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Project Specifications

Fieldwork dates: 51" February — 19t March 2026

The purpose of this study is to understand how
organizations are assessing and measuring the
impact of their incentive event programs. This
includes the measurement practices and tools
that are used, which stakeholders are involved,
and the barriers which prevent effective
measurement from taking place

Data was collected via an online survey through
the Explori platform, as well as from individual in-
depth interviews
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A link to the survey was posted on the IRF’s
Linkedln and Instagram accounts

An email with the survey link was emailed to
incentive program owners and third parties on the
IRF email list (1,850 contacts) with a $25 gift card
offered as an incentive

114 respondents completed the survey

8 interviews were conducted with selected
thought leaders who completed the survey and
opted-in for further discussions

Respondents answered a different set of
questions based on whether they were a) an
incentive program owner (n = 54) or b) a third-
party provider (n =57). These are represented with
the following colour keys throughout the report:

Incentive
program owners

Third party
providers

Incentive program owners who opted in for further
discussion were invited to a 30 -minute follow-up
interview with 8 taking part in this phase of the
research. No incentive was provided for these
interviews
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Research Questions:

1. What measurement is currently being conducted? What is the impact on business objectives that measurement
is helping to prove?

Which decisions does incentive event measurement inform?

What measurement tools are currently being used?

What is the demand for measurement across stakeholders and different functions of organizations?
Is measurement appropriate for increased C-level and procurement scrutiny?

What are the challenges and barriers to incentive event measurement?

What is the outlook for spend on incentive events —and measurement - in the future?

O N O

What can the IRF do to better support organizations with incentive event measurement?
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1. What measurement is currently being conducted? What ‘ Which decisions does incentive event
is the impact on business objectives that measurement measurement inform?
is helping to prove?

Incentive event measurement is primarily used to inform
attendee experience and future event design decisions,
including destinations, agenda structure, free time, and
overall program format. Measurement appears more focused
on evaluating the event after qualification targets have
already been achieved, with less emphasis on shaping
qualification structures and / or supporting budget or
investment discussions.

Organizations primarily measure incentive events through
seemingly superficial post-event surveys which don’t appear
to be asking questions of any real substance or value and / or
informal, anecdotal feedback. While sales growth (the
primary business objective), engagement, and retention are
viewed as key business objectives, incentive program owners
place relatively limited focus on ROl measurementin
practice, with limited longitudinal tracking or attribution of
broader business impact.

3. What measurement tools are currently being used? 4.) What is the demand for measurement across
stakeholders and different functions of organizations?

With measurement dominated by surveys and informal Stakeholders across the business - particularly executive
feedback mechanisms, there is limited use of advanced leadership, sales/commercial leadership, and program
systems such as CRM integrations, Bl dashboards, or owners - generally place high value on incentive events and
statistical modelling tools. Interviews highlighted a heavy their measurement, reflecting their perceived strategic
reliance on self-reporting and interest in learning more about importance. However, stakeholder involvement often

tools and systems that could strengthen measurement appears focused more on reviewing outcomes than shaping
capabilities. the measurement approach itself, with a heavy reliance on

informal feedback and attendee sentiment.



Overview

Summary IRF eXplO'i’f:"

Incentive Research
Foundation

‘ Is measurement appropriate for increased C-level and 6. What are the challenges and barriers to incentive event
procurement scrutiny? measurement?

The biggest barrier to effective incentive event measurement is
uncertainty around what should be measured and how
outcomes should be evaluated, pointing to a broader lack of
measurement maturity, expertise, and strategic alighment
rather than lack of interest or effort. Interviews highlighted
limited visibility and disconnected ownership across
departments, alongside limited awareness, implementation,
and integration of tools and systems that could enhance the
ability to robustly assess business objective and ROl impact.

Current measurement approaches do not appear to fully answer
questions about “hard business impact”. While organizations
want to prove outcomes such as sales growth, retention, and
ROI, measurement remains heavily reliant on attendee feedback,
informal reporting, and short-term indicators. There is limited
confidence in the ability to isolate the broader commercial
impact of incentive event programs.

7.) What is the outlook for spend on incentive events — and 8. What can the IRF do to better support organizations with
measurement - in the future? incentive event measurement?
Organizations are broadly positive about future investmentin Organizations are looking for more practical support and
incentive events, with more expecting spend to increase than standardization to strengthen incentive event measurement.
decrease over the next two years, reflecting the continued They are particularly interested in frameworks, benchmarking,
strategic value placed on these programs. Interviews suggest KPI definitions, case studies, and implementation guidance.
investment in measurement will also increase,, driven by Interviews also highlighted demand for actionable playbooks,
growing scrutiny and pressure to demonstrate business impact examples of how other organizations measure impact,
and increased emphasis on aligning programs with business guidance on Al and measurement tools, and support tailored

objectives and performance outcomes. to different levels of measurement maturity.
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Incentive Program Owners vs. Third Parties

Third parties appear more commercially oriented in their measurement approach, with greater emphasis on ROI, accountability, and business impact

Incentive Program Owners Third Parties

More focused on attendee experience,
program delivery, and post-event feedback

More likely to describe measurement as
informal, evolving, or satisfaction-led

Often rely on anecdotal feedback, stakeholder
discussions, and post-event surveys

Commonly cite uncertainty around what
should be measured and lack of integrated
systems

Participant satisfaction remains the dominant
measurement focus

Place greater emphasis on ROI, business
impact, and justifying program investment

More likely to expect structured outputs such
as KPIs, dashboards, benchmarks, and
reporting frameworks

More likely to discuss accountability,
attribution, and demonstrating value to
clients/stakeholders

More likely to identify structural barriers such
as lack of agreed KPls, inconsistent client
approaches, and restricted access to internal
data

While participant satisfaction also remains
the dominant measurement focus, there is
greater emphasis on ROl and business impact

/ Third-party providers appear more \

measurement-mature and
commercially focused than
organizations running programs
internally. This highlights a potential
gap between how incentive events are
delivered and evaluated depending on

\ who is responsible for them. /
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Type of organization Involvement in organization’s incentive event programs
60% 70%

51% 61%
50% 49% 60%

50%

40%

39%

40%

30%
30%

20%
20%

10%
10%

0% T
We are a third-party provider that helps We are a company that runs incentive event 0% .
organizations plan, deliver, or support incentive programs for our own employees, channel Yes, as a decision maker in my organization Yes, as an influencer / contributor in my
event programs partners, or customers organization
Which of the following best describes the organization you work for? Base - 2026: 114 Are you involved in the planning, managing, management and / or Base - 2026: 56

evaluation of your organization's incentive event programs?
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Industry / Size / Region — Incentive Program Owners

Industry
25%

20% 20%
20%

15%
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2% 2% 2%
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What is your organization's main industry?

Base - 2026: 54

Size

40%

35%
35%
30%
25%
20%
15%

10%

5%
2% 2%

0%

What is the size of your organization?

Base - 2026: 54
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Region
30%
26%
25%
20%
17%
15%
15%
’ 13%
11% 11%
10%
7%
5%
0% . .
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Which region is your organization based in?

Base - 2026: 54
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Incentive events run - In-House

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

79%

74%

Sales incentive events (e.g., sales kick-offs,
revenue acceleration, quota-based
qualification programs)

Talent recognition events (e.g., top-

performer recognition, President’s Club,

high-potential or leadership recognition
programs)

What types of incentive events does your organization run?

51%
19%

IR explo

Incentive Research
Foundation

5%

Employee engagement events (e.g., team-
building, culture, wellness or CSR-focused
programs)

Channel/ partner incentive events (e.g. for Other
external sales partners)

Base - 2026: 43 (if answer to question 'Involved in ' is one of: ('Yes, as a decision
maker in my organization','Yes, as an influencer / contributor in my organization'))
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Approximately how many incentive event programs did your organization run in each of the following categories over the past 12 months?

Not sure Average

Sales incentive events (e.g., sales kick-offs, revenue acceleration, quota-based qualification .
programs) (34) 3% 5

Talent recognition events (e.g., top-performer recognition, President’s Club, high-potential or .
leadership recognition programs) (32) 0% 4

Employee engagement events (e.g., team-building, culture, wellness or CSR-focused programs) )
(22) 0% 9
Channel/ partner incentive events (e.g. for external sales partners (8) 13% 4

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m1(l1) m2-3(2.5) m4-5(45) m6-10(8) = 11-20(15) ' 20+ (30)

Base - 2026: 43
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50%
)
0, . . .
40% Organizations running
6+ incentive events
0 .
35% less likely to co-
manage (6% vs. 45%)
30% 28%
25%
21%
20%
15%
10% 8%
0
5%
0% T
Mostly in-house with selective outsourcing (e.g., DMC, Co-managed with a third-party agency / management Fully managed in-house Varies significantly by program
air, registration) company
How are your incentive event programs typically managed? Base - 2026: 53

Consistent across Industry / Size of company / Region sancentvalevents ks

<6 incentive events: 24



Incentive Research
Foundation

Demonstrating business impact
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Business objectives nic - expuort

For organizations that run incentive events, increasing sales revenue is the leading business objective, followed by improving engagement and morale.
Retention improvement is also a priority for over half of organizations

80%
70% 68%
60%
50%
40%
30%
20%
10%

0%

Increasing sales revenue Improving engagement, Improving retention or Strengthening Increasing productivity, Strengthening partner or Enhancing brand Developing skills, Other (please specify)
or commercial morale, and sense of loyalty organizational output, or performance customer relationships advocacy or capability, or leadership
performance recognition / value alignment, outcomes organizational
collaboration, or culture reputation
What are the primary business objectives that you are looking to achieve with your organization's event incentive programs (i.e., the outcomes your organization aims to Base - 2026: 56

deliver through these programs)?
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Most respondents agree that incentive event programs have a positive impact on their business objectives

4.19

50% .
’ Impact ratings were 47%

45% consistent across industry /
size of company / region

0,
40% and number of events run

35% 33%
30%
25%

20%

15%

15%

10%
5%
5%

0% T T
Very poor (1) Poor (2) Average (3) Good (4) Excellent (5) Don't know

How would you rate the impact of your organization's incentive event programs in relation to your business objectives? Base - 2026: 55
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Respondents rate incentive events highly even while acknowledging weaknesses in measurement

Rating based on perceived
cultural or motivational
impact

5

comments

Rating based on clear 6 Rating reflects belief in 5
measurable results comments impact, but measurement comments
could improve

Respondents highlight the role incentive

Higher ratings were given where incentive Respondents recognise gaps in how impact . S

events are clearly linked to outcomes such as is measured. Ratings reflect confidence in events play 'n motivating emplgyges,
sales growth, performance targets, or core the value of incentives, alongside reinforcing culture, and reqognlsmg
KPls. Respondents see a direct connection recognition that greater effectiveness may performance. The§e benefits are Seen as
between incentives and tangible business still be achievable through measurement. mc!wegtly S PEIHITE STOEE P IS
results. objectives.

Why did you give this rating? Please tell us more in the box below: Base — 23 (“Excellent” and “Good” ratings only)
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Impact of incentive event programs — Follow up

Measurement uncertainty appears to dilute confidence in incentive event impact

Uncertainty with how to best
measure impact

We believe they work and need to get better about
employing the right tools and process to help
leadership agree that the event is attributable to
outcomes.

We don't have a good way to accurately
measure the impact except to look at sales
during the pre and post promotion periods,
and compared to recent years, which can be

skewed by all kinds of other variables.

Why did you give this rating? Please tell us more in the box below:

Organizational maturity &
strategic alighment

| think there is more my organization can do to be
more strategic with the management of the
incentive event. They have a very junior level
planner and are still operating it as a start-up.

There are other variables that influence success of
business objectives.

IR explori-

Incentive Research
Foundation

Uncertainty & Learning

Not sure if its a driver for more sales.

Still learning

Base — 6 (“Average” rating only)
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Program owners report that stakeholders' value perceptions of incentive event programs are extremely high across the board. Sales / commercial
appear to regard incentive event programs as particularly valuable, with executive leadership / senior management also seemingly boughtin. The
frequent involvement of the latter group in assessing the value of incentive events shows their strategic importance

100% 6.00
90% 84%
(]
4.85
4.74 4.70 5.00
[
80% 4.40
70% N
-@- 4.00
’ \
60% <
50% In nearly all cases, 3.00
assessment is done at the
40% highest level of the
business 2.00
30%
20%
1.00
10%
2%
0% T , 0.00
Executive leadership/ Event/experience or Sales or commercial Participants (via Marketing / brand HR / people & culture Finance / procurement External agencies or Don't know
senior management internal program leadership feedback or surveys) teams teams partners
owners
Hm Stakeholders  =—=@== Stakeholders value
Which stakeholders assess the impact or value of your incentive event program? / How do your internal stakeholders typically perceive the value of incentive event Base - 2026: 56

programs?



3 party K

For third parties involved in measurement too, executive leadership drives impact measurement demand

90%
85%

80%
70%

60%
52%

0
50% 46%

40%
35%

31%
30%
23%

20%
10%

O% r T T T T T 1
Executive leadership / senior Sales or commercial leadership Event / experience or internal Finance / procurement Marketing / brand teams HR / people & culture teams
management program owners

Where does demand for impact measurement most commonly originate? Base - 2026: 48 (if answer to question '3rd party: measuring effectiveness' is one of: ('We lead or manage
measurement on behalf of our client','We support client-led measurement efforts (e.g. consultancy,
framework design etc.)','We provide event data, but do not conduct formal measurement'))
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Stakeholders generally believe incentive events deliver value, but confidence and engagement with measurement varies significantly depending on role,
business priorities, and the ability to demonstrate commercial impact

» Stakeholders generally value incentive events, but the evidence they receive is often more

experience-led than linked to commercial outcomes / benefits. “Yeah, so we put all of that information togetherin a
. . . . . o PowerPoint and we schedule a call with them about an
* Feedback is commonly used to refine the attendee experience, including destinations, hour call to go over open-ended questions, scale,

schedules, tours and activities. scalability of are people happy or not...”

* Buy-in tends to be strongest among teams closest to the program, while senior leaders
often consume findings through summaries or stakeholder calls rather than shaping the

measurement approach. “This year we removed the breakfast, we removed the

. . . . . . . tours and gave them the autonomy to kind of choose
* Where measurement is more mature, it begins with business objectives and works how they want to do their incentive trip based on that

backwards into metrics — but this level of alignment is not consistent across some feedback.”
organizations.

* Attribution remains a major barrier, with stakeholders struggling to isolate the impact of

. . . . .. . “How do you know that it wasn't the salesperson in
the incentive event from other factors influencing participant behavior.

the relationship that they built? How do you know it
* In some organizations, decision-making still relies heavily on informal discussion, Was“'tt,that they Sal"r’]at”dad'" ‘:Lthsriw"f‘s 2
anecdotal feedback and debriefs rather than structured analysis. promotion going on that drove the behavior:

* Qualitative feedback and verbatim comments are valued by leaders, but appear to be
used mainly to understand the event experience rather than to evidence motivation,

behavior change or performance outcomes. “[They] increased the number of eligible winners by...

20%... due to the level of impact that those winners

* Measurement can contribute to investment and program decisions, but budget approval had and can continue to have... on the company.”
appears more likely to depend on perceived business impact than positive attendee
feedback alone.
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The senior management scrutiny is understandable considering the significant investment that many organizations make in their incentive events

$3.75m $9m
30%
27%
25%
20%
18%
15% 14%
13% 13%
10%
7%
5% 4%
2% - 2% 2%
Less than $100,000 $100,000 - $250,000 - $500,000 — $1M - $2.49M $2.5M - $4.99M $5M - $9.99M $10M-$19.9M  $20M+(29999999) Don’t know Prefer not to say

(50000) $249,999 (175000) $499,999 (325000) $999,999 (750000) (1750000) (3750000) (7500000) (15000000)

Approximately how much does your organization spend annually on incentive event programs? Base - 2026: 56
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Nearly half of organizations report slight spending increases over the past two years, with fewer than one in five saying it had decreased, reflecting the
value that organizations place on these events

NET

+30

Spend decreased over
past 2 years: 18%

50% 46%
45%

40%

35% 32%
30%
25%
20%
15%

11%
10%

7%
0,
0% : : I

Decreased substantially (-2) Decreased slightly (-1) Stayed about the same (0) Increased slightly (1) Increased substantially (2) Don't know

How has your organization’s incentive event programs' spending changed over the past two years? Base - 2026: 56
NET score calculated as % increase (+1/+2) minus % decrease (-1/-2). Based on all respondents excluding nulls; ‘0’ not included in calculation.
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Program owners are modestly positive about their spend for the next two years. Just under half of respondents said they expect incentive event program
spend to increase in the next 2 years, with under a fifth saying they expect it to decrease

NET

+26

Spend to decrease
over next 2 years: 18%

45%
0,
40% 39%
0,
35% .
30%
25%

20%

15%

13%

10%
5% 5% 5%

0% T

Decrease substantially (- Decrease slightly (-1) Stay about the same (0) Increase slightly (1 Increase substantially (2) Don't know

How do you expect your organization’s incentive event programs' spending to change over the next 2 years? Base - 2026: 56
NET score calculated as % increase (+1/+2) minus % decrease (-1/-2). Based on all respondents excluding nulls; ‘0’ not included in calculation.
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Investment in incentive events is generally being sustained or increased, driven by positive perceptions of program value, growing strategic focus, and
stronger efforts to demonstrate business impact

“We never really were great at measuring.
It's just in the past year that we actually started. Started training our

* Interviewees tended to describe incentive investment as stable or growing, particularly stakeholders on why you would use a customer incentive trip and how to
where programs are viewed as strategically important or linked to business growth. get it because we really did have a lot of boondoggles and we didn't really
. . . have a strategy.’
* Being able to show evidence of program success appears to strengthen internal
confidence in incentive programs and can help justify further investment. We developed a campaign that was business-driven. And so and then we
. E . diti db der busi f . h . . were able to show the results of of that trip. And so we created a couple of
conomic conditions and broader business performance continue to shape incentive case studies of how to put on a successful trip and get the value from it.”

investment decisions, with organizations balancing optimism about future growth against
ongoing caution.

* Al and technology are mainly being used behind the scenes to help event teams work more

efficiently and speed up planning, reporting, and measurement processes. “Sales-based, numbers-based from the year prior, but it
. ) ) ) ) ) ) was received so well. And we obviously saw such an uptick
* Organizations continue to invest in the attendee experience, with pressure to keep programs in this particular sales area that they want to just basically

fresh, distinctive, and engaging despite budget pressures. copy and paste to another department, which is great”

* Some organizations described a shift away from loosely structured incentive trips toward
more strategic, business-driven programs, with increased focus on business objectives,

qualification criteria, and measurement capabilities. . .
“The investment is there from our “More investment from leadership to

* Some organizations are actively looking for more cost-effective ways to deliver incentive leadership team to continue make it more enjoyable — how to

experiences without significantly reducing attendee satisfaction or perceived value. putting money aside to make this keep gifting Sorﬁfething new and
a great experience” exciting”
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While incentive event impact is rated highly and receiving continued investment, respondents are not particularly confident in their ability to isolate the
impact of their incentive event programs

O) 3.06

The more muted confidence
in measurement approach J—

0, oy
40% tempers the positive 38% E}
32% Organizations running
4%

assessment of the impact of
35% ) . .
° incentive events (slide 19)

30% k / <6 events less confident
25%
20% 19%
15%
10% 8%

5%

in measurement
Not at all confident (1 Not very confident (2) Somewhat confident (3 Fairly confident (4 Very confident (5)

approach (2.86 vs. 3.17)

How confident are you that your measurement approach accurately isolates the impact of your incentive events program? Base - 2026: 53
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Respondents track a wide variety of metrics, and deem these important. But the most commonly measured indicators (Participant satisfaction and attendance)
speak to event experience more than event impact. Often, the metrics that are measured are not aligned to the underlying business objectives

100% 5.00
4.67
4.58 1.46 4.52
90% *— —— —O— 4.50
]
80% S~ 3.75 4.00
’ \
70% ~ 3.50
62%
60% (For those who measure ROI it\ 3.00
is deemed as the most
50% important metric, however the 2.50
% of those assessing this pales
40% . : . . 2.00
in comparison to satisfaction /

30%

\ feedback ratings. / 1.50

20% 1.00
10% 0.50
0% 0.00
Participant Attendance, Revenue or sales Productivity or Return on investment Retention or turnover Learning, capability, Customer growth or  Leads or pipeline Margin or profit
satisfaction or participation, or performance performance (ROI) or cost-benefit reduction (employee or behavior change acquisition generated impact
feedback ratings qualification rates improvements improvement analysis or partner) outcomes
mmm Metrics to evaluate =@- |mportance of metrics
What are the main metrics your organization uses to track to evaluate the effectiveness of the incentive event program? / How important are the following metrics in Base - 2026: 53

determining whether your incentive event programs are viewed as successful within your organization?
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While respondents report measuring a range of outcomes, the results suggest a strong focus on event experience, with less consistent measurement of
longer-term business outcomes such as retention, productivity and behavior change

\ U
. -®:
High measurement, High measurement, high ‘ - N
low business obj. business obj.
70 /Employee engagement and event\
satisfaction are sometimes
conflated, but do not always move
in tandem. This means that even
60 Employee engagement (measured : .
via satisfaction) 'tho'ugh .satlsffa\ctlon measurement
is high, isolating the impact of the
50 event on wider employee
g sentiment remains challenging
5
g 40 Sales revenue / commercial '
§ performance _@'_
8 4 p— \
2 30 -
/ Where sales revenue/ \
20 ORI CERRI N Sl ) commercial performance is
p n business obj. .
roductivity / performance a held as a business
Skills / capability development objective, confidence in
10 . .
Learning / behaviour change Retention / loyalty measuring the impact of
Customer / partner relationships \mcentlve events is low (3.00)/
0 (via growth/acquisition)
0 10 20 30 40 50 60 70 80 90

Business objective (%)



3 party

For third party providers too, assessing participant experience remains the primary measurement focus. However, justifying program investment and
evaluating business impact are also priorities for the majority

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

85%

-~

71%

60%

&

~

3rd parties appear to be doing
more to help their clients justify
program investment / impact on
business objectives than
company’s running and incentive
events for their own employees J

44%

2%

When your client requests measurement, is the primary focus typically on:

Assessing participant experience Justifying program investment Evaluating business impact (e.g., sales, Quality assessment of supplier delivery /
retention, performance outcomes) performance

measurement on behalf of our client','We support client-l
framework design etc.)','We provide event data,

Other (please specify)

Base - 2026: 48 (if answer to question '3rd party: measuring effectiveness'is one of: ("We lead or manage

ed measurement efforts (e.g. consultancy,
but do not conduct formal measurement'))
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Third party respondents report that participant satisfaction ratings are the most requested metric, with revenue performance, attendance rates, and ROI
each requested by around half of clients

4 \

71% -

70%
62% ( 3" party providers are far more \
60% likely to provide ROl measurement.
For both incentive program owners
50% 16% 45% 46% 16% and 3" parties, participant
0% satisfaction ratings receive the most

40% \ attention. j

30%
23% 23%
20%
13% 15% 13%
) 13% 13% o
11% ’ ’ 10% 11% 10% 10%
10% 8%
0% T T T T T T T . T T 1
Participant Revenue or sales Attendance, Return on Learning, capability, Leads or pipeline Productivity or Margin or profit Customer growth or Retention or turnover
satisfaction or performance participation, or  investment (ROl) or or behavior change generated performance impact acquisition reduction (employee
feedback ratings improvements qualification rates cost-benefit analysis outcomes improvement or partner)
M Incentive Program Owners 3rd Party

What are the main metrics your organization uses to track to evaluate the effectiveness of the incentive event program? /What are the main types of impact measurement Base - 2026: 53 (Incentive program owner /48 (3 party)
most commonly requested?
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How are incentive events measured?
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Despite the senior scrutiny on the impact of incentive events, over half of respondents rely on informal measurement to assess the effectiveness of their
incentive event programs, with little formal structure to their analysis. One in 20 do not measure the effectiveness of their programs at all

60%

\ 4
54% @‘ —
= =1
People rate the impact of their

/ \ e Organizations running )
incentive events highly (slide 14),

6+ incentive events
however there appears to be little more likely to measure
evidence that current

with structured KPls /
measurement approaches are able pre-planned metrics
to provide much clarity on their

\_ (50% vs. 29%) J
k impact on business objectives /

50%

39%
40% °

30%

20%

10%
5%
2%

Informally measured (ad hoc / anecdotal) Measured with structured KPIs / pre-planned metrics Measured using advanced analytics / modelling We do not measure the effectiveness of incentive
programs

0%

Which of the following best applies to the way in which your organization measures the effectiveness of its incentive event programs? Base - 2026: 56
6+ incentive events: 18
<6 incentive events: 24
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Interviews — Measurement

Measurement approaches are often informal and satisfaction-led, with significant gaps in standardization, long-term tracking, and the ability to link
incentive events to broader business outcomes

Most organizations are collecting post-event feedback through surveys and debrief
sessions, often alongside more informal discussions and anecdotal feedback.

Several interviewees described broader measurement processes as fragmented or
inconsistent, with limited standardization across business units or programs.

Measurement is primarily focused on attendee satisfaction and event experience, with
common themes including location, hotels, agenda structure, networking, and whether
attendees felt valued.

Several interviewees expressed interest in connecting event participation and satisfaction
data to wider business outcomes over time, including sales growth, retention, engagement,
and profitability — though few appear to be doing this in a structured way today.

Open-ended feedback and verbatim comments are viewed as particularly valuable, with
some organizations beginning to use Al tools to identify themes and speed up analysis.

Sales-based incentive programs are generally seen as easier to measure than broader
event experiences, as organizations can more directly track targets, participation, customer
growth, or sales activity.

Several interviewees described gaps in measurement capability, including limited
dedicated resource, inconsistent reporting, lack of historical tracking, and uncertainty
around what should actually be measured.

“So after a trip, there's a lot of after-action review calls, a lot of
debrief calls to learn what worked, what didn't work (...) And that
includes post-event survey follow-up as well. So SurveyMonkey
and then this event survey feature, we rely on that to get direct
feedback from people after a trip or after a program.”

“What | felt was really important was we got
really good verbatims... | personally read all
of them... and then obviously using a little bit
of internal Al to help us find themes.

“Post-event survey — 5 key questions... was it
good use of time, learn something new, connect
with somebody new, make you feel valued.”

“The sales incentive programs are much easier to
measure because we're actually measuring the
growth of the customer over a sales period”

“Each program is measured differently... we just don't
have a systematic approach or a template that we

apply across all of those (...) They're each kind of pulling
a different lever within the business units”




Measurement approach . . ’Rr® ".'..::
Effectiveness of incentive events program explorl '

Post-event participant surveys are the primary evaluation method, followed by informal or anecdotal feedback. Comparison of outcomes, longitudinal
tracking or formal impact modelling are much less adopted methods

80% ]

\ 4
4 \ )

i =%

60% / There is a clear disconnect \ e Organizations running 6+ I
between how effectiveness is incentive events are more
measured and actual business likely to measure

9 .

50% outcomes. Survey approaches comparison of outcomes
appear to often be basic and between participants and

40% tactical, limiting the ability to non-participants (39% vs.

k capture meaningful impact. / \ 4%) /

30%

20%

10%

4%
0% T )
Post-event participant Informal or anecdotal Structured manager or Pre-and post- event surveys Comparison of outcomes  Longitudinal tracking of Formalimpact modellingor  Other (please specify)
surveys or feedback feedback leadership review between participants and participants over time statistical analysis
collection non-participants
How does your organization primarily evaluate the effectiveness of its incentive events program? Base - 2026: 53 (if answer to question 'Measuring effectiveness' is not one of:

('We do not measure the effectiveness of incentive programs'))



Measurement approach

Expectations of external partners

. o
® . 0®°
RI xpo
L
Incentive Research

Foundation

When it comes to external partners, in-house teams tend to demand more formal measurement such as through standardized templates and
benchmarks

80%

70%

60%

50%

40%

30%

20%

10%

0%

From slide 13:
79% work with
external partners
on incentive
events

42% 42%

29%

/ Compared to those running \

incentive event programs
themselves, there is a greater
expectation from 3rd parties to
deliver outcomes in a more
structured format (e.g.
standardized templates,
benchmarks, dashboards etc.)

Standardized post-event survey Benchmarking vs similar Dashboards or reporting
templates programs or industry norms summarizing key metrics

25% 25%
15%
4%
Support in defining KPIs and Advisory support to interpret Access to integrated data (e.g., Other (please specify)
success measures results and recommend actions CRM, sales, HRIS)

When working with external partners on incentive events, which of the following do you expect them to provide related to impact measurement? Base - 2026: 48



Measurement approach ® ...’.'.;:.
Technologies used ’Rr explori*

Surveys are the dominant measurement technology, used by over three quarters of respondents. There is a low uptake of other systems such as finance
/ budget calculators, Bl dashboards and CRM systems

\ U4
90% '@' =
& ==
80% 77%
KThe high proportion of those using\ / Organizations running \
0% surveys as a measurement tool 6+ incentive events
appears to be on assessing more likely to use CRM
S0 satisfaction with the incentive systems (33% vs. 13%)
’ events themselves, rather than the and finance calculators
impact on business objectives (44% vs. 8%)
50% K / \ /

40%

30%

20%

10% 8%

0%

Surveys Spreadsheet/ manual Finance / budget Business intelligence CRM systems (e.g., Incentive / platform HRIS / workforce Statistical or modelling We do not use
analysis calculators + systems dashboards sales performance data) analytics systems (e.g., retention tools dedicated technology
data) for measurement

Base - 2026: 53 (if answer to question 'Measuring effectiveness' is not one

What technologies or systems does your organization use when measuring and assessing the impact of incentive events programs? 552 (0 €D ST ATEERITS (he G BN ESS 6 B EReE )



Measurement approach ® ...’.'.;:.
Frequency iRl explori:

Reflecting the absence of longitudinal tracking or comparison of outcomes, nearly half of organizations report event performance results within one
month after events (48%). Real-time dashboards, annual reporting, and on-request reporting are each used by approximately 10% of organizations

\ 4
60% -@-
4 \

. =

KWith performance needing to be\

50% 48%
turned around quickly, this may Organizations running 6+
serve as an explanation as why incentive events are more
more informal / anecdotal likely to report within 1
0,
40% measurements are preferred vs. month (60% vs. 30%)
K more structured methods /
30%
20%
10% 10% 10%
10% 8% 8%
4%
O% T T T T T - T 1
Real-time dashboards Within 1 week after events Within 1 month after events Annually Only when requested Quarterly summaries Not reported consistently

How frequently are event performance results reported within your organization? Base - 2026: 48



Measurement approach ® ...’.'.;:.
How long to see impact ’Rr explori*

Yet despite event performance reporting taking place within a month, most respondents feel that impact becomes measurable over a longer timeframe.

N ,
40% -@-
’ ~

35% While measurement typically takes
place shortly after the event (slide
41), most agree that it takes longer

30% )
to see measurable impact from
incentive event programs
25%
21%

20% 19%

15%

10%

5% 4%

0%

Immediately / within 4 1-3 months 6-12 months 3-6 months 12 months+ Timing varies significantly We do not measure impact Not sure
weeks by objective over time

Over what time frame do you typically expect to see measurable impact from your incentive event programs? Base - 2026: 53
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What are the barriers to better measurement
and how can these be overcome?
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Nearly all respondents face at least one barrier with regards to measurement. Many are unsure or disagree on how to go about it. Or they lack time,
tools, and budget to execute as well as they would like

60% \@' )
A\ =19

50% 48%

Organizations running 6+
incentive events are more
likely to say thereis a
difference in opinion of what
to measure (44% vs. 17%)

There is a clear need to provide
guidance with how to best
20% measure the impact and
effectiveness of incentive events.

30%
26% 26%
22% 22%
20%
11% 11% 11%
10% 7%
6% 6%
. . .
0% r T T T T T T T T . T . T - T T 1
Not sure howto Differencein Lack of time Lack of tools / Budget Limited analytics Lack of Fear of No agreed KPIs  Restrictions  Lack of interest Other (please No barriers
best measure opinion of what technology constraints expertise stakeholder buy transparency around providing specify) faced with
outcomes to measure in internal data to regards to
external impact
agencies measurement

What (if any) are the main barriers your organization faces with regards to impact measurement of incentive programs? Base - 2026: 54



3 party

For third party providers, data sharing restrictions are seen as the primary barrier to more robust event impact measurement. A lack of standardized
KPls, uncertainty on how to best measure outcomes and a lack of stakeholder buy in are also notable barriers

50%

45% 44%

40%

35%

35% 33%

30%
30%

25% 23%

21%
20%

15%

10%

5%

0% r T T T T T

18%

16%

14%

12%

3rd parties feel restrictions
around data provision are a big
issue, much more so than
those running their own
incentive events

7% 7%

5%

Restrictions  No agreed KPIs Not sure how to Lack of Difference in
around providing best measure stakeholder buy opinion of what
internal data to outcomes in to measure
external
agencies

Budget
constraints

In your opinion, what are the primary barriers to more robust measurement of incentive event impact?

Limited analytics
expertise

T

Fear of
transparency

T

Lack of tools /
technology

Lack of time

T

T T 1

Lack of interest Other (please No barriers
specify) faced with
regards to
impact
measurement

Base - 2026: 57
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Interviews — Barriers

Organizations acknowledge significant room for improvement in measurement, with barriers including limited resources, fragmented or missing
systems, lack of standardization, and uncertainty around what “good” measurement should actually look like

Interviewees described a lack of dedicated resource, expertise, or internal ownership for
measurement, with event teams often responsible for analysis alongside delivery
responsibilities.

Several organizations struggle to move beyond measuring attendee satisfaction toward
demonstrating longer-term behavioral, commercial, or performance impact.

Fragmented systems, inconsistent processes, and lack of standardization make it difficult
for organizations to compare results, track trends over time, or build a coherent view of
program effectiveness.

Access to data and visibility across departments can be limited, particularly in larger
organizations where functions (e.g. event delivery, sales, marketing) operate separately.

Some interviewees described difficulty agreeing on what should be measured when
incentive events are expected to support different business functions and objectives
simultaneously.

Limited systems integration and reliance on self-reported data were recurring barriers,
making attribution and business-impact measurement difficult.

Several interviewees highlighted a tendency toward retrospective rather than proactive
measurement, with organizations often lacking the visibility, tracking, or planning processes
needed to inform decisions earlier in the program lifecycle.

Some organizations are still in the early stages of developing their measurement approach,
with uncertainty around program purpose, ROI, and what “success” looks like.

“l would love to have a CRM where | could actually tie to
the policy system and say, hey, we did this event and then
we saw a bump in this (...) It just is self-reporting right now
(...) how do | bring that up to show the overall impact other

than this like self-reporting thing we're doing?”

“Did the attendees, did their
trajectory of their performance go
up, or ifit's a client event, right,
it's, you know, lifetime revenue,
did that grow?

“There's not currently a
dedicated resource internally.
| would say it falls on us as
event planners, for sure, and
us as the events team.

“Each program is measured differently... we just
don't have a systematic approach or a template
that we apply across all of those.

“Being new to the company... this is the first time
I've been in a company where | don't have some
sort of insight into those measurements.




Measurement Confidence & Barriers

Measurement tools wanted

RIF explo'ff:-'
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Standardized measurement frameworks are the most desired support mechanism. The ability to compare to benchmark / industry comparisons,
creating KPI / success definitions and help with integration into CRMS / analytics dashboards would also be appreciated

50%

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

46%

39%

30%

Standardized
measurement
frameworks or best-
practice guidelines

Benchmarking data
or industry
comparisons

Clearer
organizational KPIs
or success
definitions

I 28%

26%

)

=G

/ Organizations running 6+ \
incentive events more likely to
request clearer organizational

KPIs or success definitions (44%
vs 17%) and analytics dashboards
\_ or reporting tools (39% vs. 13%) J

20%

17%
15%
4%
- -

Integration with
CRM/HR/
performance data
systems

Analytics
dashboards or
reporting tools

9%

Greater buy in from Budget or Training or External Other (please
stakeholders resourcing upskilling in consultancy or specify)
dedicated to impact measurement and specialist support
measurement evaluation

Which are the main tools or support mechanisms that would help you become more effective in measuring the impact of your incentive events?

No additional tools
or support needed

Base - 2026: 54



Measurement Barriers ’RF® ex lo":i-:
What would you change with regards to measurement? P

Program owners feel that having a consistent measurement framework, better tools and data infrastructure, and closer alignment to strategic objectives
would most improve their event impact measurement

More structured and
consistent measurement

Better tools, systems and data Stronger strategic alighment
infrastructure with business objectives
framework

Respondents want clearer objectives, agreed Respondents recognise gaps in how impact Respondents want closer alignment

KPls, and a more standardized framework is measured. Ratings reflect confidence in between incentive program measurement
that can be applied across business units. A the value of incentives, alongside and broader business goals. This includes
more structured approach would help recognition that greater effectiveness may ensuring program objectives reflect
improve comparability and confidence in still be achievable through measurement. leadership priorities and that success
reported impact. metrics demonstrate meaningful

organizational impact. Greater alignment
would help strengthen perceived value.

What would you most like to change about the way your organization measures the impact of your incentive events? Base - 29
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