
 Where Are Incentive Trips Going?

Increases in Destination Use Planned by Buyers

INCENTIVE TRAVEL INDEX

Supplier Highlights
The latest views on the future of incentive travel from over 350 supplier participants, including 
hotels, cruise lines, AV & production, gifting, technology, food & beverage, transportation, group 
activities and visitor attractions.

 Incentives Increase in Strategic Importance  

 Expectations: Increases in Participants

Number of people in incentive travel programs relative to 2019

Significantly moreMoreAbout the sameSignificantly lessLess

 Expectations: Per-Person Spending Increasing

Level of spending per person for incentive travel programs relative to 2019

13%32%28%22%

11%53%27%6%

19%53%24%

2023
2022

2024

90%

agree that with a 
dispersed workforce, 
incentive travel will 
have an even more 
important role 
in building 
engagement and 
company culture.

81%

agree that 
incentive travel 
is gaining 
strategic 
importance.

68%

agree that 
meeting professionals 
today increasingly 
have an important 
‘seat at the table.’

 Drivers of Importance

The 2022 Incentive Travel Index is joint initiative of Financial & Insurance Conference Professionals (FICP), the Incentive Research Foundation 
(IRF) and the Foundation of the Society for Incentive Travel Excellence (SITE Foundation) and is undertaken in partnership with Oxford 
Economics. Visit incentiveindex.com.

 Challenges

Significantly moreMoreAbout the sameSignificantly lessLess

Greater 
importance 
of retaining 

talented 
employees

Need to bring 
together 
a more 

dispersed 
workforce

Travel is 
becoming 

more valued 
as a reward

54% 38%

 Increases in Use of Destination Types Planned by Buyers

New destinations 
not used before65%

2023
2024

2022
12%44%31%11%

19%49%23%7%

10%28%23%31%9%

Shorter distance from participant origin
(e.g., more local/domestic locations)53% All-inclusive resort47% Resort45%

 Activities for Success

63% 62% 60% 57% 52%
Activities that promote 
relationship-building

Luxury travel experiences, 
“bucket list” inclusions

Group cultural or 
sightseeing experiences

Award celebrations Free time

72%

26% 
Mexico

9% 
Central America

16% 
Hawaii

5% 
Canada

2% 
Gulf States

27% 
United States

33% 
Caribbean

22% 
Western Europe

7% 
Emerging Europe

Rising costs, inflation
84%

Attracting and retaining talent
67%

Uncertainty, short-term planning
66%

 Opportunities

64%

Renewed appreciation for the value and importance of travel
59%

Solidify incentive travel as a strategic tool
47%

The clear and certain knowledge that face-to-face is the single 
best means to achieve corporate and personal objectives

incentiveindex.com

