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We recognised that 
business travel, as one 
of the top three spend 
areas for BearingPoint, 
represented a strategic 
investment for our 
company and we wanted 
to improve our Return on 
Investment  (ROI)

Andreas Mutschler 
EMEA Manager, 
Meeting & Travel Services 
BearingPoint

About BearingPoint
Imagine a global strategic consulting 

company with 17,500 employees in 60 

countries - a company that prides itself on 

accessing the latest technology information 

through more than 50 alliances with leading 

software and hardware companies and 

one that knows the importance of building 

strong working relationships with clients.

Now imagine the huge logistical challenges 

of arranging efĭcient, economic, and 

timely business travel for almost 15,000 

people within the organisation that need to 

regularly visit clients, alliance partners and 

colleagues in locations around the world - 

and spend more than $250 million annually 

on a global basis in doing so ($90 million 

of that on air travel alone). For Andreas 

Mutschler, Europe/Middle East/Africa 

Manager for Meeting & Travel Services at 

strategic consulting giant BearingPoint, 

these challenges are a fact of his daily 

working life.

In brief

The challenge

>  To gain greater cost transparency in  

the travel planning process

>  To change employee travel  

booking behaviour

The solution

>  Access to all travel inventory, including 

rail and internet fares, to allow efĭcient 

comparison shopping and booking

>  Consolidated reporting

>  Easy implementation, customisation, 

administration and monitoring

>  A high level of security

>  Travel policy enforcement and control

>  The ability to shift to preferred vendors

>  24/7 service and call centre support

The results

>  Solution rolled out in 12 countries 

within one year

>  Average online adoption EMEA Jan-Jul 

2006: 59%

>  Average ticket price savings (domestic 

and international) Jan-Jun 2006: 25%

>  Increased advance booking time and 

¬visual guilt­ phenomenon



To meet these needs and ĭt with the 

BearingPoint culture of empowering 

employees, Mr. Doll suggested that 

BearingPoint look for an online booking 

solution that could provide extremely rich 

reporting. It would allow the company to 

continually review the impact of its  

changes to travel booking and make  

¬course corrections­ along the way to 

improve adoption and monitor performance. 

Enhanced statistical information about 

travel booking would also give BearingPoint 

more ¬clout­ with suppliers.

Based on this, Mr. Doll worked closely with 

Mr. Mutschler to articulate any further 

requirements before searching for a  

solution that would meet them. 

He said that it needed to provide:

>  access to all travel inventory  

(particularly Internet fares)

>  consolidated reporting

>  a high level of security

>  the ability to shift to preferred vendors

>  24/7 service and back up call center

>  travel policy enforcement and control 

>  rail content

Above all, of course, the solution would have 

to save money. ®Online booking can provide 

savings on service costs of up to 55 percent 

over traditional booking methods and savings 

on ticket prices of up to 20 percent on the 

average ticket price,  ̄said Mr. Doll.

Measured against these criteria Mr. Doll 

and his team drew up a shortlist of four 

solutions from which Mr Mutschler, 

together with BearingPoint Management, 

decided on Amadeus e-Travel Management. 

Not only did the solution meet the key 

criteria, but it could be implemented, 

customised and monitored more easily  

than any other: American Express Business 

Travel and Amadeus had already been 

working together for ĭve years to offer 

tightly integrated, efĭcient and reliable 

travel management services to  

customers worldwide. 

One of the key issues Mr. Mutschler faced 

in developing a new approach to travel 

management for BearingPoint was a desire 

for more detailed cost transparency in the 

travel planning process. It was a challenge 

that had grown in recent years as travel 

booking increased in complexity, with new 

fare structures and online booking models 

changing the business travel landscape.

As BearingPoint­s longstanding travel 

management provider, Mr. Doll said that 

American Express was in a good position to 

understand exactly how the incorporation 

of an online self-booking tool might provide 

BearingPoint employees with the means 

to make better, more economic booking 

decisions that still met the business needs 

of both the employees and the company.

®The biggest challenge was to encourage 

change in employees­ behaviour,  ̄said Mr. 

Doll. ®The employees needed to be able to 

understand how to make strategic travel 

management decisions and how online 

booking beneĭts their company and their 

personal day-to-day working life.̄

Mr. Mutschler agrees.®We felt that if the 

traveller was the one making the booking, 

they would be more aware of the different 

options and the associated costs .̄ 

Creating Cost Awareness

The employees needed 
to be able to understand 
how to make strategic 
travel management 
decisions and how 
online booking beneĭts 
their company and their 
personal day-to-day 
working life.

Finding A Solution

Willi Doll 
Relationship Manager,  
Global Business Partnerships,  
American Express International, Inc.

Interactive training for 
BearingPoint Corporate 

Travel Online - a 
key element of the 

adoption programme 
co-developed with 
American Express.

BearingPoint, which provides management 

and technology consulting services to 

Global 2000 companies and government 

organisations, decided to start working with 

key business travel partners to ĭnd new 

approaches to tackling this challenge  

head-on in April of 2005 ± and Mr. Mutschler 

headed up the company­s efforts. 

®We recognised that business travel, 

as one of the top three spend areas for 

BearingPoint, represented a strategic 

investment for our company and we wanted 

to improve our Return on Investment  

(ROI),  ̄recalls Mr. Mutschler. ®We also had a 

requirement to be able to offer consistent 

travel services across the company, while 

improving efĭciency, reducing costs and 

ensuring broad compliance with our overall 

corporate travel policies.̄

BearingPoint had a headstart: it had already 

been consolidating its travel programme 

with American Express Business Travel for 3 

years in 13 countries throughout EMEA. 

American Express Business Travel provides 

a combination of industry-leading booking 

technology, travel management consulting 

expertise, strategic sourcing, supplier 

negotiation support and customer service 

ofĮine and online around the world. 

Operating one of the world­s largest travel 

agency networks with over 2,200 travel 

service locations in more than 140 countries 

and territories worldwide, the company 

processed $20.6 billion in global travel  

sales in 2005.

According to Willi Doll, Relationship 

Manager for Global Business Partnerships 

at American Express International, Inc., 

American Express was keenly aware 

of BearingPoint­s evolving business 

requirements and worked closely with Mr. 

Mutschler to develop new approaches to 

meeting them. ®American Express Business 

Travel has a long history of being highly 

responsive to business needs,  ̄he explained. 

®The team at BearingPoint explained what 

they would need and we helped analyse 

the available alternatives and came up with 

recommendations on how to proceed.̄

Tackling the Travel Challenge

Conclusion

®After a lot of analysis, this really 
did look like the best solution for 
BearingPoint in the EMEA region,¯ 
said Mr. Mutschler. 

The two companies could offer a 

solution that: 

> allowed for rail travel booking 

>  was available 24/7 

>  offered excellent call centre  

support through American  

Express Business Travel 

>  provided access to all key travel 

inventory at a glance for  

comparison shopping 

>  was easy to administer.

®It helped that BearingPoint already 

had a good relationship with both 

American Express and Amadeus  ̄ 

he concluded. 
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Meanwhile, Mr. Doll suggested that one of 

the most important factors in the successful 

implementation was that BearingPoint Senior 

Management was strongly committed to  

the solution. 

®Employees were asked to book point-to-point 

travel online,  ̄he explained. ®It was very good 

that BearingPoint­s Senior Management actively 

encouraged employees to book online.̄  He added 

that it was not only important that BearingPoint 

did things well in its implementation, but that 

it measured success at all stages of the process, 

as visible, measured and well-communicated 

success breeds further success.

American Express 
agents reminded  
people when they 
called for point-to-
point bookings: you 
should be doing this 
online. This was really 
good and really unique. 
American Express also 
provided a dedicated 
implementation team.

CORPORATE CULTURE COMMUNICATIONS &TRAINING

SENIOR MANAGEMENT 
ENDORSEMENT

SOLUTION
PERFORMANCE 

GROW 
ONLINE 
USAGE

Global cost 
consciousness

Ongoing KPI 
monitoring and 

reporting

Ongoing management 
communications to employees 

on CTO usage and ROI

Empower employees 
to self-plan  

and self book

Easy access via  
internet & intranet

Interactive user 
training

Poster campaign  
mails to existing and  

new employees

Localised CTO 
implementation  

and rollout

Training for 
administrators & 

arrangers

AMEX agents 
recommend online  

for simpler itineraries

Act on user needs 
& feedback

BearingPoint­s integrated approach to growing adoption of their online booking tool proved successful.

Fast Implementation and Adoption

BearingPoint had an ambitious plan for implementing the new solution in 12 
countries within one year - starting with Germany. 

®We started in Germany in April 2005,  ̄said Mr. Mutschler. ®We piloted in Germany for 

two or three months. I would advise others not to pilot for such a long time - I would 

say one month is ĭne. Within one year we implemented in 12 countries. We were 

quite busy.̄

He recalled that the company­s strong commitment to quality control and testing at 

all its sites helped build conĭdence in the solution as it was being rolled out - as did 

the extensive training programme implemented jointly with American Express  

which included: 

>   Interactive online training for users

>  Classroom training for travel arrangers

>  One-day training programmes for administrators

>   Virtual (webex) training sessions for the project team in each market.

The Numbers That Count

It always helps in any implementation to 

start with modest, yet important, goals. 

Mr. Mutschler recalls that he set a modest 

goal of having 20 percent of all booking 

transactions within the ĭrst six months of the 

implementation conducted using Amadeus  

e-Travel. ®It was very conservative,  ̄he concedes.

Just how conservative was that number? In 

some countries, such as Austria, monthly 

adoption rates have soared to as high as 92 

percent of transactions during the ĭrst year the 

solution has been in use. Meanwhile adoption 

rates in Germany had reached 65% by July 2006.

The weekly travel usage reports have been very 

important in helping to support travel manager 

and Senior Management decisions about 

business travel policies ± and save money  

for BearingPoint.

®Our customers can save on transaction costs 

through highly automated processing ± 90 

percent of our customers­ online transactions 

are processed without manual intervention,  ̄

said Mr. Doll. ®To achieve this we worked 

closely with Amadeus e-Travel and also made 

signiĭcant investments in ĭle-ĭnishing 

software that can automatically correct 

errors and insert vital information that may 

be missing from reservation records booked 

by travellers online. The end result for our 

customers is an automated, streamlined 

reservation process that signiĭcantly reduces 

their transaction costs.̄  

BearingPoint EMEA - Total Adoption

(% of total air travel booked via corporate self-booking tool)
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