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Foreword

This is the eighth year of the collaboration between IRF and the SITE
Foundation on the Incentive Travel Index (ITl), 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 2026 online survey, fielded globally from May to July 2026, was
customized for five distinct incentive travel professional roles:

e Corporate end user
e Destination management company (DMC)
e Destination marketing organization (DMO)
e Destination supplier

e Third-party agency (incentive travel agency)

Over 2,017 incentive travel industry professionals, representing 19
industry verticals, and 83 countries, participated in the survey.

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

SPONSORS

INCENTIVE TRAVEL INDEX SPONSORS

A

\CCOR

biShOp-mCCOﬂn nnNn“n* Hilton | O 1ta group.

FOR THE STAY"

- opi a0

EUTC‘ il ard WRKET

Your Home for Local”

PRINCIPAL

iMex W

FLORENCE

Z Incentive
Travel Index



https://incentiveindex.com/

1. Executive Summary

2026 SURVEY

2,017

respondents across 83 countries, of which
42.7% were buyers

DESTINATION LOGIC

+29.3%

net momentum for Western Europe (net
buyers planning to use the destination more),
the strongest-momentum destination of 2026

ACTIVITY AND SPENDING TRENDS

$5,500

spend per person in 2026; rising 7.8% from
the previous year

STRATEGIC PLANNING

2-in-5

buyers say destination choice is highly
aligned with what qualifiers would choose
for themselves

RISK ASSESSMENT

60.5%

say geopolitical instability is already
disrupting the destinations they use

Al ADOPTION

6-in-10

use Al for three or more separate
applications, and more than 1-in-5 for five
or more

Travel Index
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FINDING 1 OF 5

Activity and Spending Trends

Spend per person rose 7.8% to $5,500 in 2026

More than one in five (23%) worldwide buyers report spending per person at $5,000 to $7,500.
Buyers in the technology sector report the highest average spend in 2026 at $6,000 per person.

Incentive travel spend per person for buyers

(Average spend per person)

$4,900

2024

$5,100

2025

$5,500

2026

KEY FINDINGS

30.7%

Budget pressure is near-term. 30.7%
of buyers plan cuts next year; two
years out, more expect gains than
losses.

$6,100

North America spends the most.
Buyers there average $6,100 per
person in 2026, well above Western
Europe and APAC ($4,900).

25.1%

Hotel is the top cost driver. Hotel
represents 25.1% of program budget,
with airfare next at 21.4%.

f// Incentive
Travel Index
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Risk Assessment

Disruption is the norm, not the exception KEY FINDINGS

More than three in five buyers (60.5%) say geopolitical instability is disrupting destinations D /0

they use, an effect felt mostly outside North America.

Relationships matter most. \When a

; Experiencing geopolitical disruption in destinations used, by region destination hits the headlines for the
< (Share of buyers) wrong reason, relationships and
s experience help 77.5% of buyers look
S through the noise.
- Western Europe 84.6%
v 65.0%
LLl
S Confidence returns quickly. 65.0%
— APAC 79.2% reconsider a destination once disruption
= settles.
-
o (o)
I;: Rest of World 76.2% 83.3 /O
LLl

Booking behavior has shifted. 83.3%
changed how they book in response to
geopolitical sentiment in the past 12
months.

Global Average 60.5%

71.8%

Government ratings lead risk checks.
71.8% assess risk via official ratings.

North America 51.5%

70

y </ .
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FINDING 3 OF 5

Destination Logic

More buyers plan to use Europe in the future

Europe and the Caribbean are 2026's strongest-momentum destinations (net buyers planning

to use the destination more), with buyers more willing to consider Canada and South America.

Net destination momentum

(Share of buyers planning more use minus share planning less)

Western Europe
Emerging Europe
Caribbean (including Puerto Rico)
Southeast Asia
Oceania
Northeast Asia
Central America
Canada

Cruise

South America
United States
South Asia
Hawaii

Southern Africa
North Africa
Mexico

Other Africa

East Africa

West Africa

Gulf States
Other Middle East

0.5% |

-3.1% N

-5.5% I

-6.5% G

-9.3% I

-10.2% I

-13.8% NN

-23.6% NI

-25.6% I

e +29.3%
I, -2 5.3 %
I +20.7%
I - 19.9%
I +16.6%
I - 15.2%
I +10.1%

I ©.3%

I O 2%

I 1%

B 5.0%

B +1.6%

KEY FINDINGS
APAC buyers expanding

They plan more travel within their own
region than any other region reports.

International trips

International trips stand out. The
only category ranked top-three for
meaningful, motivational, and
memorable.

47.9%

Luxury accommodations are now
the top must-have. 47.9% cite top-tier
hotels, up from 34.3% in 2025,
overtaking direct air access.

81.2%

Creativity drives DMC selection.
Buyers choose based on creativity
(81.2%) and reputation (79.5%), not scale.

fl/ Incentive
Travel Index
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FINDING 4 OF 5

Strategic Planning

Sales, profits, and productivity outrank softer goals

Program owners rate sales and profitability, as well as productivity, as the top objectives,
ahead of softer engagement goals; recruiting ranks last.

Program objectives

(Average importance rating, 1= least to 5 = most important)

Increased sales and/or profitability for the overall company

na
N

Increased individual productivity

B
o

B
o

Improved employee engagement/morale

Improved employee retention

o
Ne)

Better relationship building between employees and management

-
oo

Stronger organisational commitment

Better relationship building between employees

o

w |
T
~

Enhanced ability to recruit new employees

o
o

KEY FINDINGS

2-in-5

Destination choice reflects qualifier
preference for many but not all.
Alignment is high for 39.9% and partial
for 56.8%.

76.2%

The best investment is in education
about incentive travel. Education is a
better investment than new destinations
or better hotels for 76.2% of respondents.

49.0%

APAC feels pressure most. 49.0% see
platforms like Airbnb Experiences and
Viator as real competition for group
programes.

Information sources

Peers outrank digital sources. 62.2%
rate industry-association peer
recommendations as very effective.

N\

Incentive
Travel Index
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FINDING 5 OF 5

Al Adoption

Buyers lead sellers in Al adoption

Buyers lead sellers on nearly every Al use case: destination research tops buyers' use (76.6%),

content creation tops sellers' (58.1%).

Al use case, buyers vs. sellers

(Share of respondents)

Destination research and planning

Content creation

Program design and scenario modeling
Participant communications

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

Risk management and contingency planning

We are not currently using Al

I,  76.6%
— 43.3%

I, 00.3%
IR 58.1%

I, <.4.9%
R — 41.0%

I, /2.9%
I 26.2%

I 35.5%
I 26.8%

I 35.5%
R 27.1%

I 33.7%
I 22.5%

I 26.8%
B 12.0%

I s 8%
I 18.5%

B Buyers mSellers

KEY FINDINGS

6-in-10

Multi-use is the norm. 60.8% use Al
for three or more tasks; more than 1-in-
5 (22.9%) use it for five or more.

24.4%

Proof still lags adoption. Only 24.4%
say Al users are already out-executing
rivals on price or program quality.

25%

Western Europe trails on Al. Western
Europe is the least likely region to use
Al, with 25% of its respondents not
currently using Al, compared with 11%
to 16% elsewhere.

A\
$
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INTRODUCTION

A global survey to understand incentive travel

BUYERS KEY NUMBERS

* |ncentive travel end users

2,017 total survey respondents

* Incentive travel agencies

buyers across 19
861 iIndustries

SELLERS

« Destination management companies (DMCs) 83 countries represented

 Suppliers (hotels, cruise lines, venues)

« Destination marketing organizations (DMOs) ;’:ﬁg ;%26 online fielding period

Terms

« Program owner corporate end user
« Agency incentive house or planner
« DMC on-site delivery partner

« Supplier hotels, venues, transport

« DMO destination marketing body

y </ .
/ Incentive
Travel Index
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INTRODUCTION

The survey reflects incentive travel buyers and sellers

A balanced, 360-degree view of
incentive travel

Incentive travel comes to life through an extensive,
collaborative network. The ITl is based on a balanced

view of sellers (53.9%) and buyers (42.7%), with a further

3.4% who selected 'Other!.

Buyers include:

* Incentive travel house organizing events on behalf of

client organizations

« 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)

« Destination marketing organization (e.g., DMO,
convention and visitors bureau, national tourism
office)

Respondent roles
(Share of respondents)

Incentive
Travel House, 31.5%

Destination
Management
Companies, 20.9%

Suppliers to the
Incentive Market, 26.4%

DMOs, 6.6%

B sellers (53.9%) M Buyers (42.7%) Other (3.4%)
L1. Please select the role that best describes your involvement in incentive travel.

Response base: n = 2,017

Incentive
Travel
Program
Owner,
11.2%

Other, 3.4%

Z

Incentive
Travel Index



INTRODUCTION

Balanced respondent base provides global perspective

Global response base with strong
representation from North America

North America accounts for 38.4% of
respondents in the 2026 survey. Western
Europe follows at 19.0% with Emerging Europe
at 7.8%.

Asia-Pacific (APAC) represents 18.7% of the
base, spread across Oceania (5.8%), Southeast
Asia (4.9%), Northeast Asia (4.6%) and South
Asia (3.3%).

Latin America and the Caribbean together
account for 11.6%, led by Central America at
5.3%, with the Middle East and Africa making
up the remaining 4.6%.

Location
(Share of respondents)

North America S
38.4% Ly

Caribbean
2.0%

Central America
5.3%

South America
4.3%

43

’S_ ol Emerg;r.igo/furope

Western Europe ...
19.0% [

W‘Sr_

North Africa Middle East
0.7% 2.2%
South Asia
3.3%

Sub-Saharan Africa
1.7%

0.0%

M1. Where is the organization for which you work based?

Response base: n =1,237

Northeast Asia
4.6%

Southeast Asia
4.9%

Oceania
5.8%

% of respondents

38.4%

o .
4 Incentive
Travel Index



INTRODUCTION

Finance, insurance, and tech top the industries served

Finance and insurance is a primary industry Customer industries
for incentive travel programs (Share of buyers citing each industry in their top three)
Finance and insurance is the most important Finance and insurance | N e 47.0%
industry (rank 1) for 27.4% of buyers, and 47.0% Technology | S 38.1%
rank it in their top three client sectors. Pharmaceuticals and health care 28.2%

Automotive sales and distribution | |} 206%
Technology (38.1% top three), pharmaceuticals Manufacturing | ENEEEE 15.7%

Professional services [N 14.5%

and health care (28.2%), and automotive sales

Fast-moving consumer goods _ 10.7%
and distribution (20.6%) follow. e 9

Construction |  10.2%
Direct selling to consumers || IR 9.6%

. ‘ m Rank 1
Automotive parts and service [ 8.6% = Rank 2
Retail [ 6.9%
. . _ _ Rank 3
Energy, engineering, and electrical services [l 6.9%
Hospitality [ 6.1%
Luxury goods |l 5.3%
Agriculture |8 4.6%
Other, please specify [ 4.3%
Logistics, including transportation [J§ 3.8%
Media and entertainment i 3.8%
Education § 1.8%
0% 10% 20% 30% 40% 50% 60%

MS5. For which of the following industry(ies) does your team primarily organize incentive travel
programs? - respondents could select more than one choice. Rank 1is most important; label is % of P
all buyers choosing sector in the top three. Response base (buyers): n = 394 @ !ﬂgﬁgf'ﬁ%ex
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ACTIVITY AND SPENDING TRENDS

Most respondents expect activity to hold flat next year

DMCs most optimistic; suppliers catch up Expectations of incentive travel activity, by role
later (Share of respondents)
m Significantly below  m Below About the same  mAbove mSignificantly above

The majority still expect activity to hold flat

next year, with growth expectations rising for
>
Sellers are the most bullish but also the most “ Two years out (2028) 52.5% 32.8% 6.6%
exposed. DMCs are most optimistic next year,
yet a meaningful share (greater than 10%) of Next year (2027) - 44.4%
. . (D
DMCs and suppliers expect downside for 2027. =
()
_ . Two years out (2028) - 35.3%
Confidence is strongest further out, where
DMCs and DMOs pull ahead of buyers and
. % Next year (2027) 54.7%
suppliers. ko
(@R
S
»  Two years out (2028) - 42.5%
S
3
Two years out (2028) l 45.9% 35.7% 14.3%

Gla-c. How will your team'’s level of incentive travel activity compare to 2026, in terms of the

number of people P
Incentive
Response base: n =1,646 @ Travel Index



ACTIVITY AND SPENDING TRENDS

Many expect stronger activity in the coming years

Optimism is strongest among DMCs Expectations of greater incentive travel activity, by role
(Share of respondents reporting activity above 2026 levels)

Building on the results shown on the prior
page, this chart focuses on respondents who
indicated they expect activity in the next two
years to be “Above” or “Significantly Above”
levels in 2026.

52.0%
DMC

50.0%
DMCs are the most optimistic in the near- DMO

term, with 39.6% expecting activity above 2026
levels next year and 52.0% by 2028.

DMOs, who led the 2025 survey, sit at 30.2% 44.3%

: Supplier
next year but rise to 50.0% by 2028.

Buyers are the most cautious, as was the case

in 2025. 39.4%
Buyer

m Two years out (2028)  m Next year (2027)

Gla-c. How will your team's level of incentive travel activity compare to 2026, in terms of the
number of people

i
Z Incentive
Response base: n = 1,646 Travel Index



ACTIVITY AND SPENDING TRENDS

Activity to climb in 2028 for all regions except Western Europe

APAC leads on both the one- and two-year Expectations of greater incentive travel activity, by region
view (Share of buyers reporting activity above 2026 levels)

APAC buyers are the most optimistic for next
year, at 36.8%, rising to 58.5% two years out,

58.5%
with Rest of World close behind at 55.8%.

APAC

Western Europe is the exception, and the only
region where the two-year view (22.7%) sits

55.8%
below the one-year view (24.0%). Rest of World

33.7%
North America

2.7%
Western Europe

24.0%

m Two years out (2028)  m Next year (2027)

Gla. How will your team's level of incentive travel activity compare to 2026, in terms of the
number of people — by region

Ve Incentive
Response base (buyers). n =728 @

Travel Index



ACTIVITY AND SPENDING TRENDS

Near-term optimism is up in APAC and Rest of World

Optimism has fallen in Western Europe and Expectations of greater incentive travel activity one year out: 2026 versus 2025 survey
North America (Share of buyers reporting activity above survey-year levels, by region)

Near-term (one year out) optimism has
increased in APAC and Rest of World

36.8%

APAC
compared to the 2025 survey 32.0%
On the other hand, fewer buyers are expecting
geins in Horth America snd Western Furope I, - -
Rest of World '

30.0%

24.0%
25.0%

Western Europe

22.9%

North America
29.0%

m 2026 survey 2025 survey

Gla. How will your team's level of incentive travel activity compare to 2026, in terms of the
number of people — 2026 survey vs. 2025 survey

Z Incentive
Response base (buyers). n =728 Travel Index



ACTIVITY AND SPENDING TRENDS

Health care cautious near-term but holds strong 2028 view

Direct selling to consumers is the most Expectations of incentive travel activity, by industry
optimistic sector for 2027 (Share of buyers reporting activity above 2026 levels)

Pharmaceuticals and health care holds the

weakest outlook for next year, with 23.4% All others m o
expecting activity above 2026 levels. Its two-

year view is the strongest of any named Pharmaceutical and health care 46.5%
industry, at 46.5% (after the ‘All others'

category). 44.7%

Automotive sales and distribution 31.2%

Direct selling to consumers leads the near

term, at 36.8% i i 43.2%
, .070. Direct selling to consumers

36.8%

0,
. . %
Finance and insurance 40.6%

26.6%

Manufacturing 38.6%

Technology 36.2%

26.0%

m Two years out (2028)  m Next year (2027)

Gla. How will your team's level of incentive travel activity compare to 2026, in terms of the
number of people — by customer industry

Z Incentive
Response base (buyers). n =728 @ Travel Index
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ACTIVITY AND SPENDING TRENDS

Spend per person rose 7.8% to $5,500 in 2026

Growth outpaced both inflation and
business travel spend

Global average spend per person rose from
$5,100 in 2025 to $5,500 in 2026, an increase of
7.8%.

That outpaces the Oxford Economics 2026
forecasts for overall price inflation, at 4.5%, and
for global business travel spending, at 7.1% in
nominal terms.

23%

Share of worldwide buyers reporting spend per
person at $5,000 to $7,500 (the most
frequently cited range)

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

+7.8%

+4.1%

2024 2025 2026

G2. Please indicate the distribution of your planned incentive travel programs this year (2026) by
spending per person. Response base (buyers): n = 581. Note: Current results compared to prior survey
results. Spending per person refers to total program cost, including airfare divided by the number of
people, including qualifiers, guests and other participants in the count of people.

7 .
Incentive
Travel Index



ACTIVITY AND SPENDING TRENDS

North American buyers spend well above other regions

Global average boosted by American buyers Incentive travel spend per person for buyers, by region
(Average spend per person, 2026)

North American buyers reported the highest

spend per person in 2026 at $6,100 and are the $6,100
only region above the average.* $5.500
Western Europe and APAC both average $4,900 $4,900
$4,900, with Rest of World lowest at $3,400.
$3,400

*North America has a strong weighting on the
average as its share of the respondent base for
question G2 is 45%.

North America Global Average Western Europe APAC Rest of World

G2. Please indicate the distribution of your planned incentive travel programs this year (2026)

15 Incentive
Travel Index

by spending per person. Py
Response base (buyers): n = 581 @
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ACTIVITY AND SPENDING TRENDS

Technology buyers spend the most per person

Technology and finance sit above the Incentive travel spend per person for buyers, by industry
overall average (Average spend per person, 2026)

nighest average spend n 2076 at $6,000 recmocoy. | ;0
highest average spend in 2026 at $6,000 per eenneiogy :
person, followed by finance and insurance at

$5,600. Pharmaceuticals and health care
($5,500) follow, matching the overall average.

Finance and insurance

Pharmaceuticals and health care
Other sectors cluster close behind, except

direct selling to consumers, at $4,000 per
person.

Average

Automotive

Manufacturing

All others

Direct selling to consumers

G2. Please indicate the distribution of your planned incentive travel programs this year (2026)

by spending per person. P
Response base (buyers): n = 581 @

Incentive
Travel Index



ACTIVITY AND SPENDING TRENDS

Some buyers trimming programs next year

By 2028, more buyers expect to improve Budget plan next year (2027) versus two years out (2028)
budgets than to trim (Share of buyers)

Most buyers (52.1%) plan to match inflation
next year rather than cut or upgrade.

Trimming (30.7%) outweighs improving (17.2%)
one year out. Two years out, that reverses, with Next year (2027)
32.1% improving against 19.0% trimming.

Program cuts refer to per-person reductions
such as program content, hotel and food and
beverage, quality, length, and location.

Two years out (2028)

B Trimming programs Matching inflation ~ ®Improving programs

G4a. Please indicate which category best describes your incentive program budget plans in
terms of spending per person (excluding ‘unsure’) .
s Incentive

7
Response base (buyers): n = 538 @ Travel Index



ACTIVITY AND SPENDING TRENDS

Western Europe holds steady, Rest of World expands

North American and APAC buyers most Budget plan next year (2027), by region
likely to trim in 2027 (Share of buyers)

In 2027, North American buyers are most likely
to trim programs (33.2%) compared to 16.0%
planning to improve them. More respondents
in APAC are also planning to trim versus
improve.

Rest of World 22.0% 39.0%

Rest of World leans the other way, with 39.0% North America 33.2% 50.8%
iIntending to improve program quality against
22.0% cutting.

Western Europe is the most stable, with 82.6%
simply matching inflation.

APAC 32.7% 51.9%

Western Europe 8.7% 82.6% 8.7%

B Trimming programs Matching inflation ~ ®Improving programs

G4a. Please indicate which category best describes your incentive program budget plans in
terms of spending per person (excluding ‘unsure’) /i!

s Incentive

Response base (buyers): n = 538 Travel Index



ACTIVITY AND SPENDING TRENDS

Industry program budget plans are weak

Direct selling is the only industry with more Budget plan next year (2027), by industry
improvers than trimmers (Share of buyers)

Direct selling to consumers leads the
. . . . Direct selling to consumers 44.8%
iImprovers, with 36.8% expecting to raise per- J _
person budgets, followed by all others at 21.5%.

All others 53.8% -
Manufacturing is the most conservative: 62.8%
simply match inflation and only 7.5% plan to
improve orograms Automotive sales and distribution _ 41.8% -
On net, manufacturing (-22.3 pts) and finance Technology _ 49 52,
and insurance (-21.3 pts) are the most negative,
with trimmers far outnumbering improvers in
both Pharmaceutical and health care 53.3%

Finance and insurance _ 48.9%
B Trimming programs Matching inflation ~ ®Improving programs

G4a. Please indicate which category best describes your incentive program budget plans in
terms of spending per person (excluding ‘unsure’)

Z Incentive
Response base (buyers): n = 538 Travel Index



ACTIVITY AND SPENDING TRENDS

Gifting remains the first to be cut

Selecting nearby locations has become a Ways of trimming programs, 2026 versus 2025 survey
less common strategy for reducing program (Share of buyers)
budgets than before

Reduced gifting (55.4%) and a less expensive N ;-

. . Reduced gifting
destination (47.3%) are the most common 44.7%
ways buyers trim a program, both higher than I,
. Less expensive destination
INn 2025. 47.6%

S - - .. I, o o
Reduced accommodations is the biggest riser, Shorter duration 3019
moving from 27.3% to 38.5%.
.. I s
Reduced accommodations 5
Choosing a less distant destination has fallen 27.3%
: ; I .
sharply as a lever, from 34.2% to 22.3%. neduced activities 33
34.8%
- o I
Less distant destination
34.2%
I s 2
Other reductions 8.2
18.6%
I ¢
Reduced F&B 0
16.8%

m 2026 survey 2025 survey

G4b. You indicated you plan to trim program quality next year (2027); please describe how: -
respondents could select more than one choice

f// Incentive
Response base (buyers): n =148 Travel Index



ACTIVITY AND SPENDING TRENDS

Extra budget goes to activities and accommodations first

Upgrades are directed at on-site experience Ways of improving programs, 2026 versus 2025 survey
(Share of buyers)

Improved activities (52.8%) and improved e e

_ . Improved activities o
accommodations (57.3%) remain the most 58.2%

common ways buyers upgrade a program I 5
Improved accommodations
59.5%
o T
beverage rose from 31.6% to 40.2% and gifting Improved F&B

31.6%
from 34.2% to 40.2%, while accommodations

— E
edged down from 59.5%. Improved gifting 34.2%
ing is going site exper I :: 0
Spending |s'gomg |ntc? the on-site experience More expensive destination :
rather than into traveling further or for longer. 28.5%
I o 5%
I

B 2 o%

4.4%

The clearest movement is elsewhere: food and

More distant destination
27 2%

Longer duration
23.4%

Other improvements

m 2026 survey 2025 survey

G4c. You indicated you plan to improve program quality next year (2027); please describe how:
- respondents could select more than one choice

Z Incentive
Response base (buyers). n = 82 Travel Index



ACTIVITY AND SPENDING TRENDS

Hotel and airfare account for nearly half the program budget

Rooms and air dominate program spend 2027 program budget allocation
(Average % of program budget)

Hotel expenses represent 25.1% of the average 4.5%
2027 program budget, followed by airfare
21.4%; together, nearly half of incentive travel
program budgets.

Food and beverage adds a further 20.5%, split m Hotel

12.0% at the hotel and 8.5% off-site. 6.4%

m Airfare

m Food and beverage at hotel
Destination experiences and activities hold

11.0%, followed by agency fees (6.4%) and

ground transportation (6.1%). 8.5%

m Destination experiences

m Food and beverage off-site

» Third-party agency fees
Ground transportation
Other
Gifting

Gifting is the smallest line item, at 4.5%.

12.0%

G7. While mindful that no two programs are the same, please indicate the average program
budget allocation for your team’s incentive travel programs occurring next year (2027).

s .
/0 Incentive
Response base (buyers): n = 371. Note: May not sum due to rounding @ Travel Index
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RISK ASSESSMENT

Conflict and safety are the industry's hard limits

Certain risks make a destination intolerable Intolerable risks
(Share of buyers)

Military conflict (76.1%), health and safety
(70.8%), and inadequate infrastructure or
supplier reliability (69.9%) are the most widely Health safety 70.8%
cited intolerable destination risks.

Military conflict 76.1%

Inadequate infrastructure or supplier reliability 69.9%
More than two in five buyers cite reputational
risk to the organization (44.5%), personal safety Reputational risk to the organization 44.5%
from crime (42.1%), and extreme weather

(40.2%) as intolerable risks. Personal safety from crime 421

Extreme weather 40.2%

Labor unrest / strikes affecting airlines, airports, hotels or

. 38.3%
local services °

Risk people in destination may not be welcoming to our

qualifiers 29.2%

Immigration, border crossing 17.7%

Risk that severe over-tourism / environmental or ethical

0,
concerns will conflict with corporate ESG commitments &)

I o

R1. When selecting a destination, what risks are intolerable? - respondents could select more
than one choice

Z Incentive
Response base (buyers): n =209 Travel Index



RISK ASSESSMENT

Geopolitical instability disrupting program destinations for most

Most buyers report heightened geopolitical
instability is disrupting destinations

Western Europe is the most exposed at 84.6%,
ahead of APAC at 79.2% and Rest of World at
76.2%. North America sits lowest at 51.5%.

North America is the least exposed region and
the most likely to be trimming budgets.

60.5%

Share of worldwide buyers reporting
heightened geopolitical instability is disrupting
destinations used

Experiencing geopolitical disruption in destinations used, by region
(Share of buyers)

Western Europe 84.6%

APAC 79.2%

Rest of World 76.2%

Global Average 60.5%

North America 51.5%

R5a. Are you experiencing heightened geopolitical instability that is disrupting destinations
used by your team for incentive travel programs?

Response base (buyers): n =223

z

Incentive
Travel Index



RISK ASSESSMENT

More than four in five buyers have adjusted in some way

Concern has already translated into
changed bookings

In the past twelve months, 63.5% of buyers
have removed a previously acceptable
destination from a shortlist and 46.8% have
carried out additional risk assessment.

Nearly two in five buyers have relocated a
confirmed program to an alternative
destination.

Just 16.7% report no material change, meaning
83.3% have taken concrete action in response
to geopolitical sentiment.

Response to geopolitical sentiment
(Share of buyers taking each action in the past 12 months)

Removed a destination from a shortlist that was previously
under active consideration

Conducted additional due diligence or destination risk
assessment

Relocated a confirmed program to an alternative destination

Substituted a domestic or regional program for an
international one

Sought additional political risk insurance or force majeure
clause coverage

None — our booking behaviour has not been materially
affected by sentiment

16.7%

R2. In the past 12 months, have you or your clients taken any of the following concrete actions as
a result of geopolitical sentiment rather than direct operational necessity? - respondents could 2
select more than one choice. Response base (buyers): n = 222 @ %!:gsgf'ﬁ%ex



RISK ASSESSMENT

Buyers split on how far sentiment should drive the decision

Data usually prevails, but sentiment alone Destination-risk decision making
still rules places out (Share of buyers)

A plurality takes a mixed view, with 44.6%

saying sentiment matters but data prevails in Sentiment matters but data prevails - We

the end monitor sentiment closely but typically book
' based on logistics, cost and qualifier appeal

44.6%

Close behind, 38.2% say sentiment is primary
and that they actively avoid destinations that Sentiment is primary - We actively avoid

feel uncomfortable, regardless of the data. destinations that feel geopolitically .
uncomfortable or reputationally risky, even if

the practical case remains strong

38.2%

Only 7.7% report a real internal-alignment gap

between leadership and the booking team.

Destination attributes override sentiment -
Stated concern does not translate into actual

(o)
X . S ; %
avoidance of certain destinations, commmercial 9.4%
considerations override
We lack internal alignment - Our senior
leadership is more concerned with sentiment 779,
. (0]

and organization reputation risks than our
planning team, creating internal friction

R3. When considering destinations for incentive travel programs, which of the following best

describes how decisions are currently being made in your organization or with your clients?

Incentive

Response base (buyers): n = 233 Travel Index

$
\



RISK ASSESSMENT

Relationships cut through the headlines

Best judgment is not dependent on hard What allows a knee-jerk response to be avoided
data (Share of buyers)

More than three-quarters of buyers (77.5%) say

relationships and direct experience are what Our relationships and experience help us understand how
. : conditions in the destination differ from headline sentiment

allow them to see past headline sentiment to

and perceived risks
actual conditions in a destination.

That is well ahead of previous destination
experience alone (38.1%) and commercial or

. Previous experience with destination
logistical factors (31.2%).

Price and convenience come last, cited by
17.7%.

Hard commercial and logistical factors ultimately prevail

Price and convenience ultimately prevail

R4. When a destination hits the headlines for the wrong reason, what allows you to look
through and avoid a knee-jerk response? - respondents could select more than one choice

Z Incentive
Response base (buyers). n = 23] Travel Index



RISK ASSESSMENT

There is no consensus on how long destinations stay affected

It is hard to generalize the impact of
instability

Many respondents (44.6%) say high-profile
instability is too dependent on history and
context to generalize.

Among those willing to estimate, answers
divide fairly evenly between one to two years
(20.0%) and three to five years (24.2%).

The industry has no shared rule of thumb for
how long reputational damage lingers.

Expected time until a destination has recovered
(Share of buyers)

1to 2 years 20.0%

3to Syears 24.2%

More than 5 years 6.2%

Hard to generalize, depends on history and context 44.6%

Unsure 50%

R6. Once a destination is recognized for high profile instability, how long do you think it will
take before you would actively consider it for your programs?

Response base (buyers): n = 240

z

Incentive
Travel Index



RISK ASSESSMENT

Most will reconsider a destination after disruption settles

Agreement on resilience, disagreement on Attitudes toward destination risk
perception (Share of buyers)

Two statements divide respondents almost
evenly: that buyers should simply pick safe
destinations (42.3% disagree against 39.6%
agree), and that only perception matters
(40.9% disagree against 42.3% agree).

Time cures — buyers reconsider once a disruption settles

T i t il Recovery from risk flashpoints has gotten quicker with
ere is far more agreement on resilience. experience

Many (65.0%) agree buyers reconsider a

destination once disruption settles, and 56.1%

agree recovery has become quicker.

Actual risk is irrelevant — only perception matters

It's not complicated — just pick safe, non-controversial
destinations

m Disagree 1 Unsure mAgree

R7. Do you agree with the following statements?

Response base (buyers): n = 225 (survey statements edited for length)

o .
15 Incentive
Travel Index



RISK ASSESSMENT

GoVv't ratings lead on risk assessment, experience close behind

Formal ratings and first-hand judgment are Sources used to assess actual destination risk
the primary ways of assessing risk (Share of buyers)

Government risk ratings are the most cited
way to assess risk (71.8%), ahead of previous "Risk ratings" from a government source 71.8%
experience with the destination (61.1%).

Both are well ahead of outside risk assessment Previous experience with each destination 61.1%
firms (41.5%) and third-party security
commentary (38.5%).

Qutside risk assessment 47 5%

Risk comments from a third-party company providing

security 38.5%

Other IVALRA

Not applicable

R8. How do you assess actual risk? - respondents could select more than one choice

Response base (buyers): n = 234 2
/e Incentive
@ Travel Index



RISK ASSESSMENT

Inflation is the biggest risk in both the short and long run

Cost pressure outranks every other
challenge on both horizons

Rising costs and inflation top both horizons, with
40.1% citing it as a short-run challenge and
45.4% as a long-run one.

International instability is the closest short-run
rival at 39.3%, ahead of short-term planning
uncertainty at 37.5% and political considerations
at 36.0%. Attracting and retaining talent
becomes a top-of-mind challenge in the long-
run for 41.7% of respondents.

Challenges that are lower on the list in the short-
run become more important in the future.
Climate change is the biggest long-run climber,
rising from 7.1% in the short run to 32.5%, while
sustainability rises from 6.2% in the short-run to
24.0% further out.

13 of 20 factors shown: Excluded (short-run /long-run): exchange rate
volatility (21.7% /12.2%); travel visa uncertainty (19.3% /12.5%); fear of not
being welcome (15.5% /14.1%); less airline focus on incentive travel
(11.5% /17.3%); diversity, inclusion, etc. (9.5% /13.8%); uninformed

procurement policies (7.7% / 13.4%); none of these choices (6.6%/3.9%)

Future challenges: short-run versus long-run

(Share of respondents)

Rising costs / inflation

International instability

Uncertainty, short-term planning
Political considerations

Securing adequate budget

Securing airlift, service from airlines
Attracting and retaining talent
Securing accommodations availability

Loss of industry knowledge

Qualifier demographics and changing
preferences

Pressure to reduce staff, replace with Al
Climate change

Sustainability

I 5 4%
_ 40.1%

I 38.17%
T 39.3%

I 11.6%
T 37.5%

I, 26.0%
T 36.0%

I, 31.4%
T 33.8%

I 17.6%
T 27.6%

I 41.7%
—— 25.2%

I 13.4%
I 23.4%

I,  26.4%
T 19.7%

I 27.5%
I 14.0%

I 23.6%
I 11.7%

I  32.5%
I 7.1%

I 24.0%
I 6.2%

m Long-run

m Short-run

S1. What important future challenges face incentive travel professionals? - respondents could

select more than one choice

Response base: n = 638 (survey statements edited for length)

Incentive
Travel Index



RISK ASSESSMENT

International instability top of mind in APAC and Rest of World

The same pressures, in a different order Top three short-run challenges, by region
(Share of respondents)

Rising costs, international instability, and

short-term planning uncertainty are the top g o -
three short-run challenges in three of the four 2 International instability _ 36.8%
regions. Only the order changes. 2 Short-term planning uncertainty 36.5%
() .. . .
0 i o) -
(47:3%) compared to North Arerics [53.9%) £ snortempaning unceran | o
Instability leads in APAC (40.9%) and Rest of 2
World (45.3%). = International instability 39.7%
est of World is the exception replacing et nreoiy | - =
. . ‘ . ? O
at 39.5% of respondents. <
Short-term planning uncertainty 35.9%
O
= . o
1%
& Securing adequate budget 39.5%

S1. What important future challenges face incentive travel professionals? — short run, by
region

p .
j Incentive
Response base: n = 638 (survey statements edited for length) @ Travel Index
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DESTINATION LOGIC

More buyers plan to use Europe in the future

Weakness in the Middle East

Destinations used for incentive travel are expected
to change as buyers plan future events. This chart
highlights the share of buyers planning more use
minus the share planning less use of each
destination (net destination momentum) relative to
2026.

Western Europe shows the strongest net
momentum toward more use, at +29.3%. The next-
strongest gainers are Emerging Europe (+25.3%)
and the Caribbean (+20.7%), while the United States
sits in the middle of the pack at +5.0%.

Mexico has swung to modestly hegative net
momentum at -6.5%, after being a top gainer in the
2025 survey. The weakest destinations are Other
Middle East (-25.6%) and the Gulf States (-23.6%),
followed by West Africa (-13.8%) and East Africa (-
10.2%), where buyers cutting back clearly
outnumber those planning more use.

Net destination momentum
(Share of buyers planning more use minus share planning less)

Western Europe I 0 3%

Emerging Europe

Caribbean (including Puerto Rico)
Southeast Asia I 09

Oceania

Northeast Asia

Central America

Canada

Cruise

South America

United States B 50%

South Asia
Hawaii -0.5% |
Southern Africa -3.1% R
North Africa -5.5% 1N
Mexico -6.5% NGB
Other Africa -9.3% I
East Africa -10.2% I
West Africa -13.8% NG

Culf States 23 6% I
Other Middle East -25.6% IR

D1. How do you expect your planned use of the following destinations for incentive travel will
change as you plan future events relative to 2026? —buyers currently using each destination

Z Incentive
Response base (buyers): n =205 @ Travel Index



DESTINATION LOGIC

APAC is expanding on a different scale

Expansion closer to home Top three destinations for increased use, by region
(Share of buyers planning more use than in 2026)

This chart focuses on respondents who

indicated they are planning more use of a g
destination in 2026, by region. I Western Europe _ 32.3%
. § Emerging Europe 31.0%
APAC buyers plan greater travel to locations
within their own region, with appetite far § Western Europe _ 40.0%
. . -]
above what the other regions repgrt. Oceania uEJ Mexico _ 30 0%
leads for APAC buyers at 76.0%, with Southeast 2
Asia at 73.1%, and Northeast Asia at 69.2%. = Emerging Europe 30.0%
Western Europe is the most widely cited Oceania _76'0%
growth market elsewhere, topping the lst i 2 saesns [
Rest of World (50.0%) and in its own region < _
(40.0%), and ranking second in North America Northeast Asia 09.2%
2:3%) g vestemevcre | <o
O
= .
North American buyers lead, with the 5 Southamerica | <o 2>
. o 5
Caribbean at 33.6%, just ahead of Western ks Caribbean 38.5%

Europe (32.3%) and Emerging Europe (31.0%).

D1. How do you expect your planned use of the following destinations for incentive travel will
change as you plan future events relative to 2026? — top three destinations for increased use,

o -
by region. Response base (buyers): n =205 @ '7'1352."?.’%ex



DESTINATION LOGIC

Canada and South America draw the most new interest

Africa and the Middle East are being ruled
out

There are some destinations that are currently
not being used by buyers of incentive travel. This
chart shows the share of buyers not currently
using a destination but willing to consider minus
the share not willing to consider a destination.

Among destinations they do not currently use,
buyers give the most net consideration to
Canada (+16.1%), South America (+15.7%), and
Emerging Europe (+14.6%).

Oceania (+12.1%) and Central America (+11.2%)
follow. Cruise sits mid-table at +7.1%, a clear step
down from second place in the 2025 survey.

The bottom of the list highlights refusal rather
than absence of interest, possibly due to
heightened safety concerns: West Africa (-34.0%)
and Other Middle East (-33.3%) are ruled out by
roughly half of the buyers not using them.

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

Canada

South America
Emerging Europe
Oceania

Central America
Hawaii
Northeast Asia
Caribbean
Cruise
Southeast Asia
Western Europe
Mexico

United States
Southern Africa
South Asia
North Africa
East Africa

Gulf States
Other Africa
Other Middle East
West Africa

I 16.1%
I 15.7%
I 14.6%
I 12.1%

B 1.0%
-2.5% Il
-3.6% N
-4.0% N
-13.2% I
-16.4% [
-16.6% I

-33.3% | —
-34.0% | —

D1. How do you expect your planned use of the following destinations for incentive travel will

change as you plan future events relative to 2026? — buyers not currently using each destination P
s Incentive
Response base (buyers): n =205 @ Travel Index
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DESTINATION LOGIC

Strong interest and hard refusal often sit together

A weak net score can mean disagreement

The net scores mask two different patterns
underneath (willingness versus unwillingness
to consider). Oceania draws 28.8% willing
against just 16.7% who rule it out, while cruise
draws similar willingness at 27.6% but a
steeper 20.4% refusal.

South Asia is the clearest case: 26.9% would
consider it and 30.6% will not, so its negative
net score reflects a split audience rather than a
lack of appeal.

Western Europe and the United States sit low
on both measures, at 11.6% and 11.1% willing,
respectively, because most buyers already use
them.

Destinations not used but under consideration
(Share of buyers, sorted by highest willingness to consider)

Oceania
South America
Cruise
South Asia
Northeast Asia
Canada
Southeast Asia
Emerging Europe
East Africa
Southern Africa
Other Africa
North Africa
Central America
Hawaii
West Africa
Caribbean
Gulf States 15.9% 32.3%
Mexico 14.6% 12.1%
Other Middle East
Western Europe
United States 11.1% 10.1%

m Willing to consider ~ m Will not consider

D1. How do you expect your planned use of the following destinations for incentive travel will
change as you plan future events relative to 2026? —buyers not currently using each destination

Response base (buyers): n =205

P—

Z

Incentive
Travel Index



DESTINATION LOGIC

Buyers divided on distant destinations

The share of those not willing to consider is Destinations not used but under consideration
sizable and reduces the momentum for (Share of buyers, top three per region)
future growth

North American buyers are most open to

48} .
i< Oceania 36.4% 15.5%
Oceania (36.4%), Northeast Asia (35.4%), and 2 ’
Southeast Asia (32.3%) — the three furthest < Northeast Asia SR 20.9%
from home. S Southeast Asia 32.3% 23.8%
D)
: . : o) East Africa 40.0% 20.0%
APAC is also looking further away, favoring the =
. . LI-I .
Caribbean (44.0%), Central America (40.0%), c Cruise 30.0% 40.0%
(O]
and South America (37.5%). %03 Central America 30.0% 10.0%
East Africa tops the “willing to consider” list for Caribbean 44.0% 16.0%
O
Western Europe (40.0%). < Central America 40.0% 24.0%
<
Rest of World leads with West Africa (30.8%) South America
and Oceania (28.0%). !g West Africa 30.8% 26.9%
=
45 Oceania 28.0% 32.0%
©  United States 26.9% 11.5%

m Willing to consider ~ m Will not consider

D1. How do you expect your planned use of the following destinations for incentive travel will
change as you plan future events relative to 2026? — buyers not currently using each destination

Z Incentive
Response base (buyers): n =205 @ Travel Index



DESTINATION LOGIC

Novelty still leads destination-type momentum

Far and urban destinations sit at the bottom

New destinations not used before lead by a
wide margin, with 77.0% of buyers increasing
use, against 1.4% cutting back.

Shorter-distance trips (46.5%), value
destinations (41.5%), and resorts (40.0%) follow.

Far and urban destinations sit at the bottom,
with more buyers cutting back than increasing
use.

Destination-type momentum
(Share of buyers, ranked by share increasing use)

New destinations not used before

21.6% 77.0%

Shorter distance from participant origin  [eR! 44.1%

"Value destination" 17.5% 47.0%

I O\o

Resort SWAZ 54.3%
High profile / long-established &% 56.4%
All-inclusive resort 46.9%
Greater distance from participant origin 54.7%
Urban 62.1%

m Decreasing No change mIncreasing

D2. How do you see destination types changing as you plan future events?

Response base (buyers): n =218

46.5%

41.5%

40.0%

38.4%

37.4%

23.2%

Incentive
Travel Index
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DESTINATION LOGIC

Cruises lose momentum

Every cruise type loses more buyers than it
gains

Cruise Is the weakest destination family in the
survey: all five cruise types have more buyers
cutting back than increasing use.

River holds up best, at 22.8% increasing against
25.2% decreasing.

Caribbean falls hardest, with 34.8% of buyers
reducing use against 13.2% increasing, a net of
-22 points.

Cruise destination momentum

(Share of buyers, by change in planned use)

Cruise - River

Cruise - Mediterranean

Cruise - Caribbean

Cruise - Alaska

Cruise — other

26.5%

34.8%

24.3%

52.0%

53.9%

52.0%

63.4%

61.8%

m Decreasing No change mIncreasing

D2. How do you see destination types changing as you plan future events?

Response base (buyers): n =218

Incentive
Travel Index
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DESTINATION LOGIC

Destinations can be motivational, memorable, and meaningful

The strongest draw is not the most
meaningful experience

Beach and sunshine is the most motivational
type by a wide margin, cited by 67.0%, ahead
of international travel at 47.4%, and sports or
concert events at 36.7%.

Memorable belongs to adventure travel, at
48.4%, ahead of beach at 45.6%, and
International travel at 42.3%.

Meaningful ranks differently again, with
iInternational travel at 40.0%, historical
locations at 36.3%, and adventure travel at
34.4%.

International travel is the only type in all three
top threes; beach appears in two but is not as
meaningful.

Destination-type performance
(Top three destination types on each measure, share of buyers)

Motivational

Memorable

Meaningful

ternation=! - | (.0’
ristorical location | ;.-
pcventure trovel - | : <

D3. How well are today’s incentive travel experiences delivering on these goals for qualifiers? -
respondents could select more than one choice

Response base (buyers): n =215

Z

Incentive
Travel Index
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DESTINATION LOGIC

The strongest draw can be weak on meaning

Draw versus depth

Each line tracks one destination type from
how well it motivates qualifiers to how
meaningful the experience feels.

Beach and sunshine falls furthest: 67.0% saying
motivational compared to 20.5% saying
meaningful.

International travel largely holds its level, 47.4%
to 40.0%, while natural surroundings gain,
from 20.0% to 33.0%.

Cruise slides from 27.0% to 13.5%.

Destination-type performance
(Motivational vs. meaningful, selected types, share of buyers)

Beach 67.0%

20.5% Beach

Motivational Meaningful

D3. How well are today’s incentive travel experiences delivering on these goals for qualifiers? -
respondents could select more than one choice

Response base (buyers): n =215

Z

Incentive
Travel Index



DESTINATION LOGIC

Top-tier stays overtake direct air access as a must-have

Where qualifiers stay now outranks how Destination must-haves, 2026 versus 2025 survey
they get there (Share of buyers)
Top-tier accommmodations are the leading Top tier accommodations _3430/ 47.9%
destination must-have at 47.9%, up from 34.3% o
- ot ai I 30.5%
IN 2025. Direct air access 40.5%
: - - : - oo [ ¢ 57
Direct air access slips to second at 39.5%, just Bucket-list name recognition 24.5%
below its 40.5% share last year, while the . f DG I 20 0%
resence or a goo
presence of a good DMC falls furthest, from J 29.1%
29.1% to 20.0%. Activities with historical or cultural significance I 113;;/‘)
Bucket-list name recognition edges up to Resort _17159)(-)/1%
26.5% of buyers from 24.5%, holding third ——— o
place. Perceived as welcoming to our qualifiers  16.3%
Program sponsor excitement _ ;gzo
Presence of a favored supplier ] 3'3%0
4.6%
B 4%
Golf 199,

m 2026 survey 2025 survey

D5. What are your one or two most important destination “must haves”, assuming a
destination is perceived as safe (health, crime, geopolitics)? - respondents could select more pe

: C A — o Incentive
than one choice. Response base (buyers): n = 215 @ Travel Index



DESTINATION LOGIC

Geopolitical factors now the primary disqualifier

More buyers are identifying major Destination disqualifiers
disqualifiers than a year ago (Share of buyers)

I  6.5%

Geopolitical factors are cited by most (64.5%) Geopolitical factors

as a leading reason to rule a destination out. 37.8%
| | | - DiffioLlt aif Access _ 62.2%
That is consistent with the geopolitical risk 40.7%
s§ct|onr where a majo-rlty report active Sublic health concerns * 39.2%
disruption to the destinations they use. 7
I 2. 5%
o _ Inadequate local infrastructure (besides airport) 22 >
Difficult air access runs a close second at 62.2%. 26.7%
- P
Public health concerns have more than Risks of extreme weather — 25.3
doubled, from 17.9% to 39.2%. D7
I 0%
) ) Accommodation concerns o 240
Accommodation concerns have tripled, from 7.7%
9 9 | I 05%
7.7% to 24.0% of buyers in 2026. Distance 19.8%
12.8%
o - . I 7%
Poor destination airport facilities/experience
%
Mass market name recognition - j;o/

m 2026 survey 2025 survey

D6. What are your most important destination “disqualifiers”, besides cost and personal
safety? - respondents could select more than one choice

Z Incentive
Response base (buyers). n =217 @ Travel Index



DESTINATION LOGIC

Creativity and reputation key to DMC selection

Judgment-based qualities beat structural DMC-selection factors
credentials (Share of buyers)
Creativity and innovation (81.2%) narrowly leads Creativity and innovation 81.2%
reputation through word of mouth (79.5%) and Reputation as demonstrated by word of mouth recommendations 79.5%
demonstrable connections in the destination Demonstrable connections within the destination 75.2

o . ) .
(75.2%); examples of judgment-based qualities. Responsiveness to RFPs =
Structural credentials such as company size Altitude/can-do mentality 66.9%
and being part of a global or national chain sit Legacy (years in business) 50.5%

at the bottom of the list. Breadth of service offering 93.1%
Duration of relationship with the project manager 36.6%
Ability to demonstrate financial stability 35.7%
Industry activity and association membership 25.5%
Global or National presence 25.2%
Marketplace commitment/sales trips 21.7%

Technology capability 20.3%

ol

@)
|II Iii ‘il ||| ||| ||| ||| “\ ||| “\ ||| “\ |||
®
w
s°
s°

Participation in global or national consortia
Size (headcount) SRCEA

Ownership by global or national chain i}

Cl. When selecting a DMC, what are the key factors that influence that choice? - respondents
could select more than one choice

Z Incentive
Response base (buyers): n = 409 @ Travel Index



DESTINATION LOGIC

Most expect DMCs to become multi-service businesses

Consolidation and service expansion, rather
than disappearance

The strongest area of agreement is that most
DMCs will become multi-faceted, portfolio-
style businesses (66.3%).

Predictions that DMCs will become de facto
third-party agencies draw more mixed views
(33.2% agree, against 28.6% disagree).

Respondents expect the traditional model to
evolve rather than to disappear.

Predictions for the DMC sector
(Share of DMCs)

Most DMCs will be multi-faceted businesses
offering a portfolio of incoming destination services
to leisure and business visitors alike

Most DMCs will offer non-core services such as
event production and registration

Single-destination DMCs offering only core ground
services will be in the minority

Most DMCs will belong to a national, regional or
global brand or consortium

Most DMCs will be de facto third-party agencies
working directly with end users

'0ld school” single-destination DMCs will be extinct

14.9% 18.8%

20.3% 26.7%

29.2% 26.5%

33.8% 29.1%

28.6% 38.2%

44.7%

m Disagree 1 Unsure mAgree

66.3

32.1%

C2. How do you think the DMC sector may evolve over the next five years?

Response base (DMCs): n = 308

%

53.0%

44.3%

37.1%

33.2%

23.2%

(G Incentive
Travel Index
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STRATEGIC PLANNING

Sales and profitability still outrank engagement goals

Incentive travel is framed first as a Program objectives
performance lever (Average importance rating, 1 = least to 5 = most important)

End-user program owners rate increased sales
and profitability for the company as the single

most important objective, achieving a score of
4.2 out of 5. Increased individual productivity

Increased sales and/or profitability for the overall company

na
N

>
o

Softer, harder-to-measure engagement goals improved employee engagement/morale
follow behind it.

-
Ne)

Improved employee retention

>
o

Enhanced ability to recruit new employees

ranks last at 3.0.
Better relationship building between employees and

management

w
~

Stronger organisational commitment

W
©

w
o

Better relationship building between employees

oy
o

Enhanced ability to recruit new employees

P1. Please rank the following objectives in order of importance as outcomes of your incentive

travel program - ranking reflected as a score for aggregation purposes

Incentive
Travel Index

-&\\\;

Response base (end users): n =115



STRATEGIC PLANNING

Programs are converging on shared, experience-led moments

A narrower set of activities is absorbing the

attention

The share citing group cultural and
sightseeing experiences rose from 60.0% in
2025 to 71.1% in 2026, and group dining from
58.0% to 66.0%.

Falling over the same period is the importance
of free time (53.0% to 50.1%), relationship-
building activities (53.0% to 47.0%), award
celebrations (48.0% to 42.7%), and CSR
activities (29.0% to 22.8%).

The industry is concentrating on fewer, shared
experiences rather than broadening the
activity mix.

Program activity importance, 2026 versus 2025 survey

(Share of respondents)

Group cultural or sightseeing experiences
Group dining experiences

Free time

Activities that promote relationship-building between officers
and qualifiers, and among qualifiers themselves

Luxury travel experiences/"bucket list" inclusions

Award celebrations

Team-building activities

Activities promoting wellness

Activities that promote corporate social responsibility (CSR)
Golf

Other

m 2026 survey

I /1.1%
60.0%

I 66.0%
58.0%

I  50.1%
53.0%

I, 47.0%
53.0%

I <15.0%
44.0%

I 42.7%

48.0%
I 34.0%
35.0%

I 27.0%
27.0%

I 22.8%

29.0%
B 7 .7%
8.0%

B 5.0%
5.0%

2025 survey

P2. Which of the following program activities are most important for a successful incentive
travel program? - respondents could select more than one choice

Response base (all except DMOs): n =1,252

Incentive
Travel Index



STRATEGIC PLANNING

Buyers value free time more than sellers do

Sellers focus on group dining activities more
than buyers

Group cultural and sightseeing experiences
top the lists for buyers and sellers, who
disagree more on the importance of activities
that come after.

Most buyers (64.0%) rate free time as one of
the most important program activities,
compared with 42.4% of sellers.

Activities rated more by sellers than buyers
include group dining (68.5% against 61.8%) and
award celebrations (45.2% against 40.0%).

Most important program activity

(Share of respondents, buyers vs. sellers)

Group cultural or sightseeing experiences
Group dining experiences

Free time

Activities that promote relationship-building between
officers and qualifiers, and among qualifiers themselves

Luxury travel experiences/"bucket list" inclusions

Award celebrations

Team-building activities

Activities promoting wellness

Activities that promote corporate social responsibility (CSR)
Golf

Other

m Buyers

I, /4.9%
T 68.7%

I 61.8%
T —— 68.5%

I, 64.0%
I 42.4%

I,  55.7%
I 42.4%

N,  55.7%
I 38.8%

I 40.0%
I 45.2%

I 23.1%
I 39.6%

I 3.3%
I 32.1%

I 14.3%
N 27.0%

1%
B 6.0%

V2%
M 4.0%

m Sellers

P2. Which of the following program activities are most important for a successful incentive
travel program? - respondents could select more than one choice

Response base (all except DMOs): n =1,252

Incentive
Travel Index



STRATEGIC PLANNING

Destination choice reflects qualifier preference for many, not all

Logistics, cost, and corporate priorities Alignment between destination choice and qualifier preference
frequently override the qualifier (Share of buyers)

Approximately two-in-five (39.9%) of buyers
describe destination choice as highly aligned
with what qualifiers would choose for
themselves.

m Highly aligned - destination choice

. . . flect lifi f
The majority (56.8%) say alignment is only reTiects Quallier preferences

partial, with logistics, cost, and corporate
priorities often taking precedence.

= Partially aligned —
logistics/cost/corporate priorities
often override qualifier preference

Poorly aligned — driven primarily by
convenience, budget and supplier
relationships

D4. Are the incentive travel destinations you or your clients select aligned with what qualifiers
themselves would choose if given a free hand?

Z Incentive
- Response base (buyers): n =213 @

Travel Index
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STRATEGIC PLANNING

Certain provocative statements generated strong agreement

Agreement on fundamentals

More than three-quarters agree that the best investment is educating leaders about what incentive travel actually delivers instead of chasing new destinations or better hotels
(76.2%). The majority of respondents also back better-designed programs in secondary cities over weak programs in top destinations (61.7%), shorter stays over longer ones (58.2%),

and question whether sustainability claims are more than greenwashing (51.0%).

Provocative industry statements

(Share agreeing)

76.2%

Education is a better investment
than new destinations or hotels

The best investment the
incentive travel industry could
make right now is not in new
destinations or better hotels — it
Is in educating the next
generation of corporate HR and
finance leaders about what
incentive travel actually delivers.

A well-designed incentive
program in a secondary domestic
city beats an underwhelming
program in an iconic
international destination every
time.

S2. Do you agree with the following statements? (1 of 2)

Response base: n = 629

A longer stay in a good
destination is now less appealing
to most qualifiers than a shorter
stay in a great one — shorter,
more intense incentive
experiences are the future.

51.0%

Sustainability claims
viewed as greenwashing

Most sustainability commitments
made by incentive travel
programs are greenwashing —
genuine, measurable
environmental progress in our
industry remains the exception
rather than the rule.

Z .
Incentive
Travel Index
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STRATEGIC PLANNING

Some provocative statements split the room as consensus fades

Disagreement on formats

Fewer than half think the industry talks to itself more than it serves clients (43.7%). Agreement thins out further as barely a third would retire the gala dinner (36.8%) or expect
qualifiers to take the cash (35.9%), and just 18.1% see the experience economy as real competition for group travel.

Provocative industry statements
(Share agreeing)

43.7%

Industry talks to itself

The incentive travel industry The formal gala dinner is the
spends more time talking to itself most overrated element of the

at industry conferences than it incentive travel program and
does making the case to the C- should be retired in favor of more
suite. intimate, authentic dining

experiences.

S2. Do you agree with the following statements? (2 of 2)
Response base: n = 629

Given a genuine choice, the
majority of qualifiers would still
take the cash equivalent of the
trip — incentive travel only wins
when the experience is truly
exceptional.

18.1%

Experience economy rivals group
travel

The experience economy —
Airbnb Experiences, Viator, Klook,
bespoke travel companies — now
offers individual qualifiers a level
of personalized travel experience
that incentive group programs
struggle to match.

Z .
Incentive
Travel Index



STRATEGIC PLANNING

APAC is the least confident in the group-program model

No other region comes close on the Provocative industry statements, by region
experience economy (Share agreeing)

Nearly half of APAC respondents, 49.0%, see

direct-to-consumer experience platforms — The experience economy — Airbnb Experiences, Viator, Klook, 12.7%

. : . bespoke travel companies — now offers individual qualifiers a 6.0%
Airbnb Experiences, Viator, etc — as real : ) : )

level of personalized travel experience that incentive group 49 0%

competition for built group programs. Much programs struggle to match.
fewer in Western Europe do, at 6.0%.
APAC is also the most likely to say qualifiers would 27 9%
take the cash equivalent (51.0%) and that the Given a genuine choice, the majority of qualifiers would still 33.3%

take the cash equivalent of the trip — incentive travel only wins

industry talks to itself more than it serves clients when the experience is truly exceptional, 51.0%
(51.9%).

Western Europe is the opposite, with only 6.0%

concerned about the experience economy, while 45.6%

The incentive travel industry spends more time talking to itself 33.3%
at industry conferences than it does making the case to the C- .
qualifiers would take the cash, at 27.9%. suite.

North America is the least convinced that
51.9%

m North America Western Europe  mAPAC  m Rest of World

S2. Do you agree with the following statements? — share agreeing, by region

Response base: n = 629 @I i
ncentive

Travel Index



STRATEGIC PLANNING

Educational site visits are by far the most effective outreach

Nothing shifts destination perception like Effectiveness of destination outreach methods
being there (Share of buyers)

Less effective  m Effective  ® Very effective

An educational trip to the destination is rated
very effective by 79.6% of buyers, and only 1.0%

call it less effective. Educational trip to destination 19.4% 79.6%

Hosted-buyer participation at an industry Hosted buyer at industry event

event follows at 60.9% very effective, with trade

shows at 36.7% and boutique marketplaces at Trade shows (IMEX, IBTM) 51.8% 36.7%
32.0%.

Virtual pre-site video scores well on effective, at

57.6%, but only 18.7% rate it very effective. .
Sales presentation at workplace 47 5% 29.2%

Marketing communications and video calls or
webinars are weakest, rated less effective by Virtual pre-site video 57.6% 18.7%
36.6% and 38.1% of buyers.

Marketing from DMO/DMC/hotel

Video calls / webinars

D7. Based on conversations with your clients, when they are learning about new destinations

for incentive travel, how effective are the following outreach methods? P
@ Incentive

Response base (buyers): n = 210 (survey statements edited for length) Travel Index



STRATEGIC PLANNING

The most trusted channels are all human networks

Peer recommendations still outrank any Information sources for destination consideration
digital source (Share of buyers)

Recommendations from peers at industry Less effective  m Effective  ® Very effective

associations are the most effective source, o

) . Peers at associations (SITE, MPI, PCMA) 32.1% 62.2%
rated very effective by 62.2% and less effective
by only 5.7%. Incentive house account executives 34.0% 59.2%

Incentive house recommendations (59.2%) and Word of mouth inside the organisation
word of mouth from inside the organization
(52.7%) follow. Word of mouth outside the organisation 44.0% 44.0%
Paid and published channels trail: online travel Blogs / LinkedIn / Facebook thought leaders 54.4% 27.2%
: : o
sites ar? rated less eﬁceCtlve'by 51.0%, travel Industry publications and advertising 64.4% 18.5%
magazines by 43.0% and print supplements by
81.3%. Online travel sites (TripAdvisor) 33.8% 15.2%

Social media endorsements

Dedicated travel magazines 47 8% 9.2%

Print / travel supplements

D8. When considering a destination for an incentive program, how influential are the following
information sources?

7 .
Incentive
Response base (buyers): n = 209 (survey statements edited for length) @ Travel Index
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Al ADOPTION

Al has become a mainstream working tool

Adoption broadened across most functions Current use of Al within incentive travel, 2026 versus 2025 survey
(Share of respondents)

Content creation (62.3%) and destination Content creation (e.g., invitations, program collateral, post- || GcNGGGEEEEEEEEEEEEEEEE . 3
research (55.6%) remain the two leading Al event summaries) 61.2%
applications. Destination research and planning _51035.6/0
' ' I, 2.7
The share sayl.ng they are not currently using Program design and scenario modeling : 427
Al has fallen since 2025. 34.7%
Participant communications (e.g., chatbots, automated ||| GTcNGTTEEEEEGGE 3 5%
Al has moved from an early-adopter novelty to responses) 32.3%
a routine part of how programs get built. Supplier sourcing and REP creation _2170/ 31.5%
I ;0%
Personalization of participant experiences 310
26.4%
: L 27.4%
Budgeting and cost optimization _
Jeing g 18.9%
| | g N 7 0%
Risk management and contingency planning 11.1%
%
We are not currently using Al _ 151{; 59

m 2026 survey 2025 survey

S3. How is your team currently using (or planning to use) artificial intelligence (Al) in relation

to incentive travel programs? - respondents could select more than one choice P
@ Incentive

Response base (all except DMOs): n = 581 Travel Index



Al ADOPTION

Adoption is deep as well as broad

Al now spans several parts of the workflow Number of Al applications in use
(Share of respondents)

Six-in-ten (60.8%) respondents use Al for three
or more separate applications, and 22.9% for None
five or more.

15.8%

Only 15.8% use no Al at all. Among those who .
do, the average team applies it to almost four
of the eight functions.

9.1%

14.3%
Adoption is not a single experiment per team

— for most it already spans several stages of
how a program gets built.

23.1%

14.8%

5 or more 22.9%

S3. How is your team currently using (or planning to use) artificial intelligence (Al) in relation

to incentive travel programs? - respondents could select more than one choice

Incentive
Travel Index

Response base (all except DMOs): n = 581

-&\\\;



Al ADOPTION

Buyers lead sellers in Al adoption

Most sellers use Al for content creation Al use case, buyers vs. sellers
(Share of respondents)

I 6.6%
I, 43.3%

I 3%
R — 58.1%

I, 4.9%
I, 41.0%

I, /2.9%
I 26.2%

I 35.5%
I 26.8%

I 35.5%
I 27.1%

I s:.7%
I 22.5%

I 26.6%
B 12.0%

B s s
I 18.5%

m Buyers mSellers

Buyers lead sellers on every Al use case.

Destination research and planning

The leading application differs by role:
destination research and planning for buyers
(76.6%), content creation for sellers (58.1%).

Content creation

Program design and scenario modeling
Participant communications

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

Risk management and contingency planning

We are not currently using Al

S3. How is your team currently using (or planning to use) artificial intelligence (Al) in relation
to incentive travel programs? - respondents could select more than one choice

Z Incentive
Response base (all except DMOs): n = 581 @ Travel Index
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Al ADOPTION

Western Europe trails on all eight applications

The regional gap is widest on destination
research

North America and APAC lead on almost every
application, Rest of World sits between them,
and Western Europe is lowest on all eight.

The spread is widest on destination research at
29 points (67% against 38%) and on risk
management at 18 points (26% against 8%).

Western Europe is also the least likely to use
Al, with 25% of regional respondents not
currently using Al, compared with 11% to 16%
elsewhere.

Al use by region, ranked by overall adoption
(Share of respondents; darker = higher)

Program design and scenario modeling
Personalization of experiences -
Budgeting and cost optimization ---
Risk management -- 15% 8%

Not currently using Al 12% 11% 16% 25%

S3. How is your team currently using (or planning to use) artificial intelligence (Al) in relation
to incentive travel programs? - respondents could select more than one choice

Response base (all except DMOs): n = 581

Z

Incentive
Travel Index



Al ADOPTION

The industry doubts Al is already a competitive edge

Most see the bigger long-term threat Provocative industry statements on Al
elsewhere (Share of respondents)

Only 24.4% agree that firms using Al are
already out-executing competitors on price

and program quality.
The companies using Al are now more successful
. o . | . at designing highly personalized, cost-effective and 39.6%
A majority, 55.9%, .agree the_ industry's biggest logistically optimized incentive travel programs.
long-term threat is something other than Al,

GCen Z or sustainability.

The biggest long-term threat to the incentive travel
industry is not Al, not Gen Z, not sustainability — it
is procurement departments systematically
reducing incentive travel to a line-item commodity.

26.6%

Disagree = Unsure mAgree

S2. Do you agree with the following statements?

Response base: n = 629

fl/ Incentive
Travel Index
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Al ADOPTION

One-third find Al summary info sources less effective

Although most find Al summaries effective,

many consider it less effective compared to
other sources

Al summaries are less effective for 33.8% of
buyers and very effective for just 8.7%.

Recommendations from peers at industry
associations are the most effective source.

Al as an information source for destination consideration
(Share of buyers)

m Less effective  m Effective  mVery effective

Al summary information

D8. When considering a destination for an incentive program, how influential are the following
information sources?

Z Incentive
Response base (buyers): n =209 @

Travel Index
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APPENDIX

Respondent roles

Full role breakdown of the 2026 respondent Respondent roles
base (Share of respondents)

Incentive travel houses are the largest single 31.5%
group at 31.5%, followed by suppliers at 26.4% Incentive travel house -
and DMCs at 20.9%. |

26.4%
Buyers account for 42.7% of the base and Supplier to the incentive market o o
sellers 53.9%, with the remainder (3.4%) being o
Destination management company
21.2%

11.2%

Incentive travel corporate program owner

11.7%
Destination marketing organization
5.8%
e
Other, please specify
4.7%
w2026 2025

L1. Please select the role that best describes your involvement in incentive travel.

Response base: n = 2,017 @I i
) ncentive

Travel Index



APPENDIX

Origin of qualifiers

Origin is more concentrated than Origin of incentive travel qualifiers
organization location (Share of buyers, by primary country of origin)

The United States is the primary qualifier origin

United Stat
for 63.5% of buyers. ea States

63.5%

That is a far higher concentration than the 35% Australia
recorded for organization location, with
Australia and Canada a distant second and
third.

Canada

India

Brazil

Mexico

Germany

United Arab Emirates I 1.5%

M2. What is the primary origin of qualifiers in your team’s incentive travel programs?

Response base (buyers). n = 397 22 | i
s ncentive
@ Travel Index
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APPENDIX

®
Company size
The base spans company sizes fairly evenly

Companies of 101 to 1,000 employees are the
largest single bracket, at 30.9%.

Roughly a third of buyers work with
organizations of 5,001 employees or more.

Participant company size
(Share of buyers)

= Fewer than 100 employees
= 1017 to 1,000 employees

= 1,001 to 5,000 employees

= 5,007 to 10,000 employees

= More than 10,000 employees

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 = 398

Z

Incentive
Travel Index




APPENDIX

Customer industries

Finance and technology dominate the Customer industries
industries served (Share of buyers citing each industry in their top three)
Finance and insurance (47.0%) and technology Finance and insurance
(38.1%) are the two most-cited industries Technology
among agencies and end user program Pharmaceuticals and health care
owners. Automotive sales and distribution

Manufacturing
Respondents could name up to three Professional services
industries, so shares do not sum to 100%. Fast-moving consumer goods

Construction
Direct selling to consumers [EEREA

Automotive parts and service
Retail
Energy, engineering, and electrical services

=N B B Y
o
ol 5° [l 5° | S0

Hospitality

O
w
0

Luxury goods

Agriculture

Other, please specify

Logistics, including transportation
Media and entertainment

Education

MS5. For which of the following industry(ies) does your team primarily organize incentive travel
programs? - respondents could select more than one choice

Z Incentive
Response base (buyers): n = 394 @ Travel Index



APPENDIX

Sellers by category

Hotels dominate the supplier side of the Sellers by category
base (Share of suppliers)

Hotels account for 74.8% of supplier vore | - -

respondents.
P Other, please specify - 6.9%

Cruise lines, activity and team-building Cruise line . 36%
providers, and other specialist categories make

_ Activity, team-buildin 2.3%
up the remainder. g ’ I

Food and beverage (e.g., catering, restaurant) I 2.1%
Ground transportation I 1.8%

Non-traditional venue I 1.8%

Visitor attraction I 1.8%

Gifting ] 1.5%

Convention / conference center I 1.3%

AV and production I 1.0%

Airline | 0.5%

Technology company | 0.5%

M8. Which of the following best describes the company for which you work?
Response base (suppliers): n = 389 Z _
@ Incentive

Travel Index



APPENDIX

Respondent age

Nearly three-in-ten respondents are
between 41 and 50 years of age

The base skews senior: 30.8% of respondents
are aged 51 to 60 and 13.8% are 61 or ovet,
against 7.1% under 30.

/8

Respondent age distribution
(Share of respondents)

= 30 or under

= 37 to 40 years
= 47 to 50 years
m 57 to 60 years
m 67 or over

M9. What is your age?

Response base: n =1,235

Z .
Incentive
Travel Index
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Oxford Economics was founded in 1981 as a commercial venture with Oxford University's business college to provide economic forecasting
and modelling to UK companies and financial institutions expanding abroad. Since then, we have become 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.

Oxford Economics is an adviser to corporate, financial and government decision-makers and thought leaders. Our worldwide client base
comprises over 2,000 international organizations, including leading multinational companies and financial institutions; key government
bodies and trade associations; and top universities, consultancies, and think tanks.

Oxford Economics employs more than 600 full-time staff, including 350+ professional economists and analysts. 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.

Z7 .
4 Incentive
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