
INCENTIVE TRAVEL INDEX

DMC & DMO Highlights
The latest views on the future of incentive travel from over 270 professionals representing 
destination management companies (coordinating local on-site implementation) and destination 
marketing organizations (national tourist offices, convention and visitors bureaus).

 Expectations: Increases in Participants

Number of people in incentive travel programs relative to 2019

 Expectations: Per-Person Spending Increasing

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

 Where Are Incentive Trips Going?

Increases in Destination Use Planned by Buyers

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

 Increases in Use of Destination Types Planned by Buyers

New destinations 
not used before65% Shorter distance from participant origin

(e.g., more local/domestic locations)53% All-inclusive resort47% Resort45%

 Activities for Success

72% 49%
Activities that promote 
relationship-building

71%
Group cultural or 

sightseeing experiences
CSR activities

26% 
Mexico

9% 
Central America

16% 
Hawaii

5% 
Canada

2% 
Gulf States

27% 
United States

33% 
Caribbean

22% 
Western Europe

7% 
Emerging Europe

Loss of industry knowledge due to staff departures
67%

Uncertainty, short-term planning
78%

 Opportunities

Renewed appreciation for the value and importance of travel
61%

Solidify incentive travel as a strategic tool
48%

57%
Group dining experiences

57%
Luxury travel experiences, 

“bucket list” inclusions

Rising costs, inflation
74%

60%
The clear and certain knowledge that face-to-face is the single 
best means to achieve corporate and personal objectives
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 DMOs Report Strategic Importance of Incentive Travel

Generates 
high value 
per person

64% An opportunity 
for new growth40%

Generates a 
large volume 
of business

45%

 Incentive Share of Bookings Reported by DMOs

5% 13% 30% 52%

11% - 25%26% - 50%51% - 75%76% - 100%
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