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General Manager - Hospitality
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Pascalle Albrecht

Executive: Payment Solutions
Commercial Issuing, Card Acceptance & Fleet
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Getting Management Buy

-In:
Turning your ideas into reality

Gemma King Tsholofelo Ramosime
Practice Lead: Global OTR Global Travel Manager:
FCM Travel UK Programme and Operations Management
Genesis
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About the research

The FCM Consulting Travel Impact Index scores
each programme out of 10 across six areas:

Fundamentals of travel value

Stakeholder engagement and communication
Risk preparedness and disruption management
Financial value and strategic alignment
Employee experience and wellbeing

The travel management team

' C I | CONSULTING

The difficulty of explaining the value of
managed travel in terms the wider business
understands.

The evidence

Travel Impact Index benchmark data,
combined with FCM’s research with travel
buyers.



Stat 1: Value challenged

100%

of participants in one recent FCM buyer session said
their programme’s value had been challenged
internally in the previous six months.

One session, not the whole survey.

' C I I CONSULTING



Challenge is the norm

The difficulty was not running the programme. It was explaining its contribution in
terms that connected with company priorities.

Treat the challenge as an opening. Start from the company’s strategy, not from
the travel policy.



Stat 2: Stuck in the middle

5.31,

average Index score

84.1% of programmes are Evolving

Strong foundations. Good operators who have not
yet connected travel to business outcomes.

' C I | CONSULTING



Strong foundations to build on

Reporting sophistication, stakeholder communication, and integrating wellbeing,
AI and risk analytics.

Move from reporting what happened to explaining what it supported: capture why
people are travelling and link it to company priorities.



Stat 3: Financial is weakest

5.18

Financial Planning: the lowest of the six
areas

Financial value and strategic alignment is the
language senior leaders use. Many buyers are least
equipped where the CFO will challenge them most.

' C I | CONSULTING

10

Average score out of 10

Financial Planning



Same £2,000, three very different trips

Internal meeting Customer meeting Priority-market launch

£2,000 £2,000 £2,000

per trip ® per trip ® per trip

Finance gets context, not just cost.

In one case study, a 14-day advance-purchase rule supported efficiency but could create difficulties for a time-sensitive
customer opportunity.

FCM .



Stat 4: Engagement lifts scores

Programmes with stronger stakeholder
engagement record higher overall scores.

A relationship, not proof of cause.

Engagement is within your control: no bigger budget or
new system, just a better conversation with the right
executive.

‘ c r CONSULTING




Maximise every conversation

What are your biggest priorities this year?

How do you judge whether that investment has been worthwhile?
Where does having people physically present help?

Where does travel create friction?

What are you planning that could change where, why or how frequently your people
travel?

What travel information would be useful to you?



From stats to buy-in: six steps

1

Understand

Pick three to five business
priorities, who owns them
and how progress is
measured.

5

Engage
Take the information to the
executives who can use it.

' C I I CONSULTING

2

Assess

Place your programme
alongside them: enables,
neutral, friction or gap?

6

Act

Make one practical change.

3

Contextualise

Capture why people travel.

Keep it small
Familiar language,

manageable categories, and
only what someone in the
business intends to use.

4

Measure

Use that context to explain
activity.




Your first 90 days

Days 1-30
Understand

Identify the business
priorities that matter.

l c I I CONSULTING

2

Days 31-60

Assess and
contextualise

Place your programme
against those priorities
and capture why people
travel.

Days 61-90
Engage and act

Meet leaders, agree what
information is useful, and
put one change into
practice.
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Questions

Getting Management Buy-In: Turning your ideas into reality
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- Top Buyer-implemented travel S, e
f“ management strategles of 2026

P

v’
W\
Jabulani Mabuza Joey Kganyago Nicolette Pretorius
Travel Manager Travel Manager: Senior Manager
Rand Water Facilities Management Deloitte
IDC
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Corporate Travel Costs Reconciliation

Jabulani Mabuza
Travel Manager
Rand Water
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RAND WATER

Corporate Travel Management
Strategy:

Corporate Travel Costs Reconciliation
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Corporate travel costs reconciliation strategy

Problem we had:

 Manual invoice allocation / recon

* Invoice recon would take days to finalise or
complete

* Late submission to finance for capturing,
allocation and reconciliation

e  Missed submission deadlines

A\ 4
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Negative impact to business

Distracts / impacts on departments quarterly budgets KPI’s
which then impacts on the overall business budget KPI's

The departments / business units are panelized for not
meeting or achieving their budget KPIs

Incorrect financial reporting as travel costs were not
captured or reconciled on time.

Negative impression on how Rand Water manages travel
costs and reconciliation

A\ 4
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Thought process in fixing the problem

e Having an automated recon system that would
ensure that financial submission deadlines are
adhered to on time.

e Setting a submission deadline to finance after the
card statement has been received to the Travel
Office.

 Ensure that all travel invoices and information
required are available for capturing and reconciled

as per the card monthly statement.
o & 8

A\ 4
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What was implemented to fix the problem?

Having a virtual card used by the TMC that would include i

cost center, internal order, network number, reference
number and GL number per statement transaction (and
preferably with invoice attached)

Monthly virtual card statements to come with excel
version of the statement that include the custom-made
requirements e.g. GL number, cost center, internal, etc.

A\ 4

RAND WATER



The results we have seen

 Travel invoices are reconciled within one day

* Finance submission deadlines are met
 Travel invoices are captured on time.
* Business department’s meet their KPI budgets targets.

* Correct quarterly and yearly financial reporting

%5 B8 N4
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Maybe next steps if there is another layer tothesolutmn ,.

..... Lo L e
- SRR
N — v . e s s e T
° N ° . - . - . % K -i . P .
. L te e e S, SoSee )
: ) . N N - ° e * o . . - . . .
. . RN o R
- ‘ N “. . - aee ' ° . . . .

which will reduce the process of finance submission when travel costs
are processed and will automatically be allocated to their respective
departmental areas.

2 B B 68 \Y4
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----------

THANK YOU!

Head Office: Physical address: 522 Impala Road,
Glenvista 2058, South Africa

Tel: +27 (0)11 682 0911
Customerservice@randwater.co.za \///

RAND WATER
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Managing Personal Development Travel

Joey Kganyago
Travel Manager: Facilities Management
IDC Corporate Travel
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Should Official Business Travel and Personal Development
Travel Be Treated the Same?

Rethinking travel for greater value, not just lower costs.

Official Business Travel Development-Related Travel

The Reality We Face

When organisations face financial pressure,

travel is often the first stop for cost Purpose: Deliver the organisation’s business Purpose: Build skills, knowledge and professional
reductions. objectives. capability.
* Reduce airfare costs ¢ Client engagements ¢ Professional development courses
* Lower ho.tel standards * Sitevisits and operational inspections  Academic programmes / study tours
* Cut subsistence allowances * Project-related travel e Industry conferences and seminars
* Limit conference attendance * Internal business meetings * Skills and technical training
e Tighten travel approval rules * Strategic partnerships
Are we cutting waste — or reducing travel Key question: Is the trip necessary to achieve a business Key question: Is this the rightinvestment — and who needs
effectiveness? objective? to attend?
. s . o One travel policy; differentiated
Should They Be Treated  Not necessarily. Both serve the organisation’s interests, but their approval criteria, expected PONCY;
. . . rules based on purpose and
the Same? outcomes and cost-containment opportunities differ. value
Key Differences The Allowance Question The Bigger Picture
Official Business Travel Development-Related Travel When meals are provided, should the full
i f o tionthe number of
Purpose Business objectives Learning and skill development allowance still be paid? Question the number o
travellers
Who attends? Those directly required for business Selected based on learning needs e Explore virtual
» What does the allowance cover? alternatives
Approval criteria Necessity and expected outcomes Relevance, value and organisational benefit e Are meals already included? e Choose the right
Cost management Efficient travel, accommodation and meeting Manage fees, group rates and unnecessary * Is partofitfor incidentals? conference
schedules attendance e Use a transparent, consistent e Negotiate better rates
— . 0
Value measurement Business outcomes and client engagement Skills gained, certification or knowledge transfer caleulailipn — el 20 Srilany §0% ' Measure return on
investment

1 (13 '?” {3 o e
THE KEY TAKEAWAY Change the conversation from “How much can we cut from travel?” to “How do we get the best value from every travel Smarter decisions.

rand?”

Greater value.
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TMC vs Direct OBT Ownership

Nicolette Pretorius

Senior Manager
Deloitte
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OBT Commercial Contracting Model

Comparison of Reseller and Direct Licensing Approach

RESELLER MODEL DIRECT MODEL

Commercial & Licensing Agreement
CLIENT
CLIENT —> OBT PROVIDER
\

Commercial Contract

Service & Fulfilment

TMC
v
\
Reseller Agreement T™MC

N AN /

* Morethan 8 in 10 travel managers report active initiatives to improve trip management, wellness, and traveller
tech, with mobile trip management close behind expense management as a top investment area.

* On Al specifically, surveyed buyers are split on where it will matter most, but traveller support and trip planning
or booking lead the list, signalling that Al's impact will likely be felt directly by travellers, not just buried in back -
office tools.




Travel Management Company vs Direct OBT Ownership

Advantages

Ownership of travel technology

Full control of travel data

Easier transition between TMC providers

Greater integration with ERP, HR and Expense
platforms

Consistent global travel processes

Stronger negotiating position with travel suppliers
Long-term strategic independence

Realistic Savings

Policy Enforcement & Compliance

Challenges

A\ Higher implementation costs

A Ongoing licensing fees

A Internal support and governance required

/A Longer implementation timeline

/M Dedicated resources needed for system administration

TMC still required for servicing and emergency support

VS

Advantages

Lower implementation costs

Faster deployment

Single supplier accountability

Reduced internal administration

Integrated traveller servicing

Simplified supplier management

Suitable for smaller travel programs

Limited Savings

Limited Control on Policy Enforcement& Compliance

Challenges

/A Higher dependency on the TMC

A\ Potential technology lock-in

/A, Reduced influence over future technology enhancements
/\ Migration challenges when changing TMCs

A Less flexibility for bespoke integrations and reporting




Key Considerations Before Making a Decision

Is travel technology considered a strategic asset?

How important is ownership of travel data?

Does the organisation have resources to govern a travel platform?
How important is future flexibility to change TMC providers?
What level of duty of care and traveller support is required?

What is the projected travel spend over the next 3-5 years?

N o ok w0 =

What is your current online adoption?

Strategic Conclusion:

* Organisations prioritizing long-term flexibility, data ownership and strategic control should consider a
Corporate-Owned OBT supported by a TMC service model.

* Organizations prioritizing speed, simplicity and reduced administration may achieve greater value
through a TMC-Owned OBT solution.



"Is travel technology a service that
should be outsourced, or a strategic
capability that the organisation
should own and control?"
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A WORD FROM OUR SPONSORS
Claude Vankeirsbilck

Chief Operating Officer

TOURVEST

Travel Services
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The Forgotten category - T
Why Ground Transportation
deserves a seat at thg table

Shermen Moodley

Head of Sales
Sani Car Rental
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RENT FIRST
CLASS, PAY
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BRAND HISTORY

O

2002 to 2023

SAFY Group builds Thrifty brand in Southern Africa & Namibia

(21 years of trusted service)
o

October 2023

Thrifty rebranded and becomes SANI Car Rental. A 100% South African Branded entity
O

14 November 2024
New Chapter: Franchise partnership with SIXT (Germany) — launch of SANI SIXT Rent a Car

SANI SiXT



WHEN YOU CHOOSE
SANI SIXT

/' Level 1 B-BBEE supplier.

/7 Over 100 years of leadership experience.

/7 Owned National footprint around SA, Namibia,
Botswana and Mauritius with international
offerings via SIXT.

/7 Complete mobility solution- Eco & Luxury
vehicles, SUV's, Motorbikes, Motorhomes and
more.

/' Customer centric philosophy.

SANI SiXT




How significant is Business ground transportation globally?

$2,018 What is included in the 12%
$1,914
$1.692 $1,800 « Car Rental
$1,468 $1,565 oo « Taxi Services

$1,336 * Uber, Bolt & Ride hailing
$1,027 « Chauffeur & Exec
| | Transfers
|  Employee Shuttles
| | | ‘ |  Rail & Other public
| Y/Y%  -53.8% 5.5% | 47.4% | 30.0% 92.9% 6.6% 8.1% 6.4% 6.3% 5.4% transport for business

trips

$661 9697 |

2019 2020 2021 2022 2023 2024 2025 (e) 2026 (f) 2027 (f) 2028 (f) 2029 (f)

Ground transport
spend (12%):

e = estimate
f = forecast

SANI SiXT Source: 2025 Business Travel Index Outlook GBTA, Rockport Analytics



What is the size of Car Rental in South Africa?

2025 Jan-Dec | AUG YTD CY|AUG YTD PY| VAR |
/o |  4amee7 | 450931 1625186 | 3039773 2360 280 078
INBOUND 441 550 4154 055 2 744 649 2 229 856 916 1495 720 877

OTAL 2359535 | 1581593 | 1550576 | 2% 18782088 | 13131922 | 12532618 | 5%|[ 9172242685 | 6064028060 | 6 166 489467 | -2%)

2025 Jan-Dec Rentals 2025 Jan-Dec Billed Days

INBOUND _
NEOUND
19% CORPORATE INEOUND CORPORATE

[
29% - 24% " Eini “ ‘ . -

GOVERNMENT
Bt

REPLACEMENT HE:ILT:EHEM S REPLACEMENT
- 1654

i = L

Your Companies 10% to 15% of total travel spend contributes to the R9billion.

It is not minor to us;)
SANI SiXT



Where or How can Travel Managers find savings in Car Rental ?

01 Managing the 24 hour clock in car rental
02 Filling up vehicles prior to returning them
03 Reconciling final invoicing to the agreed rate sheets
04 Reconciliation of vehicles booked to car group policies

05 Analysing damage charges versus inclusions or better yet self insuring based on
historic damage data

06 Your Car rental provider should be a partner rather than a supplier to assistin
finding win win solutions.

SANI SiXT



Beyond cost ?

Ground isn't just

MOBILITY

SHUTTLE / BUS

CHAUFFEUR /
DRIVER SERVICE

SANI SiXT




CAN YOU SPOT A CAR? CAN YOU SPOT A HORSE & CART?

MARY
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18331 RE0 28

Easter crowds on Fifth Avenue, New York, circa 1904 Fifth Avenue from Forty-Second Street, with the lions of
the New York Public Library at right, Manhattan, circa
1916
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McKINSEY FORECAST FOR U S MOBILE PHONES BY 2000

~109 MILLION

~900,000

[P ————
Forecast

SANI SiXT



Things Will Change

But the When, What & How are shaped by OEMs and Government Policy
OEMs Government Policy

Vehicle supply, technology, product mix . Regulation, incentives, infrastructure

Regulation and

Vehicle manufacturing legislation

and scale

Incentives and
Electric vehicle ( | tax policy

technology

Charging and
Hybrid and ‘ refuelling infrastructure
ICE options

Transport and

Connected and road policy

Emissions targets
and standards

Vehicle Mix Adoption Path




What Won't Change

The customer’s core requirements

— |, Ly
6
Problem

Booking Checkout Vehicle Support on Rent Return Invoicing Resolution

A seamless, A fast checkout A clean and Swift action in the A warm welcome Transparent and When something
easy-to-understand with or without reliable vehicle event of an on return of accurate invoicing goes wrong, they
& transparent the human touch that matches unfortunate incident the vehicle want somebody
booking process what was booked whilst on rent to fix it as efficiently
(or better) as possible

' We will adapt as Technology and Vehicles evolve to meet the customers core requirements, ———




QUESTIONS?
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Airline Demand

TRAVELP”

K Aaron Munetsi Brian Kitchin Bryan Rufener Claude Vankeirsbilk Monique Cox Steve Egan
"N CEO Franchise Services : Head of Account Chief Operating Officer Sales Manager: Travel Solutions
Airlines Association Divisional Chief Management Southern Tourvest Travel South Africa Executive
of Southern Africa Commercial Officer Africa, Agency Sales Sarvices Airlink SALGA

fastjet Travelport
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A WORD FROM OUR SPONSORS
Min Smith

Director: Corporate Solutions - Business Development
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Showcas
and Round Tables

% DISCUSSIONS SESSION
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Travel Policy: Finding the balance between control and simplicity

Approvals: When does control create a bottleneck?

Trends on Managing Bleisure, and introduction to Flying Carpet Travel
Booking & Content: Simplifying the path from search to trip

Using seamless booking technology to reduce complexity, and Travelit Demo
Hotel Programmes: Rethinking the annual RFP process

Strategically simplifying Payments through Virtual Pay with Mastercard
Trends in BAR versus Corporate Rates, and Peermont updates

Payments & Expense: Removing friction from the financial journey

. Reducing complexity & driving productivity for Travellers and Bookers. FCM & SAM demo
. Technology & Data: Has technology simplified travel... or added another layer?

. Supporting local communities in your Hotel Programme, and Legacy updates

. The Traveller Experience: Removing unnecessary complexity

. Virtual Payments: Beyond the Virtual Card Number with Absa

ANNUAL CORPORATE TRAVEL CONFERENCE 2026
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ROUND TABLE FEEDBACK
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THI @ MBERS THAT GOT US THINKING...

4

Business Trips

Est. 1.84 billion business trips globally per year

Equates to approx. 5 million business trips every day

Even if just 5% of those trips include wasteful traveller behaviour = 252,000 trips per day
92 million business trips per year where small behaviour changes could make a difference

©)
©)
©)
©)

Electricity

o R20 — R50 cost per day per hotel room

o Est. 62 000 — 65 000 hotel rooms in RSA

o Using R 35 x 31 750 rooms (50% occ) = R 1.1 M per day
o 5% used wastefully = R 55 000 per day = R 20 M per year

Food Waste

o One medium-sized property = 2 215 Kg / per year
o 230 hotels from 3 SA chains = 640 000 Kgs per year (640 tonnes!)

Sources: GBTA, Statista, Hotelchains.com, PWC, StatsSA
SA Room Occupancy 2026 = 54.5 pm




ABT
e

Informal Industry Research — Traveller behaviours

Project announcement: ABTA Conference 2025

Industry partners came onboard

Baseline global traveller survey created and launched in May '26

Corporate organisations began distributing it internally

Responses now coming from multiple Global markets
- ‘ o=

R




GLOBAL PARTICIPATION

A South African born, global-first research project,

moving its way WWWM@

REGIONS REPRESENTED

000

i@
TOTAL RESPONSES 9
9 EUROPE
NORTH
AMERICA 9
9 ASIA
9 9 MIDDLE EAST
HiE
LATIN AMERICA AFRICA
COMPANIES ACTIVELY & CARIBBEAN
DISTRIBUTING
THE RESEARCH 9
OCEANIA

16

Thank you to everyone who is contributing to build the first global baseline
on Intentional Traveller Behaviour.

| ONE GLOBAL COMMUNITY. ONE SHARED GOAL.




EARLY
FINDINGS




e 583% 8.2 631%

AWARENESS
GAP HAD GIVEN VERY LITTLE

ACTIVELY SEEK OUT MORE
OR NO THOUGHT
to the cumulative environmental SUSTAINABLE OPTIONS

impact of their everyday when travelling.
travel behaviours.

DIDN'T KNOW OR HADN'T
THOUGHT ABOUT - FOOD
DONATION POSSIBILITIES

through airline and hotel
food programmes.

Our survey reveals a clear

knowledge and awareness gap
around the environmental
impact of everyday travel
behaviours.

o THE ISSUE MAY NOT BE UNWILLINGNESS. IT MAY BE AWARENESS.
e rinoins | 02

THE 879% 617% 46.8%

OPPORTUNITY 2 A

[P Y
When prompted to think ARE VERY OR SOMEWHAT OPEN IDENTIFY THEMSELVES - ALREADY SAY THEY TRY TO
e to making small, practical THE TRAVELLER - BALANCE CONVENIENCE
about their impact, travellers : : :
changes to their travel habits as one of the top 3 parties WITH RESPONSIBILITY
show they are open to change after completing this survey. most responsible for reducing faniteaueiis
and accept responsibility. the impact of business trips. WOCT I aVETHIS

THEY SIMPLY NEED THE KNOWLEDGE, TOOLS AND PROMPTS TO MAKE IT EASIER.

| O ‘ TRAVELLERS AREN'T REJECTING CHANGE. }




KEY FINDINGS m
WH AT DRIVES Our study reveals the key factors
shaping how we travel - and where

TR AVEI_I_ER BEH AVIOUR? small changes can make a big difference.

0
e
O
0% |0 O
GIVE ME THE INFRASTRUCTURE VALUES BEAT PDLICY “JUST IN CASE” DRIVES OVERPACKING
say better access to water refill stations say personal values are what say “just in case” is the main reason
would make it easier for them to most prompts them to think about they pack more luggage than they
reduce plastic use when travelling. their environmental impact - end up using on a work trip.
almost twice as often as company
travel policy (28.6%).
98.4% also said clearer 40.1% are influenced by 34.5% also cite multiple
{:3 recycling signage @ visual evidence of waste dress codes or formal
would help. or pollution. requirements.

MAKE IT EASY. MAKE IT 0BVIOUS. MAKE IT THE NATURAL CHOICE.

Remove friction. Reduce uncertainty. Change behaviour. That’s how we create impact at scale.

Preliminary findings | ITB Global Traveller Survey | Survey remains open
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Traveller Survey: Hotel Survey: Full project White Paper:  Behavioural Shift: Re-measure: Continuous
More unique Intentional Traveller Expected delivery Content, repository  Both traveller survey Industry Engagement:
company collector Behaviour Hotel Q4 2026 / etc distributed to and hotel barometer Webinar, Event
links and wider Barometer 2026 Q12027 industry & travellers to measure shift Session, Focus
global reach Groups

il
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WANT T0 BE
PART A

BIGGER

2,

I Complete the survey o

Request a unique collector link to
benchmark your organisation

Share the survey link on socials and with
colleagues - Especially outside of Africa

PART e

Participate in
future working groups

PROJECT?

©,
@

N
Support development and distribution of =
practical resources 7,
4
%
Become a project champion or partner %%

P




THANK YOU! AT

AFRICAN BUSINESS TRAVEL ASSOCIATION

QUESTIONS?
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Risk Management: ‘

. From \gvar-time insurance clauses g
. to at-risk traveller safety

David Vorster Khulekani Njokweni

S\ N Regional Security Director MEA, MSI Travel Underwriting Manager

AN International SOS Bryte
\ L3

L
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The New Risk Landscape

Simplifying Travel Risk Management in an
Increasingly Complex World

David Vorster

Regional Security Director
Middle East Africa (MEA)

WORLDWIDE REACH. HUMAN TOUCH.




Agenda

Corporate Travel Risk Trends

International Conflicts (Implica-tigns for Africa)

Al'& Business Travel

Traveller Profiles

Risk Management Insights

WORLDWIDE REACH. HUMAN TOUCH.



Risk Outlook 2026 -
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Weather

[ ] Political instability I Confiict &) Important electoral deadlines

E) tség;‘_igg:m regional ™1 mijtancy [} Significant internal tensions
I

WORLDWIDE "Volatility is no longer the exception. It is the operating environment”
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0+ YEARS OF
MANAGING CRISIS

August 2008
Conflict between Georgia
——o and Russia

~o February 2017
Multiple terror atacks in

April 2006

Military infighting and social
unrestin East Timor

July 2006

Israel and Lebanon conflict
August 2020

Beirut explosion, Lebanon

the UK
November 2015 November 2013
April 2010 | May 2010 Coordinated terroratack December 2021 Unrestbegan in Ukraine
September 2001 Ash cloud from lcelan dic in Paris Tensions July 2014
Terrorist attacks in New York, volcano affects Europe November 2018 Ukraine & Russ MH17 passenger Jet shot

Washing DRID CUlGIRGO IS VES IS January 2020 Yellow Vests protests, down in Ukraine
US capitol siege November 2024 France / . -
Spain Extreme e moey
Flooding Coordinated terroratiack
August 2014 November 2020 February 2022 S
Earthquake in California, USA US elections November 2017 Major escalation in the conflict
Political unrest in and related build-up September 2021
October 2012 Spain Ukraine D\ Taliban takeover March 2011, July
Juty 2024 Hurricane Sandyin Greater September 2023 July 2016 Afghanigtan ]
al IT Outage Antilles, Bahamas, eastern Earthquake F ivil unrest an
USA US, Bermuda and eastern 3 Coup atiempt in Turkey conflict in Syria
’ Morocco January 2011
Canada Protests in Tunisia February 2022 March 2003 ——————o0 May 20
June 2017 January 2013 Earthquake
September 2014 ! Deadliest mass shooting Unrestin Algeria Jixkey, July 2014
Hurricane Odile in Los Cabos, — o April2018 on record in Las Vegas Feb. 2011 January 2011 Conflict in I
Mexico BLM Protests, USA Cievﬂ'::'ryin s Political unrest in Egypt Gaza
October 2022 & August 2023 p S April 2015
Hurricane lan & Idalia Al.lg.l.s(2019. : T December 2021 /—0 Insa{{gency o Ne pal earthquake
USA Nove mber 2018 Hurricane Dorian hits Impact of sanctions Mobilisation of Northern Iraq
Camp Fire wildfire in Bahamas Mali armed groups
January 2010 Calforni 202 round Tripoli
i i August2021 fornia arour ip:
Earthquake in Haifi Coup Libya NS e
Anti- go unrest O January 2011 Niger January October 2023
Cuba March 2024 & July 2021 2004, Terror & October
u K Unrestin Cote August 2020 2023 & i December 2004
¢ Political unrest & ' e et 2t N b attacks in 2024 r
" ) d'lvoire Co Mali lovember 3 Earthq uake d t:
ick | 1 o up in Mali 2023 Khobar, Saydi Conflict Major August2024 arthquake and tsunami,
Hatti p 200 o Coup Sudan Arabia Esclation Social Unrest IEEm @eezn
June 2024 Anti-government (Israel, Hamas Bangladesh
Hurricane Beryl Pro®estin Guinea 1o oh 2012 & Hizbullah)
Windward Islands Coup in Mali Middie East 4Se|.:vteml:;er2023
—0 July 2024 November :;c;lntll(r;rest
Election - Civil September 2021 2021
Unrest Venezuela ~ Coup Escalating September 2014
Guinea February 2008 nflict Yemen Civil conflict
June 2022 & Jan 2024 ——o Re bel advan ce owen
Anti-government unrest & gang violence the capital in Chad
Ecuador 20
January & November oy, February & March 2011
D 20228 ) 20411y ;2013 Burkina Protests in Bahrain
January 2023 Reglmg change and Faso December 2013 August 2003
Social unrest unrestin Eqypt Coup in South Sudan September 2004
Peru South Sudan conflict &July2009
August2024 July 2016 Terrorist attack in
September 2002 Presidential & Conflict in South Sudan e nbnesia
MNatural disasters opwgrdg, cil gonflict parlamentary
in Céte d'lvoire elections September 2013 January 2019
! 2019 Zambia Terrorist attack in Coordinated terror
™ = Nairobil Kenya attack at the DusitD2
. Political unrest and conflict Social unrestin Chile August 2021 e October 2002
éunl::,‘:jzg RS gou h Am?a . July 2021 g_epte_m ﬁ 120 1b°' © Terrorist atack in Bali,
insurgenéy agd clashesin LA Rigts andicotng ogiigegre Il
. Terrarism Northwest Nigeria Bl
February 2011

March 2013
Coup in Central African
Republic

WORLDWIDE REACH. HUMAN TOUCH.

February 2014
Floods in Mozambique
March 2019

Cyclone Idai hits
Mozambique

Earthquake in
Christchurch, New
Zealand

INTERNATIONAL
SOS

November 2008
Terrorist attacks in
Mumbai, India

January - August 2013
Unreston the Korean
Peninsula

September 2014
Protests in Hong Kong

March 2011
Earthquake and tsunami in Japan

August2019

Hong Kong Protests
October 2013 - May 2014
Unrestand coup in Thailand

October 2011
Floods in Bangkok

December 2022
Geopolitical tensions
South Korea

February 2020
Military takeoverin
Myanmar

December 2021
Typhoon Odette
Philippines

January 2013
Flooding in Indonesia

November 2021
Anti-government unrest
Solomon Islands

May 2024
Social Unrest
New Caledonia

INTERNATIONALSOS.COM



US - Iran Conflict
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WORLDWIDE REACH. HUMAN TOUCH.

YEMEN

INTERNATIONAL a
505

Key Implications

Airspace restrictions and
routing changes

Strait of Hormuz disruption
risk

Increased threat environment
across the Gulf

Energy market volatility
and downstream business
impacts
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Al Integration into TRUSTED INTELIGENCE W=y
& DECISION-MAKING =

THE ENGINE THE CRAFT
| |
STRUCTURE: PHILOSOPHY:
Strategically placed Intelligence Specialists, Emphasis on verification and assessment gence alerts per
Lead Analysts, Intelligence directors Human-in-the-loop — technology enabled, human
>20 nationalities; backgrounds in government, delivered intelligence Weekly Security For:
military, NGOs, policy and private security Analytical rigor
24/7T GTMCs in LON & SYD producing All-source fusion — blend of human, open and onthly Security F
tactical/real-time intelligence other sources
LSC's producing operational and strategic Client-centric — focus on impact to people and
forecasting intelligence operations

Collocation & integration with security assistance Outlook oriented — forward looking to drive decisions

TOOLS: APPROACH:
OSINT & SOCMINT tools Comprehensive onboarding and recurrent trai

Strategic partnership with Factal 24]7 security edltgr team : :

Focus on HUMINT Nuanced, locally .|nformed !ntelllgence
International SOS staff in 90+ countries Strugt.ured analy.tlcal techniques

Wide network of security providers and stringers Apolitical analysis ,

Info sharing networks — OSAC, DSAC, etc. Client feedback and quality assurance pr

by strong

WORLDWIDE REACH. HUMAN TOUCH.



What is Your Traveler Profile .=

Age
State of health
Gender
Race
When a Team Travels to a High-Risk  When Executives Fly to Emerging When NGO Staff Move Between Risk . .
Destination Markets Zones National |ty

Sexual orientation
Travel experience

Knowledge of / experience in the
destination

Access to support
When Travelers May Encounter When a Traveler Has Pre-Existing When a Student Calls an Assistance

Elevated Cultural or Legal Risks Health Conditions Center for a Pre-Trip Briefing Employe r/nature of business

Q..

NA

WORLDWIDE REACH. HUMAN TOUCH. 82




TRAVEL RISK MANAGEMENT INSIGHTS TS0
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Egﬁﬁ";‘[yemfo Additional 8. Validate trip Check-invia  Receive Rece_ive\ = Emotional
i P il briefing via approval via Assistance alerts via special support
. Assistance TravelReady App email/SMS advisory
Advisory/App
Centre
%) P 1 — o
5 RISK ASSESSMEN RISKMITIGATION { INCIDENT MANAGEMENT RECOVERY
T} e
<
Z 0 ... o -
=
Risk review via Prepare/ Notify via email / SMS Locate via
ManagerView monitor via ManagerView
Tracker

WORLDWIDE REACH. HUMAN TOUCH.




Supporting Travel Companies —,

2,900+ 9,000 5 Million+
TI;Z\;tenl e:ﬁr\gre]ir;)c;y Clients Supported Subscribers Supported
170+ Countries 46,700+
T™MC Travel Data Fee

partnerships Integrations

WORLDWIDE REACH. HUMAN TOUCH.
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The Future of Travel Risk Solutions

» Transform Duty of Care from policy into action
» Automate traveler risk compliance

 Deliver pre-trip intelligence & advisories

» Monitor traveler exposure in real time

» Support clients through disruptions and crises

WORLDWIDE REACH. HUMAN TOUCH.
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Questions
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%Bryte

Demystifying Travel Insurance

Partnering with Purpose

Bryte Insurance Company Limited
Friday | 16 October 2026




Choosing the right model

The best model is the one that fits how the organisation Ask four questions

travels
How frequently do employees travel?

Per-trip business policy

Best suited to occasional or lower-volume travel Who travels and where?

Annual corporate policy What governance and reporting are
Consistency for frequent and higher-volume travel required?

Bank card insurance What protection does the business

Convenient, but activation, conditions and limits expect?
matter

Key takeaway: Choose for certainty and
fit, not price or convenience alone




Assumptions that create gaps

What the corporate travel value chain must
clarify before departure:

“My company card covers everything.”

“All destinations are automatically
covered.”

“My medical aid covers me worldwide.”

“l can buy cover after a risk becomes
known.”

“Travel insurance automatically covers war
and hostilities.”



Destination risk changes

Insurance supports the decision but doesn’t make the
decision.

The organisation makes the travel decision. Insurance
is one control.

Understand the exclusion

Check official advisories

Establish when the risk became known
Assess the trip before departure

Apply alternatives where necessary



A travel programme that works

Five shared actions that reduce friction

 J  J o o  J
Consolidate Align Confirm Educate Review
Reduce fragmented Match cover to travel Establish who is Give clear pre-trip Reassess
insurance policy and risk profile covered, when and and emergency destinations,
arrangements how the cover information advisories and travel
activates patterns

Key takeaway: The goal is not more insurance. It is fewer assumptions and faster access to help.
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Travel in the News Headlines - Industry Leaders weigh in

Barry Painting Dave Milne Irene Ferreira Lue Ebrahim
Managing Director Group Hospitality Executive Chief Operating Officer Business Development
Tourvest Travelit Peermont Hotels, Reynolds Travel Manager
Casinos and Resorts Woodford Car Hire

Min Smith Phale Naake Thinus la Grange
Director: Corporate Solutions Director Strategic Procurement Regional Travel Manager Africa
Business Development & Government Travel Services BAT
Mastercard Treasury

ANNUAL CORPORATE TRAVEL CONFERENCE 2026




When Al takes over rebooking decisions

14 Sep 2026 - By Tylin Moodley

News articles sourced from Travel News by TNW & Businesstravelexecutive.com



Corporates get stricter on e-hailing
_ zy |

8 Sep 2026 - By Tylin Moodley

l
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News articles sourced from Travel News by TNW & Businesstravelexecutive.com



i | = ny :
Could algorithms change who owns the Agents urged to strengthen payment
customer? security

4 Aug 2026 - By Kiran Molloy 30 Mar 2026 - By Kiran Molloy

~ News articles sourced from Travel News by TNW & Businesstravelexecutive.com



One-Third of Corporate Hotel Programs Used

Al in Most Recent RFP Cycle, Says GBTA

Survey
{post_excerpt: 25}

Written by: Harvey Chipkin Published on: June 29, 2026 o ° e o /

Hotels rethink agent rate deals

10 May 2026 - By Kiran Molloy

News articles sourced from Travel News by TNW & Businesstravelexecutive.com



ESG reporting a major gap for TMCs

13 Apr 2026 - By Tylin Moodley

News articles sourced from Travel News by TNW & Businesstravelexecutive.com



“Agents forced beyond GDS for cheaper
fares

0 12 Aug 2026 - By Tylin Moodley
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