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LARGEST STUDY TO DATE:  The largest survey of its kind to date, doubling response 
rates from past individual efforts netting new insights based on combined questioning.

BUDGETS ARE UP:  

65% of programs are increasing their 
eligibility amongst earners, with the 
growth fueled by company growth 
(e.g. through mergers.)

COST MANAGEMENT 
IS KEY: Two thirds  of end users 

and over 80%  of incentive agenices are 
taking steps toward cost management, but 
their strategies are different.

While no single-strategy reigns supreme,

Over 40% of incentive agencies 
are using all-inclusive destinations, 
shorter programs, or less 
expensive destinations.

Over half (54%) of buyers report an increase in budgets 

year over year with incentive houses (58%) stronger 

than corporate end users (46%).

In contrast, while MEDIAN 

�6�3�(�1�'���L�V���Á�D�W���D�W��$4,000, 
Corporate users have a 

higher median ($4,550) 
than incentive agencies 

($3,500).

AVERAGE SPEND declines 

to $6,040 from $6,746. 
Corporate users also have a 

higher average ($8,151) 
than incentive agencies 

($5,193).

Responses are balanced by 
buyer and supplier, but tend to 

be more heavily

Incentive Agencies , 

DMCs and Financials .

Respondents are mature 
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and tenured (17-18 years 
of experience) .

Responses are weighted 
half  inside U.S. and

half outside U.S.

58% 46%

Incentive
houses

Corporate
end users

PERCEPTIONS AND 
FINANCIALS SUPPORT 
DESIGN: �%�R�W�K���D�J�U�H�H���W�K�D�W���L�Q�W�H�U�Q�D�O���V�W�D�N�H�K�R�O�G�H�U�V�·��
perceptions have a strong positive impact, but buyers 
�V�D�L�G���À�Q�D�Q�F�L�D�O���I�R�U�H�F�D�V�W�V�����D�Q�G���W�K�H�L�U���Q�D�W�L�R�Q�D�O���H�F�R�Q�R�P�\���D�U�H��
top as well. Sellers, however, said sustainability and 
public perception were having the biggest impact.

PROGRAMS ARE EFFECTIVE AND SALES IS THE PRIMARY 
GOAL:  Sales  and���S�U�R�À�W�D�E�L�O�L�W�\��are still the primary reason for running incentive programs. Although a 
little farther behind, building relationships between management and employees, increasing productivity, and 
employee engagement are becoming key objectives. 

over a quarter  of 
corporate users are using less 

expensive destinations (30%),

using all-inclusive 
destinations 
(26%),

or offering
less expensive

amenities (25%).

 Both groups however are aligned that the 
threat of terrorism , airline costs , 

and national political situations  
present the biggest negative hurdles.

Almost 70% of buyers say 
their programs are effective at 

meeting these objectives, with 
only a quarter saying they 

always measure ROI/ROO.

More than 1/2  
said such measurements 

are not required.

�%�H�F�R�P�L�Q�J���N�H�\���R�E�M�H�F�W�L�Y�H�V��
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APPEAL, SAFETY 
AND VALUE DRIVE 
LOCATION:

To learn about new destinations, familiarization 
trips  and �K�R�V�W�H�G���E�X�\�H�U���P�H�H�W�L�Q�J�V are 
the primary sources buyers use.

North America

(85%)
Caribbean

(74%)

Western Europe 
(72%)

���$�X�V�W�U�D�O�L�D���3�D�F�L�À�F��
Hawaii (61%)

Destination choice is driven by audience appeal , 
overall safety , and value  for the dollar. 

Recommendations from within an organization, other 
professionals, or word of mouth trump external sources such 

as publications or social media.

4-5 DAY ROBUST 
PROGRAMS ARE 
THE NORM: The average 
incentive travel program now spans 
4-5 days and includes: 

spouses 

(96%), 

wellness 

(86%), 

a mobile app 

(79%), 

social media 
campaigns 

(74%),

CSR

 (74%),

and, interestingly a 
personal security 

detail (67%).

Whether a meeting is incorporated is dictated heavily by one's role

in the industry and their industry sector. Over 2/3  of corporate 

�X�V�H�U�V���L�Q�F�O�X�G�H���P�H�H�W�L�Q�J�V�����K�H�D�Y�L�O�\���Z�H�L�J�K�W�H�G���W�R�Z�D�U�G���À�Q�D�Q�F�H���V�H�F�W�R�U����

and less than a third of incentive agency programs do.

398 Buyers
(114 Corporate Users
and 284 Incentive
Agencies)

(309 DMC and
244 Other Sellers)

553 Sellers
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Sellers are looking to assist with added value through 

creativity , innovation , and partnerships .

Top four 
destinations 
for this 
audience are:


