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Table 2,6     How Travel Awards Arc Purchased*
Corporate rravel agency
Direct purchase—airline, hotel, etc.
Retail travel agency
Incentive company/incentive house
Sales promotion/advertising agency

38% 31% 21% 21% 11%
'Percentages will add to more rhan 100% as respondents could choose more than one category. Source: 1999 Incentive Federation Survey.
grams can be designed to reward individuals or groups by providing every​thing from transportation, lodging, food, activities, and entertainment. Bl's ef​forts to continuously improve its internal processes and customer satisfaction recently garnered the coveted Malcolm Baldridge National Quality Award. BI joins only one other tourism service provider, the Ritz Carlton Hotels, to achieve this distinction of excellence.
AAature Travelers
Another large and growing segment of tourism consumers is mature travelers. The face of the industrialized world's population is changing. Although it is probably a mistake to lump ail mature travelers together into a single market, it is important to understand the immense size of this market. The United Na-tions estimates that the number of senior citizens in the year 2025 will be 1.1 billion worldwide^ By 2050, this group will make up over 21 % of the world's population.15 A good idea of the changes taking place in the mature segment of the tourism market can be seen by looking at the changes taking place in the United States. The American population is aging and will continue to increase as a percentage of the total population. This segment will grow seven times faster than all other age segments.16 Similar demographic shifts are taking place in many countries throughout the world.
The number of senior citizens in the United States who compose the mar​ket segment called "mature travelers" has been growing at double-digit rates. This rapid growth provides many opportunities for firms who recognize and plan to meet the needs of these travelers. The mature traveler market segment is especially important since these individuals spend 30% more than younger travelers and account lor 80% oi all commercial vacation travel."
vjther significant tacts about this group or travelers in the United States that may have gone unnoticed or unappreciated are as follows:
> They are the fastest-growing segment of the travel market.
*■ They control over three-quarters of the United States' disposable
wealth.18 *~ They control over 50% of the United States' disposable income.17
Findings from two recent surveys (see Table 2.7) of travelers over the age of 50 provide useful insights into the needs and expectations of this growing market.
Many mature visitors have the time, money, and energy to travel and enjoy family, friends, new sights, adventures, and active lifestyles. Several researchers have found that most mature travelers fall into one of three segments. The first
