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U.S. Business Use of Incentive
Travel Awards

A study of a cross-section of US businesses confirms that
incentive travel, merchandise, and gift cards are popular
tools for firms seeking to reward and recognize their employ-
ees, sales teams, channel, and customers. Key findings from
the study include:

® 74% of U.S. businesses use non-cash rewards to recognize

and reward key audiences in the form of incentive travel,
merchandise, or gift cards

® U.S. businesses spend $76.9 billion per year on incentive
travel, merchandise, and gift cards

® 98% of businesses running non-cash programs include
merchandise or gift cards as a reward, spending $54.4
billion each year

® 46% of businesses running non-cash programs include
incentive travel as an award, spending $22.5 billion per
year

® Smaller firms account for half of the market based on the
sheer number of these companies

Types of Businesses

A total of 74% of US businesses use some type of
non-cash award program. Incidence of non-cash

programs increases with company size, as shown here:

Types of Programs

The incidence of non-cash award programs compared to
those which use incentive travel as an award is shown

in this graph:

* Calculations are based to all U.S. businesses, not just those
offering non-cash awards.

** Travel and merchandise/card incidence is within companies
using non-cash incentives for that audience. For example,
within companies offering non-cash sales incentives, 53% use
incendtive travel as an award, and 60% offer merchandise/card
awards
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Program Budgets

For the Incentive Travel category of spend, Program Type

average budgets are as follows. While the Sales Incentive Travel Spend $18,547 $36,488 $106,978 $475,105 .
budgets may look significant, incidence of
) 9 i y 9 Channel Incentive Travel Spend $8,800 $47,875 $86,578 $372,868 .
incentive travel rewards are lower than
merchandise/card for Employee  and Employee Incentive Travel Spend K3 [ $60,508 $74,095 $354,935 '
Customer programs - these budgets are Customer Incentive Travel Spend K3 VA K] $34,853 $75,264 $310,475 .

within firms that use those types of awards.

Total Market Spending

Partially driven by the finding that more U.S. firms use these types of
programs, the total market spending for incentive travel is dominated by
Sales and Employee programs. On the merchandise side, Corporate Gift
spending is highest, followed by nearly-equal spending in Sales and
Customer Loyalty programs.

Market Breakdown By Firm Size
Although the size of the market is largely

driven by the large population of smaller
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$8,887,138,807 $21,452,080,306 .
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$18,134,743,466 .
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$15,510,046,909 .
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$22,585,704,871 $76,932,161,544
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tive spending.

Spending Breakdown

For Incentive Travel

For incentive travel, in which travel is the key
award, participants generally report their
divided

individual and group trips. The two excep-

spending is equally between

. . Employee
tions are in the Employee and Customer Loy
categories, where firms spend relatively less

on group travel.

For the complete study, or for
more information about the
Incentive Federation, please visit:
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