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Foreword

This is the third year of our collaboration on the Incentive Travel Industry Index (ITI1). With our research partner Oxford Economics, we've been building out what is fast becoming the indispensable annual report on the state of the incentive travel nation,
providing stakeholders with empirical data on its current and future evolution.

The devastating impact of Covid-19 has been felt across the entire global footprint of our industry, with programs cancelled outright, pushed to future periods, or replaced by non-travel rewards. Indeed, at points it seemed both strange and critically
important to proceed with the ITIl. We adapted and re-wrote the survey instrument to measure three distinct time references: before, during or after the pandemic. The results have proven timely and insightful, revealing that the shock has accelerated
change. Redoubling a shift toward the emotional, inspirational power of travel, while reforming with a focus on safety, wellness and the individual.

ITIl is a key part of our industry’s roadmap to recovery. It's our collective way of providing the incentive travel industry with data for the decisions that will help inform, impact and shape incentive travel in a post pandemic world. Additional insights on
industry changes across regions, roles and industries are available through the three partnership organizations.
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Executive Summary

External shocks bring powerful moments of change, creating new norms. During a
widespread pause on travel, the incentive travel sector has sought its bearings,
wondering what incentive travel will look like on the other side, including:

» What's changed?

= What is truer now than ever before?

» How are we responding?
In some ways, the sentiment of industry participants is common across regions and
roles—confirming a shared global experience. But as one looks closer, signs of
regional and sub-sector differences stand out. These local, regional and sub-sector

narratives will likely assert even greater influence in the months ahead, as incentive
travel recovers anew.

Executive summary

Introduction Responses by region COVID-19 Business impact Recovery timing

Renewed Prestige of travel

A vear without travel has sharpened our appreciation, confirming travel's intrinsic
merits and elevating the prestige of travel as a prize. When the time comes, our
appreciation for travel will help fuel the recovery. This is borne out in the survey, as
the desire to travel is far and away the greatest net positive factor expected to
influence the recovery.

The case for incentive travel is changing, reflecting the inspirational and
transformative capacity of travel. Buyers (incentive travel end users and agencies)
report shifts emerging for a post-COVID world, with “soft power” purposes—
improved engagement, customer satisfaction and relationship building—becoming
more important goals, even as hard dollar goals—sales and corporate
profitability—continue.
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Executive Summary

Buyers re-orient programs to manage risk

Safety is the watchword and buyers are shifting to match traveler sentiment.
Sanitation and health security have joined emergency preparedness as top risk
management strategies, while location preferences have shifted temporarily away
from more dense, urban locations, cruise ships and all-inclusive resorts, and toward
destinations perceived as safe.

Stakeholders’ durable commmitment to incentive travel

As a testament of support, 83% of buyers report senior management and other
stakeholders remain committed to incentive travel. But commitment isn't the same
as rigidity. Many also expect incentive travel will need to fundamentally change to
reduce risks.

Road to recovery

Buyers estimate activity this year at just 23% of 2019 levels, with hope that 2021 —
fueled by activity in the second half—can recover to 59% of 2019 levels. Recovery
expectations hinge on virus containment, as most respondents (66%) expect a one-
to-two-year recovery of incentive travel once post-COVID conditions are reached.

COVID-19 Business impact Recovery timing Extent
of
change
post-

CoVID

Introduction Responses by region

How to plan? Regional situations differ

Given varied experiences with the pandemic, it is clear that local and regional
differences will determine the shape and timing of the recovery. Optimism for the
recovery timeline once we reach post-COVID conditions remains dependent on
region—Western Europe expects a slower recovery (only 54% expect a one-to-
two-year recovery), with North America (74%) and Scuth America (71%) more
optimistic.

In a post-COVID world, will incentive travel resume where it left off? Individual
views differ, but aggregate views are similar across regions. Across most regions,
about 23% of respondents expect travel, once it's recovered post-COVID, will be
fundamentally different, and about 65% expect it will be moderately changed,
and the rest see it very similar to before.
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A Survey to Understand Incentive Travel

Buyers

+ |ncentive travel end-user
* Incentive travel agency

Sellers

= Destination management companies (DMC)
= Suppliers (hotels, cruise lines, venues)
» Destination marketing organizations (DMQs)

Terms

Incentive travel end-user (e.g., corporate buyer)

0a®
c0% 2,356
-

total survey respondents

1,062

complete survey responses

1,006

buyers across 18 industries

100+

countries represented by survey respondents

Incentive travel agency (e.g., incentive house, third party planner, independent planner or other intermediary)
Destination management company (e.g., DMC coordinating local implementation)

Supplier to the incentive market (e.g., hotels, cruise lines, venues, transportation companies, AV companies, décor companies)

Destination marketing organizations (e.g., DMO or convention & visitors bureau)

COVID-15 Business impact Recovery timing Extent of change Outl
post-COVID ook
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The survey was customized for five
distinct incentive travel persona,
achieving a balance between buyer
and seller roles. It was provided in
an online format and was active in
the field for seven weeks
(September 10 to October 28,
2020, English and Spanish
versions). Links to the survey were
distributed by SITE, IRF and FICP to
members and contacts, and
through trade media and social
media outlets.
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|13a. Where is the organization for which you work based?
n = 2,356 respondents
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Responses by region Recovery timing

Structural impacts have been widespread

Incentive travel impact has been largely structural..

Reduced budgets 72%
Reduced hours/ compensation 69%
Suspended business travel 64%

61%

Furloughed or laid-off s

Intensified digital marketing 50%

18. COVID-19 has impacted my business/employer in the following ways so far in 2020
Select all that apply
Response base: n = 2,108 respondents

But investments are looking towards the recovery

59%

Deliver new skills

Workplace flexibility 53%

mproved digital marketing 53%

Focus on contracts/risk management 53%

Stronger relationships 51%

19. Of the changes made in light of COVID-19, which of the following effects will be most important to you and your
businessfemployer’s future success? Select all that apply
Response base: n = 2,108 respondents

Extent of change Outlook by region Factors impacting the

post-COVID recovery

New investments build capabilities for future success

The coronavirus pandemic has caused most participants in the incentive travel sector to
make structural changes, such as reducing budgets, hours, or staff.

But the sector has met challenges with new investment, building important capabilities
for future success. In particular, participants identify new skills such as the ability to

Prog
ram
ben
efits

deliver invirtual or hybrid formats, as well as intensified and improved digital marketing.

Filters

Role detail

ncentive agency
ncentive end-user



Outlook by region Factors impacting the Program benefits Risk

Executive summary Introduction Responses by region COVID-19 Business impact Recovery timing Extent of change
(continued) post-COVID recovery man
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Timing of incentive travel recovery Expectations of a post-COVID rebound

Time to recover post-COVID

66% Expectations ultimately hinge on progress containing the virus. Once we reach

post-COVID conditions, a majority of sector participants (66%) expect incentive travel
will recover within one or two years - marking a quick rebound given the depth of the
disruption.

32%

Filters

2%

Within one to two years Three to four years Five or more years

G5. Once we reach post-COVID conditions, how quickly do you anticipate incentive travel will recover?
Response base: All, n = 1,275 respondents
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Introduction Responses by region COVID-19 Business impact Recovery timing Outlook by region

Extent of change post-COVID

65%

23%

12%

Fundamentally different Moderately changed Very similar

G5. Once it has recovered, what does incentive travel look like relative to pre-COVID?
Response base: All, n=1,275 respondents

Factors impacting the Program benefits Risk management Futu
recovery red
esti
nati
ans

Proven practices will return

In many ways, incentive travel is expected to return to form, with proven practices
intact. Approximately three-guarters of respondents expect that incentive travel, once
recovered, will be very similar or moderately changed relative to pre-COVID.

Filters

Role
All
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Outlook by region Regional timelines will differ

G5. Once it has recovered, what does incentive travel look like relative G5. Once we reach post-COVID conditions, how quickly do you
to pre-COVID? anticipate incentive travel will recover?
The course of the pandemic remains uncertain. Once we reach the other side, in a
world safe from COVID-19, a true recovery cycle can commence. A majority of
respondents expect incentive travel to recover within one or two years after reaching
Fundamentally different Mo vasd diilat Five or more post-COVID conditions, but there are regional variations.

Respondents in Europe expect a slower recovery post-COVID, while those in Africa and
the Middle East, as well as Americas are more optimistic. More than a quarter in Asia
Pacific expect incentive travel, even once it's recovered post-COVID, to be

Africa and Middle East 16% 2% fundamentally different.
Americas 12% 1%
Asia Pacific 13% 3% Filters
Role
All
Europe 11% 3%

Response base: All, n =1,275 respondents
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-17%

-20%

specifically -24%

-30%

-46%

-48%

Impediments

G6. In a post-COVID future, what do you expect will be the greatest positive and negative factors impacting the incentive travel recovery?

Factors impacting the

Cha
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The renewed prestige
of travel

A year without travel has sharpened our appreciation, confirming travel's
intrinsic merits and elevating the prestige of travel as a prize. When the
time comes, our appreciation for travel will help fuel the recovery.

Thisis borne out in the survey, as the desire to travel is far and away the
greatest net positive factor expected to influence the recovery. But this
desire will be balanced with risk. As many expect company and qualifier risk
aversion will be key impediments to a recovery.

Filters

= A
= 0
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Recovery timing Extent of change

post-COVID

Outlook by region Factors impacting the

recovery

Risk management

Future destinations

Shifts in program Changes in program Buy

characteristics activities post-COVID ervi
ews
oni
nce..

Shifts in importance of program benefits

(Average score)

B Soft power benefits M Other benefits

Improved engagement

b
[t}
w

3.90

Enhanced customer satisfaction

Better relationship-building between employees and management 3.89

Better relationship-building among employees

w
®
@

3.80

Increased company sales and/or profits

3.80

Increased mindshare in competitive market

373

Enhanced training or knowledge

Increased individual productivity 3.68

3.56

Improved retention

Enhanced brand compliance 3.49

Other 331

3.28

Enhanced ability to recruit new employees or channel partners

B1. How has the future importance of various program benefits changed relative to programs run prior to COVID-19?
Long term - Most important = 5; Temporarily - Most important = 4; No change = 3; Temporarily - Least important = 2; Long term - Least important =1
Response base: All, n =567 respondents

Travel as inspiration

The case for incentive travel is shifting.

Inlast year's ITll, buyers rated company sales and profits highest among the
benefits of incentive travel. While hard dollar goals - sales and corporate
profitability - continue, in a post-COVID world, “soft power” purposes - such as
improved engagement, customer satisfaction and relationship building -
emerge with the strongest positive shifts.

Filters
Role detail
All
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Extent of change Outlook by region Factaors impacting the Program benefits
post-COVID recovery

Future destinations

Shifts in program Changes in program Buyer views on incentive Mos

characteristics activities post-COVID travel teff
ecti

we m
eas..

Strategies for risk management

Permanently more important

B Sanitation and health security B Other strategies

MNew sanitation measures

Emergency preparedness planning and education
Crisis plans to communicate risk management topics
Management of health concerns and health security

'Hands-free' technology

"Mo contact” services such as check-in or mobile phone room keys
Compliance requirements

Insuring the incentive trip and its qualifiers

Vendor security audits

Social distancing on-location

Additional IT security

Additional security

Social media policies

Additional medical personnel

Other risk management

P3. In light of COVID-19, how has your crganization re-evaluated destination-related risk management strategies for event planning?

“Permanently more important” responses
Response base: All, n =1,144 respondents

15%

34%

31%

31%

30%

26%

24%

47%

47%

47%

N
w
=

53%

64%

64%

Sanitation and health security join emergency
preparedness as a top risk management strategy

Safety is the watchword and buyers are making key changes to future programs.
Sanitation and health security have joined emergency preparedness as permanently
more important risk management strategies. These topics join emergency preparedness
planning and education, and compliance requirements, as topic focus areas.

Filters

Role
All
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Future destinations
North America

Caribbean (including Pue

-20%

-20%

-23%

th America -24%

Southeast Asia -26%

Northeast Asia -31%

Use less

VD1 Inlig
Net sco

Respons

f COVID-19, how do you expect your planned use of the following destinations for incentive travel will change in a post-COVID future relative to pre-COVID (2019)7?
o ”

Buyers, n= 288 respondents

s impacting the Program benefits Risk management Future destinations Shifts in pro

on incentive

Buyer region
Morth America

Prior trends favored novel destinations, farther afield. But in a post-COVID future, buyers plan to
shift toward using destinations in their own region.

For example, North American buyers are looking to shift back toward North America, and Western
European buyers are shifting back toward Western Europe.

Filters
Role detail
All
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nost-COVID

program vaiue pher

Buyers are temporarily changing
program characteristics

Shifts in

d(e

program charact

e indicates an expected shift tc

Higher ave

4.3

rceived as safe from health perspectiv 4.3
Safer, closer, and less urban. At |east temporarily, these are the

- characteristics newly in favor.

w
~

w
~

Also, presence of a good DMO and value for money are of renewed
. importance in light of COVID.

w
~

w
o

- Cruise ships are temporarily out of favor.
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W
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w
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Role detail

All

n
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programs in which you are involved shifting?

ards = 4; No change = 3; Tempor.

ly - Shift away = 2; Long term - Shift away = 1



Program benefits Risk management Future destinations

characteristics

Changes in program activities post-COVID

Net shift post-COVID relative to pre-COVID

Flexible activities from which individual or small groups of qualifiers can s

Activities promoting wellness

ty (CSR) or other sustainability

cial responsib bjective

Activities in support of a corporate s

Elements unique lable in the destination

orking events

Mone of the above

s site/field vi

of the spon

it to the business

company, such z

partnerin program

Inclusion of spous

Team-building

Golf or another competitive individual or team sport

Mandatory events and activities

P2. Which program activities and inclusions were typical in the past, and which will be typical in the future?
Net score (Post-COVID - Pre-COVID)
Response base: All, n =1,145 respondents

Shifts in program

Buyer views on incentive

travel

0%

0%

-4%

-4%

-12%

-13%

-26%

DMC
evol

Most effective measures of Top activities Supplier outreach

program value
utio

Elevate the individual

Disruption has the potential to accelerate change. Many incentive travel programsin a
post-COVID world will reflect & distinct re-orientation toward the qualifier’s individual
experience. Pure travel, with no (corporate) strings attached.

The acknowledgement that, following the pandemic, qualifiers will want to experience
the boundless, limitless freedom of travel focusing on once-in-a-lifetime experiences
(bucket list) and those cultural treasures that make travel so special.

Redoubling emerging trends apparent in last year's ITI, buyers plan to make large shifts
toward wellness and flexible activities for individuals, as well as corporate social
responsibility. More focus on what will delight the traveler, less focus on group dining
and team building.

Filters

Role
Al



Risk management Future destinations Shifts in program Changes in program Buyer views on incentive
characteristics activities post-COVID travel

Buyer views on incentive travel Senior management remains committed to
incentive travel

With programs on pause, many have asked: What's next for incentive travel? One group
that hasn't wavered is the senior management that sponsors incentive travel. These
stakeholders remain committed to incentive travel according to 79% of buyers, though
many expect incentive travel will need to fundamentally change to reduce risks

24%

O/

Filters

scribes the views toward resuming incentive travel programs in a post-COVID future among senior management and other stakeholders at the corporations for whom you organize
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Soft-power makes the case for senior management

(

Our collective
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rience in the coronav ed our focus on relationships and
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t with this sentim s rated soft-power and

alue of incentive tra

el programs to

sfaction and participant stories ran > return on

Also representing the role of soft-power, the importance of a senior management team already vested in

the incentive substanti

ar, from the ar (44%

ranking as v

Filters




Shifts in program Changes in program Buyer views on incentive Most effective measures of Supplier outreach DMC evolution DMC involvement Respondent demographics Abo
characteristics activities post-COVID travel program value utu
s
]
TOD activities Travel restrictions changed activity preferences for

incentive programs

Luxury travel experiences/ ‘bucket list” inclusions
Group cultural or sightseeing experiences
Group dining experiences

Free time As travel becomes more valued following global travel restrictions, priorities are
shifting on which activities buyers and sellers see as important. Luxury/bucket
list" experiences jumped to #1 in 2020, indicating a desire for incentive travel to
reach toward reflecting the “intrinsic joy of travel” with more once-in-lifetime
experiences. Free time has gained ground as travelers increasingly value the

Corporate social responsibility (CSR) activities

Activities promoting wellness ability to customize their individual itinerary. Corporate social responsibility is
unchanged, signaling that sustainability still remains a focus for incentive travel
Multiple options aimed at smaller groups despite economic hardships.

Team-building activities

Business tours and field visits

Meetings .
g Filters
Shopping experiences
Role
All

2019 2020

P1. What activities do you consider most important for a successful incentive travel program?
Top 3 ranked
Response base: All, n = 2,444 respondents



op activities Supplier outreach DMC evolution DMC invo Respondent demographics About us

views on incentive

Supplier outreach toward incentive travel Suppliers continue to focus on incentive travel

Changes in light of Covid-19

Incentive travel remains a focus of marketing efforts for a majority of suppliers

(hoteliers, venues, etc.). However, suppliers anticipate having reduced resources in

2021, with many reporting staffing reductions or reduced resources for fam trips.

While many suppliers expect to focus on existing relationships, one-in-five have
increased their efforts and budget for outreach and marketing toward incentive

% travel.

be a focus of our marketing efforts

will have limited resources to host familiarization

Filters

Role detail

DMO

COVID-19 and the rec how have you changed your cutreach and marketing toward incentive travel? Select all that apply

Sellers, n = 557 respon.
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Top activities
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characte

DMC evolution post-COVID

meetings, conferer

| face-to-fac

de health and safety services acros

Add technical expertise in virtual, on-line and hybrid meetings and events

Become destination C'.\'LZ'C"LS and provide destination services to all incomin

61%

Ir(l:r Llr"] S ”LIlLI: ) r_...lhller.l- o _ 600/6

lestination consuit

ue for incentive

k more and more with in-person conferen

vOo
SOFIME

26%

s
(7)1
=]
=

s become national or globally branded or¢

G7. Looking ahead to a post-COVID future, | believe DMC's will...: Sel
Response base: DMCs, n = 288 respondents

ch DMC evolution DMCin

63%

Respondent demographics

DMC(C's of the future

Besides the practical realities of a shift toward health and
safety services and hybrid events, many expect the post-COVID
future will represent important shifts in the DMC business
model. Many of the responses point to a shift toward becoming
destination experts or destination consultants working on a
fee-based model, while others anticipate a broadening to
provide multiple event based services.



O
Stable DMC share

Future DMC involvement

Mean: Post-COVID future 54.3% Previously (2019) 57.0%
DMC’s and buyers anticipate the DMC-managed share of destination spend will

remain largely stable in a post-COVID future, at about half. This may represent
offsetting trends, with buyers recognizing that increased focus on managing risk
calls for strong local presence offered by DMCs, while also anticipating the DMC

71% or more model faces potential structural change.

51% to 70%
30% or less Filters
Role detail
|~ |DMC
Don't know Incentive agency

n Incentive end-user

G8. What percentage of the overall spend per person in the destination (transportation, hotel, off-site functions) do you estimate was channeled through a DMC?
Response base: Buyers, DMCs, n = 949 respondents



Respondent demographics About us

DMC evolution DMC involv

Supplie

WS on incentive

Shifts in Changes in program

program

characte

Participant company size

Destination management company

Incentive travel end-user
10%

|4a. Which of the f wing best describes the size of the company(ies) for which your team is primarily organizing incentive travel programs? Incentive travel agencies should
indicate the siz client companies that account for the largest portion...

Response base: n = 1,007 respondents

|1. Please select the role that best describes your involvement in incentive travel
Response base: n = 2,356 respondents

Incentive agency size Suppliers

. Hotelier I 526
Other NG 13%
I 2o
vity provider Il 3%
Cruise line 1l 3%
H 2%
traction 2%
on B1%
Airline B1%
1%

Ground transpo

tering co

|4b. Which of the following best describes the size of your company? 6. Which of the following best describes the company for which you work?
Response base: n = 767 respondents Response base: n = 711 respondents




About us

Society for Incentive Travel Excellence (SITE)
Founded in 1973, The Society for Incentive Travel Excellence (SITE) is a professional association of 2,500 members located in 90 countries, working in corporations, agencies, airlines, cruise companies and across the entire destination supply chain.

IRF
The Incentive Research Foundation funds research and delivers education to advance the science and enhance awareness and appropriate application of non-cash incentives in business and industry globally. Our goal is to help businesses at all stages of
incentives maturity increase the understanding, effective use and benefits of non-cash incentives.

FICP
Financial & Insurance Conference Professionals (FICP) is a community of financial services and insurance industry meetings and events professionals dedicated to developing members, and advocating the positive impact and value of their work. We elevate
the profession by leveraging partnerships and our members’ collective skills and experiences to create purposeful interactions for all stakeholders whose professional success is linked to our members' work.

Oxford Economics

Oxford Economics was founded in 1981 as a commercial venture with Oxford University's business college to provide economic forecasting and modelling to UK companies and financial institutions expanding abroad. Since then, we have become one of the
world’s foremost independent global advisory firms, providing reports, forecasts, and analytical tools on more than 200 countries, 250 industrial sectors, and 7,000 cities and regions. Our best-in-class global economic and industry models and analytical
tools give us an unparalleled ability to forecast external market trends and assess their economic, social, and business impact.

Copyright ® 2020 SITE, IRF and FICP. All rights reserved

The results presented here are based on information provided by third parties, upon which Oxford Economics has relied in producing its report and forecasts in good faith. Any subsequent revision or update of those data will affect the assessments shown.



