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Registration and Coffee
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Opening Remarks and Welcome

Paul Tilstone - ITM
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Opening Remarks and Welcome

Mark Harris
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Venue Sponsor

Jason  Gutteridge – De Vere Venues
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Gold Sponsor

Kris Reagan – Barclaycard Business
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Travel in BT

Jan Tucker Jones - Business Travel Manager
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BT Global Travel

� Travel spend in excess of £130 m p.a

� A critical business requirement 

� Best of Breed suppliers/On line strategy. 

� Continually ‘track, trend and trim’ its travel spend. 

� 10% Home workers 60% Flexible

Insert your company 
logo
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Some Facts

• Large majorities of BT's workforce are flexi workers resulting in 
benefits such as:
– 54,000 tonnes less CO2
– Transport cost savings £9.7 m pa

• A recent survey of BT people using Conferencing services shows: 
– 72% of the respondents stated that their last conference call 

had definitely or probably replaced a meeting
– 38% believed that conferencing has considerably increased, 

and 44% that it has slightly increased, their work performance 

Insert your company 
logo
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BT Travel Strategy

• Focus on Air and Accommodation

• Attention turned to Ground Transportation

• Car Rental  mature program

• Trainline adoption 

• Worked with MI &  TOC’s

• Change  travellers behaviour

Insert your company 
logo
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Barriers to Success

• Fast Ticket Network

• Cost  & lack of promotion rates

• Overcrowding

• Need I go on…………………………

• Good news          Savings of over 30%

Insert your company 
logo
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How?

• Low prices, great savings…

• Just follow these 5 simple steps to uncover the best value fares.
1. Buy in advance - The earlier you book the cheaper the 
fares. Most tickets are available up to 3 months in advance.
2. Travel off peak - Some of the best fares can be found if you 
avoid the busy times, i.e. weekdays after 10am and not between 
5pm and 7pm.
3. Buy single tickets - Two singles are often cheaper than a 
return. Mix and match for the perfect combination.
4. Be flexible – Check different routes and train operators.
5. Specify return dates - Open return fares are more 
expensive so try and specify a return date and time if possible.

Insert your company 
logo
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What?

1. Driving cost savings - the average ticket value across Trainline
corporate customers in 2007 was £96.82. BT achieved an average of 
£56.57 - an industry best!

2. Reductions in CO2 - helping the environment and adding to BT’s green 
credentials.

3. Flexible ticket collection – for all BT staff including in-house and station 
self-service ticket machines, and now collect at station window.

4. Support of Duty of Care to BT staff & CSR - real time security feed 
allowing BT to account for travelling employees in the case of any rail 
incident.

5. Access to all Train Operating Companies & fares - providing a 
complete range of times and fares available to all BT staff.

6. Comprehensive Management Information and Reporting Capabilities
– visibility and understanding of BT rail spend with the potential to 
negotiate rates and benefits. 

Insert your company 
logo
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Case Study

• Analysed Air journeys to Paris and Brussels

• Worked with Eurostar to achieve betters costs

• Communicated direct

• Result more than 66% change their travel 
behaviours

Insert your company 
logo
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Ongoing…

• Facilitate discussion forums with stakeholders to 
formulate action plans.

• Leverage best deals with suppliers – identify 
opportunities – mutually beneficial.

• SLA monitoring: invoicing, supplier performance, 
complaint handling, Travel Policy compliance, response 
times.

• Keep it fresh.

Insert your company 
logo
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Thank You

Jan Tucker Jones - Business Travel Manager
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Doing business by train

Clodagh Buckley 
Sales Manager – Virgin Trains
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• Assessing modal choice

• Preparing for business with Train Operating 
Companies (TOCs)

• How to achieve the win-win
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Assessing modal choice

• How can trains work for your business?
– Punctual
– Reliable, fast & frequent
– ‘Valuable’ travel time – assessing productivity benefits

– One VT buyer estimates earning £520k net pa by using train

– Train costs £280rt, earns £200 ph, 1000 journeys pa

– Business travel services – Wifi, lounges, at-seat service, 
inclusive products, onward transport,…

– Range of fares

• Simplification – advance, off peak, anytime
• Transparent - no hidden extras

– Looking after your people and your environment



19

Preparing for business

• Knowledge gathering 
– Identify current spend by mode

• Volume and spend through TMC, SBT etc 
• Total journey spend; 

– Fare + extras & expenses e.g. taxis, airport express, 
parking, toll charges, baggage, taxes, fuel surcharges

– Assess extent of any leakage 
– Assess current spend patterns 
– Apples and Oranges!
– Identify ‘Switchable’ business & achievability
– Be clear about objectives 
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The win-win!

• Understanding TOC objectives
• Acquisition of new business

– New trips
– Modal shift from air and car

– Achievability assessment

• Opportunity for class switch
• Demand management 

– Peak trains capacity
– Shoulder/off peak opportunity 

• Establish traveller needs 
– Meeting customer needs
– Creating new products & services

• Transparency of spend, knowing you’re a customer!
• Long term loyalty & commitment 
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The win – win!

• Next steps
– Prioritise route(s) and TOC 

• TMC/SBT provider, ITM members
• ATOC support 

– Be aware of industry idiosyncrasies
• Fares set by other TOCs
• Government regulation

– The door is open, come and talk to us!



Copyright © 2006 Accenture All Rights Reserved.

Wheels in Motion

Chris Austin, OBE
Director, Public Policy, ATOC
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Some key statistics

• 20,000 passenger trains a day

• 1.2bn passenger journeys a year (some 3.3m a day)

• 451,000 people travel into London termini between 0700 
and 1000 each morning

• 81% passengers satisfied with their most recent journey

• Performance measure now at 90%
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The Rail Market in 2007/8

• Total passenger revenue up to £5.6bn
• Three main geographical markets

– Long distance £2.1 bn
– London & SE £2.6 bn
– Regional £0.9 bn
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Annual passenger volumes:
air and UK long-distance rail



27

Performance trend
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Rail performance vs London –
Manchester air traffic

-11.9%84.6%2007 
(Q1-Q3)

-5.5%84.3%2006

-4.7%80.2%2005

1.4%77.1%2004

3.6%67.9%1998-2003

Growth Lon-
Manchester air 

passengers

Virgin West Coast 
PPM

Source: ATOC,CAA
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Average carbon intensity of 
main modes
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Carbon intensity changes 
since 1995/6

+11%+6%227Domestic air

-9%-1.5%104Car and taxi

-25%-5%58Passenger rail

% change since 1995/6% change on 
previous year

Emissions 
gCO2/passen

ger km

Mode (GB)

Source: ATOC, NAEI
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Low carbon railway of the future
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Electricity from renewable 
sources 
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Time to work, sleep or eat
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Productive travel time
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Average minimum air and rail 
fare for domestic routes 

Source: CAA

£ 126             £ 93              £ 56

£ 88             £ 82              £ 56

144%             113%            101%

Average Air Fare (rounded)
Average Rail Fare 
(rounded)
Air fare as percentage of 
rail fare

Ticket bought:

3 days           10 days           45 days
before travel   before travel   before travel 
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Business travel

• First Class

• Lounges
• Catering
• Powerpoints
• WiFi
• Executive packages
• Ticket on Departure
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Third party Retailers

• £400m through Travel Management Companies

• 95% of business travel
• Value to Inter City TOCs
• Complete travel solutions
• Third party retailing = over £900m
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Effective use of time and 
resources

www.atoc.orgwww.atoc.org
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Customer demand

Nigel Turner 
Director of Public Sector UK 

Carlson Wagonlit Travel
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Market Share Rail v Air

Insert your company 
logo
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Rail market share -
year on year growth

Insert your company 
logo
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Price

Insert your company 
logo
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Price Competitive?

Insert your company 
logo

£96£205

£120£199

£360£175£74£90

1 Month 
Advance 
Booking

First

1 Week 
Advance 
Booking First

1 Month 
Advance 
Booking 
Standard/Econ
omy

1 Week 
Advance 
Booking 
Standard/Econ
omy



45

Subtitle

• Thank you

Insert your company 
logo
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Tea/Coffee Sponsor

Colin Oakley – Stansted Airport
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Tea/Coffee Break
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Gold Sponsor

Clodagh Buckley – Virgin Trains
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Research in Motion

Elizabeth Dainton MA MSc MIHT
Research Development Manager

Royal Automobile Club Foundation
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Outline

• Background
• Extent and nature of business 

travel
• Current SME travel patterns 
• Uptake of IT solutions and 

environmental benefits
• Limits to adopting business 

travel initiatives
• Future requirements



51

Background

RAC Foundation 
for Motoring

British Chambers 
of Commerce

“Business Travel: Choice or Necessity?”
Launch and publication 12th November 2007
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Extent and nature of business travel

• Average business traveller: 
– Will travel one and a half times 

around the globe during the course 
of their working life

– Spends 22% of their annual mileage 
on business travel

– Travels 20.7 miles and for 39 
minutes for each business trip

– Completes 69% of travel by car
– Will be travelling alone
– Travelling at times similar to the 

commute
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Extent and nature of business travel
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Company cars
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Current travel within SMEs

• All participate in a degree of business travel
• Short distance travel is the most common
• 30% have 80 -100% of their workforce 

regularly travelling on business
• Same day travel, involving meeting with 

clients or companywide meetings are most 
common

• 55% spend 0-10% of their annual budget on 
business travel

• 94% of SMEs make use of the road for 
business travel

• 82% describe the car business travel as 
essential to business operations
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Current travel within SMEs
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Uptake of IT solutions

• Over half of SMEs (57%) have taken 
active steps to reduce their travel

• Technology has been central to the 
change

• 50% adopted telephone conferencing
• 30% made use of instant messaging 

(e.g. Yahoo and MSN) or VoIP (e.g. 
Skype)

• Videoconferencing and online 
collaboration tools less used
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IT versus automobile solutions
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Initiatives to reduce business travel by car
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Environmental benefits

‘by far the biggest ‘killer application’ of the 
digital revolution’ (Chang Yang, 2000) 

• Difficult to define
• Internet can be used for business 

growth
• In ten years video and audio 

conferencing can cut business travel by 
5% (Dodgson et al , 2000)

• Dust-to-dust carbon emissions:
– PDA: 32-140 times less CO2, NOx

and Sox than a paper
– Wireless teleconferencing: 1-3 times 

less pollutants. 100 meetings per 
month equates to reduced CO2 by 
720 MG per annum

– (Source: Toffel and Horvath, 2004)
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Initiative limits

• Other ‘more important’ business 
priorities

• Prioritisation by senior 
management

• The impact of reducing face-to-
face travel on customer 
relations and profit

• Cost of installing and 
understanding new 
technologies NOT a barrier
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Future business travel
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Roads and Reality

• Between 2005 and 2041:
– Population will grow by at 

least 11%
– Most growth in the E, S and 

London
– Incomes will double
– Number of cars will increase 

by 44%
– Road traffic demand up by 

43% (DfT forecast 29% by 
2025)
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Conclusions

• Business travel is necessary
• The car remains the no. 1 choice 

for business travellers
• Public transport is rarely fit for 

purpose
• SMEs are leading the way
• IT has an important role to play
• Company policies and senior 

management buy-in is essential
• National and local government 

support is needed
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Elizabeth Dainton MA MSc MIHT
Research Development Manager
Royal Automobile Club Foundation
89-91 Pall Mall,
LONDON.
SW1Y 5HS
Tel no: 020 7747 3448
Email: edainton@racfoundation.co.uk
www.racfoundation.org
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Research in Motion

Gareth Elliott
Policy Adviser

British Chambers of Commerce
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Why is sustainable 
transport important?

• Congestion
– £17.55 billion per annum and rising
– 86% - affects their business locally, regionally and nationally
– The average business traveller wastes eleven days a year in traffic 

• Rising fuel prices
– Fuel Protests
– 2p Fuel Duty debate

• Environmental agenda
– Climate Change Bill

• Corporate and Social Responsibility
• Cost savings

– Eco Driving save 9p per litre
– Company cars

• Staff Morale
• Congestion Charging – TIF / GMCC
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Environment
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Congestion Charging \
Road Pricing?

• Greater Manchester – TIF Bid
– £3 billion package
– Two-zone congestion charge – inner and outer rings
– Up-front investment in public transport

• National Road Pricing
– Towards a Sustainable Transport System White Paper

• Technology Trials

– Budget 2008 – Reiterated Government’s wish to consider 
road pricing.
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What about the SME 
perspective?

• Difficulties for SMEs
– Resource constrained
– Lack of understanding
– Complexity of travel plans

• Lack critical mass
– Bus to work schemes or car share not viable

• Alternative modes of transport not viable
– White Van Man – Trades people who carry tools
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SMEs – First Adopters?

• But – SMEs are often ahead of the game
– Many SMEs have already implemented travel 

plans without knowing it
• Flexible working
• Teleconferencing
• Working from home

– SMEs due to their budget constraints will adopt 
measures to benefit their business

• Do not call them travel plans but necessary measures
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What is the role of the 
Business Community?

• Management and staff buy-in
• Partnership approach with local authorities

– Travel plans
• Staff training – Induction

– Eco driving
– Public transport utilisation
– Car clubs / sharing

• Business travel plans
• Incentives

– Agreements with local public transport operators
– Cycle for work initiatives

• IT solutions
• Flexible working
• Provision of facilities

– Showers / Lockers
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What is the role of the 
Government?

• Business Travel Plans

• Tax breaks and fiscal incentives
• Railway station conferencing facilities
• Road Pricing

• Investment in public transport
• Broadband – 100% coverage

• Business facilities on rail
• Travel Plans for SMEs



74

Conclusions

• The future for sustainable business travel is positive
– SMEs are often leaders in reducing unnecessary travel 

but may need assistance and advice going forward
– The Business community understand it has a role but 

there must be partnership from Government
– Fiscal incentives to encourage better take-up of 

alternative transportation
– Environmental agenda going forward will demand 

changes in behaviour
– Pioneers who adopt better practices now will benefit in 

the future.
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Thank You
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Lunch Break
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Gold Sponsor

Matt Lovering – Dot2Dot
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Look left and right and right again

Lee Whiteing, UK Travel & Fleet Manager, HSBC
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Agenda

• Maximise company car efficiency
• Expenses
• Duty of care/Occupational road risk
• Ground transport

– Chauffeur/taxi/executive car/rental
– Airport transfer

• Useful links
• Any questions?
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Maximise company car 
efficiency

• Whole life costs
– Ownership/lease cost
– Insurance
– VAT
– Fuel consumption
– Class 1 NIC
– Vehicle Excise Duty

• Secondary areas
– Reliability/down time
– Parts cost (accident)
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Whole life costs

Citroen C4 1.6HDi 16V 110hp VTR+ DPFS EGS Coupe

20000 miles pa 80% business
20% private

Tax List Price 16,910 Whole Life Cost Elements

Finance 258.25 Finance 258.25 53.38%
Service 64.96 Service 64.96 13.43%
Monthly Cost 323.21 Disallowed VAT22.60 4.67%
Disallowed VAT 22.60 Fuel 107.70 22.26%
Effective Rental 345.81 Class 1a 18.04 3.73%

ECLD 12.23 2.53%
Co2 120 WLC 483.78 100.00%
MPG 62.8
Insurance Group 6
Fuel Type Diesel
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Maximise company car 
efficiency

Vauxhall Astra 1.8i VVT Elite 5dr

20000 miles pa 80% business
20% private

Tax List Price 16,800 Whole Life Cost Elements

Finance 234.99 Finance 234.99 44.67%
Service 60.88 Service 60.88 11.57%
Monthly Cost 295.87 Disallowed VAT 20.56 3.91%
Disallowed VAT 20.56 Fuel 157.43 29.93%
Effective Rental 316.43 Class 1a 41.22 7.84%

ECLD 10.95 2.08%
Co2 175 WLC 526.03 100.00%
MPG 38.7
Insurance Group 7
Fuel Type Petrol
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Maximise company car 
efficiency

• How do you reimburse drivers?
– Company car
– Cash for car
– Personal car

• Driver training
– Not just safety
– Economy driving

• What’s the best method?
– Personal car vs. hire car
– Car vs. public transport
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Expenses

• What mileage rates do you allow?
– Company car HMRC advisory rates

• Exceptionally increased 1 st June 2008
– Personal car HMRC approved rates

• 40p per mile
– Cash for car?

• What rate do you allow?

• Driver abuse/neglect
– Mis-fueling
– Dead battery
– Locked out
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Expenses

• Hire car vs. personal car
– Hire car £25 per day
– Insurance £5 per day
– Fuel cost 13p per mile
– Private car 40p per mile
– Break point = 115 miles
– However, remember extras

• Delivery, out of hours, premium location, VAT.
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Expenses

• Public transport vs. personal car
– As with hire car, consider the additional costs;

• Personal car
– Mileage rate, parking, tolls etc.

• Public transport
– Parking, getting to/from station etc.

– Don’t forget working time directives, employee 
well being.
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Duty of Care/Occupational 
road risk

• Duty of care
– Is the car roadworthy?

• Company car
• Grey fleet

– Is the driver safe to drive?
• Long flight
• Familiar with local conditions
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Duty of Care/Occupational 
road risk

• Occupational road risk
– Potential criminal liabilities

• Road Traffic Act 1988
• Health & Safety at Work Act 1974 (particularly 

relating to the Management of Health and Safety at 
Work Regulations 1999.

• Corporate Manslaughter and Homicide Act 2007

– Is the driver qualified to drive?
• How do you know?
• How do you keep updated?
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Ground Transport

• What to use and when
– Canary Wharf to London Heathrow, look at the 

options;
• Black Taxi?
• Executive Car £60
• Executive bus £30
• Heathrow Express from £18.50
• Underground from £4 (less with Oyster)
• Free with limo

– HSBC Virgin Atlantic only 75% uptake
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Ground Transport

• Airport transfers
– How do they get there?
– Where do they travel from?

• A ground transport provider gives us some MI
• But not everything and not always ideal
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Useful links

• HMRC company car rates; 
– Advisory fuel

• HMRC personal car rates;
– Approved rates

• Road Traffic Act;
– Road traffic act 1974

• Driving at work;
– HSE - Driving for work

• RoSPA “Driver Risk Assessment”;
– Driver risk assessment - Free trial

• RoSPA for employers;
– Employer assistance
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Thank you

• Any questions?
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The demand for niche product within the 
changing corporate market

Michael Walker, Corporate Sales Manager
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The business mileage 
sector: A snapshot

Car option maintains pole position

Public transport is a cost-effective solution which ticks the CSR 
box, but seen as unreliable and undesirable

Technology (VoIP) continues to have an impact…

BUT…

…the undeniable 
importance of face-to-
face meetings remains

Business travel is essential 
to successful business operations
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Market needs to adapt to three key 
developments 

Cost & price point
We’ve entered a period of economic downturn

Corporate Social Responsibility
Due care, corporate responsibility and risk management

Green credentials 
An increasingly important box to tick

CSR & environment – the ‘inconvenient concerns’
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Corporates are looking 
for fleet managers to 
provide the solution

Qualified 
car/driver 

service

Competitive 
price point

Green 
credentials

A 
tiered level 
of service

The 
Solution?

A 100% viable solution?
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End of the road for the Mercedes 
market?

Niche emerging products

1) Hybrid Cars & lower level fleet

• Toyota Prius gained enormous publicity amid rising concerns over
global warming

• Early Prius sales in UK stalled, but overall the UK hybrid market 
has grown thanks to the launch of the Lexus RX400h

• Analysts say consumers are losing interest in these cars

• Hybrid solution does not reduce number of cars on the road
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End of the road for the Mercedes 
market?

Niche emerging products

2) Ride share programmes

• Corporates are actively asking for the shared ride service

• Reduces carbon footprint, travel costs & no. of cars on the road

• Logistically difficult to implement

• Need to be managed within a profitable business model 

• Removes profitability from traditional fleet business model
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Pressure 
on suppliers

Full integration
/ IT infrastructure

Changing 
corporate 
perception

Senior 
management 

buy-in

New modes 
of transport

A solution?
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The demand for niche product within the 
changing corporate market

Michael Walker, Corporate Sales Manager
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The business mileage 
sector: A snapshot

Car option maintains pole position

Public transport is a cost-effective solution which ticks the CSR 
box, but seen as unreliable and undesirable

Technology (VoIP) continues to have an impact…

BUT…

…the undeniable 
importance of face-to-
face meetings remains

Business travel is essential 
to successful business operations
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Market needs to adapt to three key 
developments 

Cost & price point
We’ve entered a period of economic downturn

Corporate Social Responsibility
Due care, corporate responsibility and risk management

Green credentials 
An increasingly important box to tick

CSR & environment – the ‘inconvenient concerns’
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Corporates are looking 
for fleet managers to 
provide the solution

Qualified 
car/driver 

service

Competitive 
price point

Green 
credentials

A 
tiered level 
of service

The 
Solution?

A 100% viable solution?
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End of the road for the Mercedes 
market?

Niche emerging products

1) Hybrid Cars & lower level fleet

• Toyota Prius gained enormous publicity amid rising concerns over
global warming

• Early Prius sales in UK stalled, but overall the UK hybrid market 
has grown thanks to the launch of the Lexus RX400h

• Analysts say consumers are losing interest in these cars

• Hybrid solution does not reduce number of cars on the road
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End of the road for the Mercedes 
market?

Niche emerging products

2) Ride share programmes

• Corporates are actively asking for the shared ride service

• Reduces carbon footprint, travel costs & no. of cars on the road

• Logistically difficult to implement

• Need to be managed within a profitable business model 

• Removes profitability from traditional fleet business model
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Pressure 
on suppliers

Full integration
/ IT infrastructure

Changing 
corporate 
perception

Senior 
management 

buy-in

New modes 
of transport

A solution?
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Tea/Coffee Sponsor

Amanda Blair – Aegean Airlines
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Tea/Coffee Break
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Solutions to the problems of corporate 
vehicles

Philip Igoe  Co-director  Carplus



112

Why car clubs?

• Reduce costs
• Smaller carbon footprint
• Benefit to local community 
• Employee benefits
• Branding and communications opportunities
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How to do car clubs?

• Pool cars
• Company cars 
• Grey Fleet

• Car Clubs
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For further information …

Philip Igoe

Carplus 

C17 Joseph’s Well

Hanover Walk

Leeds

LS3 1AB

0113 234 9299

07980 600594

philip@carplus.org.uk

www.carplus.org.uk
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How car clubs can work for you

Andrew Edgar
Commercial Manager, Streetcar
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Introducing Car Clubs

Pay-as-you-go cars
a real alternative to company and pool cars, grey f leets and taxis

Cars in bays across town, at transport hubs or comp any car parks
employees always pick-up and drop-off to same spot

Access to cars 24/7/365 with a smartcard
hassle-free, with no forms to sign or reps to meet

Book for 30 minutes to 6 months
cut costs by paying only for the time the car is ne eded
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How does it work?

Book online or over the phone

Add booking comments to 
facilitate billing

Receive text message and email 
confirmations of your 

booking
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How does it work?

Identify your Streetcar

Use your smartcard to unlock the 
car

Check for damage

Enter your PIN and take the keys

Use the fuel card to pay for petrol
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How does it work?
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What about the administration?

Low set-up costs

Fully-comprehensive business 
insurance 

Flexible hourly, 24-hourly and weekly 
rates to suit each company’s 

needs

Consolidated, itemised invoices

One easy payment
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What are the benefits?

Help with Duty of Care Obligations

All drivers’ licences checked with DVLA 
these can be re-checked annually

Cars are checked weekly to ensure roadworthiness
by technical staff who are trained and audited by an  accredited third

party

Streetcar is a member of the British Safety Council
vehicles have a euro NCap safety rating of 5*

The fleet has an average age of 3 months 
all vehicles are serviced within manufacturer recom mendations
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What are the benefits?

Inline with CSR Policies

Do your part for the environment 
use low-emission cars like VW Golf BlueMotions (119g  CO2/km)

Encourage efficient car use
research shows that car club members drive 64% less  on average

Streetcars cut emissions by 4000 tons per annum
these lower CO2 emissions are then offset by us, ma king your 

business travel carbon neutral
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Some case studies

Macquarie Group
offers membership as an employee benefit

The Metropolitan Police
exclusive use Streetcar placed in car park

staff who work late can use a car to get home quick ly and safely

PA Consulting
use the network of cars for extended visits to clie nts off-site

Kent County Council
saved over £12,000 in one year by replacing their 4  pool cars with 2 

Streetcars 
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What do clients say?

“The Streetcar experience is convenient and reliable  and can be 
totally trusted to deliver both high quality vehicles  and customer 

support. With 3 locations in easy walking distance of the office, 
the service is an uncomplicated pleasure.” – Purdy, Head of 

Fundraising, Comic Relief

"Streetcar provides a hassle-free and flexible alte rnative to a 
traditional pool car scheme, with good quality eco- friendly 

vehicles available on demand. It also allows us to share the 
benefits of the scheme with our residential and busi ness 

neighbours."  - Graham, Travel Planning Leader, Kent County 
Council

“With 6 Streetcars all within walking distance of o ur office, picking 
one up to drive out of town to a client meeting is just really quick 

and easy. On top of that, using a nice new Streetca r means we 
can save our personal cars from that long-distance wear and 

tear.” - Ligia, Internal Communications Manager, Trader Medi a 
Group

Andrew Edgar

andrew.edgar@streetcar.co.uk
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Key issues

• Low cost, high emotion category!
• Change management as much as transformation
• Multiple service providers – ‘pet companies’
• No transparency with pricing – hidden costs
• Wrong vehicle type for journey profiles
• No clear policies or guidelines
• Isolated from the rest of travel related services
• Current service is not sustainable
• Too much time spent managing category
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Facts

• Transport and in particular the road sector is 
biggest contributor of CO2 emissions

• PHV and taxi industry currently uses approx 
750,000 tonnes of fossil fuel per annum

• Nearly 204,000 registered PHV and taxi vehicles in 
UK and 66,000 in Greater London alone

• London market worth approx £5 billion per annum
• Daily income of industry estimated at over £20m 

per day
• Acknowledged 50% empty capacity in industry 

(dead mileage) and can rise above this
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Case study - background

• Locations across UK – HQ London
• Each with different business requirements
• Significant spend, split between car and taxi
• Multiple vendors, including ‘pet’ companies
• In-house chauffeurs
• Out of date policy / SLA’s / KPI’s
• Some transparency with pricing
• Not properly aligned with other internal business 

categories – HR, H & S and Environment
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Case study - outcome

• Independent GTM system deployed
– Transaction fee pricing model
– On line booking, with 24-7 support centre
– Uniform rate card
– Profiles loaded
– Bespoke reporting / trend analysis
– Vendor allocation % - car, taxi and green
– Car sharing module
– Email / SMS booking confirmations
– Account management / Customer service issue 

resolution
– Manages in-house chauffeurs
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Case Study - outcome

• Next phase – move to outsourced GTM relationship
– Vendor service / performance managed
– Vendor payment
– Vendor review meetings
– Vendors work with system SLA and criteria
– Mystery shopper
– Reduced client ownership
– Resource and time substantially reduced
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Future Developments

• GTM system integration with TMC’s and on-line 
booking tools – integral part travel experience

• Integration with black taxis – competing systems
• Assist with more collaboration between corporate 

companies – similar journey profiles
• Improved Vehicle optimisation / scheduling (reduce 

dead mileage) 
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Ongoing challenges

• Improved journey sharing
• Encouraging use of other modes – public transport, 

car clubs, Heathrow / Gatwick Express services
• Increased use of low CO2 emission vehicles
• Rising fuel costs and general economic conditions
• Traffic infrastructure unable to cope - gridlock
• Appetite for behavioural change!
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