5 Incentive Travel Trends in

Incentive
Travel
Excellence
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Agenda

Does Incentive Travel still work?

Incentive Travel — Can it truly serve two masters?

Destination types and program inclusions — what’s new?

Headwinds and challenges — what’s brewing for 2023 and beyond?
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C? Significant buying power

$ SITE members have a combined
1.06B $1.06B+ purchasing power

PURCHASING POWER Over 400 members of SITE have
program budgets in excess of $1.5M
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. Demographics

‘ Under 35 (13%)
@ overe0(17%)

By age
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33%

. Buyer, Corporate, Agency, DMC (52%)

Supplier (31%)

. DMO, Media, Academic, Other (17%)



1. Incentive Travel still works as a key motivator

* 91% of qualifiers see incentive travel as “very” or a “extremely” motivating
(IRF 2023)

* 69% of senior management in North America see incentive travel as a profit
driver v 63% in ROW (ITl 2022)

» 86% of qualifiers felt “extremely motivated” or “motivated” to qualify for an
iIncentive travel experience (SITE 2023)




Extremely motivated respondents by region:

67%

Africa / Middle
East

62%

North America

The Regional

Picture...




Soft power objectives are at least as
Important as hard dollar returns

2019

Increased profits

2023

onwards

Improved engagement

Improved engagement Enhanced customer satisfaction

Increased productivity Better relationship between

Better relationship between qualifiersand management
qualifiersand management Better relationship between

workforce

Improved retention _
Increased profits




How do people feel about
#WFH remote work?

65%

Want to become
full-time remote
employees

31%

Prefer hybrid
arrangements with
some days in the
office and some
days working
from home

site
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Some differeni@oriot
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74% “much prefer” or “have a slight preference” for Top ranking success factors are:
an individual travel experience versus 13% for group  Activities that promote relationship building between

(IRF 2023) officers and qualifiers;
“Free Time” or “Time with Spouse” rank 1%t or 2nd Group cultural or sight seeing experiences;
across ALL regions (SITE 2023) Group Dining Experiences (ITI 2022)




Figure 2: Most Important Drivers of Positive Incentive Trip Experiences

You are given ample free time to relax.

You can take a guest along.

You are provided a bit of spending money to cover ‘extras’ or out-of-pocket expenses.

The trip gives you the opportunity to have unique experiences you could not otherwise have.

The trip offers luxury accommodations and experiences.

The trip gives you an opportunity to experience a unique culture.

The trip was to a destination to which you had never been before.

Response of “Extremely Important” or “Somewhat Important” for each incentive trip driver.
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Activities key to a successful program

Group cultural or sightseeing experiences 6686
Luxury travel experiences/'bucket list' inclusions 58%
Group dining experiences 57%
Award celebrations 4844
Free time 46%
Multiple options aimed at smaller groups

Team-building activities

Corporate social responsibility (CSR) activities
Activities promoting wellness
Activities that promote practices around sustainability 2 8%
Meetings 2 Go4h
Business tours and field visits 21%

Shopping experiences 1244




3. Destination choice still main driver

. L . Trip Destination ranks number 3
Trlp Dgstlnatlon or Trip SE——— (after “you can bring a guest”
Activities rank 18t across all and all expenses are covered”)
regions when asked what the for “priority features of an

most motivating factor is for incentive trip” (IRF 2023)
qualifying (SITE 2023)
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Source: IRF

Beach/sunshine

Adventure travel

Cruise

Mountains

Cultural importance
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Participant Destination Preferences by Region .

Africa/Middle South Amenca /
-“

International International Culturally Unique International International
2 Culturally Unique Resort Sunny Beach Resort cs:;;sgy
3 Resort Culturally Unique International Sunny Beach Sunny Beach
4 Sunny Beach Sunny Beach Resort Culturally Unique Cruise
5 Mountain / Snow Mountain / Snow Urban City Domestic Resort

Source: SITE



4. Some concerns on the horizon
Future challenges facing incentive travel professionals

Rising costs / inflation NG 200
Attracting and retaining talent I 5%
New expectations regarding contract management, postponements, cancellation.. [ IEGcNININGGEGEGEE
Uncertainty, short-term planning I ¢3%
Loss of industry knowledge due to staff departures | IIEGGIININGNGEGE
International instability NN 53%
Rise of legal with renewed focus on contracts, terms and conditions NGl
Public health N 39%
Decreased margin [ IENGcczczNG
Evolving preferences among qualifiers NN 35%
Renewed focus on sustainability [ EG=zczc
Renewed focus on diversity, inclusion, etc. I 18%
Increased merger and acquisition activity [ ENEGzIN
Event insurance I 18%
Climate change IR
None of these choices | 2%

S2. What important future challenges face incentive travel professionals?
Each respondent was shown a short, random list of choices and was asked to select the three most important
Response base: All, n= 1,079 respondents Source: IT1 2022




Challenge / Ranking

Rising Costs / Inflation

Attracting / Retaining Talent

New Expectation regarding contract management
Uncertainty / Short Term Planning

Loss of industry knowledge due to staff departures
International instability
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NEW 2023 GONE 2023 UP 2023




I Changing Demographics

According to recent studies, Gen Z and millennials currently make up
approximately 38% of the global workforce and this percentage will
rise to about 58% by 2030 (40 years old or younger)- PWC




What’s Important to the Younger Incentive
Participant/Designer/Owner:

1.Authenticity

2.Choice/personalization
3.Immersion




Special SITE membership offer for Sonoma County
nartners! agregg@siteglobal.com
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