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Foreword

This is the seventh year of the collaboration between IRF and the SITE
Foundation on the Incentive Travel Index, formerly the Incentive Travel
Industry Index. With research partner Oxford Economics, the organizations
have again created an indispensable annual report on the state of incentive
travel, providing data on current and future evolution.

The 2025 online survey, fielded globally from May to July 2025, was
customized for five distinct incentive travel professional roles:

» Corporate end user

Destination management company (DMC)

Destination marketing organization (DMO)

Destination supplier

Third-party agency (incentive travel agency)

Over 2,700 incentive travel industry professionals, representing 19 industry
verticals, and 85 countries, participated in the survey.

For the latest on the Incentive Travel Index, see incentiveindex.com.

Sponsors

INCENTIVE TRAVEL INDEX SPONSORS

CHAMPION

FOR THE STAY"

bishop-mecann %m‘ 5 0T ﬂnNn Hilton

/

—_
N FUTT TANGO

CCOR

IMEX  (Prezzeett


http://incentiveindex.com

-xecutive Summary



EXECUTIVE SUMMARY Incentive

INCENTIVE TRAVEL INDEX - 2025 SURVEY HIGHLIGHTS Travel Index

Expectations of incentive travel activity in two years for buyers, by industry

The Business of Incentive Travel \ (Share of buyers reporting 2027 activity above or significantly above 2025 levels)

Pharmaceuticals and

48%
. . . a0 health care
Expectations of incentive travel activity versus 2025
Direct selling to o
(Share of respondents) iy o 45%
Below m About the same Above
Finance and insurance 42%

Next Year (2026) 13%- 27% All other sectors 41% 75%

Agree the value of incentive

z ' Technology 39% _
travel is as strong as ever, but
Two years out (2027) m%- 37% Automotive 38% the business of incentive travel
gets tougher every year
Manufacturing 28%

(Share of buyers reporting next year activity

above survey year levels) Most frequently used business pricing models

(Share of incentive travel houses)

APAC
52%

Rest of World

1

X 2025 survey (o)
25% A e 59% (all respondents)

2% Unsure whether the major incentive agencies

North America

Western Europe

in their market will transition to an open-book
pricing structure over time
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INCENTIVE TRAVEL INDEX - 2025 SURVEY HIGHLIGHTS Travel Index

Program Costs and Budgets \ Expectations to increase spend per person to improve programs
\‘ (Share of respondents choosing ‘improving programs’)

Average incentive program cost per person
38%

DMC
< $5,100 By 2027, more than one-third of
0‘,0“?’@‘ 36% respondents expect program
u‘"o*e/ ‘ AL ] improvements will increase the
$4,900 26% 25%
) (o \ level of spend per person
Share of worldwide buyers 0
reporting spend per person at Supplier ;
530001085000 (themost D
frequently cited range) Two years out (2027)
m Next year (2026)
2024 2025 Changes in key budget drivers in 2026, top three
(Share of buyers expecting an increase or decrease)
North
Ao $6,000 Increase Decrease
Global 49% 1 ﬁ 28%
Average ..
Hotel Gifting
APAC $4,300 ()
o 46% 2 59 25%
v@irfé $4,000 Airfare Talent, décor, entertainment
Western (o) O\ (0]
Europe 53200 45 A) 3 {Q/Qx 23 /0

Food & Beverage Number of attendees



EXECUTIVE SUMMARY Incentive

INCENTIVE TRAVEL INDEX - 2025 SURVEY HIGHLIGHTS Travel Index

Program Inclusion and Design \ Traditional incentive programs remain popular

Destination must haves

(Share of respondents) 2-in-5

A% Traditional incentive travel is Agree there will be an increased use of
traditional, qualification-based sales incentives

Direct air access

alive and well, even as many

Top tier accommodations 34% buyers dO not see increased
Certain aspects of a interest in broader company- 44%
Presence of a good DMC destination are wide events. Disagree that there will be more inclusive
essential during the company-wide trips, without specific
Bucket-list name recognition selection process qualification criteria

Activities with historical or cultural
significance

Group cultural sightseeing experiences

Destination disqualifiers
(Share of respondents) Group dining experiences

Activities that promote relationship-building

Personal safety 47% There are numerous -
. . ene
factors that can reetime Activities key to a
Difficult air access 40% disqua“fy a Award celebrations successful program
destination from Luxury travel experiences/'bucket list' (Share of respondems)

Geopolitical factors 38% consideration Team-building activities

Corporate Social Responsibility (CSR)

Inadequate local infrastructure 27% L .
Activities promoting wellness

Golf

Cost 22%
Other




EXECUTIVE SUMMARY
INCENTIVE TRAVEL INDEX - 2025 SURVEY HIGHLIGHTS

Destination Selection

69%

Buyers seeking destinations
they haven't used before

63%

Have booked a new destination
not used previously for
programs occurring in the next

two years (2026 and 2027)

Top destinations under consideration, by region
(Share of buyers not using but willing to consider)

North
America

Oceania
South America

South Asia

33%
31%
31%

Western

Other Middle East

Mexico

Europe

Central America

33%

Central America

Caribbean

APAC

South America

Rest of

Other Africa
West Africa

World

Hawaii

29%
26%
25%

Percentage of respondents not using each destination

Destination use planned by buyers across regions
(Share of buyers by region for top three increase usage areas)

.8 Caribbean 7/ NG
§ é Western Europe . 39% L R

< Mexico 13N 25%
c o, Western Europe 02 41% | 52%
% § Emerging Europe ) 32% | 48%
=" Southeast Asia K 26% |

.,  SoutheastAsia 6% 56%

< Northeast Asia 5% 46%

= Gulf States &Y 19% LA

Emerging Europe 8 56%

Northeast Asia

Rest of
World

South America

I 29%

Less than in 2025

45%

S 33% L el

Percentage of respondents planning to use each destination

B Same amount as in 2025

More than in 2025

Incentive

Travel Index

Long-haul travel remains an option for incentive programs

Don't belong to a company
that has a limit that prevents
use of long-haul destinations

Disagree that qualifiers
will one day shun long-
haul travel in the name of

climate change

See distance as a disqualifier
when considering a
destination for an incentive
travel program
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Challenges \\ Recent events have diminished the US’s appeal as a destination

Incentive travel professionals face short- and long-run Concerns around political events, travel restrictions, and shifting DEI policies
challenges, with inflation cited the most. International are making the US a less attractive destination for incentive travel.

instability has grown in significance as a short-run
challenge, rising to 30% compared to 18% in 2024.

70% 65% 46%

Believe recent political events Think that the complex visa Believe shifting views around
Top Future Cha"enges will result in a decline in inbound process and travel restrictions DEl and LGBTQ are making the
(Share of respondents) incentive travel activity are making the US a less US a less attractive incentive
; attractive incentive destination destination

Short-run Long-run

[/ Rsingcoss 200 £0%

é International

N instability 30% 23%

Incentive travel will need to adapt to stay relevant
(Share of respondents)

The incentive travel industry
must become f.ully' . oo I
customizable or it will

become obsolete

49%

Incentive travel is competing ., 1. 0 . .
Agree political considerations with cash compensation 26% Report that incentive travel
are first and foremost in plans is not at all integrated with
HR initiatives
for 2026 and 2027 Incentive travel programs are
increasingly becoming far 37% WA 36%
too predictable

m Disagree Unsure m Agree
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Incentive
Travel Index

Evolution of Incentive Travel

Younger generations have different views and
preferences on incentive travel; however, traditional

incentive travel is not obsolete.

Perceptions of younger generations of qualifiers

(Share of respondents)

Younger generations of qualifiers are

more likely to refuse an incentive trip if

the destination doesn't align with their
personal values

Younger generations of qualifiers see
incentive travel as an entitlement and
not a reward

Younger generations of qualifiers
would rather see Taylor Swift than

Traditional group incentive travel is

irrelevant to younger generations of 479

qualifiers and will be obsolete within a °
decade

Disagree

21% %
32% 20%
Hawaii

34%

W Unsure

9%

56%

@ <5

Microsoft
Copilot

ChatGPT

Content creation

Destination research and

(Share of respondents) planning
Program design and scenario
modeling

Participant communications

Personalization of participant
experiences

Supplier sourcing and RFP
creation

Budgeting and cost optimization

Risk management and
contingency planning

Most-used Al platforms for incentive travel-related tasks
(Share of respondents using Al daily, weekly monthly, or occasionally)

Canva Magic
Studio

4

Google
Gemini

17%

Not currently
using Al
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A global survey to understand incentive travel

Buyers

* Incentive travel end-users
 Incentive travel agencies

Sellers

« Destination management companies (DMCs)

« Suppliers (hotels, cruise lines, venues)
« Destination marketing organizations (DMOs)

Terms

« Incentive travel corporate program owner (e.g., end-user)

* Incentive travel agency (e.g., incentive house, third party planner, independent
planner or other intermediary)

« Destination management company (e.g., DMC coordinating local on-site
implementation)

« Supplier to the incentive market (e.g., hotels, cruise lines, venues,
transportation companies, AV companies, décor companies)

« Destination marketing organizations (e.g., DMO or convention & visitors
bureau)

2,708

total survey respondents

1,390

complete survey responses

1,232

buyers across 19 industries

85

countries represented by survey respondents

May to July 2025

online survey period




The survey reflects incentive travel buyers and sellers

A balanced, 360-degree view of incentive travel Respondent roles

(Share of respondents by role)
Incentive travel comes to life through an extensive,
collaborative network. The [Tl is based on a balanced view
of sellers (57%) and buyers (43%).

Incentive Destination Incentive
5 elud Travel House, Management Travel
ers include: .

e el 34% Companies, 21% Program
« Incentive travel house organizing events on behalf of Owner,
client organizations 12%

* Incentive travel program owner sponsoring events on
behalf of their organization
Sellers include:
« Suppliers to the incentive travel market (e.g., hotels,
cruise lines, venues, transportation companies)
« Destination management companies (e.g., DMC
coordinating local on-site implementation) DMOs, Other,
0 %
« Destination marketing organization (e.g., DMO, 6% 5%

convention and visitors bureau, national tourism office)

I1. Please select the role that best describes your involvement in incentive travel
Response base: n = 2,708 respondents



Balanced respondent base provides global perspective

Global response base with strong
representation of North America

In total, 46% of respondents are based in North
America. The share of respondents from Western

Europe is 21%, with 15% from Asia-Pacific (APAC).

The Rest of the World made up the remainder of
respondents (18%).

M1. Where is the organization for
which you work based?
Response base: n = 1,404 respondents

Location
(Share of respondents)
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e
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Finance, insurance, and tech top the industries served

Finance and insurance is a primary industry Customer industries
for incentive travel programs (Share of buyers indicating a top three rank)

Finance and insurance is the most important industry Finance and insurance | 51%
(rank 1) for 24% of buyers. Also 51% of buyers rank Technology - | —— 42%
the industry in their top three client sectors. Pharmaceuticals and health core - INEEG_G_— 36%
Automotive sales and distribution | RN 23%
Manufacturing [ NN 23%
Professional services | IS 17% mRank 1
Direct selling to consumers | NN 16% m Rank 2
Fast-moving consumer goods [N 13% Rank 3
Automotive parts and service 1IN 11%
Construction [N 11%
Retail [N 9%
Energy, engineering, and electrical services [l 8%
Hospitality IS 7%
Agriculture [l 6%
Luxury goods |l 6%
Logistics, including transportation |l 6%
Media and entertainment [l 5%
Education | 5%
Other, please specify Il 5%

0% 10% 20% 30% 40% 50% 60%

MS5. For which of the following industry(ies) does your team primarily organize incentive travel programs?
Rank 1 is most important; label is % of all buyers choosing sector in top three
Response base (Buyers): n = 507 respondents



Business of Incentive Travel




Incentive travel is a vital part of business events

Many in the sector handle classic incentive travel

programs as well as broader business events

Incentive travel is a cornerstone of the business
events sector, especially for buyers and DMCs. For
41% of these respondents, incentive travel accounts
for most (more than 50%) business events activity,
and for 19%, it exceeds 75%

While incentive travel represents a smaller share for
suppliers, 25% still rely on incentive travel for the
majority of business events.

41%

Share of buyers and DMCs reporting
incentive travel accounts for more than
50% of business events activity.

Classic incentive travel programs as share of business events handled

(Share of respondents)

30% m Buyers and DMCs

23%  23% 299, 22%

16%
12%

0%-10% 26%-50% 51%-75%

11%-25%

m Suppliers

19%

76%-100%

12a&b. Considering the business events activity that your team handles in a typical year, what share

are classic incentive travel programs? (excluding ‘don’t know’)

Response base (buyers and DMCs): n = 1,526 respondents; (suppliers): n = 537 respondents



When quoting clients, the percentage-based pricing model is

most popular

Most incentive travel houses are uncertain over
the transition to an open-book pricing structure

The most popular business/pricing model when quoting
clients for an incentive travel program is the percentage-
based model — utilized by 31% of respondents. This
pricing model is based on management fees calculated as
a percentage of the total aggregate cost of the program.

The open book approach, which is based on billable hours,
is employed by 20% of incentive travel houses. However,
59% of respondents are uncertain about the wider
adoption of this approach, with only 28% agreeing that the
transition will take place.

The hybrid model, a combination of two or more defined
models, is used by 19% of respondents.

59%

Unsure whether the major incentive agencies in their market
will over time transition to an open-book pricing structure.

(S5 - Response base: n = 1,446 respondents)

Typical business pricing model
(Share of incentive travel houses)

Percentage-based 319

model
Open-book approach _ 20%
Hybrid model _ 19%
Fixed fee model 13%
Per-person fee 11%

Commission-based

model S

S°

Other 2%

S16a. What is your typical business/pricing model when quoting clients for their incentive travel program?
Response base (incentive travel house): n = 381 respondents




Many expect stronger activity in the coming years

Optimism is strongest among DMOs Expectations of incentive travel activity, by role
(Share of respondents reporting activity above or significantly above 2025 levels)

Across roles, many respondents expect incentive 56%
travel activity to be higher than 2025 levels by 2026, DMO
with a larger share expecting higher levels by 2027.
The majority of DMOs (56%) anticipate greater
incentive travel activity levels in 2027 than in 2025.
49%

In the 2024 survey, suppliers were most optimistic DMC
followed by DMCs, whereas in the 2025 survey,
optimism was greatest among DMOs.

44%

Supplier
m Two years out (2027)
37%
Buyer m Next year (2026)
27%

G1. Level of incentive travel activity compared to 2025, in terms of the number of people?
Response base: n = 2,063 respondents




Most expect similar levels of incentive travel activity next year

In most instances, the majority (more than Expectations of incentive travel activity compared to 2025, by role
50%) of respondents expect incentive (Share of respondents)
travel activity to remain the same next year

m Below About the same m Above
Few respondents expect incentive travel activity to fall

below 2025 levels, however, a significant share Next vear (2026) KX
believe the level of activity will remain the same over % y ( ) .
ecomnoveEn = Two years out (2027)
Among buyers, the majority expect the levels of
incentive travel they are involved in to remain around 0
2025 levels in both 2026 and 2027. % Next year (2026) (9% 347
= Twovyearsout (2027) KD
0 Next year (2026) BEWAZ
Q
Q
&a  Twoyearsout (2027) BEEXA
. Next year (2026) [EER
>
5
M Two years out (2027) HEEA

G1. Level of incentive travel activity compared to 2025, in terms of the number of people?
Response base: n = 2,063 respondents



APAC buyers most optimistic

The APAC region (Asia-Pacific) is most
expectant of a rise in incentive travel activity
versus 2025

In APAC, 32% and 46% of buyers anticipate an

increase in incentive travel activity in 2026 and 2027
compared to 2025, respectively.

Meanwhile, fewer respondents in Western Europe,
expect an increase over the next two years.

Expectations of incentive travel activity for buyers, by region
(Share of buyers reporting activity above or significantly above 2025 levels)

46%
APAC

46%
Rest of World

36%
North America

m Two years out (2027)

29% o Next year (2026)

5%

Western Europe

G1a. Level of incentive travel activity compared to 2025, in terms of the number of people (qualifiers,
guests, and other participants)?
Response base (buyers): n = 984 respondents




Further into recovery, growth optimism moderates

A smaller share of respondents in 2025 Expectations of incentive travel activity for buyers next year, by region
expect stronger activity for the coming year, (Share of buyers reporting activity above or significantly above survey year levels)
compared to the prior survey

The period of initial gains post-pandemic is passing 32%
as expectations for a pickup in future incentive travel APAC
activity (next year) have moderated across buyers in

all regions, except Western Europe.

52%

Momentum has slowed significantly in APAC as 32%

of buyers in 2025 expect incentive travel activity to Rest of World
increase the following year, compared to 52% in 2024

who had expected an increase the following year.

30%
41%
Three-in-four survey respondents point to the fact

[0)
that incentive travel is as strong as ever, but the North America 29%
business of incentive travel gets tougher every year. 38%

795%

Agree the value of incentive travel is as strong as ever, but the
business of incentive travel gets tougher every year.

m 2025 survey

25%
23%

Western Europe 2024 survey

(S5 — Response base: n = 1,446 respondents)

G1a. Level of incentive travel activity compared to 2025, in terms of the number of people (qualifiers,
guests, and other participants)?
Response base (buyers): n = 984 respondents



Pharma and health care industry most optimistic

The pharmaceuticals and health care industry
is most expectant of a rise in incentive travel
activity versus 2025

The pharmaceuticals and health care and direct
selling to consumers industries are the most
optimistic, with close to half of buyers anticipating a
rise in activity in the next two years.

In contrast, the manufacturing sector remains the
most cautious, with fewer than three in ten expecting
arisein activity over 2025 levels.

Expectations of incentive travel activity for buyers, by industry
(Share of buyers reporting activity above or significantly above 2025 levels)

Pharmaceuticals and
health care 39%

31%
32%
30%
31%
289 M Two years out (2027)
‘% m Next year (2026)

G1a. Level of incentive travel activity compared to 2025, in terms of the number of people (qualifiers,
guests, and other participants)?

Response base (buyers): n = 984 respondents

48%

Direct selling to
consumers

Finance and insurance

All other sectors

Automotive

Manufacturing




Most DMOs market incentive travel at major trade shows

DMOs adopt different methods when Method of incentive travel marketing for DMOs

marketing incentive travel (Share of respondents)

For DMOs, attending major industry trade shows is Attending major event _ 879
the top marketing method (82%). Other popular industry trade shows ©
tactics include attending niche events for incentive

Attending events specific to

travel (70%) and sponsored site visits (64%). incentive travel 70%

Sponsored site visits 64%

Dedicated staff person _ 379
deployed on incentive travel °
Signature destination video _ 339

for incentive travel ©
Incentive house road shows _ 33%
Specialized collateral _ 32%

Other way - 10%

16. How does your organization market the destination for incentive travel?
Response base (DMOs): n = 115 respondents



DMOs experience a range of incentive travel activity levels

Incentive travel is an important segment for Share of business events in a destination as classic incentive travel programs
many destination respondents (Share of respondents)

DMOs work to attract both leisure and business
travelers, with incentive travel forming a key segment
of business events. In fact, over one-third (34%) of 34%

DMOs report that 11-25% of all business events in the
destination are for incentive travel. 29%
21%
12%
4%

0%-10% 11%-25% 26%-50% 51%-75% 76%-100%

I4. What is your best estimate of the classic incentive travel share of business events in your
destination in a typical year? (excluding ‘don’t know’)
Response base (DMOs): n = 117 respondents



Program Costs and

Budget



Average spend per person varies across buyers

Programs demonstrate a wide range of
spending levels

Buyers reported program spending ranging from less
than $1,500 to more than $10,000 per person. The
greatest level of activity (26%) was reported occurring
in the range of $3,000 to $5,000 per person.

Globally, spending on incentive travel programs is
increasing as the global share of programs greater
than $5,000 grew from 41% in 2024 to 47% in 2025.

North American buyers reported higher per-person
spending than the global average, with 59% of
programs exceeding $5,000 per person compared to
47% globally.

Note: Spending per person is defined as total program
cost in US dollars divided by the number of people,
including qualifiers and guests in the count of people.
Total cost includes air transportation, management
fees, taxes, and other fees.

Incentive travel spend per person for buyers, by region
(Average spend per person range)

Global Average - $5,100 average spend

'sto0c0 I "~

S -

e
ot I
L

Under S1,500

9%

North America - $6,000 average spend

16%

17%

26%

26%

13%

IS%

G10. Distribution of incentive travel programs in 2025 by spending per person

Response base (buyers): n = 764 respondents



Average spend per person increased 4% to $5,100 in 2025

Average spend per person topped $5,100 in
2025

In 2024, the global average spend per person for an
incentive travel program was $4,900. In 2025, average
spend increased 4% to $5,100 per person.

Growth in incentive travel spend per person of 4%
may be compared to the Oxford Economics 2025
forecasts of overall price inflation of 3.5% and global
business travel spending of 6.4% (nominal).

Incentive travel spend per person for buyers
(Average spend per person)

$5,100

2024 2025

G10. Distribution of incentive travel programs in 2025 by spending per person
Response base (buyers): n = 764 respondents




Average spending by North American buyers was $6,000

Global average boosted by American buyers Incentive travel spend per person for buyers, by region
(Average spend per person)

North American buyers reported the highest spend

per person in 2025 at $6,000, and is the only region North $6 000
above the average.* America !
Spending on incentive travel as reported by APAC

averages $4,300. This was followed by average Global

program cost in the Rest of World at $4,000 and A oba _ $5"| 00

Western Europe at $3,200. verage

Share of worldwide buyers reporting spend per
person at $3,000 to $5,000 (the most frequently
cited range) Western
: . Europe $3,200
*North America has a strong weighting on the

average as its share of the respondent base is 41%.

G10. Distribution of incentive travel programs in 2025 by spending per person
Response base (buyers): n = 764 respondents



Per person spend in the tech industry was $5,500

Spend per person for technology, Incentive travel spend per person for buyers, by industry
pharmaceuticals and health care, and finance and (Average spend per person)
insurance are higher than the overall average

euyersinthe echnology sector report he ighest recnolocy | <5500

average per person spend by industry in 2025 at PR fical
armaceuticals
5,500.
S andneaticore . TR 500
The pharmaceuticals and health care industry - d
insurance $5,200
Automotive _ $4,900
Direct selling to _
consumers $4'900

G10. Distribution of incentive travel programs in 2024 by spending per person
Response base (buyers): n = 764 respondents



Highest tier programs are more than double the cost of others

Average spending on highest tier programs was Incentive travel spend per person for buyers, by tiers
$9,000 in 2025 (Average spend per person)

Average spend per person on the highest tier

programs was $9,000 in 2025. Other programs were Highest tier
less than half the average spend of the highest tier, as program
broad participation programs averaged $4,300,

followed by typical channel programs at $4,100.

$9,000

Among buyers, 47% believe that there will be more

use of tiers when planning incentive travel programs Broad
in the future. participation $4,300
program
m Disagree No change m Agree
O & Typical channel
47 76 yP $4,100

program

Agree there will be more use of tiers within the incentive
program in the future.

(D7 — Response base: n = 555 respondents)

G12. Please indicate the typical spending per person within your planned incentive travel programs this
year (2025) by program type.
Response base (buyers): n = 514 respondents



Many expect growth in per-person spend to match inflation

Fewer respondents in 2027 expect program
cuts than in 2026, as the share seeking to
improve programs increase

Many respondents expect spend per person to match
the rate of inflation next year and two years out.

Compared to 2026, the share of respondents
expecting spending increases to match inflation in
2027 falls as more expect increases due to improving
programs.

Expectations of spend per person, by role
(Share of respondents)

m Trimming Programs  mMatching inflation ~ mImproving programs

5 Next year (2026) 28% 49%
a
S
?  Two years out (2027) BEE¥A 49%
Next year (2026) 23% 54%
O
>
[
Two years out (2027)
_ Next year (2026) 25% 50%
=
m
Two years out (2027) BENEA 47%

G9. Level of spending per person compared to 2025? (excluding ‘unsure’)
Response base: n = 1,429 respondents

23%

34%

23%

25%

36%




Program improvements to raise costs

By 2027, more than one-third of respondents Expectations of spend per person increasing due to improving programs, by role
expect program improvements will increase the (Share of respondents choosing ‘improving programs’)
level of spend per person

(0]
Over the next two years, program improvements are 38%
anticipated to play a greater part in per person DMC o
spending growth. 23%
By role in incentive travel, more DMCs believe
program improvements will be the main contributor
to per person spend growth. 36%
Buyer
25%
34%
Supplier
23%
m Two years out (2027)

m Next year (2026)

G9. Level of spending per person compared to 2025? (excluding ‘unsure’)
Response base: n = 1,429 respondents



Western Europe leads, North America lags in plans to
boost per-person spend

Western European buyers are most likely to
increase spend per person due to improving
programs in the coming years

Travel professionals around the world anticipate a
rise in per-person spending for incentive travel over
the next two years, led by Western Europe where the
majority of respondents (53%) expect an increase
within the next two years due to improving programs.

In contrast, North American planners are more
conservative in outlook, showing a less pronounced
readiness to raise budgets on a per-person basis, with
costs already ranked highest globally.

Expectations of spend per person increasing due to improving programs, by region
(Share of buyers choosing ‘improving programs’)

93%
Western Europe

41%
Rest of the World
39%
APAC
33%
i | 31%
North America 039 ~ MTwo years out (2027)
m Next year (2026)

G9a. Level of spending per person compared to 2025? (excluding ‘unsure’)
Response base (buyers): n = 636 respondents



Hotel price increases in 2026 are expected by 49% of buyers

Increases expected in key budget drivers

Nealy half of all buyers expect spending on hotels to
increase by 2026, followed by increases to air, food

and beverages, and then activities.

Anincrease in the number of attendees in 2026 is
expected to drive budget changes among 25% of

buyers. As a result, budgets in 2026 are likely to be

driven more by prices than demand.

Incentive Travel Index

Increases in key budget drivers

(Share of buyers who see an increase or large increase)

Hotel

Air

F&B

Destination experiences and activities
Ground transportation

Number of attendees

Production

Talent, decor and entertainment
Program marketing and communications
Gifting

Program administration

Program length

49%

46%

45%

42%

26%

25%
22%

22%

21%

21%

N
o
a°

%

11

G5. How will key budget drivers change next year (2026)?

Response base (buyers): n = 628 respondents
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Less spending expected on gifting and entertainment

More buyers expect budgets on gifting to
decline in 2026

Among respondents, gifting was cited most
frequently (28%) as the budget item that is likely to
decrease in 2026, followed by spending on talent,
décor, and entertainment (25%).

The number of attendees is being scrutinized, with
23% of respondents expecting a cut in 2026.

Reductions in key budget drivers

(Share of buyers who see a decrease or large decrease)

Gifting

Talent, decor and entertainment
Number of attendees

Production

Program length

Program marketing and communications
Destination experiences and activities
F&B

Program administration

Hotel

Air

Ground transportation

28%

25%

23%

21%

19%

14%
14%

10%

10%
10%
10%

o0
a°

G5. How will key budget drivers change next year (2026)?

Response base (buyers): n = 628 respondents




Hotel and airfare to account for nearly half of program budget

Hotel, airfare, and F&B top incentive budgets Average program budget allocation in 2026
(Spending category share of total budget allocation)

The largest expense expected in 2026 for incentive
travel programs is on hotels, which should represent

28% of total budget allocation (up from 27% in 2024). m Hotel

Airfare will comprise 20%, followed by food and

beverage spending (18%), and activities (13%). .
verage spending (18%) vities (13%) m Airfare

Food and beverage

m Destination experiences
and activities

Third-party agency fees

48 /O = Ground transportation
Share of budget spent on hotel
accommodation and airfare

Gifting

m Other (e.g., AV)

G4. What is the average program budget allocation of programs next year (2026)?
Response base (buyers): n = 541 respondents
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Traditional incentive programs remain popular

Traditional incentive travel is alive and well,
even as many buyers do not see increased
interest in broader company-wide events

The popularity of traditional incentive programs is
demonstrated by two-in-five (40%) buyers seeing
increased use of traditional qualification-based sales
incentives.

Meanwhile, broader participation is less of a focus as
44% disagree that there will be more inclusive
company-wide trips, without specific selection
criteria.

Future of incentive travel
(Share of respondents)

2-IN-5

Agree there will be an increased use of traditional,
qualification-based sales incentives

44%

Disagree that there will be more inclusive company-
wide trips, without specific qualification criteria

D7. How do you see incentive programs overall changing as you plan future events?
Response base (buyers): n = 555 respondents




Group experiences and relationship-building are key to success

Group cultural experiences is the most appreciated Activities key to a successful program

activity in an incentive travel program

Group cultural experiences (60%), group dining
experiences (58%), relationship building (53%), and
free time (53%) were also considered important by
most respondents.

(Share of respondents)

Group cultural sightseeing experiences
Group dining experiences

Activities that promote relationship-building
Free time

Award celebrations

Luxury travel experiences/'bucket list’
Team-building activities

Corporate Social Responsibility (CSR)
Activities promoting wellness

Golf

Other

I 60
I 55
I s
I 53
L [EEg
=
I 359
I 0%
I 07

B s%

B 5%

P2. Which of the following program activities do you consider most important for a successful incentive

travel program?

Response base (all except DMOs): n = 1,576 respondents (multiple responses allowed)



Direct air access is the most commonly cited ‘must-have’

Certain aspects of a destination are essential
during the selection process

Direct air access and top-tier accommodations are the
most critical factors for buyers, with 41% and 34% of
respondents identifying them as “must-haves”,
respectively. The presence of a good DMC is also an
important requirement, cited by 29% of respondents.

Destination must haves
(Share of respondents)

Direct air access
Top tier accommodations
Presence of a good DMC

Bucket-list name recognition

Activities with historical or cultural
significance

Resort

Perceived as welcoming and friendly to
US qualifiers

Program sponsor excitement
Presence of a favored supplier

Golf

41%

34%

29%

25%

19%
18%

16%

03.
S
€

1%

D10a. What are your one or two most important destination “must haves”, assuming a destination is

perceived as safe (health, crime, geopolitics)?

Response base (buyers): n = 571 respondents (multiple responses allowed)




Safety concerns are the top reason to disqualify a destination

There are numerous factors that can disqualify a
destination from consideration for an incentive

travel program

The primary disqualifier for a travel destination is
personal safety, which was cited by 47% of buyers as
a top concern. Difficult air access (40%) and
geopolitical factors (38%) rank as the next most
significant deterrents. Inadequate local infrastructure
was another concern among 27% of all buyers,
underscoring that security and accessibility are the
most decisive factors for travelers.

Destination disqualifiers
(Share of respondents)

Personal safety

Difficult air access
Geopolitical factors
Inadequate local infrastructure
Cost

Public health concerns

Risks of extreme weather
Distance

Accommodation concerns

Mass market name recognition

27%
22%

18%
16%
B
B s

B 4

D10b. What are your one or two most important destination “disqualifiers”?
Response base (buyers): n = 569 respondents (multiple responses allowed)

47%
40%
38%




Buyers are finding ways to improve programs in 2026

The share of buyers expecting to improve
programs in 2026 is 25%

The most cited way of improving programs is by
improving accommodations (59%), improved
activities (58%).

Ways of improving programs in 2026
(Share of buyers reporting they are “improving programs” in 2026)

Improved

(0]
accommodations 99%

Improved activities

58%

Improved gifting 34%

Improved F&B

32%

More expensive

0,
destination 28%

More distant
destination

27%

Longer duration 23%

Other reductions . 4%

G11b. Please indicate how you are “improving programs” next year (2026):
Response base (buyers): n = 158 respondents




Buyers are also trimming program costs in certain areas

The share of buyers expecting to trim Ways of trimming programs in 2026
programs in 2026 is 25% (Share of buyers reporting they are “trimming programs” in 2026)

Despite expectations for budget increases, 25% of o

buyers xpect o tim e person spending reduced siftng - [ 5
person is by reducing gifting (45%), followed by a less destination 0
expensive destination (42%). Shorter-duration trips

are also being used as a means of “cutting back” by Shorter duration _ 39%

42% of buyers.

Less distant

(0]
destination 34%

Reduced

(o]
accommodations 27%

Other reductions 19%

Reduced F&B 17%

G11a. Please indicate how you are "trimming programs" next year (2026):
Response base (buyers): n = 1671 respondents



Ways of trimming programs differ by region

North Americans are trimming programs by
reducing gifting

In North America, most buyers are trimming
programs by reducing gifting (46%) and choosing less
expensive destinations.

For Western Europe, a less distant destination (67%)
and shorter durations (56%) are the most cited ways
of cutting back.

Reduced gifting and a less expensive destination
were most commonly cited for APAC (60%), while
shorter durations (80%) and reduced activities (60%)
were the main means of trimming programs for the
Rest of World.

Incentive Travel Index

Ways of trimming spend per person in 2026, by region
(Share of buyers reporting they are “trimming programs” in 2026)

5%
Zz € . o
<< Less expensive destination _ 42%
v O
Q2
L S
<
<
o
©
ad

G11a. Please indicate how you are "trimming programs” next year (2026):
Response base (buyers): n = 1671 respondents
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Buyers actively seek new destinations not used before

More buyers are looking for new destinations
they haven't used before

Buyers are increasingly looking for something new
and seeking destinations they haven't used before
(69%). Already, 63% have booked a new destination
not used previously for programs occurring in the
next two years (2026 and 2027).

Destinations within shorter distances from participant
origin have gained popularity (44%), while all-inclusive
resorts should see increased use (42%).

Urban locations and places that are a greater
distance from participant origin see more decreasing
use than increasing use.

63%

Have booked a new destination not used previously for

programs occurring in the next two years (2026 and 2027).

(D9 — Response base: n = 582 respondents)

Changing destination types
(Share of buyers)

New destinations not used before
Shorter distance from participant origin
All-inclusive resort

Resort

High profile / long-established

Greater distance from participant origin

B Decreasing Use

D3a. Do you see destination types changing?
Response base (buyers): n = 560 respondents

10%f]  46%
13%] 45%

6%l  62%

104  58%

50% PP
Urban @ 71%

No change

B Increasing use




Buyers across the world are considering new destinations

Many North American buyers report they
aren’t using but are willing to consider:
Oceania (33%), South America (31%), and
South Asia (30%)

APAC stands out as a region from which buyers

would be most willing to consider new destinations;

for example, with large shares willing to consider
Latin America and the Caribbean.

D1. How do you expect your planned use of
the following destinations for incentive travel
will change as you plan future events relative
to 2025?

Respondents “using” a destination excluded
from chart

Response base (buyers): n = 596 respondents

Incentive Travel Index

Destinations not used but under consideration by buyers
(Share of buyers by region for top three areas under consideration)

© Oceania 33% 23%
< O
o g South America 31% 19%
pd
< South Asia 31% 42%
< o Other Middle East 37% 18%
([@N
7O Mexico 35% 19%
QO S
= Central America 33% 25%
o Central America 41% 21%
= Caribbean 39% 21%
<
South America 39% 15%
Other Africa 29% 27%

West Africa 26% 38%
Hawaii 25% 27%

[ | Have nOt been USing bUt W|”|ng tO ConSider Percentage Of respondents not Using each
m Have not been using and will not consider  destination

Rest of
World

48



South America and cruise continue to rank highly as places
many would consider as new destinations

Change in willingness to consider new destinations
(Share of buyers willing to consider minus the share not willing to consider)

South America

I 13%

Cruise I 2%
The destinations that receive the greatest level of Caribbean I O
consideration as new destinations, net of those not Emerging Europe I 0%
willing to consider, are South America (13%), cruise Oceania I O
(12%), and the Caribbean (9%). Central America I 5%
Canada I S0
Mexico I %
Hawaii I ©%
Southeast Asia I ©%
Western Europe I 5%
Northeast Asia M 2%
North Africa M 2%
Gulf States M 2%
D1. How do you expect your planned use of United States 0%
th_e following destinations for incentive tra_vel Southern Africa 0%
rvolllzggggge as you plan future events relative South Asia 5%
Respondents “using” a destination excluded East Africa -14% I
from chart Other Middle East -16% I
Response base (buyers): n = 596 respondents Other Africa 19%
West Africa -32% I



Willingness to consider cruises exists globally

Buyers in APAC are most willing to consider Willingness to consider cruises among buyers not using, by regions
cruises (Share of buyers by region that are willing to consider and not currently using)

Globally, buyers not currently using cruises are o
expressing a willingness to consider them in the APAC 38%
future (30%).
Western o
Europe _ S0%

Rest of World 25%

D1. How do you expect your planned use of the following destinations for incentive travel will change as you plan future
events relative to 2025?
Response base (buyers): n = using: 596 respondents



Many buyers tend to look closer to home for areas to
Increase usage

Destination use planned by buyers across regions
(Share of buyers by region for top three increase usage areas)

Caribbean B 46%
Western Europe ¥ 39%
Mexico 45%
Western Europe 0% 41%

For example, North American buyers tend to focus on
areas such as the Caribbean, Western Europe, and
Mexico rather than further abroad.

North
America

S o
% § Emerging Europe 0% 32%
=" Southeast Asia 26%
Southeast Asia ool 22%
E{Z Northeast Asia 58 33%

Gulf States g 19%
Emerging Europe B 25%
following destinations for incentive travel will Northeast Asia 60/0. 20%
change as you plan future events relative to

2025? South America P 33%

R ” ing” a destination excluded . L
frgsnﬁ‘;’;gf[’“ notusing Percentage of respondents planning to use each destination

Response base (buyers): n = 596 respondents B Less than in 2025 Same amount as in 2025 ® More than in 2025

D1. How do you expect your planned use of the

Rest of
World



Long-haul travel remains an option for incentive programs

Most companies do not place limitations on long- Considerations for long-haul travel
haul incentive travel (Share of respondents)

The incentive travel industry remains largely 63 o/
unconstrained by distance, with a majority of 0
companies (63%) having no formal limits on long-haul Don't belong to a company that has a limit that prevents use of long-haul destinations

travel.

S19. Does the company for which you organize incentive travel programs have a limit that
Nearly half (49%) of all incentive travel professionals prevents use of long-haul destinations?
are not concerned about long-haul travel being Response base (end-users): n = 145 respondents

abandoned due to climate change, and only a small

percentage (13%) consider distance a disqualifier for O
destinations. 49 /0

Disagree that qualifiers will one day shun long-haul travel in the name of climate change

S5. Do you agree with the following statements?
Response base: n = 1,446 respondents

13%

See distance as a disqualifier when considering a destination for an incentive travel program

D10b. What are your most important destination “disqualifiers”?
Response base (buyers): n = 569 respondents (multiple responses allowed)



Programs are a mix of new and familiar destinations

For 22% of buyers, programs in new destinations Allocation of booking for not previously used destinations
comprise more than 50% of all programs in a year (Share of buyers booking new destinations)

The largest share of travel buyers (33%) typically 76%-100%
allocates 11-25% of annual programs to new

destinations they have not used before. A significant

majority, 78% of buyers, dedicate half or less of

bookings to exploring new locations. This indicates a 51%-75%
general preference for balancing new travel

experiences with established, familiar destinations.

9%

13%

26%-50% 22%

11%-25% 33%

0%-10% 23%

D9b. Typically, what percentage of your programs each year are in destinations you haven't used previously?

neentive Travelindex Response base (buyers): n = 363 respondents
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Rising costs are the top challenge

Incentive travel professionals face short-
and long-run challenges

In the short-run, the most cited challenge faced by
incentive travel professionals is rising costs / inflation
(38%), followed by international instability (38%).

While rising costs / inflation should remain a more
prevalent concern for the long-run, fears over
international instability should wane.

Some challenges that are less prevalent in the short-
run are expected to grow in the future. The biggest
increases in relevance from short- to long-run are
challenges related to attracting talent (30% in the
long-run versus 19% in the short-run) and an
increased focus on sustainability (20% versus 7%).

Securing adequate budget to deliver incentive
programs is also a growing long-term challenge (22%
versus 17%).

Future challenges facing incentive travel professionals

(Share of respondents)

Rising costs / inflation

International instability

Uncertainty, short-term planning

Political considerations

Attracting and retaining industry/hospitality talent
Securing adequate budget to deliver the program
Loss of industry knowledge due to staff departures
Travel visa uncertainty

Securing accommodations availability

Exchange rate volatility

Qualifier demographics and changing preferences
Securing airlift, service from airlines

Fear of not being welcome in certain destinations
Sustainability

Diversity, inclusion, etc.

Climate change

None of these choices

S3. What important future challenges face incentive travel professionals?
Response base: n = 1,499 respondents (multiple responses allowed)

m Short-run
® Long-run




Concerns over international instability have risen

While rising costs continue to be the main
challenge, international instability has risen
in prominence

Rising costs and inflation continue to be the top concern
among respondents (38% in the 2024 and 2025 surveys).

International instability has grown in significance, rising to
30% compared to 18% in 2024.

The share of respondents who believe attracting and
retaining industry/hospitality talent is a short run challenge
fell to 19% in the 2025 survey compared to 30% in 2024.

49%

Agree political considerations are first and foremost in their
plans for 2026 and 2027.

(S5 — Response base: n = 1,446 respondents)

Future challenges facing incentive travel professionals in the short run

(Share of respondents)

Rising costs / inflation
International instability

Uncertainty, short-term planning

Attracting and retaining industry/hospitality
talent

Loss of industry knowledge due to staff
departures

Securing accommodations availability
Securing airlift, service from airlines
Sustainability

Diversity, inclusion, etc.

Climate change

38%
38%

30%

18%

27%
28%

19%

30%
14%

26%

10%
14%

n
11%
/%

13%

m 2025 survey
m 2024 survey

4%
8%

_ ¥
7%

S3. What important future challenges face incentive travel professionals?
Response base: n = 1,499 respondents (multiple responses allowed)




Cross-border logistical issues have impacted recent programs

More than half have been impacted by Cross-border logistical issues
geopolitical or security restrictions (Share of respondents)

Last-minute geopolitical or security _ 519
Logistical complexities are a significant challenge for restrictions °
incentive travel programs, with more than half of Transporting goods across borders .
respondents (51%) citing last-minute geopolitical or (e‘g" gifts, branding, equipment) _ 33%

security restrictions as a top concern.
33%

While transporting goods and visa complications Visa delays or complications
impact a third of professionals, respondents are less

impacted by everyday customs or language barriers. NO major issues - 21%

Changes to customs/import-export 209
requirements °

Local regulations or compliance o
: 18%
barriers

Language or cultural barriers - 12%

Other, please specify l 5%

S8. Which of the following cross-border logistical issues have impacted your incentive
travel programs in the past 12 months?
Response base (all except DMOs): n = 1,299 respondents (multiple responses allowed)



Recent events have diminished the US’ destination appeal

Concerns around political events, travel restrictions, Concerns over the US as a destination for incentive travel
and shifting DEI policies are making the US a less (Share of respondents)

attractive destination for incentive travel

Many industry professionals are concerned about the
future of incentive travel to the US. Sevenin ten
respondents believe political instability will hinder the
US from being chosen as a destination for incentive
travel.

Additionally, 65% highlight complex visa and travel
restrictions, while 46% point to shifting views on
diversity, equity and inclusion (DEI) and LGBTQ
issues—factors that could push organizations to
consider alternative destinations that feel more
accessible, inclusive, and welcoming.

70%

Agree that the US is going to experience a decline in
inbound incentive travel activity because of recent
political events

65%

Agree that complex visa process and travel restrictions
are making the US a less attractive incentive destination

46%

Shifting views around DEl and LGBTQ issues are making the US a less
attractive incentive destination for both the companies that pay for
them and the delegates that qualify for them

S14. Do you agree with the following statements about the future of incentive travel?
Response base: n = 716 respondents



Incentive travel lacks integration with broader HR strategy

Nearly one-quarter of organizations believe
incentive travel is fully integrated with HR strategy

There is a notable disconnect between incentive
travel and broader HR strategy, with a majority of
companies treating the two as separate entities. Over
a third of end-users (35%) report that incentive travel
is not at all integrated with HR initiatives, compared to
24% who view it as a core part of people strategy.

Integration between incentive travel and human capital
(Share of end-users)

Not at all integrated —
managed separately from HR
initiatives

Fully integrated — incentive

travel is a core part of broader 24%
HR/people strategy

Somewhat aligned — incentive

travel supports HR goals but 22%

is not formally integrated

Don't know / not applicable 19%

S6. How integrated is incentive travel with your organization's broader human capital or
employee experience strategy (e.g., retention, recognition, DEIB, well-being)?
Response base (end-users): n = 149 respondents

35%




Incentive travel will need to adapt to stay relevant

Many respondents believe the industry needs to
become fully customizable or become obsolete

Most industry professionals (53%) agree that a shift
to fully customizable experiences is essential to avoid
obsolescence, while 43% see direct competition with
cash compensation as a major challenge.

Opinions are divided on whether incentive travel
programs are becoming too predictable, with 37%
disagreeing and 36% agreeing with the statement.

Additional challenges facing the incentive travel industry
(Share of respondents)

The incentive travel industry must
become fully customizable or it will
become obsolete

K 29% 53%

Incentive travel is competing with cash
compensation

26%

Incentive travel programs are
increasingly becoming far too
predictable

27% LA

m Disagree Unsure B Agree

S14. Do you agree with the following statements about the future of incentive travel?
Response base: n = 716 respondents
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Many believe programs have become more diverse over time

Nearly half of all buyers have witnessed
greater diversity amongst participants

Nearly half of all buyers, 49%, report that the
demographic diversity of participants in incentive
travel programs has increased over the past three
years. However, a similar proportion, 47%, has seen
little or no change in the diversity of groups, with only
a small number of programs becoming less diverse.

Changes in demographic diversity of participants
(Share of buyers)

m Becoming more diverse in
terms of gender, age,
geography, or background

About the same — little or no
noticeable change

m Becoming less diverse

S7. How would you describe changes in the demographic diversity of participants in your
incentive travel programs over the past three years? (excluding ‘don’t know’)
Response base (buyers): n = 494 respondents



Younger generations are reshaping incentive travel

Younger generations have different views and
preferences on incentive travel; however,
traditional incentive travel is not obsolete

The majority of respondents, 56%, feel that today's
younger qualifiers are more likely to turn down a trip if
the destination doesn't align with personal values,
underscoring a growing demand for purpose-driven
travel.

As many as 41% of respondents believe younger
generations view incentive travel more as an
entitlement than a reward.

While opinions are divided on whether a unique event
like a Taylor Swift concert is preferred over a
traditional destination such as Hawaii (39% agree),
many professionals do not believe that traditional
group travel is in danger of becoming irrelevant (47%).

Perceptions of younger generations of qualifiers

(Share of respondents)

Younger generations of qualifiers are

more likely to refuse an incentive trip if

the destination doesn't align with their
personal values

Younger generations of qualifiers see
incentive travel as an entitlement and
not a reward

Younger generations of qualifiers would
rather see Taylor Swift than Hawaii

Traditional group incentive travel is
irrelevant to younger generations of
qualifiers and will be obsolete within a
decade

m Disagree

26% [ESIOR

21%

38% AR

30% 39%

Unsure

W Agree

S14. Do you agree with the following statements about the future of incentive travel?

Response base: n =716 respondents




Air, hotel, and food price inflation top added costs

Incentive travel agencies have witnessed
significant added costs relative to pre-
pandemic

Respondents from incentive houses were asked to
provide the most significant added costs relative to
pre-pandemic.

The most significant added costs for incentive travel
agencies since the pre-pandemic era are primarily
related to airfare, hotel, food & beverage, and labor.
Other notable cost increases include staffing, AV,
service charges, and insurance.

Most significant added cost witnessed by incentive travel agencies relative to pre-pandemic
(Frequently cited open-ended answers by incentive houses)

_s=Ajrfare Hotel

-=Food & BQVE dage..
Inflation Labor

D18. Thinking about your business as an incentive travel agency, what's been the most significant added
cost relative to pre-pandemic? (open-ended question)
Response base (incentive house): n = 285 respondents




Al is widely adopted by incentive travel professionals

Multiple Al platforms are used for incentive-
travel related tasks

Al is used frequently by incentive travel professionals,

with 93% of respondents using ChatGPT alone. Other
popular platforms include Microsoft Copilot (74%),
and Canva Magic Studio (66%).

Incentive Travel Index

Al use, by platform
(Share of respondents using Al daily, weekly monthly, or occasionally)

ChatGPT (OpenAl) [ 03%
Microsoft Copilot (e.g., Word, Excel) _ 74%
Canva Magic Studio _ 66%
other [N 50%
Google Gemini (formerly Bard) _ 46%
Al-enabled CRM/marketing platforms _ 37%

Adobe Firefly [N 327

Al-powered travel booking tools - 31%
Internally developed Al tools - 30%

Midjourney or DALL-E - 18%

S21. How frequently is your team using the following Al platforms for incentive travel-related tasks?
Response base: n = 1,080 respondents .



Al mostly used for content creation and destination research

Al is being adopted within the incentive travel
industry to aid a variety of tasks

Most teams are using it for content creation (61%)
and destination research and planning (51%).

More than three in ten respondents highlight Al's use
in program design and scenario modeling and
participant communications.

Current use of Al within incentive travel
(Share of respondents)

Content creation (e.g., invitations, program
collateral, post-event summaries)

Destination research and planning

Program design and scenario modeling

Participant communications (e.g., chatbots,
automated responses)

Personalization of participant experiences
Supplier sourcing and RFP creation
Budgeting and cost optimization

We are not currently using Al

Risk management and contingency planning

Other

61%

51%

35%

32%

27%

22%

19%
17%
- R
L

S20. How is your team currently using (or planning to use) Artificial Intelligence (Al) in relation to

incentive travel programs?
Response base: n = 1,435 respondents
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Demographic detail (10t 5)

Respondent roles
(Share of respondents by role)

Incentive Destination
Travel House, Management
34% Companies, 21%

DMOs,
6%

I1. Please select the role that best describes your involvement in incentive travel
Response base: n = 2,708 respondents

Incentive
Travel
Program
Owner,
12%

Other,
5%




Demographic detail 20t 5)

Origin of incentive travel qualifiers (top ten locations)
(Share of buyers)

United States [ R 55 0
Canada [ 5%
China |l 4%
Australia [l 3%
italy [l 3%
India |} 3%
Poland [} 2%
Germany [} 2%
Mexico [} 2%
United Kingdom [} 2%

0% 10% 20% 30% 40% 50% 60% /0%

M2. What is the primary origin of qualifiers in your team’s
incentive travel programs?
Response base (buyers): n = 514 respondents



Demographic detail 3ot 5)

Participant company size
(Share of buyers)

More than 10,000 employees 16%

5,007 to 10,000 employees

13%

1,007 to 5,000 employees 21%

107 to 1,000 employees 32%

Fewer than 100 employees 18%

0% 5% 10% 15% 20% 25% 30% 35%

M3. Which of the following best describes the size of the company(ies) for
which your team is primarily organizing incentive travel programs?
Response base (buyers): n = 518 respondents




Demographic detail (1ot 5)

Customer industries
(Share of buyers indicating a top three rank)

Finance and insurance [ -
Technology I - 42%
Pharmaceuticals and health care | NI 36%
Automotive sales and distribution | RN 23%
Manufacturing | R 23%
Professional services IR 17%
Direct selling to consumers |1 RN 16%
Fast-moving consumer goods NN 13%
Automotive parts and service I 11%
Construction NN 11%
Retail N 9%
Energy, engineering, and electrical services [l 8%
Hospitality [N 7%
Agriculture I 6%
Luxury goods |l 6%
Logistics, including transportation |l 6%
Media and entertainment [l 5%
Education | 5%
Other, please specify Il 5%

0% 10% 20% 30% 40%

50%

51%

m Rank 1
m Rank 2
Rank 3

60%

M5. For which of the following industry(ies) does your team
primarily organize incentive travel programs?

Rank 1 is most important; label is % of all buyers choosing
sector in top three

Response base (buyers): n = 507 respondents



Demographic detail s ot 5)

Sellers by category
(Share of sellers)

Hotel

Other, please specify

Cruise line

Non-traditional venue

AV and production

Gifting

Activity, team-building

Food and beverage (e.g., catering)
Convention / conference center
Airline

Visitor attraction

Technology company

Ground transportation

0% 20%

I /1%

8%
M 5%
W 3%
H 3%
0 2%
2%
2%
11%
11%
11%
11%
| 0%

40% 60%

M8. Which of the following best describes the company for

which you work?

Response base (sellers): n = 382 respondents

80%
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About Oxford Economics ' %5 ECONOMICS

Oxford Economics is one of the world’s foremost independent global advisory firms, providing reports, forecasts and analytical tools on 200 countries, 100
industrial sectors and over 3,000 cities. Our best-of-class global economic and industry models and analytical tools give us an unparalleled ability to forecast
external market trends and assess their economic, social and business impact.

Headquartered in Oxford, England, with regional centers in London, New York, and Singapore, Oxford Economics has offices across the globe in Belfast, Chicago,
Dubai, Miami, Milan, Paris, Philadelphia, San Francisco and Washington DC, we employ over 600 full-time staff, including 350+ professional economists, industry
experts and business editors — one of the largest teams of macroeconomists and thought leadership specialists.
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