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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 2024 online survey, fielded globally from May to July 2024, 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 2,800 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.
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EXECUTIVE SUMMARY Incentive

INCENTIVE TRAVEL INDEX - 2024 SURVEY HIGHLIGHTS Travel Index
Growth, Budgets, and Spending \ Incentive travel spend per person for buyers
\ (Spend per person range)

Average share of program budget allocation in 2025
More than $10,000

4% Average incentive

':'i‘r’ge 57,500 to 510,000 program cost per person
:;2?.352: beverage $5,000 to $7,500 27%

:;?gjnzatrznas%?faytifsis $3,000 o 35,000 27% Share of incentive travel activity
: glt:lenrg(eg AV) $1,500 to $3,000 at $3,000 to $5,000 (the most

frequently cited range)
Under $1,500

Top areas driving program cost increases

(Share of buyers who see an increase or large increase) Expectations of activity and spend per person

(Share of buyers expecting activity and spend per person above 2024 levels)

m Activity (above or significantly above 2024 levels)
m Spend per person (matching inflation or improving programs)

By 2026, 45% of buyers expect
incentive travel activity to be
above or significantly above
2024 levels, with 55% expecting
spending increases to match

55%

54%

inflation or improve programs.

Next year (2025) Two years out (2026)
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INCENTIVE TRAVEL INDEX - 2024 SURVEY HIGHLIGHTS Travel Index

program Inclusion and Design Changing program considerations

Political considerations will override

Traditional forms of program qualification will Share of buyers seeing increased
continue to be the most frequently used, although importance in program consideration: other considerations
company-wide programs are increasing in relevance. 73%

— 0 Perceived as safe from a personal 2024 10%

—_— 54 A) : Survey

— . safety perspective

Buyers agree there will be more use of
72%

tiers within incentive travel programs
Cost of incentive program

2023
(o) 9
. 71 /0 Survey 16%
Perceived as safe from a
Changing program qualifications \  geopolitical risk perspective Disagree  mUnsure  mAgree

(Share of buyers that agree to more use)

Main activities key to a successful program

Reward for individual

‘©

'5 Share of respondents by region:

._(."z

= Qualification based . Group dining Group CU|t_UI'a|/
Free time . sightseeing

experiences !
experiences

§ Company-wide 37% North America

3

o . .

8 Convening a dispersed 319

@ workforce °
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\ The strategic importance of incentive travel is being bolstered by key workplace trends. Retaining talented
Evolving Purpose of Incentive Travel \ ¢€mployees (81%) and competitive advantages in hiring (62%) are cited often as increasing in importance, as well as

. more recent trends such as new generations of qualifiers and leaders (70%) and a more dispersed workforce (54%).
Senior leadership wants incentive travel to do more,

meaning that both soft-power and hard-power themes are

Greater focus on retaining talented 29, _
being emphasized. employees

New generations of qualifiers and leaders

(o)
58./0 o . . . Strateglc Importance Travel becoming more valued as a reward
Senior managers seeing incentive travel playing a of incentive travel
more distinct role in motivation and culture building (Share of respondents) Competitive advantages in hiring

More dispersed workforce (e.g., remote
40% employees)

Greater focus on carbon footprint of

Senior managers managing incentive travel programs b
more for financial ROI \

Decrease importance m Ljttle impact M Increase importance

Senior Management Opinions

Many end-user companies have senior leadership that now view incentive travel as

Many rewards now feel “deserved” , o
essential’ (55%) and are focused on both ROl and company culture (43%).

Senior management view on incentive travel Senior management approach to incentive travel
(Share of end-users, previous year survey in lighter shade) (Share of buyers, multiple answers allowed)

Essential, 55%

‘ ‘ 43% Focused on maximizing ROI

Nice to have,
33%

Need to have,
49%

43% want more company
‘ culture and engagement benefits
Trim, 17% Necessary evil, 17%

Less necessary More necessary
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INCENTIVE TRAVEL INDEX - 2024 SURVEY HIGHLIGHTS Travel Index
Future of Incentive Travel \ View on travel participants arranging their own travel in the future
\ (Share of buyers)
Most respondents believe Al will be used effectively By region By industry
within incentive travel APAC 20% Direct selling to consumers 38%
Rest of World e 55% Participants
o) Automoti 59% i
63 A) . utomotive are unlikely .to
Al will soon be used (or is already being used) Finance and insurance 59% Uil th?'r
effectively within incentive travel North America Pharmaceuticals and health 6% own travel in
g the future
Western Europe Technology 65%

How Al will be used

.. . . ; i : 61%
(Share of respondents believing Al will be effectively used) e Tl

Manufacturing

Preparing program materials 62%

Planning, forecasting, budgeting 54%

Live communications with participants 45% . . . ..
Change is coming, and it may upend tradition.

What is preventing Al use
(Share of respondents believing Al will not be effectively used)

Q) 67% 1-in-10
Agree that younger Believe that museums, old
Incentive travel is high touch, generations of qualifiers will churches, and ancient buildings
personalized cause a powerful “retool” of have no place in modern

, ' incentive travel incentive travel planning
Incentive travel is too complex 33%

Costs, risks, legal and policy

o)
constraints 33%
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\ Change in willingness to consider new destinations

Destination Selection (Share of buyers willing to consider minus the share not willing to consider)

\\
: . . . Cruise ppe—— Fe] oW (=-{ela I (o]
Across regions, buyers expect to increase incentive % e T
travel to destinations that are within closer proximity, Hawaii 8% 9 ‘
while considering destinations not used before. Canada 8% i
South America 7% A
Top planned destination use across regions .
p p ) g Emerging Europe A Multlple portS Of Ca"
(Share of buyers for top three increase usage areas)
Caribbean 5%
Less than in 2024 m Same amount as in 2024 ® More than in 2024 . $
Mexico 4%
— Westem Europe United States 4% Budget
< Qo
5% Caribbean
z £
< Mexico
<o Western Europe
% § Emerging Europe Changing While decreasing distance of travel and increasing resort
=" southeast Asia Destination  use, buyers are still looking for new destinations they
Southeast Asia Types haven't used before
(@)
< Northeast Asia 10
<C
Gulf States 10T . . .
S : Share of buyers expecting increasing use in the future
§  souhAmerice N
S UnitedStates o 2%
O
e ‘ - (o) o) (o)
g Mesico 10 S @ 70% 42% 40%
= New destinations  All-inclusive resorts Shorter distance

Percentage of respondents planning to use each destination
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\ Agencies see challenges, as suppliers such as hotels, are more positive.

Challenges and Channel Dynamics ) ] )
\ Relationship between buyers and suppliers, by role

Incentive travel professionals face short- and long-run (Share of respondents)

challenges, with inflation cited the most. Some challenges
that are less prevalent in the short-run are expected to
grow in the future, such as climate change and an
increased focus on sustainability.

Future challenges
(Share of respondents)

R

Negative m Middle m Positive
8@% Attracting and
; : o o . . .
ab eEiAling et 30% 37% Future risks to incentive travel

QO & ¢

Short-run Long-run

38% 37%

Rising costs
/ inflation

International 18% 23%

instability

How to effectively 18% 24%

leverage Al

Increased focus 13% 23%

on sustainability

Climate change 7% 22%

End users 41% -- 48%

Incentive travel

: 47%
agencies

41%

Agree that incentive travel design is lagging
in an era of generational change

Support from DMOs

45%

Say that assistance with venues and DMCs is
the most useful support from DMOs

View the relationship
between buyers and
suppliers as complex

Agree that in a few years, long-haul incentives
will no longer be justifiable in the context of
climate change

Say that destination expertise is the most
useful support from DMOs
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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 (DMQOs)

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)

2,852

total survey respondents

1,298

complete survey responses

1,189

buyers across 19 industries

85

countries represented by survey respondents

May to July 2024

online survey period




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 (58%) and buyers (42%).

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 by role)

Incentive Destination
Travel House, Management
32% Companies, 22%

DMOs,
7%

I1. Please select the role that best describes your involvement in incentive travel
Response base: n = 2,852 respondents

Incentive
Travel
Program
Owner,
10%

Other,
5%



Balanced respondent base provides global perspective

Global response base with strong Location

representation of North America (Share of respondents)
~" =

In total, 42% of respondents are based in North
America. The share of respondents from Western
Europe is 20%, with 18% from Asia-Pacific (APAC).
The Rest of the World made up the remainder of
respondents (20%).

=N
Sub-Sa farar}ﬁAfrica
.6%

&

Oceania
4.5%

M1. Where is the organization for
which you work based?
Response base: n = 1,595 respondents

Response Count

11/ T =00




Finance, insurance, and tech top the industries served

Finance and insurance is a primary industry
for incentive travel programs

Finance and insurance is the most important industry
(rank 1) for 28% of buyers and 55% of buyers rank the
industry in their top three client sectors.

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

Finance and insurance | — 55%
Technology [N — 45%
Pharmaceuticals and health care | NIRRT 32%
Automotive sales and distribution | NRRRENN 22%
Manufacturing | NN 20%
Professional services I 17% = Rank 1
Fast-moving consumer goods [N 15% m Rank 2
Construction NN 14% Rank 3
Direct selling to consumers | RN 14%
Automotive parts and service 1IN 12%
Energy, engineering, and electrical services Il 8%

Retail 1IN 7%

Luxury goods [N 7%

Hospitality I 7%

Other, please specify I 7%

Media and entertainment [l 6%
Education Il 6%
Agriculture [ 5%
Logistics, including transportation Wl 4%
0% 10% 20% 30% 40% 50% 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 = 521 respondents




3 Growth, Budgets, and Spending



Hotel and airfare account for nearly half of program budget

Hotel, airfare and F&B top incentive budgets Average program budget allocation in 2025
(Spending category share of total budget allocation)

The largest expense expected in 2025 for incentive
travel programs is on hotels, which should represent
27% of total budget allocation (up from 25% in 2024).
Airfare will comprise 22%, followed by food and

beverage spending (18%), and activities (13%).
m Hotel
Meanwhile, third party agency fees should see its

share decline by three percentage points to 6% (from
9% in 2024) - the largest percentage point decline by
category from the prior survey.

m Airfare
Food and beverage
m Activities
Third party agency fees
® Ground transportation
Gifting
m Other (e.g., AV)

48%

Share of budget spent on hotel
accommodation and airfare

G4. What is the average program budget allocation of programs next year (2025)?
Response base (buyers): n = 596 respondents



Hotel plus airfare share highest for APAC buyers

Budget allocation slightly differs by region

While buyers in North America, Western Europe, and
Rest of World see the highest budget allocation in
hotels, APAC (Asia-Pacific) witnesses the greatest
allocation in airfare costs.

Spending share on hotels is highest in Western
Europe at 30% of the total 2025 budget (versus 27%
in 2024), while spending share on airfare is highest for
APAC at 28% (versus 25% in 2024).

For these top two spending categories, APAC
respondents see the largest contribution among
regions at 51%.

Incentive Travel Index

Average program budget allocation in 2025, by region
(Spending category share of total budget allocation)

m Hotel m Airfare Food and beverage .
m Activities Third party agency fees = Ground transportation Hotel and air
Gifting m Other (e.g., AV) subtotal

APAC 28%

mi -

Western . . o
North o ° o 0 0 )
Rest of the . .

G4. What is the average program budget allocation of programs next year (2025)?

Response base (buyers): n = 596 respondents .




Hotel price increases in 2025 are expected by half of all buyers

Increases expected in key budget drivers

Half of all buyers expect spending on hotels to
increase by 2025; followed by increases to air, food
and beverages, and then activities.

An increase in the number of attendees in 2025 is
expected to drive budget changes among 32% of
buyers.

Incentive Travel Index

Changes in key budget drivers
(Share of buyers who see an increase or large increase)

40%

Destination experiences and activities

Number of attendees 32%

Ground transportation _ 29%
Talent, decor and entertainment _ 25%

Program marketing and communications _ 21%
Program admin _ 19%

Program length 11%

G5.How will key budget drivers change next year (2025)?
Response base (buyers): n = 713 respondents

19



Many buyers expect growth in activity and per person spend

Many buyers anticipate growth in incentive
travel activity and per person spend over the
next two years

The incentive travel industry is expected to expand
further in the coming years, as many buyers expect
activity and per person spending above 2024 levels
over the next two years.

By 2026, 45% of buyers expect incentive travel activity
to be above or significantly above 2024 levels, with
55% expecting spending increases to match inflation
or improve programs.

G1a. Level of incentive G9a. Level of spending
travel activity compared per person compared to
to 2024, in terms of the 2024?

number of people Response base (buyers):
(qualifiers, guests, and n = 839 respondents
other participants)?

Response base (buyers):

n = 1,045 respondents

Expectations of activity and spend per person

(Share of buyers expecting activity and spend per person above 2024 levels)

m Activity (above or significantly above 2024 levels)

m Spend per person (matching inflation or improving programs)

Next year (2025)

Two years out (2026)




Number of participants: Suppliers more optimistic than buyers

Optimism is strongest among suppliers

Across roles, many respondents expect incentive
travel activity to be higher than 2024 levels by 2025,
with a larger share expecting higher levels by 2026.

The majority of suppliers, DMCs, and DMOs anticipate
greater incentive travel activity levels than 2024 in
2026.

Expectations of incentive travel activity, by role
(Share of respondents reporting activity above or significantly above 2024 levels)

59%
Supplier
57%
DMC
54%
DMO
Buyer 45% m Two years out (2026)
m Next Year (2025)

G1. Level of incentive travel activity compared to 2024, in terms of the number of people?
Response base: n = 2,361 respondents



Many expect per-person spending to match or trail inflation

Fewer respondents in 2026 expect spending
increases will be trailing or matching inflation
than in 2025

Compared to 2025, the share of respondents
expecting spending increases to trail or match
inflation in 2026 falls as more expect increases due to
improving programs.

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

m Cutting back © Trailing Inflation ® Matching inflation ® Improving programs

5 Next year (2025) 47% 25%

g

@ Two years out (2026) 43% 39%

o Next year (2025) 40% 27%

>

= Two years out (2026) 41% 37%
Next year (2025 % % %

_ xt year (2025) 38 7

=

m

Two years out (2026) 38% 30%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

G9. Level of spending per person compared to 2024? (excluding ‘unsure’)
Response base: n = 1,889 respondents




Spend per person: Program improvements to raise costs

Many respondents expect program Expectations of spend per person increasing due to improving programs, by role
improvements will increase the level of spend (Share of respondents choosing ‘improving programs’)
per person
Over the next two years, program improvements are 39%
anticipated to play a greater part in per person Supplier
spending growth. 25%
By role in incentive travel, more suppliers believe
program improvements will be the main contributor
to per person spending growth by 2026.
37%
DMC
30%
Buyer
20%
W Two years out m Next year

G9. Level of spending per person compared to 2024?
Response base: n = 1,889 respondents



Most expect a net increase in spend per person

Suppliers are most optimistic of an increase in Net expectations of spend per person, by role
spending per person (Share of respondents reporting a net increase in spend per person expectations above 2024 levels)

The share of respondents expecting a net spending
increase will rise in 2026. Supplier

90%

88%
DMC
88%
G9. Level of spending per person compared to Buyer
20247? (excluding ‘unsure’) 78%
Response base: n = 1,889 respondents

Note: Net increase is the share of respondents

expecting an increase over 2024 levels due to B Two years out m Next year
inflation or improving perograms, minus the

share expecting a decline due to cutting back.



Number of participants: Direct sellers most optimistic

Direct sellers are most expectant of arise in
incentive travel activity versus 2024

The direct selling to consumers sector is the only
industry where most buyers (more than 50%) expect
an increase in incentive travel activity in 2025,
compared to 2024. Meanwhile, fewer respondents in
the technology sector (39%), expect an increase by
2025.

By 2026, the majority of buyers in direct selling to
consumers, manufacturing, pharmaceuticals and
health care, and automotive industries expect
incentive travel activity to increase relative to 2024.

Expectations of incentive travel activity for buyers, by industry
(Share of buyers reporting activity above or significantly above 2024 levels)

. : 60%
Direct selling to consumers

50%

Manufacturing 29%

47%

41%

Pharmaceuticals and health 52%
care 42%
Automotive 7 65 0%
) . 48%
Finance and insurance 400 m Two years out

G1a. Level of incentive travel activity compared to 2024, in terms of the number of people (qualifiers,
guests, and other participants)?
Response base (buyers): n = 1,045 respondents



Spend per person: Pharma buyers expect program
improvements to cause spending increases

Buyers from the pharmaceuticals and health
care are most expectant of an increase in spend
in person by 2026 due to improving programs

The share of buyers expecting spend per person to
increase due to improving programs, is greater for
2026 in most industries, led by pharmaceuticals and
health care. Only in the technology sector do fewer
buyers two years out anticipate an increase due to
improving programs, than next year.

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

Pharmaceuticals and 27%
health care 20%
Finance and insurance m 22%
(0]
consumers 21%
W Two years out m Next year

G9a. Level of spending per person compared to 2024?
Response base (buyers): n = 839 respondents




Number of participants: APAC buyers most optimistic

The APAC region (Asia-Pacific) is most Expectations of incentive travel activity for buyers, by region
expectant of a rise in incentive travel activity (Share of buyers reporting activity above or significantly above 2024 levels)
versus 2024

APAC is the only region where most buyers (more
than 50%) expect an increase in incentive travel
activity in 2025 and 2026, compared to 2024. APAC

55%

2%

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

46%
Rest of World

. 46%
North America

37%

Western Europe W Two years out

m Next year

G1a. Level of incentive travel activity compared to 2024, in terms of the number of people (qualifiers,
guests, and other participants)?
Response base (buyers): n = 1,045 respondents




Spend per person: Rest of World sees rises from improvements

Rest of World buyers are most expectant of an
increase in spend in person by 2026 due to
improving programs

The share of buyers in Rest of World, APAC, and
North America expecting spend per person to
increase due to improving programs, is greater for
2026. In Western Europe, fewer buyers anticipate an
increase due to improving programs.

Expectations of spend per person increasing due to improving programs, by region

(Share of respondents choosing ‘improving programs’)

Rest of
World

APAC

20%

North

America 16

Western 17%
Europe 19%

m [wo years out

G9a. Level of spending per person compared to 2024?
Response base (buyers): n = 839 respondents

26%

m Next year

32%



Numerous reasons for “cutting back” on per person budget

The share of buyers expecting to cut back
on program budget spending per person in
2025is 11%

Despite expectations for budget increases, 11% of
buyers expect to cut back on per person spending.

The most cited way of cutting back is by reducing
activities (52%), followed by less gifting (50%).
Shorter-duration trips are also being used as a means
of “cutting back” by 46% of buyers.

Expectations of spend per person by buyers (G9a)
(Share of respondents)

m Cutting back Trailing Inflation
m Matching inflation ® Improving programs

11%

Ways of cutting back on spend per person in 2025
(Share of buyers reporting they are “cutting back” on program spend per person in 2025)

Reduced activities 52%

Reduced gifting 50%

Shorter duration 46%

Reduced
accommodations e.g.
lower-tier property

32%

Reduced F&B 30%

Other reductions

24%

G11. How buyers are cutting back on per person spending
Response base (buyers): n = 82 respondents



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 was reported occurring in the
range of $3,000 to $5,000 per person.

Almost half of the program activity reported by North

American buyers was above $5,000 per person (48%),

which was greater than the global average (41%).

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

Global Average - $4,900 average spend North America - $5,400 average spend

More than $10,000 - 9% - 10%
$7,500 to $10,000 - 12% - 15%
$5,000 to $7,500 - 20% _ 3%
s3,000t0 35,000 | 27 - ER
s1500t083000 [ D
Under $1,500 - 11% . 6%

G10. Distribution of incentive travel programs in 2024 by spending per person
Response base (buyers): n = 771 respondents



An average incentive program costs $4,900 per person

North American buyers expect the highest
spend per person

The average spend per person for incentive travel
programs is $4,900. North American buyers reported
the highest spend per person, at $5,400, and is the
only region above the average.*

Spending on incentive travel as reported by Rest of
World averages $4,300, followed by Western Europe
at $4,000, and APAC at $3,900.

27%

Share of worldwide buyers reporting spend per
person at $3,000 to $5,000 (the most frequently
cited range)

*North America has a strong weighting on the
average as its share of the respondent base is 65%.

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

North America

$5,400

Global Average $4,900

Rest of World $4,300

Western Europe

$4,000

APAC $3,900

G10. Distribution of incentive travel programs in 2024 by spending per person
Response base (buyers): n = 771 respondents



The technology sector sees the highest average spend per

person

Spend per person for technology, finance and
insurance, and automotive industries are
higher than the overall average

Buyers in the technology sector report an average per

person spend of $5,200, followed by finance and
insurance, as well as automotive, at $5,000.

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

recmocs, | ;0
e N ;%
All other sectors _ $4,700
e | 500
e

G10. Distribution of incentive travel programs in 2024 by spending per person
Response base (buyers): n = 771 respondents



Program Inclusions and Design



Group experiences and relationship-building are key to success

Group dining is the most appreciated activity
in an incentive travel program

Group cultural experiences (50%), relationship building
(45%), and free time (41%) were also considered
important by most respondents.

Activities key to a successful program
(Share of respondents)

Group dining experiences

Group cultural sightseeing experiences
Activities that promote relationship-building
Free time

Award celebrations

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

Corporate Social Responsibility (CSR)
Multiple options aimed at smaller groups
Activities promoting wellness
Instagramable moments

Meetings

One-on-one experience (e.g. lesson)

Shopping experiences

I, %
I, 502
I, /5%
., /1%
I 0%
I, 0%
I,
I, G
I 0%
.

I

I 1

I

N s

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

travel program?

Response base (all except DMOs): n = 1,791 respondents (multiple responses allowed)



Free time has risen in importance

Free time has risen the most in rank relative
to the past survey (from 8t to 4t)

Group dining activities increased two places to
become the most appreciated activity in an incentive
travel program.

The biggest improvement in importance is in free time,

jumping four places to fourth.

Meanwhile, multiple options aimed at smaller groups
has become less important in measuring a program’'s
success.

Activities key to a successful program
(Change in rank between 2023 and 2024 surveys)

2023 rank

/

0O N O O h WO DN =

\

_ A -
w N = O

14

2024 rank
1 Group dining experiences

2 Group cultural sightseeing experiences
3 Activities that promote relationship-building
4 Free time

5 Award celebrations

6 Luxury and ‘bucket list’ experiences

7 Team-building activities

8 Corporate Social Responsibility (CSR)

9 Multiple options aimed at smaller groups
10 Activities promoting wellness

11 Meetings

12 Instagramable moments

13 One-on-one experiences (e.g. lesson)
14 Shopping experiences

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

travel program?

Response base (all except DMOs): n = 1,791 respondents (multiple responses allowed)



Free time is more important in North America

Other global regions value group experiences

In North America, free time has risen to the feature
most frequently cited as important to a successful
incentive travel program, while group activities are
relatively more important elsewhere. Activities that
promote relationship building are also more important
for North Americans than reported in other regions.

By industry, free time is most important for technology
(67%), manufacturing (65%), finance and insurance
(59%), and automotive (57%) industries.

Activities key to a successful program (global top seven), by region

(Share of respondents)

Group dining experiences

Group cultural sightseeing experiences
Activities that promote relationship-building
Free time

Award celebrations

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

World

53% 43%
50% 47%

45%
41%
40%
39%
37%

North

APAC America

43% 53%
19% 0 65%
45% 45%
30% 46%
43% 24%

Rest of
World

39%
28%
36%
36%
47%

Western
Europe

49%
44%
38%
36%
36%
40%

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

travel program?

Response base (all except DMOs): n = 1,791 respondents (multiple responses allowed)




Traditional incentive programs remain popular

Traditional incentive travel is alive and well, Changing incentive programs
even as some buyers see increased interest in (Share of buyers)
broader company-wide events

The popularity of traditional incentive programs is More use of tiers within the incentive program 9°/I 38% 54%
demonstrated by buyers seeing increased use of
traditional qualification-based sales incentives (45%)

and the view of incentive travel as a reward for the Viewing incentive travel as a reward for the individual, 59
(o)

individual (47%). with less focus on broader benefits

But at the same time, buyers see some organizations

increasingly turning toward company-wide trips (37%)

and events that bring toaether dispersed colleaaues Increased use of traditional, qualification-based sales o o
0 g ’ incentives o% 50%

(31%), showing that the incentive travel ecosystem is

also broadening beyond its traditional base.

39% 47%

More inclusive company-wide trips 42%
More frequent pan-company events to convene a o o o
dispersed workforce 21% 48% 31%

m Disagree No change m Agree

D7. How do you see incentive travel programs overall changing as you plan future events?
Response base (buyers): n = 613 respondents



Safety considerations are increasing in importance

Buyers are seeing an increase in the
importance of safety from crime/threat as well
as cost

The most commonly cited program consideration
that is increasing in importance is that the destination
is perceived as safe from a crime/threat perspective
(73%). Cost considerations are also prominent with
72% of buyers expecting it to increase in importance.

The share of buyers citing geopolitical risks as
increasing in importance was 71%.

The presence of a good DMC is increasing in
importance among 44% of all buyers surveyed.

Changing program considerations
(Share of buyers)

Perceived as safe from a personal safety perspective -1%]
Cost 2%l

Perceived as safe from a geopolitical risk perspective 2%
Political considerations 4% B
Perceived as safe from health perspective 6%}
Presence of a good DMC 4%/}
Perceived as less at risk due to extreme weather 2%
EsG  -7%l
Activities with historical or cultural significance 6% [}

Diversity, equity, inclusion considerations -13% | Il
Lower carbon footprint-12 %N
Presence of a good DMO -8% [}
Perceived as less crowded -6% [}
m Decreasing importance No change ®Increasing importance

D8. Do you see program considerations changing?
Response base (buyers): n = 596 respondents




Political considerations are increasingly relevant

More respondents agree political
considerations will override other destination
considerations

Political considerations, such as how selection of
destination will be perceived internally and externally,
are increasingly important.

In the 2024 survey, 71% of respondents agree political
considerations will override other destination
considerations compared to 51% in 2023.

By region, the highest share of respondents that
agree on the importance of political considerations
are in APAC.

Political considerations over other destination considerations
(Share of respondents feeling political consideration overrides other destination considerations)

2024 Survey 19%

2023 Survey 33%

W Disagree Unsure B Agree

S5. Do you feel political considerations will override other destination considerations (e.g., company
choice not to consider a destination due to its public policies or political climate)?
Response base: n = 1,641 respondents



-volving Purpose of Incentive Travel



The importance of soft power benefits is growing

Buyers are shifting future program focus
towards soft power benefits but hard power
remains important

While hard power benefits, such as increased sales,
remain key, more than half of buyers report they are
shifting future programs toward a greater focus on
soft power benefits, such as company culture and
engagement.

Changing benefits reported by buyers
(Share of buyers)

Soft power benefits, such as focus on
company culture, engagement and 3% 41%
relationships

Hard power benefits, such as financial

ROI, increased sales and market share 2% 46%
Knowledge transfer benefits, such as
HE ’ % o)
training and brand compliance 10% 52%
m Less important About the same m More important

P1. In your future programs, how are the most important benefits changing?
Response base (buyers): n = 700 respondents




Shift in primary benefit of incentive travel differs by region

Western Europe, APAC, and North America are
shifting to soft power benefits, while Rest of
World respondents are seeing hard power as
becoming more important

For Western Europe (60%), APAC (57%), and North
America (50%), soft power benefits is cited the most
by buyers as a benefit that is becoming more
important.

Hard power is the most cited benefit that is becoming
more important in Rest of World (56%).

Primary future benefits reported, by region
(Share of buyers indicating each type of benefit is becoming more important)

m Hard power benefits ~ m Soft power benefits

56% 57%

51% 50%
46% I

i

Rest of World North America APAC

P1. In your future programs, how are the most important benefits changing?
Response base (buyers): n = 700 respondents

60%

Western Europe



Many rewards now feel “deserved”, lacking benefits that can be
achieved through incentive travel

Feeling about incentive travel as a reward
(Share of respondents)

Could incentive travel become just another
reward?

Almost a quarter of buyers (24%) report senior
management views incentive travel as “just another
component” of total rewards, not particularly different

from a cash bonus, or wellness benefit.

However, that's still a minority view. Many
respondents (41%) report senior management can
see that many rewards lack the motivation and
culture building that's possible through incentive
travel.

41%

Agree that many rewards today are perceived as “deserved” and therefore lack
the motivation and culture building that's possible through incentive travel

S14. Do you agree with the following statements?
Response base: n = 1,626 respondents

24%

Senior managers believe incentive travel is “just another component” of
total rewards, not particularly different from a cash bonus, or wellness
benefit

S10. Are you seeing shifts in how senior leadership views incentive travel?
Response base (buyers): n = 560 respondents



Incentive travel is viewed as a strategic differentiator

The role of incentive travel as a strategic
differentiator edged ahead of its role as a
“need to have” profit driver

Among end-users, 55% report senior leadership views
incentive travel as an essential strategic differentiator
or source of competitive advantage. Incentive travel is
also viewed as a 'need to have’ from the perspective
of driving profits among 48% of respondents.

In the previous year's survey, more respondents cited
incentive travel as essential from a profit stand-point
(53%), than as a source of competitive advantage
(48%).

Senior management view on incentive travel
(Share of end-users, previous year survey in lighter shade)

80%
Essential, strategic
70% differentiator/source of
competitive advantage, 55%

60%

50% Nice to have but
not essential, 33%

40%

Need to have (e.g.,
30% essential to drive
profits), 49%

20%
10%
Areatotrimand  Necessary evil (too
0% cut, 17% scared to cut), 17%
>
Less necessary More necessary

S1. How does senior leadership view incentive travel? (excluding ‘not sure’)
Response base (end-users): n = 126 respondents (multiple responses allowed)




Senior leadership remains keen on hard and soft power benefits

Senior managers are focused on ROl and
culture/engagement as twin roles of incentive
travel

Senior managers are seen as focused on maximizing
ROI (hard power) as well as seeking more cultural and
engagement benefits (soft power).

Nearly one-in-three buyers view senior leadership as
increasingly positive in their approach to incentive
travel planning.

Senior management approach to incentive travel
(Share of end-users)

Primarily focused on maximizing the ROI of
incentive programs

Seeking to have incentive travel do more for
organization culture and engagement

Increasingly positive

Play it safe, don't change it

Discussing ways to consolidate or reduce
incentive travel

Disinterested, leave it on autopilot

An area where they are willing to take risks

S2. How is senior leadership approaching incentive travel planning?
Response base (buyers): n = 125 respondents (multiple responses allowed)

18%

16%

30%

27%

23%

43%

43%



Senior leadership views on incentive travel are evolving

Senior leadership wants incentive travel to do Shifts in senior leadership views on incentive travel
more, meaning that both soft-power and hard- (Share of buyers)
power themes are being emphasized

For example, most buyers report senior leadership 58 /0

sees incentive travel as playing more of a distinct role

Seeing incentive travel playing a more distinct role in motivation and
in motivation and culture building (58%). J Paying

culture building

40%

Managing incentive travel programs more for financial ROI

But at the same time, some buyers see senior
leadership as becoming more focused on managing
programs for financial ROl (40%).

S10. Are you seeing shifts in how senior leadership views incentive travel?
Response base (buyers): n = 560 respondents



Incentive travel's strategic importance is bolstered by key

trends

The strategic importance of incentive travel is
being bolstered by key workplace trends

A greater focus on retaining talented employees
(81%) and competitive advantages in hiring (62%)
were cited by many respondents as factors that
would likely impact the strategic importance of
incentive travel.

More specific recent trends, such as new generations
of qualifiers and leaders (70%) and a more dispersed
workforce (54%), were also highlighted as likely
increasing the importance of incentive travel.

Many respondents indicated the greater focus on the
carbon footprint of business will likely be strategically
important.

Strategic importance of incentive travel
(Share of respondents)

Greater focus on retaining talented
employees

New generations of qualifiers and leaders

Travel becoming more valued as a reward

Competitive advantages in hiring

More dispersed workforce (e.g., remote
employees)

Greater focus on carbon footprint of
business

m Decrease importance

4% 34%
g

Little impact B Increase importance

S15. How will the following factors likely impact the strategic importance of incentive travel?

Response base: n = 1,602 respondents



-uture of Incentive Travel




A “retool” of the industry will be caused by younger generations

Change is coming, and it may upend tradition

Most respondents agree that younger generations of
qualifiers will cause a powerful “retool” of incentive
travel (67%).

There is even a portion of the sector, more than 1-in-
10 respondents (13%), that believes that museums,

old churches, and ancient buildings have no place in
modern incentive travel planning.

Future of incentive travel
(Share of respondents)

6/7%

Agree that younger generations of qualifiers will cause a powerful
“retool” of incentive travel

1 ' 1 O
Believe that museums, old churches, and ancient buildings have no place in

modern incentive travel planning

S14. Do you agree with the following statements?
Response base: n = 1,626 respondents



Participants are unlikely to arrange their own travel in the future

Only in APAC do most buyers expect
participants to arrange their own travel in the
future

On average, the majority of buyers (57%) expect
participants to be unlikely to arrange their own travel
in the future.

By region, the highest share of buyers that believe
participants are unlikely to arrange their own travel is
in Western Europe (68%).

The only region where most buyers think it is likely
that participants will arrange their own travel is APAC
(62%).

View on travel participants arranging their own travel in the future, by region
(Share of buyers)

APAC 62% PASK/

Rest of World 33% 59%

Global Average 32% 57%

North America 62%

Western Europe 68%

W Likely or very likely mUnlikely

D6. What is your view on the following statement: Within a few years, incentive travel participants will be
responsible for arranging their own air travel with the incentive program deemed to commence upon arrival
at the destination. (excluding ‘not sure’)

Response base (buyers): n = 591 respondents



Participants in direct selling are most likely to arrange future
travel

Participants in manufacturing and technology View on travel participants arranging their own travel in the future, by industry
are least likely to arrange their own travel in (Share of buyers)
the future

Direct selling to 60 38°%

Only in the industry of direct selling to consumers do

consumers
most buyers (56%) believe participants will be
responsible for arranging their own air travel in the All other sectors 34% 55%
future.
Most buyers from the other industries think its Automotive 33% 59%
unlikely that the incentive travel will only commence .
upon arrival at the destination. Finance and o 0
. e e
insurance Sl e
Pharmaceuticals
30% 61%
and health care 2 .
Technology 25% 65%
Manufacturing 24% 61%

m Likely or very likely mUnlikely

D6. What is your view on the following statement: Within a few years, incentive travel participants will be
responsible for arranging their own air travel with the incentive program deemed to commence upon arrival
at the destination. (excluding ‘not sure’)

Response base (buyers): n = 591 respondents



Many see Al used effectively in incentive travel’s future

Most believe Al will be used effectively within
incentive travel in the future

Nearly two-thirds of respondents believe generative Al
will soon be used (or already is being used) effectively
within incentive travel. Only 8% believe it will not.

View on Al being used within incentive travel in the future
(Share of respondents)

m NO
Not Sure
mVYes

S17. Will generative Al, such as ChatGPT, soon be used (or already is being used) effectively within
incentive travel?
Response base: n = 1,689 respondents




Incentive travel has many uses for Al

Among those that anticipate Al will be used in
incentive travel, most expect uses such as for
preparing program materials and planning,
forecasting, and budgeting

Al will transform the way people do things, particularly
in incentive travel. Most respondents expect Al will be
used (or is currently being used) to prepare program
materials (62%), as well as in planning, forecasting,
and budgeting (54%).

How Al will be used

(Share of respondents that view Al will be effectively used within future incentive travel programs)

Preparing program materials
Planning, forecasting, budgeting

Live communications with participants

Other ways, including those we can't yet
anticipate

Negotiating, contracting, communicating
with suppliers

34%

Changing plans, rebooking

17%

None of the above | 1%

S17Yes. Of those who answered “yes” to S17: What uses are or will be most important?
Response base: n = 1,052 respondents (multiple responses allowed)

45%

42%

4%

62%




Incentive travel may require personalization Al can't achieve

Among those that don’t expect Al will be used
effectively, the reasons cited included the high
touch, personalized nature of incentive travel

Among those who don't believe Al can be used
effectively within incentive travel, 68% are of the view
that incentive travel is too high touch and
personalized for Al use.

Al use is also being prevented by incentive travel
being too complex, as well as costs, risk, and policy
constraints according to one-in-three respondents.

What is preventing Al use
(Share of respondents that view Al will not be effectively used within future incentive travel programs)

Incentive travel is high touch, personalized 68%

Incentive travel is too complex _ 33%
Costs, risks, legal and policy constraints _ 33%
Al tools will be good, but organizers,
o . . . 32%
participants and/or suppliers will resist them

Other reasons - 15%
Al tools aren't good enough, and won't - 139
improve much ?

S17No. Of those who answered “no” to S17: What uses are or will be most important?
Response base: n = 126 respondents (multiple responses allowed)




'/ Destination Selection



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
(70%). Resorts — both all-inclusive and regular — have
gained popularity (42%), while destinations within
shorter distances from participant origin should see
increased use (40%).

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

Changing destination types
(Share of buyers)

New destinations not used before
All-inclusive resort

Shorter distance from participant origin
Resort

High profile / long-established

Greater distance from participant origin

Urban

B Decreasing Use

D3a. Do you see destination types changing?
Response base (buyers): n = 633 respondents

3%| 27%

130 45%
13 48%
4% 57%
1l 51%
B -«
Bl 65%

No change

70%

42%

40%

39%

35%

3%

6%

B [ncreasing use



All-inclusive resorts are beneficial from a budget perspective

Among buyers who plan to increase use of all-
inclusive resorts, key reasons include budget
and greater availability than in the past

A follow-up question was asked of the 42% of buyers
who expect to use all-inclusive resorts more in the
future. The results help show why these buyers plan
to increase their use of all-inclusive resorts, citing
budget (73%), followed by a greater availability of
more high-end resorts than in the past (47%), and
convenience (41%).

Reasons for increasing all-inclusive resort use
(Share of buyers increasing all-inclusive resort use)

Budget

Greater availability
of more high-end all-
inclusives than in
past

Convenience /
Easier to organize
and manage

Good options for
tiered programs

Improved security /
safety

47%

41%

15%

10%

D3b. Why are you increasing use of all-inclusive resorts?
Response base (buyers): n = 253 respondents (multiple responses allowed)

73%




Cruise trends appear mixed

While some buyers expect to see increased
use of cruises, others expect decreased use

Only for river cruises are more buyers expecting an
increase (24%) over those anticipating a decline
(23%).

Changing destination types (cruises)
(Share of buyers)

Cruise - River
Cruise - Mediterranean
Cruise - Caribbean
Cruise - Alaska
Cruise — Other

m Decreasing Use

D3c-f. Do you see destination types changing (cruises)?
Response base (buyers): n = 633 respondents

53%

99%

61%

63%

64%

No change

24%

21

S°

15%

13%

10%

W Increasing use




Cruises present benefits to buyers

Among buyers expecting increased use of
cruises, multiple ports of call and budget are
cited as the main reasons

Most buyers who are increasing use of river and
Mediterranean cruises cite multiple ports of entry as
the top reason. Budget is also an important
consideration and is slightly ahead of the reason of
multiple ports of call when choosing Caribbean
cruises.

Reasons for increasing cruise use
(Share of buyers increasing cruise use for top two choices)

71% 69% m Multiple ports of call m Budget

52% 53%

River cruise Mediterranean cruise Caribbean cruise

D3c-f. Why are you increasing use of cruises?
Response base (buyers): n = 136 respondents (multiple responses allowed)




Cruise and Hawaii continue to rank highly as places many
would consider as new destinations

The destinations that receive the greatest level of
consideration as new destinations, net of those not
willing to consider, are cruises (9%), Hawaii (8%), and
Canada (8%).

D1. How do you expect your planned use of
the following destinations for incentive travel
will change as you plan future events relative
to 2024?

Respondents “using” a destination excluded
from chart

Response base (Buyers): n = 654 respondents

Cruise

Hawaii

Canada

South America
Emerging Europe
Caribbean
Mexico

United States
Oceania
Western Europe
Central America
Northeast Asia
Southeast Asia
Southern Africa
Gulf States
North Africa
South Asia

East Africa
Other Middle East
Other Africa
West Africa

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

0% I

-5% I

-8% I

-10% I

-13% I

-20% I

-25% I——

-26% I——

-36% I

I Y%
I G0
I 5%
I /%
I 6%
. 5%
I 4%
I 4%
. 3%
3%

I 2%

1%



Willingness to consider cruises exists globally

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

Globally, buyers not currently using cruises are
expressing a willingness to consider them in the
future (28%).

Western Europe 33%

North America 30%

Global Average 28%

APAC 26%

Rest of World 23%

D1. How do you expect your planned use of the following destinations for incentive travel will change as you plan future
events relative to 2024?
Response base (buyers): n = using: 654 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)

@©
O (0) [0)
For example, North American buyers tend to focus on S Western Europe @ 31%
areas such as Western Europe, Caribbean and Mexico g Caribbean 43%
rather than further abroad. <
O Qo ,
o7 I
= o | .
Southeast Asia 34 15%
o
O
<

D1. How do you expect your planned use of the Gulf States 17%

following destinations for incentive travel will

change as you plan future events relative to o : 0
20247 g South America 5‘. 29% 52%
Respondents “not using” a destination excluded .

Response base (buyers): n = using: 654 % ) . ; ,

respondents Z Mexico 0 29%

Percentage of respondents planning to use each destination
B Less thanin 2024 = Same amount as in 2024 m More than in 2024



Many buyers are open to considering new destinations

Many North American buyers report they
aren’t using but are willing to consider:
South America (32%), Oceania (30%), or
Cruises (30%)

Western Europe stands out as a region from which
buyers would be most willing to consider new
destinations; for example, with 45% willing to consider
Hawaii.

D1. How do you expect your planned use of
the following destinations for incentive travel
will change as you plan future events relative
to 2024?

Respondents “using” a destination excluded
from chart

Response base (Buyers): n = 654 respondents

Incentive Travel Index

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

Western

APAC Europe  North America

Rest of World

South America
cruse
Central America 38% 30%
South America 35% 20%
Mexico 37% 17%
Caribbean 29% 27%
Other Africa 27% 34%

Hawaii 33% 22%

Other Middle East 26% 27%

Southeast Asia 23% 14%

Percentage of respondents not using each destination
m Have not been using but willing to consider m Have not been using and will not consider

63



&8 Challenges and Channel Dynamics



Raising 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 attracting and retaining talent
(30%). These are also expected to be the top
challenges in the long-run, according to respondents.

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 climate change (22% in the long-

Future challenges facing incentive travel professionals

(Share of respondents)

Rising costs / inflation

Attracting and retaining industry/hospitality talent
Uncertainty, short-term planning

Loss of industry knowledge due to staff departures
International instability

How to effectively leverage Al

.
70
—
37%
? 28%
%

E— '

70
m—

23%
E—
24%

Securing resort availability ~IEG_—_—SIN—-_—-— 4%
Increased focus on sustainability —EEG————810% .,
Qualifier demographics and changing preferences [—l 12
Securing airlift availability ~EG—— 1 1 %
Need for program justification ~[—"0J
Increased focus on diversity, inclusion, etc. ‘ 10%
Less airline focus on incentive travel %

Climate Change ey 27

None of these choices W %%

run versus 7% in the short-run) and an increased m Short-run

focus on sustainability (23% versus 13%). m Long-run

How to effectively leverage Al is also a growing long-
term challenge (24% versus 18%).

S3. What important future challenges face incentive travel professionals?
Response base: n = 1,716 respondents (multiple responses allowed)



Attracting talent is a growing long-run challenge in North

America

Between the short- and long-run, regions
expect shifts in major challenges

The biggest challenge shift for North America is
attracting and retaining talent (17% increase of long-
term versus short term respondents). This is followed
by climate change — which is also a major focus for
other regions.

Also growing significantly in Western Europe is the
challenge of effectively leveraging Al (15% net
change).

In Rest of World, qualifier demographics and
changing preferences is a challenge that will grow
over time.

Future challenges facing incentive travel professionals, by region
(Share of respondents, top 2)

Short-run Long-run

Attracting and retaining

industry/hospitality talent 27%

44%

Climate change 17%

Climate change 9% 30

How to effectively leverage Al 13% 28%

Western Europe North America

n (J;
ox

Increased focus on sustainability 9% 29%
2
o
< .
Climate change [&F2 20%
o
g Climate change 8% 24%,
S Qualifier d hi d changi
+  Qualifier demographics and changing 5 o
4 preferences 107 19%

S3. What important future challenges face incentive travel professionals?
Response base: n = 1,716 respondents (multiple responses allowed)



Many see risks in a time of generational change

Many believe incentive travel design is lagging
in the era of generational change

Some respondents agree (18%) “in a few years, long-
haul incentives will no longer be justifiable in the
context of climate change”, while 41% of respondents
agree that “incentive travel design is lagging in an era
of generational change”.

Future of incentive travel
(Share of buyers)

41%

Agree that incentive travel design is lagging in an era
of generational change

18%

Agree that in a few years, long-haul incentives will no
longer be justifiable in the context of climate change

S5. Do you agree with the following statements about the future of incentive travel?
Response base (All): n = 1,641 respondents




Relationship between buyers and sellers are strained

Many (48%) view the relationship between buyers Relationship between buyers and suppliers
and suppliers as complex (Share of respondents)
Survey results confirm relationships among buyers
and sellers continue to be tested. Many indicated 60%
relationships are challenging, difficult, uncertain, or Complex, A8%
weakened, even as some of their colleagues referred
to relationships as strong, stable, or efficient. 50% ‘
Challenging due to
40% slow supplier
(0]
response, 38% Strong, 29%
(0)
Aggregated responses to Question S9 30% Stable, 24% ‘
42% Uncertain, 1/% ‘
34% 20%  Difficult, 13% Weakened, 13%
24%
10%
Challenging Strong Complex
Difficult Stable 0%
Uncertain Efficient
Weakened Bad GOOd

S9. Relationships between incentive travel buyers and suppliers are currently?
Response base: n = 1,658 respondents



Agencies see challenges, hotels less so

Relationship between buyers and suppliers by role
(Share of respondents)

Incentive travel agencies are more negative on
channel relationships (47% cite terms that are

generally negative) than positive (31%). Hotel 19 o 499
otels 7 7 7
On the other end are suppliers, such as hotels, who 31% 27% °

are more positive (42%) than negative (31%).

DMCs

Groupings of response categories: .
‘ ‘ ‘ N Incent|ve.travel 479 299, 319
Negative — Challenging, uncertain, weakened, difficult agencies 0 © 0

Middle — Complex

Positive — Strong, stable, efficient - Negative Middle B Positive

S9. Relationships between incentive travel buyers and suppliers are currently?
Response base: n = 1,658 respondents (excludig not sure)



DMO provide valuable support in local destinations

Buyers rely on DMOs for local support

Assistance with venues, DMCs, and other service
providers is most cited as the most useful support
received from DMOs (45%), followed by destination
expertise and background and sponsored site visits
(both 40%).

Support from DMOs
(Share of buyers)

Assistance with venues, DMCs and other service
providers

Destination expertise and background
Sponsored site visits

Connections to relevant resources
Assistance with hotels

Specialized collateral

Dedicated resource deployed

Dedicated product development

In-person representation at trade shows
Facilitation of access to state owned facilities

Virtual tours

I /5%
I 0’
I 0%
I 0%
I

| WA

| WA

B 0

R O

| L

B 5

D4. What has been the most useful support you receive from DMOs? (excluding ‘other’ and ‘not applicable’)
Response base (buyers): n = 594 respondents (multiple responses allowed)
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Demographic detail (10t 5)

Respondent roles
(Share of respondents by role)

Incentive Destination
Travel House, Management
32% Companies, 22%

DMOs,
7%

I1. Please select the role that best describes your involvement in incentive travel
Response base: n = 2,852 respondents

Incentive
Travel
Program
Owner,
10%

Other,
5%




Demographic detail (20t 5)

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

United States [ R 55
Canada |l 6%

China |l 5%
India |l 4%
Australia [} 3%
Brazil [} 3%
Mexico [} 3%
United Kingdom [} 3%
Germany [} 2%
South Africa [} 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 = 530 respondents



Demographic detail 3ot 5)

Participant company size
(Share of buyers)

Fewer than 100 employees 16%

35%

1017 to 1,000 employees

1,007 to 5,000 employees 20%

5,001 to 10,000 employees 14%

More than 10,000 employees 15%

0% 10% 20% 30% 40%

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 = 531 respondents




Demographic detail (1ot 5)

Customer industries

(Share of buyers indicating a top three rank)

Finance and insurance
Technology

Pharmaceuticals and health care
Automotive sales and distribution
Manufacturing

Professional services
Fast-moving consumer goods
Construction

Direct selling to consumers
Automotive parts and service
Energy, engineering, and electrical services
Retail

Luxury goods

Hospitality

Other, please specify

Media and entertainment
Education

Agriculture

Logistics, including transportation

L 32%
[ 22%
A 20%
I 17%
[ 15%
I 14%
I 14%

| I 12%

[ 8%

B 7%

Bl 7%

N 7%

N 7%

BN 6%

BN 6%

5%

B 4%

0% 10% 20% 30% 40%

55%
45%
m Rank 1
m Rank 2
Rank 3
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 = 521 respondents



Demographic detail s ot 5)

Sellers by category
(Share of sellers)

Hotel NG / © %%
Other 1M 6%

Cruise line M 3%
Visitor attraction W0 2%
Activity, team-building B 2%
Non-traditional venue B 2%
Convention / conference center 0 2%
Technology company 11%
AV and production 11%
Airline 11%
Food and beverage 1%
Ground transportation 1 1%
Gifting 11%

0% 20% 40% 60% 80%
M8. Which of the following best describes the company for

which you work?
Response base (sellers): n = 447 respondents



| &:. OXFORD
About Oxford Economics WY CCONOMICS

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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