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Editorial leadership. Original research.
Consistently timely and relevant, BTN’s editors are 
committed to providing the business travel buyer with
knowledge essential to decision-making. BTN has delivered
on this commitment through comprehensive reporting,
analysis and research, compiling best practices and perform-
ance benchmarks for the past 23 years. It’s this commit-
ment that has made BTN an institution and the leading publi-
cation of the business travel industry.

editorial

The longest-running newspaper devoted exclusively to
the corporate travel market, BTN provides travel managers,
corporate executives and travel management companies with
crucial corporate travel intelligence leading to greater 
efficiencies and more informed travel decisions.

Business Travel News 
industry-defining editorial

Editorial sections 
and columns include
� Inside Track
� Washington Wire
� Forum
� Profiles in Travel Management
� Meetings Today
� On Location
� Executive Dashboard

BTN delivers 
18 newspapers and 
8 resource issues, annually



Research & Reference Guides
Fundamental tools of the business travel Industry

The Corporate 
Travel Index
Published in February

The daily cost of doing 
business in the top 100
domestic and international
cities.

� Hotels
� Car Rental
� Food Costs

The Business Travel
Buyer’s Handbook 
Published in April

The industry’s how-to guide,
explaining internal program
management and working
with travel vendors.

Chapters include:

� Establishing a Travel Policy
� Developing a Global Travel

Program
� Planning and Managing

Corporate Meetings 
� Selecting a Corporate

Payment System

Business Travel Survey 
Published in June
Examines and compares
suppliers in the market by
sales rankings, total revenue,
business travel revenue and
initiatives in the corporate
market during the previous
full year. Categories include:

� Travel Agencies
� Airlines
� Car Rental Brands
� Chauffeured Transportation
� Corporate Payment Systems
� Hotels 

Euro BTN
Published in July
This research survey, building
on the baseline established in
2006, looks at the technologi-
cal evolution of the European
corporate travel market.

Corporate Travel 100 
Published in August
Analyzes how America’s 100
biggest corporate travel
spenders manage their 
programs. Includes:

� Profiles of BTN’s Best
Practices of 2007

� U.S. Booked Air Volume
� Travel Program Initiatives

Best Practices and
Sizing Up The
Midmarket
Published in September
Benchmarking data for 
companies with small &
midsize travel volumes.
Includes:

� U.S. Booked Air
� Online Booking
� Domestic Fees for Booking

Transactions
� U.S. Booked Hotel Volume
� Companies that Manage

Meetings 

Fall Project:
The Corporate Traveler IV
Published in November
Another in a proprietary
series of studies of business 
travelers and business travel
managers assessing traveler
habits, plans and attitudes.

The Corporate Travel
Black Book 
Published in December
The only comprehensive
directory for the commercial
travel market. Contact 
information presented in 
a quick-reference format
broken down by market 
segments.

� Airlines
� Associations
� Car Rental
� Conference Centers
� Consultants
� Education
� Ground Transportation
� Hotel Chains
� International Business

Services
� Payment Systems
� Technology
� Travel Agencies



Regional Focus 
Where travel buyers and decision makers turn for
details on specific properties, transportation access
and services in the area.

• New York Ideas • Chicago Ideas

• Florida Ideas • Las Vegas Ideas

Specialized sections cover regional news, develop-
ments and trends as they relate to the entire spectrum
of business travel and management issues.

• Business Travel Asia/Pacific

Special Reports
Uncovering the hottest industry trends affecting the
corporate travel community, BTN’s Special Reports
serve as key indicators for future industry activity.

• Annual Travel Manager Salary & Attitude Survey

• 25 Most Influential Executives

• Annual Top U.S. Hotel Chain Survey

• Annual Airline Survey

• Corporate Payment/Expense Systems

• Short-Term Corporate Meetings Strategies

• Annual Car & Ground Transportation Report

Meetings Today 
This montly newspaper-within-a-newspaper provides
the latest information regarding hotels, airlines, ground
transportation and the purchase and management
of meetings. Features breaking news, analysis of 
key trends, profiles, innovative corporate meeting
programs and research based on surveys of hundreds
of corporate meeting buyers.

BY DAVID EISEN
Just as business travel buyers increas-

ingly are employing extended stay prop-
erties as an alternative to both full-service
and midprice, select-service accommoda-
tions, they also are raising their use of cor-
porate interim housing as another long-
term option, providing corporate travelers
with more comfort, familiarity and flexi-
bility at digestible rates.

As hotel rates continue to swell, espe-
cially in major markets, corporate interim
housing is providing a reprieve for corpo-
rate travel managers. 

“If you look at a per-day rate—a hotel
being $200 a day, extended stay $120, then
corporate housing maybe being $800 for a
month—it makes it a bit more palatable,”

said Jan Freitag, vice president of Smith
Travel Research. “All you’re really doing
is foregoing some of the amenities that a
hotel offers.” 

Though a complimentary breakfast is
not a standard offering in a corporate in-
terim housing set-up, most corporate
housing brands, like Oakwood World-
wide and Marriott ExecuStay, have units
with full kitchens stacked with cookware
and dishware. Also, like many extended
stay properties, high-speed Internet ac-
cess is provided free of charge.

As the demand for corporate interim
housing continues to rise, and average stay
lengths on business trips further escalate,
corporate travel managers are beginning
to recognize the value of corporate housing,

sometimes in lieu of traditional ex-
tended stay brands. 

“Any traveler staying over 30
days is a prime candidate for a cor-
porate apartment,” said Kevin
Maguire, director of global travel
services at Applied Materials. “Cor-
porate apartments are usually less
than extended stay, especially now
since extended stay is suddenly the
hot button in corporate travel.”

To help facilitate its relation-
ships with corporate travel buyers,
Los Angeles-based Oakwood
Worldwide, a company specializ-
ing in corporate interim housing,
has dedicated systems in place to
negotiate directly with travel man-
agers as well as tools that manage
the entire process. 

“We welcome the relationships
with corporate travel managers
and work with them to ensure that
their needs are met,” according to
Chris Ahearn, senior vice president
of worldwide sales and marketing
for Oakwood. The chain offers cor-
porate travel managers a consoli-
dated reporting and guest-track-
ing system through which they can access
their company’s housing information at
any time. 

Ahearn also said that many of Oak-
wood’s locations can be booked through
global distribution systems. Oakwood’s
rates start at $89 per day, depending on lo-
cations, and can go up to $250.

One interim housing provider offers
short-term rentals in the U.S. market with
the highest daily rates: New York City.
AbodeNYC offers housing in Manhattan

and, unlike most lodging choices in the
city, rates that begin as low as $145 per
night for a fully furnished apartment. 

“A hotel is expensive in New York and
our rates are less expensive,” said Shelli
Leifer, president of AbodeNYC. “It feels
like home—there is no checking in, no front
desk. People consider these like their
homes when they are in New York.” Leifer
also said that a further discount kicks in if
a guest stays longer than 30 days.

Rising Hotel Rates Spur Interest In Interim Housing 

Business Travel News www.btnonline.com Monday, July 31, 2006 15

ALL SUITE/EXTENDED STAY/INTERIM HOUSING SPECIAL
REPORT

Exceed expectations.

Available on GDS, chain code IP.

/ Spacious, fully furnished apartments
/ Exceptional value for extended stays

/ Studios to three bedrooms with full kitchens
/ In cities worldwide

Call now and ask how our unmatched 
technology makes your job easier.

1.866.339.0373
www.Oakwood.com

EXTENDED ALTERNATIVE: Oakwood’s Seoul skyscraper
BY DAVID EISEN

Escalating demand, billowing supply growth and increased daily rates are thrust-
ing the extended stay sector to even higher prominence in the hotel industry. The seg-
ment continues to flourish amid record growth that has propelled hoteliers to inject
more capital into the sector toward further property development and design improve-
ments, and has led corporate travel managers to outfit their hotel programs with more
extended stay offerings.

“A dominating conversation for us at this past National Business Travel Association
convention regarded corporate travel managers bulking up their hotel programs with
extended stay,” said Bill Duncan, vice president of marketing and sales for Homewood
Suites by Hilton. “Customers are really focusing on enhancing their managed travel
programs with extended stay and getting their arms around it. At NBTA, more so than

in years past, people really fo-
cused on extended stay.”

The strong numbers for the
extended stay sector affirm trav-
el buyers’ further reconnaissance
of the extended stay tier. Accord-
ing to the Highland Group, a ho-
tel consulting firm that special-
izes in extended stay properties,
the rate of extended stay supply
growth in 2005 was 14 times
greater than overall hotel sup-
ply growth, with the tier adding
14,000 new rooms. The High-
land Group forecasted a 4 per-
cent annual increase in supply
through 2010.

InterContinental Hotels
Group is focused on expanding
its extended stay holdings, as it
turns its attention toward further

development of its Staybridge Suites and Candlewood Suites brands. 
“The biggest story with Staybridge is its growth and development,” said Robert

Radomski, vice president of brand management for Staybridge. “Our pipeline is right
around 100 and that’s an all-time high for us.” Staybridge currently has 92 properties op-
erating and will open its 100th hotel by the end of the year. “That will get us to that mile-
stone faster than any other upscale extended stay brand,” Radomski added.

Staybridge’s sibling, Candlewood Suites, also is ramping up its development efforts,
even straying from traditional suburban builds to urban development. “We’ve just
signed an agreement to build in New York City, which will be our first move into a ma-
jor metropolitan market since acquiring the brand back in 2004,” said Gina LaBarre,
Candlewood Suites’ vice president of brand management. The property is expected to
open in the spring of 2008 on 39th St. and 8th Ave., adjacent to another IHG select-serv-

Strong Extended Stay Tier Results
Prompt Renovations, Development

INTERNATIONAL OUTLOOK: Hilton’s Homewood Suites 

Continued on page 17

Continued on page 16

Special Sections & Exclusive Reports
Exclusive coverage that the industry responds to

New Feature: Executive Dashboard
Designed for travel buyers to use in communicating
key data and concepts to senior management.

SPECIAL REPORT
NEW

YORK

BY JAY BOEHMER
Ask airline executives how much taxes and fees eat

into the price of a domestic roundtrip and they likely will
tell you that they hover around 26 percent per ticket. It’s
no surprise, then, that taxes often follow fuel as the biggest
gripe expressed by domestic carriers.

However, new data show taxes and fees are about 10
percentage points lower than many in the industry pur-
port. In fact, on tickets typically favored by corporate trav-
elers—those for higher-yielding, higher-bucket nonstop
flights—government-levied fees fall below the 16 per-
cent average tax rate.

The percentage of an airline ticket comprising taxes
hinges on such factors as the cost of the base fare, the
number of connections and through which airports pas-
sengers pass. Airline taxes as they relate to tickets fol-
low a few rules of thumb: the higher the airfare, the low-
er the percentage of taxes and the more connections, the
higher the percentage of taxes.

Though taxes on domestic flights certainly can fall in
the 26 percent-plus range, professors at MIT and Daniel
Webster College, who have studied how taxes and fees
are applied to airfares, place the average figure in the 15
percent to 16 percent range, according to yet-to-be-pub-
lished data collected for two years through the last quar-
ter of 2005.

While the professors’ research first debunked the 26
percent myth several years ago in their first report on
the subject, the inflated figure has persisted. 

Using a sample fare of $200, in 2002 American Airlines
then-CEO Donald Carty noted the 26 percent figure be-
fore Congress.

“Compared to any other mode of transportation, air
travel was overtaxed to begin with following the nearly $1
billion per year tax increase imposed on the industry in
1997,” Carty told a congressional subcommittee in 2002, the
year the government began imposing a new security fee
on airline tickets. “Today, federal taxes and fees on airline
tickets account for $51.16, or 26 percent, of a $200 roundtrip
ticket involving a single connection—that’s a $11.16 fed-
eral ticket tax, $12 federal flight segment tax, $10 federal
security surcharge, and up to an $18 airport passenger fa-
cility charge.”

Carty’s math was correct, but the scenario includes as-
sumptions that do not apply to most tickets: the base fare
of $200 is lower than the average, it involves a connec-
tion—the “typical” ticket does not—and the passenger
facility charge is the maximum allowed. All of those fac-
tors inflate the tax rate, according to Joakim Karlsson, as-
sociate professor in the Division of Aviation at Daniel Web-
ster College, who is among the researchers exploring
airfare tax rates. 

“The ticket base tends to be on the low side, but not
too much—the average is about $280,” Karlsson said of
how airlines come to the 26 percent figure. “The lower the
base you pick, the higher the tax rate will appear, because
of the flat charges that stay the same regardless of fare.
That drives the tax rate up artificially. Another thing is the
number of connections. They often assume that you have
a connection in each direction. All the taxes that are charged
by each segment—the Passenger Facility Charge or the
segment tax—if you tack on a connection, therefore an-
other tax, it will drive up the tax rate.” 

Karlsson added that connections for the average tick-
et are actually not the norm: “In our research, we show
that the average number of coupons per trip—if you have
one connection, then you have two coupons in each di-

rection—the average is 1.4 or so. It turns out, and it was a
surprise to me, that the majority of people don’t connect.” 

Yet, the 26 percent figure and sin tax comparisons have
become a war cry of those who argue airlines are a tax-
burdened industry: In a 2005 BTN op-ed (BTN, Jan. 17,
2005), then-president of WorldTravel BTI Danny Hood
wrote, “The average tax on an airline ticket is 26 percent
or $53. This is higher than 11 to 21 percent ‘sin tax’ on al-
cohol and tobacco products and we are trying to reduce

consumption of those products;” in various lobbying ef-
forts, the National Business Travel Association also has
bandied about 26 percent figure (BTN, March 15, 2004);
and an airline executive recently passed along to BTN a
PowerPoint presentation on airline taxes—a breakdown
that totaled 26 percent. 

Most recently, Air Transport Association president and
CEO James May during a global air transport conference
in Europe last month perpetuated—and further exagger-
ated—the inflated figure, when he asked rhetorically,
“Who would have thought that taxes, fees and surcharges
would rise to nearly 30 percent of a typical airline ticket?”

While May’s figure is significantly higher than the true
average, according to Karlsson, the ATA president cor-

Study: Taxes Comprise 16% Of Typical Airfare
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THE
COST
OF...

Total Ticket Price  $100.00  $200.00  $300.00  $400.00  $500.00 
Sample Base Airfare 73.86 166.88 259.91 352.93 445.95
Federal Ticket Tax 5.54 12.52 19.49 26.47 33.45
Federal Flight Segment Tax 6.60 6.60 6.60 6.60 6.60
Federal Security Surcharge 5.00 5.00 5.00 5.00 5.00
Airport Passenger Facility Charge* 9.00 9.00 9.00 9.00 9.00
Total Taxes and Fees $26.14  $33.12  $40.09  $47.07  $54.05 
Taxes as % of Ticket 26.1% 16.6% 13.4% 11.8% 10.8%

* Assumes the maximum Passenger Facility Charge, which ranges by airport from $0 to $4.50 

Source: Air Transport Association

TAXES PAID FOR SAMPLE NONSTOP DOMESTIC ROUNDTRIP TICKETS

TAXES

Continued on page 32

TAXES

New Feature: The Cost Of...
Investigates the underlying costs of doing business
in business travel. Subjects can include taxes, labor,
RFPs, etc.


