A Professionals Guide to 2027 Financial
|C and Insurance Meetings and Events

Results From the 2026 Edition of the FICP Pulse Survey
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Perceived Value of Meeting and Events Improves Yet Again
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Perception of Meetings and Events Slightly Increased From 2025

Leaders across F&I| organizations continue to view meetings and events as meaningful
opportunities for the third year in a row.

Meetings professionals noted that senior management at their organizations have a
perceived value of meetings and events of 77/100, up 3.4 points from 2025.
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Professionals

Strategic Meetings Professionals: Senior-most meetings professional in their organization
Experienced Meetings Professionals: 10+ years of experience
Rising Meetings Professionals: Less than 10 years of experience

Mid-Career Meetings Professionals Are Seeing Company Leaders
Take Greater Notice of Their Work and Its Nalug

Experienced professionals, (i.e., those that are typically in a middle-management
position), noted the greatest increase in perceived value — up 16 points from 2025.




2027 Projections for Meetings and Events

In-Person Events Expected To Stay Flat, Some Expect Attendance
To Increase

In 2027, meetings professionals expect to hold an average of 200 events while
hospitality partners expect to support on average 68 F&l-related events.

/ Business Meetings Are Expected To Outpace Incentives for 2027 and Incentives \
Are Staying Flat to 2026, Spend per Head for Business Meetings Is Increasing

Nearly a third of meetings professionals (32.6%) and hospitality partners (32.5%) expect an increase
in the number of business meetings in 2027 in comparison to 2026, with less than 7.0% of meetings
professionals expecting decreases in either business meetings (6.5%) or incentives (5.0%).

Incentive travel remains on solid footing, with 1in 4 meetings professionals (25%) and nearly 1in 4 hospitality
partners (21.9%) expecting an increase in the number of incentives.

The expected spend per attendee for business meetings and incentives out pace the expected increase
in the number of attendees at business meetings or incentives.
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Incentives Are Back on the Scene

Anticipation is growing for incentive travel for 2027. In comparison to the 2025 5&
FICP Pulse Survey, there are 10.7% more meetings professionals expecting an
increase in the number of incentives (14.3% in 2025 survey; 25.0% in 2026 survey). According to the 2026 Global

DMC Partners survey, over
a third of planners (36%) are
experiencing an increase in in-
person attendance compared
to previous years.!

Comparatively, the super-heated world of business meetings is mellowing a bit,
yet are still expected to be strong. In 2025's survey, 42.1% expected an increase
in the number of business meetings while 32.6% expect an increase in this year's
survey — a negative variance of 9.5%.

' Global DMC Partners. (2026) Global DMC Partners’ Latest MICE Industry Pulse Survey Reveals Growing Confidence in In-Person Events — and a Measurement Gap the Industry Must Close.
https:/globaldmcpartners.com/2026/05/event-roi-measurement-gap-mice-industry/



Support Sweet Spot Is for Events With Under 250 Attendees \

Most of the meetings and events supported by meetings professionals and hospitality partners in
2027 expect to have between 26-250 attendees. While the quantity will surely be in that mid-sized
event space, nearly 1in 10 events in 2027 are expected to have more than 500 attendees.

Percentage of Events by Attendee Size

I Meetings Professional Hospitality Partner

35.0%

27.4%
25.7%
21.7%
18.0% 18.4%
16.2%
15.4%
13.1%
9.2%
1-25 Attendees 26-100 Attendees 101-250 Attendees 251-500 Attendees 500+ Attendees

NS

Event Planning Lead Times On Par With 2026

Little change is expected in lead times for event planning. Just over a quarter of meetings professionals
expect to plan 12+ months out in 2027 (27.6%) vs. 28.6% in 2026. 38.3% expect to plan six to nine months out -
less than a 1% increase from the prior year.

‘ 1% ' 58.5% ‘

2-5Months Out 6-9 Months Out 10-12 Months Out
13-15 Months Out 16-18 Months Out 18+ Months Out
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Cost Drivers for 2027

/

Costs Are Still Expected to Increase, But Not as Sharply

Hospitality partners are expecting costs to rise in nearly all major expense categories again (i.e., food and
beverage, A/V, ancillary charges, room rates, staffing and labor).

4 out of 5 hospitality partners expect staffing/labor costs to increase (80.7%), a marginal cooling in comparison
to the increases expected for 2026 (84.8% — a 4.1% positive variance).

3 out of 5 hospitality partners expect A/V costs to increase (62.3%), yet this is a marked improvement in the
number of hospitality partners expecting increases for 2026 (72.3% — a 10.0% positive variance).

Attrition percentages are expected to stay flat..somewhat. 50.8% of hospitality partners expect no change in
the next year and only 13.1% expect an increase — 8.5% less than 2026 (21.6%).

A marginal increase/decrease was defined as between 5-15%. A significant increase/decrease was defined as more than 15%.
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/ Top Areas of Spending in 2027 for Meetings Professionals

For meetings professionals, the top two areas where budgets are expected to increase for
meetings and events are 1) travel and 2) food and beverage.

#| *2
5241 68

Nearly 1in 3 meetings professionals expect increases in hotel rooms/lodging (35.1%),
technology and software (33.3%) and A/V (31.6%).

Spending Expected To Decrease in Some Expense Categories in 2027

Meetings professionals noted they expect to see a decrease of more than 5% for expenses related to
venue rental costs, speaker fees and honoraria, sustainability initiatives and entertainment.
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Multiple Risks Now Greatly Impacting Meetings and Events

/ Meetings Professionals and Hospitality Partners Are Noticing Multiple Risk Areas

17.0% of meetings professionals shared that economic risk is their top area to account for in meeting and
event planning while another 17.0% noted physical security of attendees and staff. Travel disruptions,

geopolitical, financial and natural disasters or climate/weather disruptions closely follow behind.

1in 3 hospitality partners are seeing economic risk being most prioritized by F& meetings and

Economic

Physical Security or
Attendees and Staff

Travel Disruptions

events, followed by travel disruptions and security risks.

Risk Areas Meetings Professionals Are Accounting For
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meetings professionals note that travel costs are the biggest barrier to

attendee travel for F& meetings and events today, followed by attendee concerns
related to time away from family and/or family dynamics (19.6%).




Impact of Integrated Travel Risks

Over a quarter of meetings professionals shared that integrated travel risks (e.g., health, security,
geopolitical) have not impacted their meetings or events over the past 12 months (28.9%).

Top Ways Integrated Travel Risks Have Impacted
F&I Meetings and Events Over the Past 12 Months
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Over 60% of hospitality partners shared the biggest areas of support they

o are providing to clients is in assessing travel risks and sharing local safety/
security insights. Meetings professionals noted the most critical areas of support
for their events is with regard to improved internal processes (35.0%) and stronger
partnerships with airlines, DMOs, vendors, etc. (33.0%).

According to the Q2 2026 Global Business Travel Association’s Travel Outlook Poll,?
industry optimism about the operating environment of meetings and events
fell 18% from January 2026 to 41%. The decrease is from difficulties related to
geopolitical conflict, fuel-price pressure, airline disruption, border complexity and

security delays.

?Global Business Travel Association. (2026) Q2 2026 GBTA Business Travel Outlook Poll.
https.//wvww3.gbta.org/l/5572/2026-04-20/6x2drf/5572/17767226332cdwMdSK/April_2026_Business_Travel_Outlook_Poll_Apr_20_Final.pdf
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Event Contracts Continue To Evolve Over Risk Concerns

2 OU‘I‘ O‘F 3 meetings professionals indicated they have changed their standard event contracts in response to evolving

ANNN\NNY risk concerns (34.0%), with their top three changes focused on:
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Hospitality partners also changed their standard event contracts, specifically adapting enhanced
force majeure protections and broader cancellation terms.

There was a notable increase in meetings professionals accounting for artificial
intelligence in event contracts — with 17.3% updating contracts over the past 12 months

in comparison to 6.8% a year ago.

Strong Understanding of Attendee Experience

meetings professionals feel they are very or extremely
confident they adequately understand attendees’ feelings and/
or perception of their meetings and events (76.7%).

O 0 0 0

All other meetings professionals feel at least somewhat confident
in their understanding of attendee feelings/perceptions.
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Planning With Expectations in Mind Is Top of Mind

bo.q% of meetings professionals always or often proactively gather attendee expectations
and/or objectives when planning a meeting or event.

Rarely

Always, Unless There Is a

/ Specific Reason | Cannot
19.6%

Sometimes

More Often
Than Not
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How Meetings Professionals Are Using Attendee Data to Plan

Guide venue, destination
and partner involvement

Evaluate event structure
and what resonates

e (308

Streamline operations
with digital check ins

Personalize agendas
and elevate attendee
experience
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Post-Event Surveys Are the Main Vehicle for Capturing Insights

q2.7% of meetings professionals noted their main source of capturing attendee insights is through a post-event survey.

The power of in-person feedback still shines through, with nearly half of meetings professionals holding executive or
advisory council feedback sessions (48.8%) and a quarter of meetings professionals conducting
small-group debriefs (26.8%) or post-event interviews or focus groups (24.4%).

Top 5 Ways Meetings Professionals Are Capturing Attendee Insights
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Post-Event Digital Executive or Real-Time Session In-App or SMS-Based Facilitated Small
Surveys Advisory Council Feedback Tools Micro Feedback Group Debriefs
Feedback Sessions Prompts

2.7% 4887 590% 387 26.3%

In assessing the insights meetings professionals are looking to receive from attendees, six main
themes emerged on what is being captured: 1) event travel and experience, 2) business value

and outcomes, 3) session and content quality, 4) future event planning, 5) brand and relationship
perception and 6) attendee engagement and networking.
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Meetings Professionals Are Not in Agreement
When It Comes to Net Promoter Scores

Only 1in 4 meetings professionals always include a net promoter score (NPS) — measuring the likelihood to recommend
a friend or colleague — in their post-meeting/event surveys.

Never
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250% —

Usually
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Rarely

Included .
Sometimes

Included

In the past year, 57.1% of meetings professionals saw higher attendee satisfaction and
11.9% saw a significant increase in attendee satisfaction with their meetings and events.

Yet, meetings professionals are still looking to improve the attendee experience through
notable changes in 1) agenda structure and timing, 2) session formats and customization,

3) attendee personalization, 4) networking, 5) accommodations and travel needs, 6) attendee
communication channels, 7) content delivery and access, and 8) event safety measures.

Artificial Intelligence Adoption Advances Quickly
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Majority of Meetings Professionals and Hospitality Partners Are Utilizing Al

Artificial intelligence (Al) tools have been widely adopted over the past year
to support all aspects of meetings and events.

Compared to 2025,

431% more

meetings professionals are using Al tools
(e.g., Microsoft Copilot, ChatGPT) in their
meeting/event planning (87.8% V. 44.7%).




/ Most Meetings Professionals and Hospitality Partners \
Are Using Al Tools for Meetings and Events

Meetings Professionals Hospitality Partners
No, but Interested in
Learning More No, but Interested in
‘, 3% Learning More
Yes, :
Exploring
4%
) Exploring
Yes,
Currently
Using Yes,
Currently
Using
9 out of 10 meetings professionals are currently
using or exploring Al for planning meetings and
events (92.7%).
/ F&I Organizations Integrate Al Policy Into Workflows \

More Than Hospitality Partners

Al policy is fully or partially integrated in workflows and systems at the organizations for more than half
of meetings professionals (57.9%), compared to just 25.0% of hospitality partner organizations.

Meetings Professionals Hospitaiity Partners
Not Fully Integrated
Integrated Into Workflows -
Zb% Fully Integrated and Systems Intaer :':tz d
Informal Into Workflows (nge
or Manual and Systems Not Checkpoints)
Process
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Top 3 Challenges Experienced From Al Governance Enforcement
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/ F&I Organizations Lead the Way in Al Governance Within Their Company \

Over the past 12 months, meetings professionals have noted a significant shift to Al governance being enforced,
with 81.6% sharing it is fully or partially enforced.

On the flip side, most hospitality partners noted their organizations still have informal guidance (31.0%)
or are not currently addressing governance (34.5%).

M&e/ﬂngs Professionals

Fully
Still Informal Enforced
Guidance Not Being
Addressed MZ
EnI;:IrIZe d Partially
Enforced

276%
605%

211%

Partially
Enforced

Still Informal
Guidance

Al policy is fully or partially integrated in workflows and systems at the organizations of more than half
of meetings professionals (57.9%), compared to just 25.0% of hospitality partner organizations.

/ Vendor/Third-Party Compliance With Al Governance Standards Lags \

Both meetings professionals and hospitality partners noted that there is minimal enforcement of Al governance policies on their
vendors and third parties, with over half of hospitality partner organizations not currently enforcing (51.7%).

4 out of 10 meetings professionals and hospitality partners are not sure if their organizations require enforcement
when it comes to vendors and third parties.

Meetings Professionals

Yes, Yes, Strictly Yes, but

RStric.tIy d Required Loosely
equire 3 ;% Enforced
B 2% Yes, but bq%

Loosely
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Not
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Designing Engaging, Personalized Experiences
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Active Engagement Tactics Are Popular for Business Meetings, While
Purpose-Driven Activities Are Most Meaningful for Incentives

.". Top 5 Most Successful Attendee Engagement Tactics
Q by Meeting/Event Type

According to Meetings Professionals

Meetings/Events

For External Stakeholders
(e.g., Customers, Prospects)

1. Purpose-driven activities
(e.g., give back, impact based)

2. Q&A sessions 1. Workshops/Breakouts 1. Workshops/Breakouts

3. Audience response 2. Q&A sessions

tools/apps

2. Q&A sessions (tie)

3. Audience response
tools/apps

2. Live polling (tie)
4. Immersive experiential
learning (e.g., themed

environments)

4. Audience response
3. Purpose-driven activities tools/apps
(e.g., give back, impact based)
5. Purpose-driven activities

(e.g., give back, impact based)

4. Gamification

5. Live polling is increasing
. i\.
Top 5 Most Successful Attendee Engagement Tactics .

by Meeting/Event Type

Pccoording to Ho«;yi’mlﬁ-y Partners

Meetings/Events

1. Purpose-driven activities
(e.g., give back, impact based)

2. Immersive experiential
learning (e.g., themed
environments)

3. Team-based competitions
4. Digital engagement
extensions (e.g., pre- and
post-event missions)

5. Gamification

1. Purpose-driven activities
(e.g., give back, impact based)

2. Q&A sessions

3. Team-based competitions

3. Workshops/breakouts

5. Live polling

For External Stakeholders
(e.g., Customers, Prospects)

1. Immersive experiential
learning (e.g., themed
environments)

2. Q&A sessions (tie)
2. Workshops/breakouts (tie)
4. Live polling (tie)

4. Purpose-driven activities
(e.g., give back, impact based)
(tie)
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Barriers to Attendee Connection

Meetings professionals are eager to implement and support attendee connection
but are running into barriers — most notably the limited amount of time.

Top Barriers to Attendee Connection

537%

6% 981 981 98y

24%
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Limited Time Lack of Attendee Event Size/ Other* Technology
Structured Reluctance Scale Gaps
Opportunities

*Encompasses travel expenses, internal silos and language barriers

How Hospitality Partners Are Helping To Add a Personalized Touch \

Personalization is becoming more popular, with hospitality partners being asked to support a wide variety of efforts,
such as bespoke experiences, team-building programs, give-back initiatives, fireside chats with keynotes,
on-site activities, local excursions and activations and more.

While they are open to helping meetings professionals personalize experiences,
hospitality partners note multiple challenges can impact the outcome.

Top 5 Challenges for Supporting Personalization at Events
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Cost Constraints Lead Time Limited Access to Operational Lack of Buy-in of
Attendee Data Complexity Stakeholder(s)

40.0% 40.0% 253% 20.0% 16.7%

Nearly a third of hospitality partners (30.0%) shared they have not experienced any

notable challenges to providing personalization at the events they support.




