
As the authoritative analysis and forecast for the global incentive travel 
market, the SITE Index has continued to evolve with the ever changing 
landscape of incentive travel. This year’s study includes responses from 
599* industry professionals, both buyers and sellers, as well as other 
interested industry professionals from 62 countries. 

For the first time the survey was offered in three languages 
(English, Spanish and Mandarin) to provide a more inclusive
and global perspective of the incentive travel industry. 

The SITE Index 2017 highlights the fluid, complex world of incentive travel 
impacted by external factors such as the world economy, the potential for 
terrorist actions, and the political landscape. 

For more information, please visit SITEglobal.com. 

*39% of respondents are located in the United States
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Event technology providers are playing a growing role, and 
one in four buyers think this sector will be the protagonist 
of the next major consolidation in the industry. 

Event Technology

Additionally 54% of buyers report their buying power with event 
technology providers will increase in the next three years. 

Conclusion Incentive travel remains in positive standing, but vulnerable due to 
variable economic and political conditions, as well as the fact there are 
few hard metrics to support the value of these programs.  
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SITE, the Society for Incentive Travel Excellence, is the only 
global organization dedicated to strengthening and supporting 
the incentive travel industry. We connect incentive travel to 
business results. For our members we provide professional 
development, certification and business connections. Over 
the last 40 years, SITE has grown to over 2,000 members in 
90 countries with 29 local and regional chapters. 

We also fund and conduct research through the SITE 
Foundation, whose fundraising initiatives facilitate vital industry 
research, trend analysis, and educational program support for 
incentive travel professionals. Incentive travel is not a luxury— 
it’s a necessity. 



Despite general concerns of 
health and safety, in the overall 
study, buyers report the highest 
incidences of increased use of 
incentive travel to North 
American, Caribbean, and 
Western European destinations. 
Yet, preferences appear to 
differ based upon the home 
region of the buyer. 

Region of Origin for Incentive Travel

ROI Tracking

67%
56%Sellers

Buyers

Seventy-six (76%) of sellers report working on 
greater creativity/innovative event design in 
order to increase value for their customers.

Almost eight out of ten buyers see a negative 
impact of terrorism on their ability to plan and 

implement incentive travel programs.

Tightening of border security and the threat of terror
groups has had a significant increased negative
impact on incentive travel decisions for both sellers
and buyers since 2015. 

Similarly a growing number of 
buyers, one out of four, believe 
the tightening of border security 
will have a negative impact with 
Asian (58%) and European 
(53%) buyers the most 
concerned about these matters.

Terrorism/
Border Security

This negative view is primarily driven by 
third party suppliers, 70% of whom 
believe the increase of corporate buyers 
going direct to suppliers has negatively 
impacted their company, compared to 
only 19% of corporate users. 

North American 
and European buyers 

are most inclined to 
utilize domestic travel...

...while Asian 
buyers are most 
inclined to utilize 

international 
travel destinations. 

South American 
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towards decreased 

domestic travel. 

Most concerned:

85%
83%
78%
Asian

North Americans

European

However, only 23% of corporate buyers 
and 24% of third party suppliers are 
“always” or “almost always” tracking 
return on investment (ROI). The 
primary reason ROI is not being 
tracked is a lack of requirement from 
management.

In the face of outside challenges, 
data shows that 99% of 
incentive programs are 
somewhat or very effective in 
achieving important objectives 
performance. 

and approximately 
eight in 10 buyers and 
sellers believe 
incentive programs 
are a strong motivator 
of performance. 

Sixty-seven percent (67%) of sellers and 56% of 
buyers note the state of the world economy has the 
potential to negatively impact their travel programs. 
This means creativity becomes paramount for 
sellers to create value amidst economic concerns. 

It is a complicated world for buyers and 
sellers of incentive travel. The landscape 
is in constant motion. Global economic 
conditions, changing political climates 
and health and safety fears all serve to 
further obscure the incentive travel 
environment. While increased airline 
costs have the greatest negative impact 
for buyers and sellers, concerns over 
the economy are growing as an issue 
especially amongst sellers.  

World Economy

Corporate 
buyers

Third party
suppliers

Tracking and providing a credible ROI metric is a 
missed opportunity for Suppliers to differentiate 

themselves and for Buyers to prove the power of 
incentive travel to create business results.

This growing trend may explain why third party 
suppliers observed a decline in the spending 

per person for travel incentive programs.
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Disintermediation
("cutting out the middlemen")

The majority of buyers 
(57%) think 
disintermediation in 
the travel industry has 
negatively impacted 
their company. 

57%

99%
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