B Incentive Travel: The Business Case

Across incentive programs, research consistently shows measurable uplift in output when
performance is tied to structured qualification mechanics, with average gains of ~22% and
higher in well-designed, longer-duration programs.

ROI in incentive travel is generated through three repeatable behavioral mechanisms, not
one-time motivational effects. Goal acceleration, effort reallocation, and sustained
motivation through non-cash rewards create higher perceived and social value than cash
equivalents.

Increasing investment improves reach and reinforcement intensity. Decreasing investment
reduces motivational breadth, but does not eliminate ROI if core behavioral thresholds
remain intact.

Program impact is measured by comparing qualified versus non-qualified performance
against historical baselines and like-for-like cohorts. Incremental lift is attributed where
consistent variance emerges only within structured qualification windows and cannot be
explained by underlying sales trend shifts or operational changes.
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