's travel Express, GTA streamlined its supplier payment process and increased business across the globe.
markat,
: = = Business Tite B
Streamline your company's payment process. Focus on growing your business. Leam mara:
Annual Revenue :

GET STARTED

WHITEPAPER: Q&A SESSION:
Cutdated payment systems hold many USTOA president Terry Dale offers tips to
companies back. Tum that around. Leam capitalize on travel industry groswth.
hiow.
READ >
READ >

EXPLORE

VIDEO: CASE STUDY:

Leamn how vPayment can help you save time vPayment helps suppart Travel Corp's WHITEPAPER: Q&A SESSION:

and cantrol spending. e I L ] e Outdeted payment systems hold many USTOA president Terry Date offers tips to
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Touch 3B email: GTA Case Study (Paper)

Subject line: Travel giant GTA trimmed costs and grew. Can you?

- SLOBAL Focus on your business, not your back office.
CORPORATE PAYMENTS

THAAVEL INDUSTRY LEADERSHIP SERIES: Get Back to Business Growih

Don't Let Paper-based Payables Hold Your Company
Back

Hi [First Name],

At GTA, manual back office operations were a real cost drain. American Express’ Travel
Paymeant Specialists halped the global travel company increase production volume by
B0%—without adding back-office staff

Jackie Walsh, GTAs Financial Controller, explaina how they did it in this quick read,
vPayment Bolefars GTAS Competlitive Edge.

READ ARTICLE

Naxt up: One of the most important gualities youl nogd to succesed in loday's travel
markat,

Straamling your company's peyment procass. Focus on growing your business. Laam mara:

WHITEPAPER: Q&A SESSION:

Outdated payment systems hald many USTOA president Tarry Dale offers tips to
companias back. Turn that around. Leamn capitalize an travel industry growth.
how.
READ >
READ >

VIDED: CASE STUDY:

Leamn how vPayment can help you save time wPayment helps support Travel Corp's
and control spanding. commitment to suppliers and customers.
WATCH > READ >
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vPayment Bolsters GTA's Competitive
Edge
An inside lock at a global travel company's back office.

AT A GLANCE

omething incre

on manual back off

plier paymeni

Imagine what it was like when GTA processed invoices manually.

Jackia Walsh, financial controller for GTA. describes the "old" procass this way: "Our pracess was
very manual, very behind and in need of automation. Everything had to be keyed in by an individual

and included lots of data antry, scanning and processing statements from vendors.”

With no automated reconciliation process in place, staff had to match up invoices and constantly
check for amors—a labor-intensive, time-cansuming endeaver. The cumberseme recanciliation
process made it difficult for the department to focus on finances. The business was growing and
GTA needed a scalable way to keep up with increased volume without costing the company more
in staff resaurces.

By working with American Express to implement vPayment at its New York financs department,
GTA found a better way to pay North American supgliers and support businesses around the world,
This change has improved the way the depariment processes supplier invaices and has

streamiined its entire back office.

“WITH vPAYMENT, WE'VE BEEN ABLE TO

HANDLE A LARGER VOLUME OF WORK WITH A
SMALLER NUMBER OF RESOURCES.”

Doing more with less

Sinca switching over from a p-card to vPayment, the GTA finance department in New York has
evalved its payment structure from a paper-based process to an automated process that is B0
percent hands-frea. As a result, the department was abla to "decrease staff from 20 pacple to six,

while increasing volume 60 percent,” reports Delon Edwards, accounting manager for GTA.

Says Walsh, *We cut back on a lot of the time we used to spend on reconciliation. We reduced the
amount of time in finance comacting issues that were data-related and can simply focus on our
higher value, finance-related work." With vPaymant in place, the team can spot and eliminate
discrapancies in rates and cancallations more quickly. Rate issues and discrepancies are now
handled outside of the accounting department.

GTA has been so succsssful at improving payment procsssing that the parsnt company, Kuoni,
now wanis it to fake over South America’s payables process, without adding staff. While some
might be infimidated by the prospect of adding an entire continant without extra staff, Walsh s
confident about the future: “We feel the valus can be scaled.”

Touch 3B Landing Page: GTA Case Study (Paper)

GET STARTED

Offering a competitive advantage for suppliers

According to Edwards, "Suppliers often have to wait 30 days or more before getting paid.” A delay
n payment can affect supplier cash flow as well as potential interest earnings. To minimize
payment delays and maintain their own cash flow, many of GTA's suppliers are moving to payment
automation. Says Walsh, "vPayment has been a distinct advantage to our vendors. They get paid

up front, there are fewer reconciliation issues and they do not have to bill us anymore.”

“WE DECREASED STAFF FROM 20 PEOPLE TO

SIX, WHILE INCREASING VOLUME 60
PERGENT.”

Walsh further explaine how viPayment has enhanced supplier relationshipa: “More properfies have

come on because it's so valuabla to get paid in full and get paid on time in this industn.”

Edwards agrees and adds that paying suppliers on time has become a distinct advantage. "Now

that wea have automated with wPayment, our status in the industry has actually increased as wall."

Why GTA chose American Express

GTA conzidered many factors as they shopped for an appropriate payment solution. The firm chose
American Express becauss they wanted to work with a company that was well versed in the needs
of the travel industry and had a history of innovaticn with regard to payment technology solutions.
Onca GTA implemanted vPaymant, an additional banefit was the amount of support their staff

received.

Walsh points to customer support as a major benefit of working with American Express. "American
Express brought in the resources we needed and didn't just deliver the product and disappear.

They made sure we got the support we neaded.”

EXPLORE
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WHITEPAPER: Q&A SESSION:
Outdated payment systams hoid many USTOA president Terry Dale offers tips o
companies beck. Tumn that around. Leam capitalize on travel industry growth.
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CASE STUDY: VIDEO:
vPayment helpa support Travel Corp's. See how vPayment bolstered GTA's
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Stop The Manual Reconciliation Madness ) ] READ = WATCH =
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z LET'S TALK
Take Your Company To New Heights Of Feaay o updte your
e 11 payment procass?
Hi [First Name], Efficiency
Streamline the payment process, from reservation to reconciliation.
Paper-based back office processes expose your company to a greater chance of Contact Us | View our Privacy Statament
overcharges and inefficiencies. wPayment from American Express can help you save time
- American Express Customer Service Departmant
and control apending.
AT A GLANCE F.O. Box 287817 | Ft. Lauderdale, FL 33320-7817
Laacnow irs our ERoEt intiea- Taks et Covmpeayio New Helghls of Cfiierny vPayment from American Express is a virtual payment solution with single-usa account numbers ©2016 Amarican Express Travel Ralated Sarvices. Al ights resarved.
configured for the travel industry. tt can help your company:
» Improve warking capital managsmeant
e = Reduce the risk of overcharges and payment errors.
» Improve cash flow management
» Improve payment procasses between you and your suppliers
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Outdated Payment Processes Hinder
Travel Company Growth

Manual payments can mean a heavier workload, burdensome reconciliation and lost
COMMmissions.

less purchasing experies Maanwhile, hotels

er vendars are pu

ite. He

mpanies for a larger chunk of the meet these

challengas and opportunities? Autom:

payment methods can help

June 2015

After years of stagnation, the travel industry is finally rebounding. Travel spending is on the riss,
which is creafing opportunities for online travel agencies (OTAs), traditional travel agencies and tour
operators to expand their business and secure new customers. But to do that, they should

consider adopting mora sophisticated business to help effactively mast the needs of

customars and vendaors.

Many consumers today expect travel companies to offer the lowest prices and a flawless
purchasing experience to win their business. At the same time, many ledging providers and other

industry vendors ara pushing fraval companies for a larger chunk of the profits on their sales.

Thess shiffing markst pressures offer a chancs for travel companies to gain a compatitive
advantage over their peera—but only if they can eliminate the waste and inefficiencies that
currently plague their back-end payment processes. Many companies still cling to cutdated manual
payment models that require burdensome overhead, and may result in accounting errors, payment

delays and "breakage’ in the transaction process that can result in lost revenus.

In the past, these models were tolerable, but in the curment marketplace these models may not
enable a company to grow. To be competitive today, travel companies should consider more
seamless and effective payment fransaction processes that can automate manual payment tasks,
provide real-tima data about fransactions and spending trands, and help reduce the time and

troubles that may be preventing these companies from meeting the meeds of their customers.

Opportunities expand but margins shrink

Worldwide spending on business travel is steadily on the rise. According to a report conducted by
the Global Business Travel Association {GBTA), aggregate global business fravel spending grew at
a healthy rate of 4.5 percent in 2013 and is expected to grow between 6 and B percent annually
through 2017.' The GBTA repart shows that both the amount of money spent per trip, and the
number of trips taken are both on the rise, creating a robust marketplace for online travel agencies
[OTAs), ravel agencies and tour operators to expand their business. A the same time, however,
travelers are becoming more savvy about their fravel options. The rise of online travel companies
allows them fo easily compare prices and choices. They are also comfortable with state-of-the-art
online purchasing systems, and they expect travel companies to offer the same seamiess
technclogies and processes they have grown accustomed to in every other shopping experience. If
travel companies can't offer these consumers good deals and a reliable fransaction process, they
may losa their business.

Lodging providers are also beginning to push for a larger piece of the transaction, which may
further erode travel companies’ margins. For years, many OTAs have relied largely on the merchant
model of payment, in which lodging suppliers offer a negetiated, non-commissicnable net rate for a
room that is generally 15 to 40 percent off the lodging supplier's best available rate.” The

intermediary travel company then marks up the roam for resale and acts as the merchant of record

LET'S TALK
Ready to update your
payment process?

Business Title

Annual Revenue

GET STARTED

Extra Content Piece: Outdated Payment Processes Whitepaper Landing Page

—accapting payment from the customer and taking responsibility for associated payment fees and
liabilities.

The online traval industry was built around this paymeant modal, and it has beean profitable for travel
companies. Howewver, lodging suppliers are beginning to demand better pricing in an effort fo
raduce their distribution costs and improve their own margins, according to a PhoCusWright June
2013 report. At the same fime, consumers are sesaking greater exibility in payment and cancellation
terma that the merchant model doean't provide.

Manual payment processes “rife with inefficiencies”

To compete today, travel companies should consider having a seamlessly connected busineas
infrastructure that allows them to deliver the best deals, at a great price, the moment travelers
dacide to make a purchase. This may require a user-friendly front-end experience that makes it
easy for customers to find information and make buying decisicns. it may also require a back-end
system that can efficiently and transparently complete financial transacticns in real time, frack

accounting details and root out emrors before they get embedded in the exchange.

To date, many travel companies have focused on the front-and aspect of this value proposition,
launching strong marketing campaigns and using social media to lure new customers. Thiz can be
a vital component of any customer-facing business strategy, but it only addresses the initial
emgagement. An enticing ad campaign may bring customers to a site or storefront, but fo win their
business and their loyalty, the price has to be right —and the purchasing experience must ba

flawless.

“COMPANIES THAT RELY ON MANLU

PAYMENT METHODS ADD TIME, COST AND
RISK TO THEIR BACK-END PROCESSES”

This s where many travel industry businesses still fall
short.

Current research swggests travel companies struggle with payment issues, and that these problems
are eating into their profits and ability to expand. According to an October 2013 travel spending
report from PhaCusWright', "arcund 40% of retailers and wholesalers typically rely on manual

processes for payment, which are rife with inefficiencies.”

The report also shows that more than half of all traditicnal travel agencies, and neary 40 percent of
OTAs manually track all bookings, invoices and accounts receivable. The lack of fransparency and
risk of arrors invalved in manual accounting processes mean every transaction they complete can

ba both cumbersome and fallible.

According to PhoCusWright, these companias report spending more on staff rescurces handling
invoice reconciliation and payment than on any other payment-related process. They also report
having trouble collecting commissions, and one in five say they have lost commissions on as much
as 10 percent of their hotel bookings, which researchers attribute to their uss of manual accounting

prac:tioas."

Companies that rely on manual payment methods add time, cost and risk to their back-and
procasses, argues Larmy Twito, Director of Business Development for American Express. He notes
that manual intervantions, paperwork and potential overchanges are all pain points for companies in

this industry.

High incidences of fraud in these transactions can enly add to the problems. According to
PhoCusWright's October 2013 report, fraud is among travel companies' top payment-ralated
worries. "Fraud causes the most concern among companies with a8 major online presence—namely
OTAs, airlines and larger firms (LUS5100 million or more in annual gross travel bookings)." the report

says."”

Because manual transactions can lack fransparency, it can be difficult to identify fraud or payment Transforming these business processes may require a mejor change, both in the tools and

arors until late in the procass, which meana companies may have to dig back through their processes these companies use, and the culture around accounting and payment management. |t
transaction data, and attempt to reconcile issues after payments have already been made. And in can be difficult, particularly for smaller companies that may not have the resources or technological
many s, those errors are never found. knowledge to easily implement new systems. But they may find it worth the effort. Streamlined
back-and payment systems may not only help companies reduce their overhead and prevent

Travel companies and hotels may axperiance "breakage” in thair transactions, or *revenue never wasta, but they may alao enable staff to focus their attention away from administrative tasks and
realized bacausa of errors in accounting proc s, axplains Greg Hybl, Vice President & GM onto more profitable strategic goals and customer experiences. It may cnly take cne system failure,

. . . . . or one cumbersame, glitchy or error-prone purchasing experience, to lose a customer's loyalty or a
Travel & Entertainment Glebal Marchant Services for American Express. But because these

vendor's willingness to extend credit. Embracing state-of-the-art payment systems can help

incidents of breakage are never identified, the companies may not realize they have a problem. companies avoid these costly but potentially avoidable mistakes, and help ensure customers and

"Hotels and OTAs believe they are emor-prosf,” Hybl says. But that may not be the case. vendaors experience the exceptional customer service that drives this business.

This high rate of error is exacerbated by the complex purchasing envircnment, says Jessica Patel,
VWP of Travel Industry Sales for American Exprass. Accerding fo Patel, these companies perform
thousands of transactions every month, each of which may have a different price, timeline, and
manner of payment, often for the same room or vendor, creating multiple cpportunities for

problams.

Dealing with these armors can be time consuming, expensive and potentially damaging to a
company's profile, Patel says. "Theas companies spend a substantial ameount of human and capital

resources on reconciligtion, billing and follow-up calls with suppliers.”

That added time can do more than eat inte profits. In small companies with limited resources, it can
maka poor use of their human capital. Many of these companies commit mare hours and

" - ’ EXPLORE
manpower to administrative tasks, which can limit their ability to pursue strategic initiatives that
could grow the business or allow them to expand into new markets. "By automating their paymant
processes, travel companies can pull resources away from the back office, and focus on better

servicing customers and meeting their travel needs,” Patel says.

Manual accounting processes can also limit travel companies’ flexibility in dealing with lodging
providers and other vendors, Hybl says. He notes that many hotels today will not offer dynamic

inventory to travel companies that operate using manual invoice-driven payment processes, and

that is & problem.

CASE STUDY: Q&A SESSION:

USTOA president Tarry Dala offers tips to
capitaliza on travel industry growth.
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Dynamic purchase options can allow travel companies to take advantage of better rates while wvPayment helps support Travel Corp's

reducing the risk that they will get stuck with rooms they can’t sell, Hybl says. But it raquires Comralment b stppllers an cltomee

autemated payment processas that can securely complete transactions in real time.

“Buyers and sellers are trying to figure out how
to minimize their risks and to be more flexible as

the environment gets more sophisticated,” Hybl
says. “They need more sophisticated payment

processes to make that happen.”
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Learn how vPayment can help you save tme
and control spanding.

See how vPayment bolstered GTA's
compstitive edge.
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Congelusion

The growth of travel spending combined with heightened competition ia creating both opportunity
arvd risk for travel companies, particularty smaller firms that may be struggling to compete against Contact Us | View our Privacy Statement
larger playars. Amarican Exprass Customer Service Depariment
PO. Box 297817 | Ft. Lauderdale, FL 33329-7817
To counter the loss in marging and harness the current growth potential, it may be important for ©2016 American Express Travel Relatad Services. Al rights raserved.
them to evaluate their back-end payment processes and identify thess systems that are no longer

affactive. Automation of manual payment steps, coupled with more sophisticated tools that add

transparency, better reporting capabilities, and real-time transaction completion steps may help

anable them to add efficiencies, reduce waste—and gain the competitive advantage they seak.



