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Responses by Incentive Travel
Industry segment
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Respondent category

Incentive travel house (e.g., third party agency

)
Destination management company (e.g., DMC 25 0/
coordinating local on-site implementation.... 0

Supplier to incentive market (e.g., hotels,
cruise lines, venues, transportation...

Destination marketing organization (e.g.,
national tourist office, DMO, convention..

Incentive travel corporate program owner 440/,
(e.g., end user)

Other
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Responses by Region \ %%/ Travel Index

@ USA & Canada (49%)

@ Asia Pacific (APAC) (12%)
@ Latin America (LATAM) (4%)

@® Central America, Caribbean & Mexico (11%)

@ Europe (20%)

@ Middle East / Africa (3%)
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Selected Topics & Themes
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Reasons for using incentive travel

E Direct selling to Finance and Pharmaceuticals Technology (e.g.
consumers (e.qg.,.. insurance

All Others Automotive

Manufacturing

and health care (.. Saas companies,..

Primarily for "hard power benefits’,

such as financial ROI, increased sales 40%
and market share
'"Hard power’', 'soft power' and
J power P 28% 35% 32% 59
knowledge transfer’ are all important

Primarily for 'soft power benefits’,
such as focus on company culture,
engagement and relationships

I 16% 23%

3%

Primarily for 'knowledge transfer
11% 2%
compliance

benefits’, such as training and brand

5% 2% 3% 2%

For our organization/clients, there are 9%
other reasons

G7. Why does your organization use an incentive travel program?/Why do your clients use incentive travel programs?
Response base:End-users, incentive house, n= 37 ta 177 respondents




Changing benefits for the future of incentive travel

B |Less important B About the same B More important

Unsure
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Direct selling to
consumers (e.g...

All Others Automotive

Knowledge transfer benefits, such as
training and brand compliance, are

becoming...
Hard power benefits, such as financial
ROIl, increased sales and market share,

are becoming...

Soft power benefits, such as focus on
company culture, engagement and
relationships, are becoming...

P1. How are the most important benefits changing in your team’s future programs?

Response base: End-user, incentive house, n = 38 to 164 respondents

Finance and
insurance

Manufacturing

Pharmaceuticals Technology (e.g.
and health care .. Saas companies..




Reasons for using incentive travel

APAC :\ Morth America

Primarily for ‘hard power benefits’, such as financial
e 31%
RO, increased sales and market share

42%

‘Hard power', "soft power’ and 'knowledge transfer
are all important

Primarily for ‘soft power benefits', such as focus on 139
campany culture, engagement and relationships
Primarily for *knowledge transfer benefits’, such as 119%
training and brand compliance

For our organization/clisnts, there are other reasons § 1%

44% 29%

22%

I
I
&

3%

7. Why does your organization use an incentive travel program?/Why do your clients use incentive travel programs?
Response base:End-users, Incentive house, n=43 to 336 respondents

Rest of World

26%

37%

26%

)
&

2%

Western Europe

35%

33%
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Expectations of incentive travel spending
Spend per person relative to 2022

B Significantly below B Below B Aboutthesz « =

This year (2023)

Mext wear (2024)

Tweryears out (2025)

G2a. What level of spending per person do you expect in your team’s incentive travel programs relative to 20227

Response base: End-user, incentive house , n = 704 respondents
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Expectations of incentive travel spending
Spend per person relative to 2022

B Above B Significantly above
This year (2023) DMC
DMO
End-user/incentive house
Supplier

Next year (2024) DMC
DMO

End-user/incentive house

Two years out (2025)

End-user/incentive house

Supplier 19%

G2a. What level of spending per person do you expect in your team’s incentive travel programs relative to 20227, G2b. What level of spending per person do you expect in the incentive travel programs for which
your team is responsible relative to last year (2022)?, G2c. What level of spending per person do you expect in the incentive travel programs for which your team is responsible relative to last year (2022)? and 1
more

Response base: DMC, DMO, end-user/incentive house, supplier, n= 1,912 respondents
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Expectations of incentive travel spending
Spend per person relative to 2022

M Significantly below M Below M About the same M Above Ml Significantly above

Direct selling to
consumers (e.g., Amwa..

Pharmaceuticalsand  Technology (e.g. Saas

e AEDmRGLv health care (includes m.. companies, informatio..

Finance and insurance Manufacturing

This year (2023)

Next year (2024) EESESS

Two years out
(2025)

G2a. What level of spending per person do you expect in your team’s incentive travel programs relative to 20227

Response base: End-user, incentive house , n = 37 to 275 respondents
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Channel Relationships

Complex 54%

Challenging due to slow supplier response

38%

Strong 32%

Stable 21%

Difficult 19%

Efficient 17%

Uncertain 16%

Weakened 13%

Not sure . 3%

58, Relationships batween incentive travel buyers and suppliers are currently?
Response base:all, n= 1,760 respondents
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Challenging Strong
Difficult Stable SR

Uncertain Efficient
Weakened
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Channel Relationships — Geographies Tes i

Senior management view on incentive travel

APAC North America Rest of World Western Europe

Complex 58% 54% 53%

Z

Challenging due Lo slow supplier

44%
response

38%

b
S

N
£

strong

i

¥

Stable 26%

N
3

Difficult 17% 17% 20%

Efficient 25% 16% 18%

uncertain

=
2

Weakened 13%

14%

|~ I

3%

Not sure 5%

59. Relationships between incentive travel buyers and suppliers are currently?
Response base:All, n = 230 to 864 respondents
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Channel Relationships — Industry Verticals

Senior management view on incentive travel

- Direct selling to Pharmaceuticals and Technology (e.g. Saas
.g., . ) . Ith i ies,
All Others Automotive consumars (e.9 Finance and insurance Manufacturing noak ;are (mc_ludes . ‘°’“"a.’“°5
Amway, health, medical device information and
beauty and home car.. companies, biophar.. communications tec..

Challenging due to slow supplier -32% -65% -35% -63% -71% -dﬁ% -EG%
response
Strong -34’% .25% .22% - 32% .24% -31% -30%
Stable . 22% . 16% .15% . 17% .21% l 16% .15%
Difficult .18% .21% .20% .4% .21% .21% -2?%
Efficient .13% I'."% -47% Ill% IB% l15% I?%
Uncertain . 17% Ill% IS% Ill% .15% .21% .2295
Weakened I1z% .19% llﬂ% .15% -Zﬁ% .20‘% . 16%
Not sure I3% IZ% IZ% I I IZ% I

S9. Relationships between incentive travel buyers and suppliers are currently?
Response base:All, n = 38 to 1,329 respondents



Incentive
Travel Index

DESTINATION

SELECTION y
/
'
‘ /
\

7,




Incentive
Travel Index

Destination Type Changes

@ Decreasing use @® No change ® Increasing use
v
New destination not used before 6% 22% 71%
All-inclusive resort 35% 53%
Resort 48% 46%
High-profile / long-established (e.g. _Paris, Ha— 48% 43%
waii, Mexico)

Shorter distance from participant origin (e.g.,

more local / domestic locations) 46% 41%

Greater distance from participant origin (e.qg., 46% 34%,
more international locations) 2

Cruise ship 44% 34%

Urban 55% 21%
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Destination Type Changes

APAC North America Rest of World Western Europe

All-inclusive resort 8%

High profile / long established

; 2 . 15%
(e.g. Paris, Hawaii, Mexico) i

42%

Shorter distance from participant 14% _

region (e.g. more local / domestic..)

Greater distance from participant
region (e.g. more international..) ==
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Destination Type Changes

@ Decreasinguse @ Nochange @ Increasing use

= Direct sellingto . ., Technology (e.g.
. Finance and . Pharmaceutical "

All Others Automotive consumers (e.g., insurance Manufacturing s and health c Saas companies,

Amway, health.. " information an..

76% 32% 67% 79%

New destinations not used before 26% S 76%

All-inclusive resort 37% | 471% 37% 53% 29%  61% 35%  53% 41% 49%
High profile / long-established (e.g., Paris, s B - B o B ox
Hawaii, Mexico)
Shorter distance from partucupant.orugun ge.g., o B o B o B o
more local/domestic locations)
more international locations)
1% 6

Cruise Shlp 41% [85% 4 37% 40% | 41% 52%  130% 30% | 55% 25% 45% | 30% 25% 48% D7%
Urban 26% 37% | 7% 55% 68% %




Destination Choice — North American Buyers

Caribbean
Western Europe
Mexico
Central America
United States
Canada
Emerging Europe
Hawar’i

Cruise

Alaska

Incentive
Travel Index




Destination now being considered

Canada
Alaska
Cruise
Hawai’i
Emerging Europe
Central America
Western Europe
Caribbean
United States

Mexico

y )
¥ / Incentive
Travel Index
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MEET SITE

== Society for Incentive Travel Excellence

== Global Association focused
EXCLUSIVELY on excellence in
Incentive Travel

== SITE is truly GLOBAL - 2,700 members /
90 countries / 26 chapters

== The global voice of the Incentive
Travel Industry

Email me today for slides and a special

) . countries
discount offer to join SITE! members

agregg@siteglobal.com
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THANK YOU!

WWW.INCENTIVEINDEX.COM
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