
Global Business Trends in the Third Millennium:
A Business Traveler Poll

Conducted by Marist College Institute for Public Opinion
Commissioned by Marriott Hotels & Resorts

May 2010



JW Marriott  San Francisco

JW Marriott Hong Kong

Renaissance Sao Paulo 

NY Marriott East Side

Dallas/Ft. Worth Airport Marriott

JW Marriott Miami Beaux Arts

Atlanta Gateway Airport Marriott

Grosvenor House, a JW Marriott

Bethesda North Marriott 
Renaissance Washington DC

JW Marriott Shanghai at Tomorrow Square 

1



Overview 

Please note that some totals may not add to 100 due to rounding.

• 2010 has become a time of transition with new challenges, as well as, new opportunities.  
What does this mean for today's business traveler?  How do these career "achievers" view 
the role of business travel in their business and personal success?  Has this changed in the 
face of new economic demands and advances in technology?

• A four country study of business travelers (BTs) in the United States (USA), the United 
Kingdom (UK), China, and Germany was undertaken by Marriott Hotels and Resorts to 
unearth the emerging trends in business travel. The research goes inside the minds of 
business travelers to better understand their career and personal priorities, how they define 
themselves, the obstacles they face, and what they need to accomplish their business and 
personal goals.
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An online survey was conducted by the Marist Institute for 
Public Opinion in March and April 2010. Respondents to this 
survey were selected from members of an online research panel 
through Opinion Search, Inc., an Internet hosting and sample 
management company.

In this report, business travelers are defined as employed 
residents of one of the four countries of interest between the 
ages of 21 and 64, and who have taken at least one business trip 
requiring an overnight stay in the past 12 months. 

1,207 business travelers were surveyed in four countries: 303 
living in the United States, 300 in the United Kingdom, 303 in 
China, and 301 in Germany.*  The sample is based on business 
travelers who agreed to participate in the online research panel.  
No estimates of sampling error can be calculated.

*Quotas for gender and age were maintained in each country. There are about 100 
responders in each age group in each of the four countries: Gen Y (21 to 29), Gen X 
(30 to 45) and Baby Boomers (46 to 64).  

Methodology
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RESPONDER PROFILE
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USA UK China Germany
Number of interviews 303 300 303 301

Average age 41 39 38 38

Average number of 
international trips 3 5 3 6

Proportion male 70% 70% 70% 70%

Proportion female 30% 30% 30% 30%

Proportion married 54% 53% 76% 41%

Proportion with children 
under 18 living at home 23% 40% 44% 25%

Proportion with college 
degree 83% 72% 85% 54%

Average work week (hours) 46 43 41 44

Responder Profile By Country
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ECONOMIC OUTLOOK
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better

Getting 
worse
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worse
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Getting 
worse

Challenging Times for Many

Do you think the economy of <respondent’s country of residence> is getting better, 
getting worse, or staying about the same?

35%

29%

36%

Staying 
about 

the 
same

USA

33%

30%

37%

UK

81%

8%

12%

CHINA

33%

33%

35%

GERMANY

Staying 
about 

the 
same

Staying 
about 
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same
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about 
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7

While world markets attempt to rebound from challenging economic times, there is still the perception of 
fiscal instability.  Approximately two-thirds of business travelers report the economy of their nation is either 
stagnant or declining.  The exception to this pattern is China where most business travelers are optimistic and 
see a thriving national economy.  
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17%

40%
Staying 
about 

the 
same

Gen Y

29%

41%

31%

Baby Boomers

26%

31%

20%

38%

42%

Baby Boomers

Staying 
about 

the 
same

Staying 
about 
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same
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Gen Y

Do you think the economy of <respondent’s country of residence> is getting better, 
getting worse, or staying about the same?

43%43%
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Gen Y in the USA and UK express greater optimism than their older counterparts that better times are 
ahead.  In fact, about double the proportion of business travelers age 21 to 29 in the UK say their nation’s 
economy is getting better compared with those between 46 and 64.

Challenging Times for Many: 
Generation Gap in USA and UK



When the economy improves, how likely will it be that 
you will look for another job?*
*Presents percentage reporting “very likely” or “likely” 

40% 51% 66% 39%

USA UK CHINA GERMANY

29% 39% 13% 34%

Challenging Times: Job Security

How concerned are you that you will lose 
your job in the next year?*
*Presents percentage reporting “very concerned” or “concerned” 

USA UK CHINA GERMANY
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About one-third of business travelers in the USA 
and Europe are worried about job security.  Only 
13% of business travelers in China share this 
concern. 

Business travelers in China are most likely to be looking 
for new job opportunities. Nearly two-thirds plan to 
prep their resume.  As the economy improves, a 
majority of business travelers in the UK and about four 
in ten in the USA and Germany expect to explore new 
job options.



When the economy improves, how likely will it be that you will 
look for another job?  Presents percentage reporting “very likely” or “likely” 

Gen Y 28% 39% 14% 32%

Gen X 34% 37% 13% 40%

Baby 
Boomers

27% 42% 11% 30%

Challenging Times: Job Security - Generation Gap

How concerned are you that you will lose your job in the 
next year?  Presents percentage reporting “very concerned” or “concerned” 

Gen Y 59% 64% 79% 52%

Gen X 41% 53% 75% 40%

Baby 
Boomers

19% 37% 45% 25%

USA UK CHINA GERMANYUSA UK CHINA GERMANY
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Concern about job security spans the generations.  But, at least a majority of Gen Y business travelers in 
the USA (59%), UK (64%) and Germany (52%) plan to look for another job once their respective country’s 
economy improves.  Nearly eight in ten (79%) Gen Y business travelers in China expect to search for 
another position in their thriving economy. 



WORK-CAREER IMPERATIVES
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Giving It Their Best

In business, I am satisfied with putting in a good 
effort even if my company does not come out on top

In business, I am never satisfied with 
coming in second even if I tried my best

39%
61%

71%
38%

62%

USA

84%

41%
59%

UK

CHINA

35%

65%

14%

GERMANY

Please choose the statement that comes 
closer to your opinion:
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About six in ten business travelers in the USA and Europe believe it is enough to put in a good effort even if 
their company does not beat out the competition.  But, in China 62% of business travelers think second best 
is not enough.  



What Counts in a Job

USA UK CHINA GERMANY

To enjoy work and have 
fun

To balance work and 
family

To make a lot of money To make a positive 
difference in people’s 

lives

23% 23%

14%14%
8%

11% 14% 12%

22%

12%

4%
7%

24%

26%

32%

20%

*Charts present attributes for 4 “most important” responses. 

Which of the following do you think best describes the most important thing you want to have in a job:* 
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Enjoyment and fun, as well as, a balance of work and family, are among the virtues business travelers feel are 
most important to have in a job.  Enjoying work tops the list for business travelers in Germany and China, 
selected by 32% and 26%, respectively.   Business travelers in the USA divide fairly evenly among enjoying 
work, balancing work and family, and making a positive difference in people’s lives.  For business travelers in 
the UK, balancing work and family and enjoying their work are most often cited.



In It for the Team

USA UK

GERMANYCHINA

Please choose up to five words or phrases which you think best describe you in your career and work life.*

*Multiple responses were allowed.  Charts present descriptive words or phrases for top 5 responses. 14

Today’s business travelers recognize the importance of their co-workers.  Among twenty attributes, they 
identify themselves mostly as “team players,” “loyal,” “confident,” “resourceful,” and “determined.”  
“Team player” is the top adjective business travelers in Germany and the UK use to describe themselves.  
It is tied for the top spot in China along with being “loyal.”  Half of business travelers in the USA describe 
themselves as “resourceful.”*



Motivating 16% 19% 34% 30%

Allies 28% 23% 20% 25%

Inspiring 12% 19% 25% 30%

Frustrating 29% 21% 0% 5%

Competitive 13% 14% 17% 9%

Threatening 1% 5% 4% 2%

Crossing Generations
In your career, when you think about working with people in the generation below you, that is, 
younger than you by just one generation, which of the following words comes to mind:

USA UK CHINA GERMANY

In your career, when you think about working with people in the generation above you, that 
is, older than you by just one generation, which of the following words comes to mind:

USA UK CHINA GERMANY

Motivating 23% 24% 28% 27%

Allies 28% 23% 22% 30%

Inspiring 22% 27% 26% 32%

Frustrating 18% 18% 1% 6%

Competitive 7% 7% 21% 2%

Threatening 2% 2% 2% 2%
15

A plurality of 
business travelers 
in the USA and UK 
describe 
colleagues  
younger than 
themselves, by a 
generation, as 
both “allies” and 
“frustrating.” 

In China and 
Germany, 
business travelers 
see their younger 
counterparts as  
“motivating” and 
“inspiring.”

Business travelers 
generally have a 
positive view of 
their older co-
workers.



Road to Success

To achieve your business goals, do you wish you were taking more, less, or about the 
same number of business trips?

UK CHINA GERMANYUSA

More 40%

Less

About the same

10%

51%

More 31%

Less

About the same

16%

54%

More 71%

Less

About the same

4%

24%

More 25%

Less

About the same

22%

53%
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About seven in ten business travelers in China are eager to expand their travel in order to advance their 
business goals.  Although about half in the USA and UK prefer to hold fast to their current level of travel,  many 
more are looking to avail themselves of travel opportunities than want to curtail them.  Although 53% of 
business travelers in Germany want to maintain their current level of travel, they divide about whether it is 
advantageous to increase or decrease their travel efforts.



BUSINESS AND LEISURE TRAVEL
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Business Travel a Business Necessity

Luxury

Necessity

UK

For each of the following, please indicate whether you, in general, think of it as a necessity or a luxury in your life: 
Business travel.  

USA

GERMANY

CHINA
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81% of business travelers in Germany and about seven in ten in China and the UK describe business 
travel as a necessity in their lives.  Nearly two-thirds in the USA do so, as well. 



More 22% 26% 63% 20%

Less 25% 29% 8% 28%

Same 54% 45% 29% 52%

Are you, yourself, taking more, less or  the same number of business trips 
than you did 2 years ago?

Business Trip Expectations

More 21% 21% 28% 21%

Less 35% 42% 32% 30%

Same 45% 37% 41% 50%

USA UK CHINA GERMANY

Do you, yourself, expect to take more, less or the same number of 
business trips in the next year?

USA UK CHINA GERMANY
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About one-third of 
business travelers have 
seen a decline in their 
business trips since two 
years ago.   This includes 
35% of business travelers 
in the USA and 30% in 
Germany.  42% in the UK 
have also seen travel 
curtailed.  Even in China 
with its robust economy, 
32% of business travelers 
note a decrease in their 
trips.

26% in the UK, and about 
one in five in the USA and 
Germany, expect a boost in 
business travel this year.  In 
contrast, more than six in 
ten business travelers in 
China anticipate an 
increase in their travel 
opportunities in the next  
year.



Gen Y 28% 37% 61% 26%

Gen X 24% 21% 63% 19%

Baby Boomers 13% 19% 65% 15%

Business Trip Expectations: Generation Gap

USA UK CHINA GERMANY

Do you, yourself, expect to take more, less or the same number of business trips in the next year?*

*Presents percentage reporting “more” 20

Younger business travelers have a brighter outlook.  Millennials in the U.S., U.K., and Germany 
also foresee more business trips in the coming year than their Baby Boomer counterparts.



Business travel helps me better 
understand my clients

89% 89% 96% 87%

Business travel makes me 
want to explore new places

88% 82% 91% 72%

Business travel teaches me 
global values and perspectives

74% 79% 91% 77%

Business travel gives me a 
competitive edge

80% 78% 87% 75%

Business travel experiences 
and destinations give me status 
among friends and colleagues

62% 63% 75% 66%

The Benefits of Business Travel

*Presents percentage reporting 
“strongly agree” or “agree” USA UK CHINA GERMANY

For each of the following, please indicate whether you, in general, agree or disagree with the statement:*
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Business travel produces a broad range of benefits to those who want to succeed both professionally and 
personally.  Business travelers, regardless of country, point to a range of advantages including the ability to 
better understand their clients, explore new places, learn global perspectives, get a competitive edge, and 
achieve greater status among colleagues.



The Best Thing Is Being There

USA UK CHINA GERMANY

Business trips provide critical face-to-
face time with clients or customers 

82%
72%
74%
77%

Business trips are not really necessary 
with technological advances 

19%
28%
26%
23%

Thinking about business travel, please choose the statement 
that comes closer to your opinion:

or
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Regardless of country, most business travelers agree that travel provides an essential connection with clients or 
customers. About one in four believe technology may be a substitute for some business trips.



Technology Complements Business Travel: 
Generation Gap

Gen Y 53% 55% 68% 71%

Gen X 67% 75% 78% 83%

Baby Boomers 72% 77% 67% 88%

USA UK CHINA GERMANY

For each of the following, please indicate 
whether you, in general, think of it as a 
necessity or a luxury in your life: 
Business travel.

Thinking about business travel, please 
choose the statement that comes closer to 
your opinion:  “business trips are not really 
necessary with technological advances”

Gen Y 24% 37% 25% 27%

Gen X 19% 28% 27% 24%

Baby Boomers 13% 18% 27% 18%
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Business travel is a necessity in your life

Business trips are not really necessary with technological 
advances

USA UK CHINA GERMANY

In the U.S. and 
Europe, this 
group is more 
inclined 
to think 
technological 
advances can 
replace some 
business trips.

Like other age 
groups, a 
majority of 
Generation Y, 
also known as 
the Millennial 
Generation, 
also values 
business travel.



Many business travelers, in all four countries, believe they have a good balance between work and leisure on 
company trips.  About two-thirds of business travelers in China and the USA agree, as well as, a solid majority 
in the UK and Germany.  In China, 70% describe travel as “glamorous.” In Germany, the USA, and the UK, 
more business travelers agree travel is more “glamorous” than “dull.”  Most business travelers in each of the 
four countries studied find their company trips to be more work than play.  68% in Germany and 53% in the 
UK characterize it as “stressful.”  Business travelers in China and the USA are more likely to view their 
business trips as “relaxing.”

The Business Travel Experience

I feel like 
I am always 

working during 
business travel

34%
43%
33%
44%

I have a good 
balance of 
work and 

leisure during 
business travel

66%
57%
67%
56%

Thinking about business travel, please choose the statement that comes closer to your opinion:

USA UK CHINA GERMANY

Business 
trips are 

mostly work 
and little play

83%
83%
72%
71%

Business 
trips are 

mostly play
and little work

17%
17%
28%
29%

oror
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Business travel 
is glamorous

52%
52%
70%
54%

Business travel 
is dull

48%
48%
30%
47%

or

Business travel 
stressful

46%
53%
32%
68%

Business travel 
is relaxing

54%
47%
68%
32%

or



Business Travel and Leisure

My business trips are my 
vacations

50%
27%
54%
36%

I need a vacation from my 
business trips 

50%
73%
46%
64%

or

I would like to bring along 
a spouse, friend, or family 

member when taking 
business trips 

47%
47%
57%
42%

Business trips provide 
nice “alone time” 

53%
53%
43%
58%

or

I want to get the job 
done and get home 

47%
56%
34%
61%

I want to extend my trip 
for pleasure and explore 

a new place 

53%
44%
66%
39%

or

USA UK CHINA GERMANY
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Thinking about business travel, please choose the statement that comes closer to your opinion:

Business travelers in China are more likely than those in the other three countries to maximize the 
benefits of their company trips. Many business travelers in China view their business trips as vacations, 
want to bring along a friend or family member, or extend their stay for leisure.   In contrast, business 
travelers in the UK and Germany want a vacation from their business trips.  They view them as “alone 
time,” and prefer “to get the job done and get home.”  Business travelers in the USA are more divided.  
Half think of their company trips as a vacation, and half do not.  Although a majority characterizes their 
travel as “alone time,” an equal proportion would like to stay and explore the sites.



*Table presents the top 4 responses

Having face time with clients, business 
partners, or colleagues

29% 28% 33% 47%

Traveling to new or different places 31% 26% 48% 19%

Meeting new people 10% 20% 12% 11%

Being out of the office 16% 16% 3% 11%

Best Part of Business Travel

USA UK CHINA GERMANY
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Nearly half of business travelers in Germany see the best part of travel as the opportunity to have face-to-
face time with their clients. About three in ten in the USA, UK and China agree.  48% of business travelers  
in China value the chance to visit and explore new venues. 

What would you say is the best part of business travel? 



Worst Part of Business Travel

*Table presents the top 4 responses

Being away from home 37% 34% 31% 36%

Travel hassles 35% 36% 17% 33%

Personal money spent/costs 11% 13% 29% 11%

Working more than when in the 
office

8% 6% 12% 9%

27

USA UK CHINA GERMANY

What would you say is the worst part of business travel? 

For most business travelers hitting the road is hard work.  It comes with the cost of being away from 
home and enduring the hassles of getting from one place to the next.  About three in ten business 
travelers in China point to out of pocket expenses as the worst part of their business trips.



Connect with a personal friend or 
family member that lives close to 
your travel destination

63% 58% 77% 53%

Do research on local restaurants, 
activities, and hot spots

72% 67% 74% 66%

Use online or social networking 
sites to connect with and meet 
new people

29% 43% 53% 35%

All Work and No Play? 

Thinking about your business trips over the past 12 months, in general, how often did you do each of the following:*

*Presents percentage reporting 
“always” or “sometimes”

USA UK CHINA GERMANY
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Business travelers in this four country study, particularly in China,  like to combine business and leisure by 
connecting with family and friends while away on business.  They also take the opportunity to find local 
"must-sees" in their travel destinations.



Gen Y 43% 60% 47% 47%

Gen X 23% 41% 61% 34%

Baby Boomers 20% 28% 52% 23%

All Work and No Play? Generation Gap 

Thinking about your business trips over the past 12 months, in general, how often did you do each of the following:  

Use online or social networking sites to connect with and meet new people*

*Presents percentage reporting 
“always” or “sometimes” USA UK CHINA GERMANY
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Not surprisingly, Gen Y is more likely to jump online to connect with locals.  An exception, however, is 
in China where Gen X is most likely to use the Internet for networking with new people.



As an experienced traveler, which one of the 
following do you most wish other travelers knew:

Travel Etiquette

How the sound of a loud voice or TV carries from a hotel room 16% 20% 18% 28%

How to sense when it is a good or a bad time to make small 
talk with fellow travelers 12% 12% 33% 22%

How to be respectful to flight or hotel staff 22% 29% 12% 16%

Proper cell phone etiquette 28% 19% 4% 19%

USA UK CHINA GERMANY
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Please, just be polite!  That is the message most business travelers wish others knew.



Green Is Beautiful 

*Presents percentage reporting 
“necessity”

Environmentally-friendly 
services

51% 61% 83% 75%

For each of the following hotel attributes, please indicate whether you think of it as a necessity or a luxury:* 

Which of the following 
best describes how you 

feel when you 
stay at a hotel that takes 

steps to minimize its 
environmental impact?

Impressed 55%

Indifferent 38%

Suspicious 3%

Annoyed 4%

Impressed 60%

Indifferent 12%

Suspicious 24%

Annoyed 4%

Impressed 55%

Indifferent 38%

Suspicious 5%

Annoyed 2%

Impressed 69%

Indifferent 26%

Suspicious 5%

Annoyed 1%

31

USA UK CHINA GERMANY

83% of business travelers in China and 75% of those in Germany believe having environmentally-friendly hotel 
services (recycling, encouraging guests to use their sheets and towels more than once, energy conservation) is 
a necessity.  61% of business travelers in the UK and 51% of those in the USA agree.  Nearly seven in ten 
business travelers in Germany, as well as, solid majorities in the other three nations surveyed, are “impressed” 
with hotels that take steps to minimize their environmental impact.



Leisure Travel: Time Out

Which phrase best describes how you view leisure travel:

USA UK CHINA GERMANY

A time to relax and 
de-stress

38% 38%
42% 42%

A time to spend with family, 
friends, and loved ones

38% 37%

49%

27%

A time to be adventurous 
and let loose

20% 20%

6%

23%

Something I do for others; I’d 
rather stay home

4% 5% 3% 8%

USA UK CHINA GERMANY
Leisure or personal travel 50% 52% 56% 45%

For each of the following, 
please indicate whether 

you, in general, think of it 
as a necessity or a luxury 

in your life:* 

*Presents percentage 
reporting “necessity”

32

About half of business travelers in each country surveyed view leisure travel as a necessity. Nearly half of business 
travelers in China think of personal travel as time to spend with family and friends and another 42% think of it as a 
time to relax and unwind.  Nearly four in ten in the USA and UK concur, and describe leisure travel as either one or 
the other.  A plurality of business travelers in Germany want to de-stress.  About one in five in the USA and Europe 
seek adventure. 



MARRIOTT HOTELS AND RESORTS
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Marriott Hotels & Resorts:
Nearly 500 Hotels currently open in 60 countries

Hotels Under Development:  43

North America: 12

Europe: 1

Caribbean/
Latin America: 2

Middle East/
Africa: 10

Asia/Pacific: 18

Key Facts and Figures
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Lobbies as Social Hubs

• Day-Night Bar

• Social Business Zone

• Individual Zone

• At Your Service Zone

• 5, 10, 20 Menu

• Connectivity for 
Work/Social Interaction

• Hotel New Builds and 
Renovations

• 100 MHR Great Rooms 
Completed
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Shanghai Marriott Hotel Chengfang Park

Guest Rooms as Calming Retreats
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Staying Fit on the Road

Marriott Beijing City Wall Atlanta Marriott Marquis

London Marriott County Hall Marriott Miami Biscayne Bay
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Preserving the Environment

Marriott’s environmental vision is to be the global 
hospitality leader that demonstrates how responsible 
hospitality management can be a positive and create 
economic opportunities around the world, and by 
example, inspire personal action in the communities 
where the company operates.

Protecting the 
Rainforest

Water, Waste, and 
Energy Reduction

Supply Chain Green Buildings Employees and Guest 
Engagement
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Believes tomorrow is a new opportunity

to do something great.
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Contact Information 

Founded in 1978, the Marist Institute for Public Opinion (MIPO) is a survey 
research center at Marist College in Poughkeepsie, New York.  The Marist 
Poll has conducted independent research on public priorities, elections, and 
a wide variety of social issues.  Through the regular public release of 
surveys, MIPO has built a legacy of independence, reliability, and accuracy. 
Its results are featured in print and electronic media throughout the world.

Marist College 
Institute for Public 
Opinion
Dr. Lee M. Miringoff
Director 

Dr. Barbara L. Carvalho
Director

Sue McCulloch, PhD(c) 
Principal, Marist Poll

Marist College 
3399 North Road
Poughkeepsie, NY 12601
(845) 575-5050

Marriott 
Hotels & Resorts
Donald Semmler
Executive Vice President
Global Full Service Brands

Janet Smalley
Vice President
Brand Strategy & Research

Paula Butler
Senior Director, Public Relations

Marriott Hotels & Resorts
(240) 328-7207

Marriott Hotels & Resorts, Marriott International’s iconic business brand 
and flagship, is designed for the achiever who makes the most out of every 
opportunity – whether traveling for business or pleasure.  Nearly 500 
hotels in 60 countries support and inspire guests each and every time with 
real comfort, warmth and genuine care delivered through associates and 
experiences that help working, relaxing and connecting with others 
happen – so they can seize the day and prepare for the next.  Marriott 
believes that tomorrow is a new opportunity to do something great.  
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