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To my family



Foreword

It gives me great pleasure to commend Vania Vigolo’s new book titled “Older
Tourist Behavior and Marketing Tools” to you. The first two parts of this book
present a review of older tourists’ behavior, while the third part is aimed at ana-
lyzing different companies’ approaches to catering for older tourists. It is pleasing to
note that Vania has devoted particular attention to how companies define and
segment their market and how they manage their marketing mix. It is timely that
Vania has devoted this textbook to an examination of the older and baby boomer
travel market. The United Nations (2013) has recognized the fact that the older
generation is growing at a rapid rate, and estimated that more than 2 billion people
will be aged 60 and older by 2050. This will account for 22% of the world’s
population, compared with only 10% in 2000, and this demographic shift will be
seen across all continents.

Since I wrote the first textbook on older tourists in 2006 titled, “Growing Older:
Tourism and Leisure Behaviour of Older Adults”, tourism has become even bigger
business for the increasing numbers of older travelers who are being targeted by
marketers and travel companies as a growing niche market. In addition there has
been an explosion of academic articles that are targeting senior, baby boomer and
older adult travel. There is little doubt that the next wave of tourism businesses to
prosper will be those that can effectively market tourism products, services and
experiences to the older consumer. Among new trends that have been identified in
the research are that older travelers are seeking new experiences and creative
personal challenges in their travel behavior, as well as becoming more skilful and
knowledgeable consumers that require value for their money. In particular, there is
a growing market segment of adventurous, independent and special interest older
travelers who are increasingly seeking out niche markets that take them to new,
exotic and interesting places that may include educational tourism, adventure
holidays, visiting heritage sites, and volunteering holidays. It is hoped that this book
will provide tourism marketeers with an in-depth understanding of the challenges
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and opportunities facing them in the future so they can more carefully segment the
market and better anticipate older individuals tourism and travel needs through a
customer-centered approach.

Dr. Ian Patterson
Associate Professor

(recently retired)
School of Business (Tourism Cluster), The University of Queensland

St. Lucia Campus, Queensland, Australia

Reference

United Nations (2013) World Population Ageing. Department of Economic and Social Affairs
Population Division. Available at: http://www.un.org/en/development/desa/population/publications/
pdf/ageing/WorldPopulationAgeing2013.pdf
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Preface

Population aging is one of the most significant trends of the twenty-first century. By
2030, people aged 60 years and older will outnumber children aged under nine
years. Even though this trend is most advanced in high-income countries, popu-
lation aging is proceeding at a fast pace also in developing and emerging countries,
and already has profound social and economic implications. Within this context, an
increasing number of individuals of all ages participate in tourism activities.
According to recent European statistics, the 65-plus age group has significantly
contributed to counterbalancing the negative impact of the economic and financial
crisis by increasing both tourist arrivals and overnight stays. Hence, population
aging poses new challenges and opportunities to tourism, which is by far one of the
most important and dynamic global industries.

For these reasons, the older tourist market a viable and fascinating stream of
research for scholars belonging to different fields, including the social sciences,
psychology, medicine, the arts and humanities, and business. According to the
Scopus database, among business, management, and accounting journals, the
number of tourism articles dealing with aging-related topics has increased fourfold
from the period of 2000 to 2016. This datum gives an idea of the growing attention
tourism scholars are devoting to population aging.

Extant research on older tourists has focused on themes such as
socio-demographic and travel characteristics, travel motivations, and psychological
factors (Jang et al. 2009). Other scholars have focused on older tourists’ accessi-
bility requirements, perceptions of service features, and Information and
Communication Technology (ICT) adoption. However, despite its potential, the
older tourist market is still under researched, and stereotypical images of older
adults are still used in marketing practices. Even though a few scholars have
examined tourism organizations and their marketing strategies aimed at older
individuals, for example in the context of accessible tourism, the literature has
devoted limited attention to suppliers targeting older tourists. Overall, there is a
need for a comprehensive analysis of the older tourist market that considers both
tourists’ behavior as well as suppliers’ strategies.
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This book aims to provide an in-depth analysis of population aging challenges
and opportunities from a tourism marketing perspective by combining a
demand-side and supply-side approach to older tourists. The methodological
approach used in this book stems from the consideration that tourism marketing
must be customer-centered if it is to be successful. Tourism organizations must
carefully segment their market and understand—or better, anticipate—their cus-
tomers’ needs and desires to provide successful product, price, place and promotion
strategies. In other words, the use of marketing tools should derive from scrupulous
and constant marketing research activity. Accordingly, this book first addresses
older tourists’ characteristics and travel behavior, and then discusses how tourism
organizations can develop their marketing strategies to target this specific market
segment.

This book consists of three main parts. The first part (Chaps. 1–2) introduces the
population aging phenomenon from a tourism marketing perspective. In particular,
Chap. 1 presents an overview of the main challenges of aging and addresses some
of the most common stereotypes about older consumers. In addition, the chapter
begins a depiction of the profile of the older tourist. Chapter 2 provides a review of
existing segmentation approaches to older tourists by distinguishing between a
priori (or conceptual) methods and a posteriori (or data-driven) methods.

The second part (Chaps. 3–5) adopts a demand-side perspective and focuses on
key aspects of older tourists’ behavior. Specifically, Chap. 3 analyzes the travel
planning process from travel needs to travel organization. Chapter 4 discusses ICT
adoption among older individuals and displays how technology is changing travel
behavior within this specific market. Chapter 5 deals with older tourists’ accom-
modation choices, focusing in particular on hotels.

The third and last part (Chaps. 6–7) represents the empirical heart of the book
and focuses on the suppliers’ perspective. To provide some insights into marketing
approaches to older tourists, Chap. 6 presents a selection of case studies about travel
companies targeting older tourists: a Canadian-based tour operator offering exotic
adventure travels, a Slovenian-based tour operator and travel agency specializing in
slow garden travels, and a British company offering long-term stay accommodation
in southern Europe. Chapter 7 draws on the literature review and the case studies
provided in the previous chapters to propose some theoretical contributions as well
as a practical toolbox for firms and professionals willing to target older individuals.

From a methodological point of view, the first two parts of the book are the
result of an extensive literature review of the top international tourism and hospi-
tality journals and industry reports, as well as of empirical studies conducted by the
author during the last five years. In the last part, three original case studies are
developed following a qualitative research approach based on semi-structured
in-depth interviews. This method enabled a holistic understanding of respondents’
experiences that could not have been achieved otherwise, given that the suppliers’
perspective has hitherto been under-investigated. The book concludes by encour-
aging further research in this field in order to respond to the challenges and
opportunities of this rapidly increasing segment.
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My interest in the older-market segment started in 2012. When talking about
macro-trends with my husband, he commented about Lombard Odier’s Golden Age
Fund, a global equity thematic fund designed to seize the opportunity of the
long-term aging population trend across multiple sectors. It invests in equities that
derive mainly from the aging population theme, including for example health care
products and services, healthy food, cosmetics, leisure, and financial planning.
Later, in early 2013, Liz Gill, a colleague from the University of Sydney, held a
seminar at the University of Verona and discussed a paper concerning older peo-
ple’s empowerment and social engagement, which stimulated me further to explore
the relationship between age and consumer behavior in a research area that has been
fascinating me since my master’s degree in tourism management.

The book is intended to be a helpful reference work for academics, researchers,
postgraduate students, and practitioners in the tourism and hospitality industry
willing to deepen their knowledge about the older tourist market and its
potentialities.

I am grateful to many people who contributed to the completion of this book.
First, I would like to thank Prof. Federico Testa, who over the years supported me
in my work and stimulated me to pursue new and challenging areas of research. My
gratitude goes to Prof. Marta Ugolini, who generously offered me precious insights
and advice during the development of this book. I am also thankful to my col-
leagues Francesca Simeoni, Fabio Cassia, and Nicola Cobelli for their
warm-hearted exchange of thoughts and ideas and their daily presence.

I would like to thank Prof. Claudio Baccarani for his inspirational approach to
management studies, and the colleagues at the Department of Business
Administration, University of Verona, with whom I have the opportunity to work:
Prof. Federico Brunetti, Prof. Elena Giaretta, Dr. Paola Castellani and Dr. Chiara
Rossato. I am indebted to Professor Angelo Bonfanti for revising parts of the book
and giving me honest and valuable suggestions.

I am also grateful to Dr. Francesca Negri (University of Parma) for her stimu-
lating insights on the relationship between ICT and older tourists.

A special acknowledgment goes to the companies that enthusiastically accepted
my invitation to participate in my research: ElderTreks, Viaggi Floreali, and
Algarve Senior Living. I am grateful to Amanda Dunning (ElderTreks), Erica
Vaccari (Viaggi Floreali), and Luis Teixeira da Silva (Algarve Senior Living) who
generously offered me their time and experience, helping me to better understand
the older tourist market from a supplier’s perspective.

Dialogues with academic and industry experts at several international confer-
ences (in particular, at the Tourism&Aging Conference, the Academy of Marketing
Science World Marketing Congress, and the ENTER-Information and
Communication Technologies in Tourism Conference) contributed as a stimulus to
design the structure of this book. At the Tourism&Aging Conference, held in
Lisbon in 2014, I had the opportunity to meet and discuss my work with Prof. Ian
Patterson, whose studies about older tourists are a reference point for tourism
scholars. His book “Growing Older: Tourism and Leisure Behavior of Older
Adults” is a milestone in this field of research.
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I would also like to thank Springer’s anonymous reviewers for their constructive
comments in the first draft of my work. Their suggestions were extremely helpful
for improving the manuscript. Last but not least, I am grateful to Maria Cristina
Acocella, Assistant Editor of Springer, for her continuous assistance throughout the
writing process.

Verona, Italy Vania Vigolo
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Part I
Defining the Older Tourist Market



Chapter 1
Population Aging: Challenges
and Opportunities for the Tourism
Industry

Abstract In the coming years, people aged 60 years and over will account for 22%
of the world population. This trend already has profound implications for many
facets of human life, including social and economic activities. Within this frame-
work, the World Health Organization coined the expression “active aging” to define
the process of optimizing opportunities for health, participation and security to
improve quality of life as people age. According to this perspective, tourism
activities represent a major means through which older people can increase their
participation in society and enhance their quality of life. After depicting the global
demographic trends and the challenges of population aging, the first part of the
chapter describes the active aging approach. The second part provides an overview
of older individuals as presented in marketing literature and practice. Finally, the
potentialities of population aging for the tourism industry are discussed and future
trends are presented.

1.1 The Population Aging Phenomenon

In 2000, there were more people over the age of 60 than children under five
(HelpAge International 2015). For the first time in history, older people account for
a proportionately larger share of the total population (United Nations Population
Fund [UNFPA] and HelpAge International 2012). This relentless process, known as
population aging, is projected to increase rapidly over time. According to the
United Nations’ latest population forecast, there will be two billion older individ-
uals by 2050 (United Nations [UN] 2015a, b). Although this phenomenon is now
more evident in developed countries, it is happening at a higher speed in developing
and emerging countries, where 73% of the world’s older population will be living
by 2030.

What are the reasons for this phenomenon? Various drivers contribute to pop-
ulation aging; however, there are three main long-term causes: (1) increased life
expectancy, (2) declining fertility rates, and (3) a “temporary blip” known as the
“baby boom” (The Economist 2009). These are explained briefly below.
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Increased life expectancy

Life expectancy refers to the average number of years that a population is expected
to live. Therefore, in a wider sense, life expectancy is a measure of a country’s overall
quality of life. In 1950, at the world level, life expectancy was below 50 years, while
by 2050 it is projected to reach around 75 years (UN 2015a, b). Life expectancy has
increased because of major improvements in nutrition, health care, education, and
economic well-being. As a result, infant mortality has decreased and people live
longer. Increased life expectancy thus contributes to the increase in the proportion of
older people.

Declining fertility rates

Fertility rates have declined by half from five children per woman in 1950–1955
to 2.5 in 2010–2015. According to the World Health Organization (WHO 2002), by
the next decade 120 countries will have reached total fertility rates below
replacement level (2.1 children per woman). This phenomenon is increasing the
acceleration of population aging and, consequently, the younger generations are not
able to counterbalance the number of older persons (Lutz et al. 2008).

The “baby boom”

The baby boom is a period of surprising recovery in fertility rates that occurred
in the developed countries between the mid-1940s and the late 1960s (Greenwood
et al. 2005). For example, in Europe, baby boomers still represent a major part of
the working-age population, but many of them are now reaching retirement age
(Eurostat 2016). Similarly, in the United States, by 2029, all baby boomers will be
65 years and over and will move into retirement. Even though the number of baby
boomers will gradually diminish through mortality, this shift toward an increasingly
older population in the United States is expected to continue (Colby and Ortman
2015). Baby boomers were born in a historical context in which the dynamics of
reproduction changed dramatically, with a substantial increase in marriage rates,
total fertility, and number of births (Van Bavel and Reher 2013).

Population aging and life expectation are not homogeneous among and within
countries and may vary according to several factors (Chand and Tung 2014):

• Level of economic development (i.e., developed vs. developing countries): in
1950, life expectancy was around 65 years in the more developed regions,
compared with only 42 years in the less developed regions. In the next decades,
this gap will narrow and by 2050 life expectancy is projected to reach 83 years
in the more developed regions and 75 years in the less developed regions. For
example, at the age of 60 a woman in western Europe can expect to live another
25–30 years, while a woman in western Africa can expect to live approximately
another 4–15 years.

• Residential area (i.e., urban vs. rural areas): as younger cohorts move to urban
areas in search for work, the proportion of older persons in rural areas increases,
both in developed and developing regions.
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• Gender: in general, women tend to outlive men. This phenomenon is called
“feminization of aging” and has profound implications for policy (WHO 2002;
Davidson et al. 2011).

Despite an increasing awareness about population aging in several countries at
multiple levels such as governments, policy makers, and industries (UNFPA and
HelpAge International 2012), there are still many areas of intervention to ade-
quately address the needs of older individuals in terms of poverty eradication,
health, food security, equality opportunities, and many others. In wide areas of the
world, including the most developed countries, older persons still lack visibility and
opportunities for a healthy and secure aging. According to the Public Consultation
on the Human Rights of Older Persons, the post-2015 development agenda of the
United Nations needs to be sensitive and responsive to how age, gender, and
country of residence affect equality, safety, and enjoyment of human rights, espe-
cially among older persons.

1.2 Toward a Definition of Older Persons

One of the conceptual challenges of population aging is defining older people.
According to the United Nations, available data on older people are still scant and
not internationally comparable (UNFPA and HelpAge International 2012). Further,
there is no agreement on the definition of “older people”. A variety of terms have
been used to refer to older persons, including “seniors,” “whoopies” (well-off older
people), “baby boomers,” and “generation between” (Hunter-Jones and Blackburn
2007). In addition, different sources use different criteria to classify older persons.
For example, in the World Population Aging report 2015 (UN 2015a, b), the United
Nations uses the age of 60 to refer to older people, even though many developed
countries use the age of 65 as a threshold for retirement and old age social security
benefits. Reports by the International Monetary Fund (2015) and the World Bank
(Bussolo et al. 2015) refer to the age group of 65 and older. Specifically, indi-
viduals aged 80 or over are also referred to as “the oldest old,” the “super senior,”
or “the fourth generation” (World Economic Forum 2012; AgeUK 2013). These
persons represent now 1.6% of the world population, but this will increase to 4.3%
by 2050. For instance, in the United Kingdom, the oldest old are the fastest growing
age group in the population (AgeUK 2013). Table 1.1 reports some examples of
existing labels commonly used to define older people, as well as the corresponding
age group.

Despite the practical need to define older persons in terms of age, various studies
have highlighted the limitations of considering chronological age as a significant
predictor variable of attitudinal and behavioral patterns of older people (Sudbury
and Simcock 2009). As a matter of fact, “people frequently perceive themselves to
be at an age other than their birth age” (Barak and Schiffman 1981, p. 602). In
particular, older people see themselves as considerably younger than their actual
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age. For example, in their study about older Japanese consumers, Kohlbacher and
Chéron (2012) found that respondents’ perception of their age was on average eight
years younger than their actual chronological age. Research on self-perceived age
strongly suggests that subjective age may contribute more than chronological age to
an understanding of older consumers’ consumption decisions (Moschis and Mathur
2006).

This book addresses travel behavior and tourism marketing in an aging society,
therefore its central focus is on the shift from a youth-centric to an all-inclusive
tourism marketing approach. Hence, it does not only address individuals aged 65+
or retired persons, but also individuals who are approaching this stage of their life.
In addition, since self-perceived age influences travel behavior much more than
chronological age (Muller and O’Cass 2001; González et al. 2009), a stiff age-group
division would not be appropriate in the context of this book. The use of the term
“older” instead of terms such as “elder,” “silver/gray” or “mature” is motivated by a
willingness to avoid patronizing or negatively connoted labels. The need to identify
new unbiased expressions to refer to (and to talk to) older individuals will be further
discussed in Chap. 7.

Table 1.1 Examples of definitions of older persons

Label Age Source

Seniors 50+ Sudbury and Simcock (2009)
Kim et al. (2013)

65+ Friemel (2016)

Older persons 60+ UN (2015a, b)

Older people 65+ Bussolo et al. (2015), International Monetary Fund
(2015), Australian Workplace Innovation and Social
Research Centre (2015)

Elderly/older
people

65+ International Monetary Fund (2015)

Whoopies
(well-off older
people)

Not specified Lohmann and Danielsson (2001)

Baby boomers Born between
1945 and 1964

Pruchno (2012)

Mature 55+ Moschis et al. (1997)

65+ Nam et al. (2007)

Silver/gray 65+ Beneke et al. (2011)

50+ Kohlbacher and Chéron (2012)

Oldest old 80+ AgeUK (2013)

The fourth
generation

80+ European Commission (2012)

Super seniors 80+ World Economic Forum (2012)

Late seniors 80+ Kim et al. (2013)

Source Author’s elaboration
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1.3 Major Challenges of Population Aging

Population aging has relevant social and economic repercussion for individuals,
families, and society. Some of the major challenges include financial security,
health care, and enabling environments (Jay Olshansky et al. 2011). These chal-
lenges also have profound implications for tourism activities, both from a travel
behavior perspective and from an industry perspective, as synthesized in the fol-
lowing paragraphs.

1.3.1 Financial Security

In advanced economies, older people often represent the wealthiest part of the
population. Several studies have demonstrated the economic power of this cohort
(Meneely et al. 2008; Kohlbacher and Chéron 2012). For example, in the United
Kingdom over 80% of all private financial wealth is held by the over 50s
(Thompson and Thompson 2009). However, as reported by Mumel and Prodnik
(2005), there is general agreement that older consumers are not attractive in terms of
numbers and spending power.

In particular, older people usually have more discretionary spending power than
when they were younger because they have extinguished their mortgages, and they
do not have pensions to fund or children to raise (Chand and Tung 2014). Even
though great differences between individuals exist, many older people have a
considerable purchasing power and are willing to spend on consumer goods and
leisure activities, including tourism. For example, as reported by Thompson and
Thompson (2009) in the United Kingdom, in 2003–2004 the household spending
per person was £178 for the under-30 age group, £175 for the 30–50-year age
group, £201 for the 50–65-year age group, and £170 per week for older individuals
belonging to the 65–75 year age group.

Financial security is important to secure the well-being of the older population
because it assures access to health care, good nutrition, basic services and adequate
shelter (UNFPA and HelpAge International 2012). Even though previous research
has demonstrated a high level of heterogeneity between individuals with respect to
their spending preferences, including tourism expenditures, it has long been rec-
ognized that a positive correlation exists between disposable income and intention
to travel (Uysal and Crompton 1985; Jang et al. 2004; Dolnicar et al. 2008; Bernini
and Cracolici 2015).

1.3.2 Health

The demographic transition to an aging population is associated with an increas-
ing demand for health care and long-term care (UNFPA and HelpAge
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International 2012). Chronic diseases such as dementia cause disability and reduced
quality of life in both developing and developed countries. Physical or mental
disabilities represent a threat to older people’s independence because they reduce
the ability to carry out daily life activities (WHO 2002). In particular,
non-communicable diseases, such as Alzheimer’s, are among the main causes of
disability for older people and require long-term health care. This situation affects
not only individuals but also their family and friends (Gladwell and Bedini 2004).
In fact, it is estimated that about 80% of long-term care is still provided by family
members and friends (The Economist 2009). Therefore, daily life, including con-
sumption choices and travel decisions for individuals with disabilities, may not only
depend on but also affect a larger social context. Further, as emphasized by the
WHO (2002), as they grow older, people with disabilities are likely to encounter
additional barriers. For example, mobility problems deriving from arthritis tend to
get worse with time. Therefore, there is a need not only to cater for older indi-
viduals’ health needs, but also to prevent diseases and promote a healthy way of life
so that individuals can live healthier longer. An increased quality in health is
beneficial for single individuals, for their families, and for society as a whole.
Moreover, the relation between wealth and health is well established (Bloom et al.
2004) and previous research has emphasized that the marginal utility of con-
sumption declines as health deteriorates (Finkelstein et al. 2013).

From a tourism perspective, health is strictly connected to travel motivations and
travel intentions. On the one hand, it has been demonstrated that physical dis-
abilities represent a travel constraint and a deterrent to travel (Buhalis and Darcy
2011; Lee et al. 2012). On the other, health preservation could also become a travel
motivation for older people (Mueller and Kaufmann 2001; Smith and Puczkó
2008). In this regard, wellness tourism has greatly expanded in the last decades
among all cohorts, including older persons (Chen et al. 2013). The relationship
between health and older tourists will be addressed in more detail in Chap. 3 with
regard to travel motivations and travel constraints.

1.3.3 Enabling Environments

Thindwa (2001, p. 3) described an enabling environment as:

a set of interrelated conditions—such as legal, organizational, fiscal, informational, polit-
ical, and cultural—that impact on the capacity of development actors… to engage in
development processes in a sustained and effective manner.

The creation of such support systems is the key to the successful promotion of
social development. In particular, physical and social environments influence an
individual’s ability to enjoy healthy and active aging and a good quality of life
(UNFPA and HelpAge International 2012). Mobility in particular is a major con-
cern with regard to older people (WHO 2002). Policy makers as well as industries
should move toward an “aging-friendly” approach to mobility rather than think
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about disablement. As a matter of fact, disablement processes increase the needs of
older individuals, and increase their isolation and dependence (WHO 2002).
Enabling environments should enhance the participation of older people, including
people with disabilities, in all aspects of society. Some examples of enabling
programs, environments, and policies identified by the WHO (2002) include
barrier-free workplaces, and modified work environments and work-hours; good
street lighting for safe walking; traffic lights that give people more time to cross the
street; exercise programs that help older people maintain their mobility; life-long
learning and literacy programs; barrier-free access to health centers; and credit
access to small business and development opportunities so that older people can
continue to work if they need to.

From a tourism perspective, the creation of enabling environments implies
providing accessible tourism possibilities for all, including older people with
physical or mental disabilities (Buhalis and Darcy 2011). As emphasized by Swain
(2004), enabling environments need to incorporate economic, political, and social
structures to reduce barriers and increase social participation. Everybody, and not
only older individuals, could benefit from improved environments and support. For
example, as reported by The Economist (2002), in the late 1990s the Paris public
transport network (RATP) asked older passengers what they disliked most. The
metro map layout was at the top of their list. Hence, the RATP introduced a
simplified and more readable version of the map, originally intended to co-exist
with the old one. But all passengers, older and younger alike, immediately
appreciated the new map and RATP decided to replace the old one with the revised
one, thus improving service quality for locals and tourists as well. However,
enabling environments and accessible tourism still represent a critical point that
needs to be addressed by single tourism suppliers, as well as destinations (Darcy
and Dickson 2009; Michopoulou et al. 2015).

To summarize, financial security, health, and enabling environments are para-
mount for individuals to remain independent, live actively, and travel for as long as
possible. Older adults are more likely to travel if they have disposable income, are
healthy and can move in an accessible environment.

1.4 A New Approach to Older Persons: Promoting Active
Aging

The path toward the active aging approach has been traced throughout the last
35 years by some key documents concerning the population aging phenomenon. In
1982, the first world assembly on aging was organized by the United Nations,
resulting in a document, “The Vienna International Plan of Action on Aging”
(United Nations 1983), which called for specific action on several issues, such as
health, nutrition, housing and environment, family, social welfare, income security
and employment, and education. Nearly ten years later, the “United Nations
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Principles for Older Persons” (UN 1991) recognized the older persons’ rights to
independence, participation, care, self-fulfillment, and dignity. The term “active
aging” was first adopted by the WHO in the late 1990s to express a more inclusive
message than “healthy aging” and to recognize the factors, other than health care,
that affect how individuals and populations age (Kalache and Kickbusch 1997).

Active aging became the central focus of the WHO’s “Active Ageing: A Policy
Framework” (2002), which still represents a reference point for active aging studies.
The framework aimed to support the formulation of action plans to promote healthy
and active aging and was developed by WHO’s Aging and Life Course Program as
a contribution to the Second United Nations World Assembly on Aging, organized
in Madrid in 2002. A preliminary version (WHO 2001) had circulated for feedback
throughout 2001 at special workshops (held in Brazil, Canada, the Netherlands,
Spain, and the United Kingdom). Additionally, in January 2002, an expert group
meeting with representatives from 21 countries was organized at the WHO Center
for Health Development (WKC) in Japan. As a result, further comments and rec-
ommendations were included in the final document, “Active Aging: A Policy
Framework,” published by the WHO in 2002.

According to the definition provided by the WHO (2002, p. 12) active aging is
“the process of optimizing opportunities for health, participation and security in
order to enhance quality of life as people age.” Active aging refers both to indi-
viduals and population groups. As stated by the WHO (2002, p. 12):

It allows people to realize their potential for physical, social, and mental well-being
throughout the life course and to participate in society according to their needs, desires and
capacities, while providing them with adequate protection, security and care when they
require assistance.

Therefore, the term “active” does not only refer to physical ability, but also to
the ability of participating in social, economic, cultural, spiritual, and civic affairs
throughout one’s life. Consequently, people who retire from work as well as
individuals with illnesses or disabilities should still have the possibility to con-
tribute actively to society in a variety of forms. From the WHO’s perspective, health
refers to physical, mental and social well-being. Accordingly, active aging policies
and programs that promote mental health and social relations are as important as
those that promote physical health (Wiggins et al. 2004).

Promoting active aging to increase autonomy and independence is a key goal for
both individuals and policy makers. Moreover, since aging happens within social
contexts—whether they be family, friends, work associates, neighbors—interde-
pendence between cohorts and intergenerational solidarity are considered important
principles of active aging (Grundy and Henretta 2006). With the active aging
approach, the strategic focus has shifted from older individuals’ needs to older
individuals’ rights. Of course, the adoption of healthy lifestyles and active partic-
ipation are important at all stages of the life course. Further, a healthy way of life
(e.g., physical activity, healthy eating, and not smoking) can prevent disease, extend
life expectancy and improve quality of life as a person grows older.
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The active aging approach “is based on the recognition of the human rights of
older people and the United Nations Principles of independence, participation,
dignity, care and self-fulfillment” (WHO 2002, p. 13). In this regard, participation
in tourism activities can represent a means through which individuals remain active,
learn to establish social connections, and improve their quality of life. Further,
recent studies argue that there is a close link between tourism and well-being in
later life (Morgan et al. 2015) as well as between tourism and healthy aging (Ferrer
et al. 2016). Overall, the active aging approach has shifted the focus from
chronological aging to toward functional, physical, and mental capacity as people
age, while recognizing that these abilities may vary within older individuals (Jay
Olshansky et al. 2011).

1.5 Older Persons as Consumers

To fully understand the relevance of a marketing approach specifically tailored for
older tourists, it will be useful to recall first how older consumers in general have
been traditionally addressed in marketing theory and practice. In particular, the next
two paragraphs will point out two major marketing issues related to population
aging: (1) the prevalence of a youth-centric marketing, and (2) the existence of
stereotypes about older consumers. Then, some considerations about how to
address the older consumer market will be provided.

1.5.1 The Ageism of a Youth-Centric Marketing

Traditionally, from the 1950s, marketing has focused on the needs and wants of
young and affluent consumers willing to experience fun, novelty, and conformity
with peers (Thompson and Thompson 2009). Even though companies have long
addressed the older target group for certain product categories, such as hearing
devices, drugs, or beauty products, only in the last couple of decades have firms
started to devote specific attention to older adults as consumers tout court. In fact, in
the post-war market, the rapid growth of young and wealthy cohorts had pushed
companies to focus on the needs and desires of a young target group (Thompson
and Thompson 2009). However, the situation has significantly changed, especially
in developed economies. Some countries, such as the United States, responded
quickly to population aging, both professionally and in terms of academic research.
Conversely, in Europe, where the number of older individuals is projected to grow
from 18 to 28% of the population by 2060 (European Commission 2014), both
industries and academic research have reacted more slowly to this demographic and
societal change (Thompson and Thompson 2009).

According to previous research (Help the Aged 2002), individuals aged over 50
account for 40% of consumer spending, while 95% of advertising targets mainly
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consumers under 35 years old. In relation to this, the National Automobile Dealers
Association recently declared that the average new car buyer is now 51.7 years old
(Wernle 2015). Similarly, according to a car-market research firm (Edmunds.com),
in the past five years the proportion of new car buyers aged 55 years and over has
increased from 33 to 42% of sales.

As suggested by Thompson and Thompson (2009, p. 1283), “the late twentieth
century was an age of youth; the early twenty-first century is an age of maturity.”
This rapid population aging has been described as a “cultural problem” because
there is a profound gap between the quick enhancement of life expectancy and the
cultural norms that rule societies (Carstensen 2011; Carstensen and Fried 2012). For
example, medical science, which is a key element of culture, has focused more on
cures for acute diseases than on prevention of the chronic diseases typical of aging.
In addition, physical and social environments as well as institutions are built by and
for young populations (World Economic Forum 2012). Most marketing programs
are aimed at young target groups, and older consumers are frequently not even
considered at the product design stage. Moreover, for products or services specif-
ically designed for older people, on the rare occasions that they do appear in
advertisements, the result is sometimes “ageist” (Help the Aged 2002).

The term ageism was introduced by Butler (1969) to define discrimination
against older individuals. According to the International Longevity Center report
(2006), there are four types of ageism: personal ageism, institutional ageism,
intentional ageism, and unintentional ageism. Personal ageism consists of biased
ideas, attitudes, beliefs, and practices toward individuals based on their older age.
Institutional ageism comprises rules and practices that discriminate against older
individuals, while intentional ageism includes biased ideas and attitudes purpose-
fully implemented against individuals based on their older age. Finally, uninten-
tional (or inadvertent) ageism consists of biased ideas, attitudes, or practices that are
carried out without the awareness of a prejudice. These types of ageism, in par-
ticular personal and unintentional ageism, can be found in some advertising cam-
paigns and marketing activities (Milner et al. 2012). For example, some studies
suggest that advertising is mostly focused on younger generations in terms of
structure, rhythm, fast-moving sights, and sounds that older audiences may find
difficult to tolerate (Nielson and Curry 1997; Casarin 2008; Thompson and
Thompson 2009). Furthermore, Pickett (2002) argues that possible decrements in
hearing, sight, and information processing because of aging can cause difficulties in
understanding the complex sequences and the speed of presentation of many
advertisements.

Ageism also emerges from the way older persons are portrayed in advertising.
For example, Rozanova (2010) explored how older age is depicted in newspapers,
television, and magazines in Canada and Russia, and found that older individuals
were underrepresented and often negatively portrayed. In addition, older individuals
with disabilities appeared in advertising almost exclusively with regard to assistive
devices. Such a negative view of aging portrays age-related changes in physical
appearance as highly undesirable (Lewis et al. 2011). In relation to this, a United
States study revealed that there is a mismatch between fashion magazines and their
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readers. Specifically, as reported by Milner et al. (2012), an analysis of editorial and
advertising images revealed that despite older readers representing almost 23% of
overall readers, fashion magazines rarely include pictures of women over 40. There
are some exceptions though. For example, the global personal care brand Dove, in
its “Campaign for Real Beauty,” created an advertisement which featured a
95-year-old model and the copy: “Withered or Wonderful? Will society ever accept
old can be beautiful?” Viewers were invited to express their vote on the campaign
website. This anti-ageism initiative had a viral effect on consumers and Dove
declared a 700% growth in product sales in the United Kingdom, where the mar-
keting campaign was introduced, and 600% in the United States within the first two
months of the campaign’s launch (Milner et al. 2012).

1.5.2 Stereotypes About Older Consumers

A stereotype is a widespread but fixed and oversimplified image or belief of a
particular type of person (Oxford English Dictionary, www.oed.com). Repeated
exposure to negative stereotypes about aging confirms beliefs, both consciously and
subconsciously. As a result, individuals will actively look for information consis-
tent with that belief, thus reinforcing such stereotypes. Some of the most common
stereotypes about older consumers found in the literature concern:

• older age image
• brand loyalty
• level of technology adoption
• marital or civil status.

As regards older age image, it has long been shown that older individuals
exposed to positive images tend to perform better on both physical and cognitive
tasks than those exposed to negative images. Conversely, negative stereotypes
affect older people’s self-esteem and self-efficacy (Levy and Langer 1994; Guiot
2001; Coudin and Alexopoulos 2010). Furthermore, older individuals with positive
perceptions of aging are more likely to take care of themselves and their health than
are those with negative perceptions of aging (Levy et al. 2002; Langer 2009).

With respect to brand loyalty, some studies argue that older consumers are more
loyal than younger cohorts because after the age of 50, consumer patterns tend to
stabilize. For example, Silvester (2003) argues that, in contrast to younger con-
sumers, older consumers are loyal because they have stable preferences, do not
need to show off, and are not fashion victims. Lambert-Pandraud et al. (2005) found
that older consumers are unwilling to experiment or try new activities, and are
brand rigid and conservative. In addition, it has been argued that older customers
have limited customer lifetime value in comparison with younger consumers
(Thompson and Thompson 2009). Based on these considerations and on the growth
size of the younger cohorts in the past decades, firms believed that they should
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focus mainly on young consumers to increase their brand equity. However, several
studies demonstrate that brand choices for older consumers are just as dynamic as
those of the young, and they continue to innovate (e.g., Silvers 1997; Uncles and
Lee 2006; Sudbury-Riley 2016). For example, Sudbury-Riley (2016) demonstrated
that older consumers are likely to try new brands and introduce them to their friends
and relatives. In fact, after 50 years, there are still major life changes that motivate
consumers to reconsider their needs, wants, brand preferences, and selection criteria
(Hudson 2010).

Another common stereotype that is gradually being overcome is that older
consumers cannot cope with technology. Certainly, if they want to target older
adults successfully, technological products should be adapted to be more
“aging-friendly” and suitable for older consumers. For example, in 2014, Apple and
IBM started a partnership to develop an iPad for the Japanese market that is
specially designed for older consumers—that is, with simpler interfaces, larger
fonts, and several apps for older needs and interests. The relationship between older
individuals and technology for tourism purposes will be addressed in Chap. 4.

Stereotypes about older consumers may also concern their marital or civil status.
As reported in the Financial Times (Jacobs 2014), based on the experience of some
consultancies specializing in the over-50 market, nothing could be more annoying
to a single older person than advertising using pictures of happy older couples. At
the same time, portraying a single person on his or her own would be risky in terms
of symbolism because he or she could appear lonely.

1.5.3 Addressing the Older Consumer Market

As expected, older people do not recognize themselves in such stereotypes. On the
one hand, older consumers see themselves as healthy, wealthy, and full of life
(Bradley and Longino 2001). In this regard, when Gerber, a United States-based
purveyor of baby food, realized that many older consumers with dental and stomach
problems were purchasing baby food (i.e., purees) for their own use, it decided to
launch a product line called “Senior Citizen.” However, older consumers would feel
embarrassed to go to the supermarket and buy it, so the company decided to
withdrawn the product (The Economist 2002). On the other hand, older individuals
do not want to be considered “unrepentant teenagers” (Bradley and Longino 2001)
and, of course, expect to be addressed differently than millennials. For example,
Moschis (1992) reports a study conducted at Georgia State University’s Center for
Mature Consumer Studies in which researchers discovered that improper stereo-
types of older people in advertising campaigns caused older people to refuse pur-
chasing the advertised products. Sometimes companies might even fear that
targeting older consumers would have a negative influence on their reputation. In
their study among South African consumers, Beneke et al. (2011) found that older
consumers have a negative attitude toward advertising because they feel neglected
in favor of younger consumers. It has been argued that such an attitude toward the
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older consumer market may be related to the age gap between older consumers and
marketers (Thompson and Thompson 2009), especially in the advertising arena
(Moschis et al. 1997; Barrie 1998; Carrigan and Szmigin 1999; Trégeur 2002). As a
matter of fact, most product managers, brand managers, and advertisers are young.
For example, according to the Institute of Practitioners in Advertising, 94% of
people employed in agencies are aged under 50 (Trégeur 2002).

As mentioned in previous paragraphs, the older consumer market has been
widely recognized as a relevant market segment because of its size, growth rate, and
spending power (Moschis et al. 2000; Stroud 2005; Meneely et al. 2008; Thompson
and Thompson 2009; Kohlbacher and Chéron 2012; Chand and Tung 2014).
According to Beneke et al. (2011), failing to recognize the potential of the older
consumer market is a missed opportunity in terms of financial success. However,
older consumers are far from being a one-dimensional, uniform market. Nielson
and Curry (1997, p. 311) emphasized this concept by stating:

Over time, only one common characteristic of mature individuals emerged: that they are
among the most diverse and idiosyncratic of all age cohorts.

In fact, older individual are said to have less in common with each other than
younger people have with their peers because they are no longer moved by the
major life-cycle stages (Doka 1992).

As a result, older consumers often demand tailor made products and services
(Pak and Kambil 2006). For example, in Japan, the country with the highest pro-
portion of older population, the supermarket chain Aeon, which had previously
focused mainly of families, launched a new senior-friendly shopping center in the
suburbs of Tokyo where stores and services target older consumers by using large
signs and slow escalators, as well as services specifically designed for older indi-
viduals. Always in Japan, lingerie manufacturer Wacoal promotes its product line
as a fit that complements body shapes of all ages rather than something to remodel
older bodies into younger shapes (Smith 2015). In order to grasp the opportunities
in the older consumer market, Pak and Kambil (2006, p. 24) argue:

Managers must understand how senior markets evolve and adapt products and service
offerings along multiple dimensions to meet the needs of senior consumers.

With this objective in mind, Ford literally helps young designers to put them-
selves in older users’ shoes to better understand their needs. More than twenty years
ago, Ford introduced “the third-age suit”, an outfit which adds about 30 years to the
wearer’s age. The suit restricts the ways in which people move by stiffening knees,
elbows, ankles and wrists. The suit also includes a vibration simulator to reproduce
Parkinson and comes with multiple sets of colored glasses to simulate eye deteri-
oration typical of older age such as Glaucoma (The Economist 2002).

To conclude, even if the literature has long recognized the diversity and richness
of old age in terms of psychographics, lifestyles, and consumer behavior (Sherman
et al. 2001), there is a need to conduct further research and trace new directions,
both in academic studies and in business.
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1.6 Aging and Traveling: Opportunities for the Tourism
Industry

Traveling implies a heterogeneity of activities, but its prerequisite is that individuals
move between different geographic locations. Specifically, a tourist is a traveler
taking a trip to a destination outside his or her usual environment, for at least an
overnight stay and for less than a year, for any main purpose (e.g., business, leisure,
or other personal purpose) other than to be employed by a resident entity in the
country or place visited (United Nations World Tourism Organization [UNWTO]
2010). Moving, across short or long distances, is therefore the foundational element
of tourism activities. For this reason, the leisure tourism industry has mainly
devoted its attention to young and healthy individuals willing to spend their leisure
time away from home. Tourism activities for older individuals were, with due
exceptions, traditionally limited mainly to religious tourism or social tourism
(Minnaert 2014). However, the tourism industry needs to catch the wave of this
demographic trend if it is to remain competitive.

1.6.1 Defining Older Tourists

As for older consumers, there is no clear definition of older tourists. Several expres-
sions have been used, such as older travelers, mature travelers, gray or silver tourists,
and gray nomads. The age threshold to be consider an “older tourist” varies according
to different sources. For example, the age of 50 is commonly used as a criterion to
define older adults (e.g., Littrell et al. 2004; Sellick 2004; Sudbury and Simcock 2009;
Le Serre andChevalier 2012;Chen et al. 2013). FollowingChen et al., older adults can
also be classified into prospective seniors (aged 50–64) and seniors (aged 65 and
above). Table 1.2 reports some examples of how older adults have been defined and
classified in terms of chronological age in the tourism literature.

Older consumers tend to have a greater amount of leisure time available asmost are
retired or near to retirement and can thus pursue their hobbies and interests (Le Serre
and Chevalier 2012; Losada et al. 2016). In addition, as emphasized in the previous
paragraphs, improved health and economic conditions have led an increasing number
of older individuals to bewilling to travel (Patterson 2006). Today’s older travelers are
healthier, wealthier, and better educated than older travelers in the past decades. For
example, in Australia the 50–69-year-old group holds more than 40% of the nation’s
wealth and is keen on traveling domestically and abroad (Australian Human Rights
Commission 2014). Therefore, older individuals present a relevant market potential
(United Nations Economic Commission for Europe 2009).

Looking at the tourism statistics, the potential of the older market emerges from
four main indicators: number of tourists, number of trips, length of stay, and travel
expenditure. Despite the economic crisis, which affected the tourism industry,
between 2006 and 2011 older tourists improved their contribution across all
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indicators. For example, according to European Statistics (Eurostat 2012), the
number of older tourists in Europe increased by 6% between 2006 and 2011. In
addition, older tourists traveled more (29% more trips) and longer (23% more
overnight stays) than the other cohorts. Specifically, the over 65s spent on average
26.1 nights away from home on long trips in 2011, compared with a general
population average of 21.2 days. Older tourists’ length of stay was also longer (11
nights against a general average of 9.8). This age group also spent more during their
travels (1344 Euros above the general population average of 1203), thus accounting
for 20% of all tourism expenditure by European residents in 2011.

In relation to the travel season, some studies found that older tourists are more
prone to travel in the off-season (Tiago et al. 2016), thus representing a relevant tool
for tourism suppliers and destinations to manage seasonality. With regard to travel
organization, older tourists tend to spend more on package trips than do other
cohorts. For example, in 2011 the 38% of older tourists’ expenditure consisted of
package travels (Eurostat 2012). However, as supported by a recent survey (AGE
Platform Europe 2015), older tourists tend to be quite autonomous in planning and
managing their travels, opting less frequently for all-inclusive packages, and pre-
ferring to organize their holidays individually.

Several academic sources agree that older travelers represent a strategic segment
for the tourism and hospitality industry. In relation to this, Pizam (2014), editor in
chief of the International Journal of Hospitality Management, published an editorial
that emphasized the need to expand research from hedonic and business services to
new services specifically designed for older individuals.

Table 1.2 Examples of definitions of older tourists

Label Age Source

Older
tourists

50+ Littrell et al. (2004), Sellick (2004), Le Serre and
Chevalier (2012), Chen et al. (2013)

Eldery 55+ Alén et al. (2015)

60+ Romsa and Blenman (1989), Hung et al. (2015)

Young-old
Old
Very old

55–64
65–74
75+

Hong et al. (1999)

Pre-seniors 50–64 Caber and Albayrak (2014)

Prospective
seniors

50–64 Chen et al. (2013), Vigolo and Confente (2013)

Gray
nomads

55+ Patterson et al. (2011), Mahadevan (2014)

Senior
tourists

50+ Littrell et al. (2004), Le Serre and Chevalier (2012)

55+ Hunter-Jones and Blackburn (2007), Sangpikul (2008)

65+ Chen et al. (2013)
Caber and Albayrak (2014)

Mature
tourists

Born between 1946
and 1964

Hudson (2010)

Source Author’s elaboration
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1.6.2 Emerging Trends in Older Tourists’ Behavior

With reference to recent studies (UNWTO 2012; AGE Platform Europe 2015) it is
possible to identify some emerging trends that affect older tourists’ behavior:

• The change in household compositions (i.e., the shift from traditional large
“horizontal” families to “vertical” intergenerational families) is changing the
composition of travel parties.

• The increasing number of older individuals living alone implies an increase in
the number of single or solo travelers.

• The growing Information and Communication Technology adoption among
older individuals has enhanced the possibilities for their autonomous travel
organization.

• Population aging entails the need for an increasing proximity to medical care in
tourism contexts.

• Minor disabilities due to aging require suppliers to reconsider service design and
staff training, especially in transport and hospitality.

These trends challenge tourism and hospitality firms to rethink their marketing
strategies and their approach to older tourists to remain competitive, as will be
discussed in Chaps. 6 and 7.
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Chapter 2
Segmentation Approaches to Older
Tourists

Abstract Recognizing the differences between tourists is the first step toward
competitive advantage. Segmentation allows the identification of groups of tourists
who share some common characteristics and who are likely to respond similarly to
marketing stimuli. Various approaches exist to segment tourist markets. Some
scholars distinguish between a priori and a posteriori methods. While a priori
methods involve conceptual classifications, a posteriori methods consist of the
analyses of empirical data to derive a grouping. Proceeding from this classification,
this chapter first presents a review of the main segmentation approaches that can be
used to cluster older tourists and then provides directions for future research in
segmentation studies.

2.1 Segmentation in Tourism Studies

Most tourism scholars and practitioners agree that segmentation is a key prereq-
uisite of successful marketing strategies. With reference to the tourism market,
segmentation can be considered a form of grouping tourists who share common
needs and characteristic with the aim of predicting future tourist behavior and
directing specific marketing strategies (Tkaczynski et al. 2009). The segments
should have a good “strategic fit” with an organization’s resources, core compe-
tences, and external environmental factors (Morritt and Weinstein 2012).
Segmentation criteria include, for example, demographic or psychographic char-
acteristics, travel needs, and motivations (Bieger and Laesser 2002). To be effec-
tive, market segmentation should lead to the definition of clearly identifiable,
measurable segments, accessible in terms of distribution and communication.
Segments should also be substantial in terms of sales and profitability, stable, and
differential (Bieger and Laesser 2002).
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There is no consensus in the literature about the most effective segmentation
criteria for older tourists. When referring to “older” tourists, age is used as an
implicit segmentation criterion; however, as argued by Ward (2014), the aging
process varies considerably among individuals because people grow old biologi-
cally, psychologically, and socially at different times during their lives. For this
reason, some scholars have long criticized the use of bare chronological age as a
segmentation variable for older tourists (Moschis et al. 1997).

The aim of this chapter is to provide a review of the main segmentation
approaches that can be used to cluster older tourists. Accordingly, the following
paragraphs will provide a review of the literature belonging to two main streams of
research: the most common types of segmentation approaches in tourism, and
segmentation approaches to older individuals in tourism studies.

2.2 A Classification of Segmentation Approaches
in the Tourism Literature

Tourism literature recognizes two major types of segmentation approaches: (1) a
priori or conceptual segmentation (Mazanec 1992) or commonsense segmentation
(e.g., Dolničar 2004), and (2) a posteriori (Mazanec 1992), post hoc (e.g., Wedel
and Kamakura 2012), or data-driven segmentation (Mazanec 1992; Dolničar 2004,
2008).

In tourism studies, conceptual segmentation has been considered an approach
that leads to the definition of a typology in which the grouping criteria are known in
advance, that is, a priori (Dolničar 2004). This type of segmentation is based on
theoretical elements. In her review on segmentation studies published in the Journal
of Travel Research between 1990 and 2004, Dolničar (2004) argued that the most
common type of segmentation used in tourism studies is a priori segmentation.
Some examples of a priori segmentation in older tourists include segmentation
based on cohorts (e.g., millennials vs. baby boomers), or classifications based on
type of tourists (e.g., older motorcoach travelers). Dolničar (2008) also outlined the
following four steps of a priori (commonsense) segmentation: in Step 1, the
researcher chooses a segmentation criterion, in Step 2 the respondents are grouped
in segments according to such criterion. Then, in Step 3, statistical analyses help the
researcher to identify significant differences between segments, and finally, in Step
4, the researcher assesses the usefulness of the market segments from a managerial
and marketing perspective.
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A posteriori segmentation is based on analysis of the data to gain insights into
the market and decide which segmentation criteria are the most effective in that
specific context (Dolničar 2008). While typologies are theoretically based and
derive from a discretionary selection of variables (i.e., a priori), taxonomies are
empirical by definition (Bailey 1994). Starting from an empirical data set, for
example the result of a guest survey in a hotel, a posteriori segmentation uses
quantitative analysis techniques to empirically derive a grouping (Dolničar 2002).
A posteriori segmentation based on data analyses was introduced by Haley (1968)
and has been adopted in tourism studies since the 1980s (e.g., Calantone et al. 1980;
Mazanec 1984). Since then, several studies have adopted an a posteriori segmen-
tation approach in the tourism literature (Dolničar 2008). Examples of this approach
used to cluster older tourists include an analysis of travel motivations or vacation
activities (e.g., Le Serre and Chevalier 2012; Chen and Shoemaker 2014; Alén et al.
2015). The advantages of a posteriori segmentation include the validation of
data-driven segment solutions that are used for marketing planning, more
in-depth-research into a certain market, provision of a basis for forecasting, the
possibility of regularly evaluating the effectiveness of the segments, and the
applicability to multi-period data (Dolničar 2004).

In reviewing and categorizing the segmentation approaches in tourism, Dolničar
(2004) further classified a priori and a posteriori segmentation as follows: (1) purely
commonsense segmentation, that is, a priori segmentation based on existing
knowledge of which tourist characteristics are relevant for grouping visitors;
(2) purely data-driven segmentation, based on a posteriori analyses; (3) a priori
segmentation followed by a posteriori segmentation; and (4) two rounds of a priori
segmentation, in which tourists are classified on the basis of conceptual criteria in
two subsequent steps.

2.3 Segmentation Approaches to Older Tourists

Most scholars agree that the older tourist market is far from homogeneous and
therefore segmentation is needed (Sangpikul 2008a). Several studies have
attempted to segment the older tourist market according to a number of different
criteria; however, no systematic analysis about segmentation criteria has been
conducted. This chapter will categorize the studies according to the a priori and a
posteriori segmentation approaches to provide a systematized analysis (Fig. 2.1). In
Table 2.2, a classification of segmentation studies about older tourists, published
between 1982 and 2016, is proposed.
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2.4 A Priori Segmentation Approaches

The main a priori segmentation approaches identified in the literature are based on
socio-demographic criteria. Socio-demographic variables include elements such as
age, generation or cohort, gender, country of origin, and occupation. A priori
segmentation criteria are often used by tourism organizations as a means to address
certain segments of tourists. For their relevance in older tourist studies, age and
generation segmentation criteria will be addressed separately in Sects. 2.4.1 and
2.4.2 respectively, while other socio-demographic variables will be reviewed in
Sect. 2.4.3. A priori segmentation can also be based on the perceived importance of
tourism activities for quality of life (QOL), as reported in Sect. 2.4.4.

A priori A posteriori

Segmentation approaches

Socio-demographics
Age
Generation (or cohort)
Gender
Country of origin
Occupation

Variables

Psychographics
Lifestyles
Value orientation
Travel preferences
Subjective age (or self-perceived age)
Travel motivations
Travel constraints

Variables

Gerontographics
Social, psychological and biophysical 
variables

Behavioral
Use of information sources
Activities at the destination
Use of ICT

Importance of tourism 
for QOL

Behavioral
Type of travel

Fig. 2.1 Segmentation approaches to older tourists: a classification. Source Author’s elaboration
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2.4.1 Age

Tourists have traditionally been divided into groups in terms of chronological age
(Swarbrooke and Horner 2006). Age represents the most frequently used type of a
priori segmentation criterion for older tourists. For example, one of the first studies
to address market segmentation for older tourists (Anderson and Langmeyer 1982)
used the age of 50 as a segmentation variable and compared under-50 and over-50
travelers. A number of studies have used the age of 50 as a commonsense criterion
to define older tourists (e.g., Hawes 1988; You and O’Leary 1999; Kim et al. 2003;
Littrell et al. 2004; Sund and Boksberger 2007; Jang and Ham 2009; Patterson and
Pegg 2009; Nimrod and Rotem 2010; Le Serre and Chevalier 2012; Chen et al.
2013; Ward 2014). However, different age thresholds have been used to define
older tourists (see Chap. 1). Some scholars used the age of 50 (e.g., You and
O’Leary 1999; Littrell et al. 2004; Sund and Boksberger 2007; Jang and Ham 2009;
Le Serre and Chevalier 2012) or 55 (e.g., Javalgi et al. 1992; Mathur et al. 1998;
Backman et al. 1999; Hong et al. 1999; Muller and O’Cass 2001; Fleischer and
Pizam 2002; Hsu and Lee 2002; Reece 2004; Sangpikul 2008b; González et al.
2009; Chen and Shoemaker 2014; Alén et al. 2015). Other studies have focused on
the 60-plus (e.g., Horneman et al. 2002; Boksberger and Laesser 2009) or the
65-plus age groups (Lawton 2002; Borges Tiago et al. 2016) because “in several
countries those over 62 or 65 years of age are granted senior benefits” (Borges
Tiago et al. 2016, p. 14).

Some other scholars provided a priori classification of older tourists into dif-
ferent age groups. For example, Javalgi et al. (1992) explored the differences in the
use of package trips, travel agents, and other travel-related characteristic between
three age groups: the under 55s, the 55–64s, and the 65s-plus. Further, some
scholars have segmented older tourists according to different grades or levels of
“olderness.” Hong et al. (1999) provided a classification of United States older
tourists by grouping them into three categories: the “young-old” (aged 55–64), the
“old” (aged 65–74), and the “very old” (aged 75+). Similarly, Sund and Boksberger
(2007) divided older tourists into “pre-seniors” (aged 50–59) and seniors (aged 60
+), though defining as “the real seniors” only those individuals over retirement age
(65 years in Switzerland).

Some scholars have employed age as an a priori segmentation criterion in pure
commonsense segmentation studies Dolničar (2004). For example, Anderson and
Langmeyer (1982) compared the under and the over 50s. Nevertheless, most often,
age represents the first a priori segmentation criterion for subsequent data-based
analyses. For example, Borges Tiago et al. (2016) used age as the first step of their
segmentation, followed by data-driven segmentation based on traveling preferences.

Exceptionally, some studies have identified age based on a posteriori data-driven
analyses. For example, Ananth (1992) measured the median age (59 years) of the
respondents to define the two segments under study: “mature travelers” and
“younger travelers”. In this sense, age can also be used as a posteriori segmentation
criterion.
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2.4.2 Generation or Cohort

Recent studies about older tourists have considered tourists not for their individual
age, but for their belonging to a specific generation, which is generally considered
to range over 10 years (Kim et al. 2003), or cohort. A “cohort” has been described
as “people within a delineated population who experience the same significant
event within a given period of time” (Pilcher 1994, p. 483). Generational seg-
mentation implies, for example, considering the baby boom generation rather than
older tourists in general. An example of cohort descriptions with reference to the
north American market can be found in Table 2.1, which compares “the matures”
with “the baby boomers” (by describing them in terms of television series, music,
and significant events).

The role of generation on travel behavior has been addressed in the literature,
mainly using one of the following frameworks: (1) theory of generations, (2) human
life-cycle theory, and (3) continuity theory (Chen and Shoemaker 2014). What

Table 2.1 Cohorts’ features in the United States: the matures and the baby boomers

The matures “Whom do you think of when you hear the word Doctor? Well, if you are a
member of the Mature generation, you probably think of Dr. Spock (…) We
were born before 1945 and number 50+ million. We are Clint Eastwood,
Queen Elizabeth II, Jack Nicklaus, Betty Ford, and Rosy the Riveter. And
yes, we are even the Rolling Stones. Born before 1945, we are still a
powerful economic force. We came of age in the shadows of the economic
turmoil, common enemies, and America’s emergence as a major force in the
world and in our daily lives. Our attitudes toward life and work were formed
in the throes of the Great Depression, the New Deal, two world wars,
rationing, and the GI Bill. We were marked by tough times that required us
working together for victory. As a result, we value teamwork, self-discipline,
sacrifice, hard work, and putting money away for a rainy day. We believe in
duty, institutions, authority, patriotism, and law and order. And, in our
minds, rewards are earned”

The baby
boomers

“We are Jimmy Buffett, Demi Moore and Clarence Thomas. We are Bill and
Melinda Gates, Dorothy Hamill and Scott Hamilton, as well as Barbie and
Ken. We are baby boomers. Born between 1945 and 1964” (…) “Some call
us the ‘Me’ generation because we were the first group of Americans to put
our own needs and desires ahead of the good of the group. We came of age
in a period of great economic prosperity, marked by the expansion of
suburbia, a television in every home, two cars in every garage, and a college
education in our future. Our attitudes toward life and work were formed in
the throes of mass marketing, Woodstock, Vietnam, the Pentagon Papers, the
resignation of a President, assignations of iconic leaders, and the Miranda
decision. As a result, we value individuality, personal growth, and
involvement. We have high expectations and demand top service. We
celebrate youth, have a health and wellness focus, and will ‘retread’ not
retire. For us, work is an adventure and rewards are deserved. And for us, the
future is now”

Source Author’s elaboration on Knutson (2008). Reprinted from the Hotel Business Review with
kind permission from www.HotelExecutive.com
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these theories have in common is that they emphasize generation or cohort and
demographic effects on travel behavior.

As reported by Chen and Shoemaker (2014), Mannheim (1952) introduced the
theory of generations (or sociology of generations) based on the consideration that
individuals of the same age belonging to the same socio-historical context in which
remarkable events characterized their youth share “certain definite modes of
behavior, feeling and thought” (Mannheim 1952, p. 291). In other words, indi-
viduals belonging to a certain cohort share unique value systems, personalities, and
behavioral traits that distinguish them from other generations. Warnick (1993, as in
Chen and Shoemaker 2014) was one of the first scholars to examine cohort effects
on domestic travel in the United States and found significant differences between
baby boomers (i.e., individuals born between 1946 and 1964) and the “silent
generation” (i.e. individuals born between 1925 and 1945). Based on a survey
conducted in Canada and the United States, Lehto et al. (2008) corroborated
Warnick’s (1993) findings by comparing travel experiences between the baby
boomers and the silent generation. The results show that there exist some cohort
differences between the older baby boomers and the silent generation regarding the
kind of tourism experience sought and the actual vacation activities taken. You and
O’Leary (2000) conducted a generational cohort comparison between “young
seniors” (55–64) in two time periods: 1986 and 1995. They also performed a
longitudinal study between the 45–55-year-old group in 1986 and the 55–
65-year-old group in 1995. The findings support the dominance of the cohort effect
over the age effect.

Life-cycle theory, also called the “life span perspective” or “theory of human
development stages,” derives from psychology studies. Erikson (1963) identified
eight phases in life that a person normally experiences: infant, toddler, preschooler,
school-age, adolescent, young adult, middle-aged adult, and older adult. Later,
scholars grouped these phases into four main phases: childhood, young adulthood,
mid-adulthood, and elder adulthood. In the tourism literature, Lawson (1991)
suggested that the relevant life-cycle stages are “young single,” “young couple”
(with no children), “full nest” (with children), “empty nest” (children have left
home), and “solitary survivor” (the widow or widower). In each phase, individuals
take different social roles and have different value systems. As individuals grow
older, their beliefs, attitudes, values, and physical condition change and influence
their behavior (e.g., Lepisto 1985). However, a common difficulty encountered by
scholars addressing life-cycle theory is that not everyone fits into standardized
family life-stage definition (Sund and Boksberger 2007). Based on Lawson’s
classification, Sund and Boksberger (2007, p. 6) argued that the relevant stages for
the study of older tourists would be “empty nest I” (still working), “empty nest II”
(retired) and “solitary survivor”. For example, Romsa and Blenman (1989) divided
older Germans into four age cohorts (30–39, 40–49, 60–69, and over 70) and
emphasized that the use of two cohorts of older individuals was intended to help
understanding that motivations change in the retirement stage.

Life-cycle theory has been recently addressed in older tourist studies with regard
to the role of grandparents in intergenerational travels. The relevant stages for the
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study of older tourists would presumably in this case be “empty nest I” (still
working), “empty nest II” (retired) and “solitary survivor.” Accordingly, in their
study about Israeli older individuals, Fleischer and Pizam (2002) found that the
number of vacation days taken tend to decrease in the 65-plus older cohort com-
pared with the 55–65-year-old cohort. Recently, Chen and Shoemaker (2014)
identified interactive effects between generations. In particular, life-cycle stages
affect not only older tourists’ perceived travel barriers, but also their attitude toward
leisure travel, their destination selection, and their travel activities. Hence, Chen and
Shoemaker (2014) stress that it is important to segment older tourists by life-cycle
stage (e.g., 55–60, 61–70, 71–80) rather than by chronological age.

While life-cycle theory generally emphasizes differences between stages of life,
continuity theory maintains that during the aging process, a large proportion of
older individuals tend to show consistency in psychological characteristics as well
as in behavioral traits. In other words, older adults tend to have the same values,
attitudes, emotions, and behavior through time, despite their changing physical,
mental, and social status (Chen and Shoemaker 2014). For example, Shoemaker
(2000) divided respondents in two cohorts: 55–64 and 65-plus and compared their
travel motivations, attitudes, destination selection, perceived barriers, and travel
activities with the responses provided by older tourists in a study he had conducted
ten years earlier (Shoemaker 1989). The findings showed that the older tourist
market in Pennsylvania had remained relatively stable over a decade. In their study
of German tourists, Lohmann and Danielsson (2001) found that travel propensity,
or patterns of tourist behavior, remained the same for about 20 years for a given
generation, and so they concluded that, in accordance with continuity theory, the
travel patterns of individuals tend to be stable over time and therefore older tourist
behavior might be predicted from their past experiences.

In line with continuity theory, Chen and Shoemaker (2014) found that the
motives, attitudes, destination selection criteria, and travel activities of older tourists
did not change radically across life-cycle stages and generations. Specifically, the
same cohort of older tourists did not change as they advanced through the aging
process in their travel motives, attitudes, destination selection criteria, or travel
activities. In addition, older tourists at different life-cycle stages within the same
generation did not differ across that same set of variables. Further, they found that
tourists tended to be more homogeneous beyond 61 years of age. Finally, older
tourists at the same life-cycle stage but belonging to different generations did not
differ across the same variables.

2.4.3 Socio-demographics

Besides age and generation, some of the most frequently used demographic vari-
ables to segment older tourists include gender, country of origin, and occupation.
Several empirical studies about older adults address gender differences between
groups of the sample in a posteriori analyses. However, in line with the purpose of
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this section, hereafter only those studies are presented that consider gender as a
major a priori segmentation variable. Regarding this, some studies about older
tourists have focused on gender-based segments. For example, Hawes (1988)
explored the tourism-related lifestyle profiles of women aged 50 and older. The
findings show that the socio-demographic profile of those interested in tourism
experience included higher education and income levels, small household size,
activeness, and acceptance of the uncertainty involved in traveling. More recently,
Hughes and Deutsch (2010) conducted a qualitative study on older gay men living
in the United Kingdom, thus including gender, lifestyle, and a specific country of
origin.

Several studies of older tourists have focused on a specific market of origin, be it
a region, a country, or a more circumscribed area. For example, one of the first
segmentation studies about older tourists (Vincent and De Los Santos 1990)
addressed older “winter Texans” (i.e., tourists who travel to Texas and stay at least
for one month during the winter season). Traditionally, from a geographic point of
view, most segmentation studies addressed countries where population aging is
already a significant phenomenon, such as Australia (Horneman et al. 2002; Kim
et al. 2003), the United States (Sangpikul 2008a; Jang and Ham 2009) and Japan
(You and O’Leary, 2000). Other countries have been explored, as well. For
example, Boksberger and Laesser (2009) explored older Korean tourists and
identified travel constraints and the types of travel experiences these tourists
demand. Nimrod and Rotem (2010) focused on Israeli retirees who had traveled
abroad at least once in the year prior to the survey. More recently, some studies
have addressed European countries. In this regard, Le Serre and Chevalier (2012)
focused on French retirees, and Carneiro et al. (2013) investigated older Portuguese
tourists undertaking social tourism initiatives.

Fewer studies have dealt with older tourists’ country of origin in a comparative
approach. For example, Caber and Albayrak (2014) compared the importance of
hotel attributes for three market segments identified based on tourists’ country of
origin (German, Dutch, and British) and found significant differences between the
three markets. For example, Dutch senior tourists gave more importance to food
service attributes (“small food portions” and “special dietary menus”) than did the
other respondents. However, further research is needed to identify similarities and
differences between tourists belonging to different countries of origin.

Retirement has traditionally been considered a discriminant variable to identify
older individuals. Sund and Boksberger (2007) went as far as to define “real
seniors” to be only those individuals over retirement age. Several studies have
argued that because of their additional free time and increased flexibility, older
individuals tend to dedicate their additional free time to leisure activities, traveling
in particular (Nimrod and Rotem 2010; Jang and Wu 2006; Lehto et al. 2008). In
addition, some scholars showed that older tourists tend to stay longer at the des-
tination compared with non-retired tourists (Blazey 1992; Wang et al. 2005).
Hence, several studies about older tourists have used retirement as an a priori
segmentation variable (e.g., Cleaver et al. 1999; Nimrod and Rotem 2010; Le Serre
and Chevalier 2012). A few studies (e.g., Tongren 1980; Blazey 1992) compared
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differences in travel behavior between the retired and non-retired members, based
on the consideration that retirement is more effective than age to segment older
individuals because it concerns the stage in the life-cycle in which individuals share
common characteristics. Blazey (1992) found that travel and interest in travel
activities tend to remain constant after retirement. Conversely, Fleischer and Pizam
(2002), in their study about Israeli retirees, argued that the age group between 60
and 70 (i.e., individuals who are just before or after retirement) present the longest
vacation. Besides being used as an a priori segmentation criterion, retirement status
has been often used to help profile clusters identified on the basis of a posteriori
segmentation criteria, such as travel motivations or travel constraints.

2.4.4 Importance of Tourism Activities for Quality of Life

Tourism studies have long shown that travel contributes to QOL for older tourists
(Javalgi et al. 1992) and creates new interests in their lives (Lee and Tideswell
2005). The QOL construct first emerged in the 1960s. QOL can be described as “a
person’s sense of well-being, satisfaction or dissatisfaction with life, or happiness or
unhappiness” (Dolničar et al. 2013. p. 725) and a “conscious cognitive judgment of
satisfaction with one’s life” (Rejeski and Mihalko 2001, p. 23). It can be measured
either uni-dimensionally or multi-dimensionally in terms of overall life satisfaction,
or satisfaction about specific domains. Other authors argue that overall life satis-
faction relates to happiness within many individual life domains (e.g., Lee and
Sirgy 1995, as in Dolničar et al. 2013). According to Dolničar et al. (2013), travel
and tourism play a triple role in contributing to QOL by providing: (1) physical and
mental rest and relaxation; (2) personal development space and the pursuit of
personal and social interests; and (3) symbolic consumption to enhance status. QOL
is also a subjective and dynamic concept that can change over time, even for the
same person.

Dolničar et al. (2013) extended the QOL literature in the context of tourism and
introduced a new segmentation base that could beneficially be used to segment
older tourists. Based on the assumption that not all people want to travel, Dolničar
et al. (2013) proposed a “Grevillea Model of the Importance of Vacations for QOL”
and tested it empirically among Australian respondents. The Grevillea is an
Australian native flower known for its beautiful blossom, and it was used as a
metaphor to explain the importance individuals attribute to tourism in their lives.
Based on a survey, an a priori or commonsense segmentation study was conducted
by separating respondents into three groups: those who dragged the vacations item
onto the Grevillea’s stem, indicating that vacations are core to their QOL; those
who dragged the vacations item onto the Grevillea’s flower, indicating that vaca-
tions enhance their QOL; and those who dragged the vacations item onto the grass
next to the Grevillea, suggesting that vacations do not affect their QOL. The results
revealed that a minority of Australians (10%) perceive vacations as critical to QOL,
while the majority (about 60%) perceive vacations contribute to, but are not
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essential to QOL. The remaining 30% indicated that traveling does not contribute to
their QOL. The first cluster contained the highest proportion of retirees, as well as
some full-time workers, and they tended to be high income earners. Individuals
belonging to this group were motivated to experience new things and adventures,
have fun and be entertained, gain social recognition, and escape from everyday
routine. From a managerial perspective, this implies that it is worth promoting the
positive effect of vacations on QOL. In addition, Dolničar et al. (2013) found that
vacations’ importance to QOL changes over the stages of life.

A recent study further investigated the role of tourism experiences for QOL in
the framework of activity theory. As argued by Kim et al. (2015), to understand
older tourists’ behavior, major psychosocial theories such as disengagement theory
and activity theory have been developed and applied. Disengagement theory,
developed by Cumming et al. (1961), proposes that the aging process involves a
reduction in activity, and therefore older tourists gradually choose to “withdraw
from active life and focus on inner fulfillment” (Kim et al. 2015, pp. 465–466).
Conversely, activity theory criticizes disengagement theory and supports an
understanding that the increased discretionary or free time available to retired
individuals provides the opportunity for maintaining high activity levels or roles
that are essential for life satisfaction and enrichment. Based on this theory, Kim
et al. (2015) hypothesized that “vacation experience” itself can contribute to older
individuals’ overall QOL. The findings of their study conducted among retirees in
South Korea show that satisfaction with trip experience affects leisure life satis-
faction, and leisure life satisfaction influences one’s sense of well-being (one’s
QOL) and revisit intentions.

2.5 A Posteriori Segmentation

To cluster older tourists in a posteriori segmentation studies, some of the most
frequently used criteria include psyschographics, gerontographics, and behavioral
variables.

2.5.1 Psychographics

Psychographics can be defined as “the development of psychological profiles of
consumers and psychologically based measures of distinctive modes of living or
lifestyles” (Hsu 2002, p. 4). Psychographics include, for example, the assessment of
an individual’s lifestyle, value orientation, personality, and opinions (e.g., about
travel) (Kotler et al. 2006). In tourism studies, different definitions of psychographic
variables can be found. The common ground for the use of psychographic seg-
mentation is the idea that lifestyles, attitudes, opinions, and personalities of
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individuals can affect people’s travel behavior (Swarbrooke and Horner 2006). As a
matter of fact, since tourism activities are highly related to self-concept and con-
sumers are often highly involved in them, psychographics can represent an effective
way to increase precision in market segmentation (Hsu 2002).

This section proposes a selection of psychographic variables often used to
segment older tourists: lifestyles, values and travel preferences. The following
subsections will then discuss in more detail some psychographic variables that are
considered particularly relevant when grouping older individuals: subjective age or
self-perceived age (Sect. 2.5.1.1), travel motivations (Sect. 2.5.1.2), and travel
constraints (Sect. 2.5.1.3).

With regard to lifestyle-based segmentation studies, several scholars agree that
lifestyle changes with age and that today’s older tourists are more active and
independent than those of the past (Hawes 1988; Muller 1996; Patterson 2006;
Hung and Petrick 2009; Alén et al. 2014, 2015). Alén et al. (2015) argue that older
tourists’ lifestyle is now based more around entertainment and the enjoyment of
traveling in their leisure time than it was for previous generations. Lifestyle has
been used as a segmentation variable for older tourists since the 1980s. For
example, Hawes (1988) identified three distinct travel-related lifestyle profiles for
older women. Muller (1996) developed four lifestyle-based typologies for
Australian baby boomers, which were adopted in a subsequent study (Muller and
Cleaver 2000) to establish which of the baby-boomer lifestyle segments would be
more attractive for adventure tourism products. Lifestyle in relation to sexual ori-
entation has been explored in a qualitative United Kingdom–based study (Hughes
and Deutsch 2010) to profile older gay men in terms of holiday requirements.

Some scholars also segmented older tourists based on their value orientation. For
example, Mathur et al. (1998) segmented older travelers based on “value orienta-
tion” intended as lifestyle and attitudinal variables, while Cleaver et al. (1999) used
personal values in combination with other psychographic variables to profile older
tourists.

Finally, travel preferences represent an effective segmentation criterion in sev-
eral studies. For example, Backman et al. (1999) segmented nature-based travelers
according to activity, interest, and opinion scales describing nature-based benefits
sought by tourists. Hsu and Lee (2002) classified motorcoach travelers on the basis
of traveling preferences by using tour operator and tour package selection attributes.
More recently, Borges Tiago et al. (2016) profiled tourists according to traveling
preferences measured in terms of the quality of the accommodation, safety of the
accommodations, natural features, general price levels, how tourists were wel-
comed, and the quality of the activities or services available. Based on the travel
perceptions of older Koreans tourists, Lee and Tideswell (2005) identified four
clusters: “constrained travelers” (the biggest cluster), “quality-of-life-seeking trav-
elers,” “ambivalent travelers”, and “novelty-seeking travelers” (the smallest clus-
ter). With particular regard to holiday type preferences, Horneman et al. (2002)
used psychographics and demographic characteristics to segment the older
Australian tourists and identified six segments, namely: “conservatives” (which
represent the highest proportion in the sample), “pioneers”, “aussies”, “big
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spenders”, “indulgers”, and “enthusiasts” (less than 5% of the sample—the lowest
proportion of the sample). Sometimes, preferences for service factors can also be
used to segment older adults. For example, Chen et al. (2013) segmented older
tourists attending hot spring hotels in Taiwan based on their evaluation of the
importance of key items for spa services.

2.5.1.1 Subjective Age or Self-perceived Age

The concept of subjective age was first introduced by Tuckman and Lorge (1953) in
gerontology studies and has later developed to describe a set of non-chronological
age variables (Barak and Gould 1985). As argued by González et al. (2009), the
questioning of chronological age as a segmentation criteria for older tourists arises
because numerous studies in geriatrics and psychology show that older individuals
tend to see themselves as being younger than their actual age. Subjective age has also
been described in terms of cognitive age. In their study, Mathur et al. (1998) found
that the cognitive age of all the segments (value orientation–based as well as
chronological age–based) was less than that of their respective chronological age.
Also, the difference between chronological age and cognitive age for “new-age
elderly” (i.e., as opposed to “traditional elderly”) was almost 12 years. Muller and
O’Cass (2001) conducted a study among the 55-plus age group dividing respondents
into two segments: “the young at heart” and “the not so young at heart.” The findings
show that the subjectively “younger senior” felt in better health, sought fun and
enjoyment in life, traveled for physical stimulation and a sense of accomplishment,
and had higher expectations of a holiday. Subjective age was measured in two ways:
felt age (“I feel as though I am in my …”), and activities age (“While on a travel
holiday, the activities I would choose to experience or enjoy would be those of a
person in their …”). The cognitive age scale developed by Barak and Schiffman
(1981) was adapted and 14 half-decades were provided as response categories (early
20s, late 20s, early 30s, late 30s, right through to late 80s or older). The results
showed a discrepancy between an individual’s chronological age and his or her
subjective age. The magnitude of the gap between actual and subjective ages was
computed for each person by subtracting subjective age from actual age. About 8%
of respondents considered themselves to be older than their chronological age, while
the majority of respondents felt younger than their actual age (about half of them had
gaps of nine years or less, and half had gaps of 10 years or more).

González et al. (2009) used cognitive age as a segmentation variable for people
aged over 55. Cognitive age was measured with the following dimensions: actions,
interests, feelings, health, thinking, and expectations. A survey among individuals
aged 55 and older who had been involved in travel activities in the previous year
was conducted. The cluster analysis identified two segments—“active livers” and
“stable passives”—who differed both in travel motivations and behavior.

Le Serre and Chevalier (2012) deepened the investigation launched by prior
researchers (e.g., Mathur et al. 1998; Sellick 2004) by introducing discrepancy age,
defined as the gap between the cognitive age and the ideal age. The authors
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developed a multivariate segmentation model combining travel motivations, travel
perceived risks, discrepancy age, and demographic variables.

Overall, scholars tend to agree that how individuals feel and how they would like
to be regarded can be used to predict their travel behavior more effectively than
their chronological age.

2.5.1.2 Travel Motivations

Travel motivations are the “socio-psychological motives that predispose the indi-
vidual to travel” (Yuan and McDonald 1990, p. 42). Understanding tourists’
motivations is particularly significant for practitioners if they want to satisfy tour-
ists’ needs and desires more effectively (Sangpikul 2008b).

Travel motivations have long been used as a segmentation variable in tourism
studies. Shoemaker (1989) was one of the first scholars to segment older tourists
based on tourism motivation. He identified three market segments: “family trav-
elers,” “active resters,” and “older set.” The first cluster represents passive indi-
viduals who use pleasure tourism as a way to spend time with their immediate
families and do not like to plan their trip in advance. The second cluster is com-
posed of very active individuals who use tourism as a means to reach intellectual
and spiritual enrichment; for relaxation purposes, to escape the everyday routine;
and for socialization purposes, to meet people and socialize. The third cluster is also
very active, but prefers all-inclusive hotels and resorts.

Building on Shoemaker’s study, Vincent and De Los Santos (1990) explored
older winter Texans and found their study group to resemble Shoemaker’s “active
resters” and “older set.” These individuals preferred to plan their travels, stay for
long vacations, and undertake several tourist activities. Those who stayed in parks
matched closely the profile of “active resters,” while those who rented apartments,
homes, or condos had characteristics similar to those of the “older set.”

Lieux et al. (1994) found that older tourists can be segmented into more detailed
groups. They surveyed individuals aged 55-plus in the United States. Based on the
motivations for choosing a pleasure destination and lodging preferences, three
clusters were identified: “novelty seekers”, “active enthusiasts”, and “reluctant
tourists.” Only active enthusiasts could be readily interpreted in terms of tourism
motivation. This group participated in many activities with enthusiasm. Novelty
seekers and reluctant tourists were less easily interpreted by their travel reasons
using multiple discriminant analysis.

Motivations are widely accepted as push factors for travel behavior (Pearce and
Caltabiano 1983). The theory of push and pull factors assumes that tourists are
pushed by their own needs and motivations and pulled by destination attractions
(Dann 1981). In this framework, You and O’Leary (1999) used push and pull
factors to segment older British tourists. They identified three clusters: “passive
visitors,” “the enthusiastic go-getters” and “the culture hounds.” Push and pull
factors were also considered by Horneman et al. (2002) who profiled older tourists
according to their demographic and psychographic characteristics, including the
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evaluation of different holiday settings. Six market segments were used to highlight
the differences that exist in terms of holiday attractions, travel motivations, and
information sources used among older tourists when planning and choosing a
holiday. Sangpikul (2008a) also adopted the theory of push and pull motivations to
investigate travel motivations of United States older travelers to Thailand. The
results of factor analysis identified three push and four pull factor dimensions.
Among them, novelty- and knowledge-seeking, and cultural and historical attrac-
tions are viewed as the most important push and pull factors, respectively. The
cluster analysis revealed two distinct segments within the United States older tourist
market: the “cultural and historical seekers” and the “holiday and leisure seekers.”
More recently, Ward (2014) segmented older Irish individuals based on an exam-
ination of their push and pull travel motivations. From this analysis, four distinctive
segments were identified, namely enthusiastic travelers, cultural explorers, esca-
pists, and spiritual travelers.

Boksberger and Laesser (2009) segmented older Swiss travelers by means of
travel motivations and identified three clusters, two of which partially resemble life
cycles: “time-honored bon vivants,” who are toward the end of their professional
life; “the grizzled explorers,” who are retirees; and “the retro travelers,” who differ
from the previous groups in terms of education and professional positions. Based on
travel motivations, Le Serre and Chevalier (2012) segmented French retirees in four
groups: “the relaxed intellectual senior travelers;” “the knowledge hunter senior
travelers;” “the hesitating, non-intellectual and non-sportive senior travelers;” and
“the active and open-minded senior travelers.” These segments differ considerably
in terms of travel behavior characteristics.

More recently, Carneiro et al. (2013) conducted a market segmentation of
Portuguese older tourists participating in a social tourism program based on
motivations. Three clusters emerged: “the passive seniors,” “the socio-cultural
seniors,” and “the active seniors.” Chen and Shoemaker (2014) explored travel
motivations across generations. Specifically, they used the responses to the vari-
ables measuring travel motivations for pleasure travel in the 2006 data to cluster
individuals into mutually exclusive groups.

Alén et al. (2015) identified the existence of various profiles of older tourists by
means of using socio-demographic variables, motivation, and travel characteristics.
Five market segments were identified according to the behavioral variables ana-
lyzed that allow marketers to target older tourists in the most convenient manner
and to exploit new market opportunities. Some scholars have also defined
motivation-based segmentation as “benefits segmentation” (e.g., Ahmad 2003;
Nimrod and Rotem 2010). This segmentation method focuses on the desirable
consequences sought from tourism.

Overall, travel motivations have been widely used in older tourist studies and
scholars argue that they provide an effective segmentation criterion. Sellick (2004)
emphasized the importance of combining several psychological characteristics (e.g.,
travel motivations, travel risk perceptions, cognitive age, and demographic
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characteristics) when segmenting the older tourist market. However, as pointed out
by Le Serre and Chevalier (2012), few new motivations have been revealed in the
last decades and further studies should be conducted to segment tourists on the
basis of more aging-related criteria.

2.5.1.3 Travel Constraints

For older tourists, travel constraints represent a particularly important segmentation
criterion since aging can be associated with a gradual decline or increased diffi-
culties in mobility or health conditions. Travel constraints have been described as
barriers or factors preventing older individuals’ participation in tourism activities
(Nielsen 2014) and the tourism literature has segmented tourists according to
perceived travel constraints (e.g., Li et al. 2011). However, while motivation factors
are often used to cluster older tourists, few contributions have used travel con-
straints as a segmentation variable for older adults. For example, Kim et al. (2003)
explored the motivations and concerns of older West Australians (aged 50 and
over) that were relevant to domestic and international holiday travel and identified
four groups: “active learner”, “relaxed family body”, “careful participant”, and
“elementary vacationer.” In addition, travel constraints is one of the six dimensions
of travel perceptions that emerged in the study conducted among older Koreans by
Lee and Tideswell (2005). In this study, constraints included difficulties related to
travel organization (e.g., obtaining information), perceived health, affordability, and
other people’s conditionings (e.g., “Other people tell me I am too old to travel” or
“My spouse dislikes travel”). This construct was then used as a clustering variable
and four groups were identified. The largest segment (43% of respondents) was
labeled “constrained travelers,” and it consisted mainly of females who tended to be
65 years and older. This group faced several constraints and had low energy to
travel (i.e., traveling and travel arrangements were considered tiring activities).
Even though the constrained travelers did not consider travel to be important for
their QOL, they thought that travel activities would alleviate their boredom.

2.5.2 The Gerontographic Approach to Older Tourists

The concept of gerontographics is based on several of social, psychological, and
biophysical variables. As described by Moschis (1996), the gerontographic
life-stage model classifies older adults into four groups based on the amount and
type of aging they have experienced. The first of the four groups is the “healthy
indulgers”. This group represents 18% of the 55-and-older population. Because
they have experienced the fewest life-changing events, members of this group
behave like younger consumers. “Healthy hermits” are the second group and
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represent 36% of the 55-and-older group. Moschis (1996) claims that members of
this group are most likely to have experienced life events that have affected their
self-concept and self-worth, such as the death of a spouse. Members of this group
do not want to be considered old and often do not accept their limitations. The third
group is the “ailing outgoers”, which represents 29% of those 55 and older.
Members of this group, unlike the healthy hermits, accept their “old age” status and
acknowledge their limitations. The fourth group consists of “frail recluses”, who
make up 17% of those 55 and older. Members of this group have accepted their old
age status and have adjusted their lifestyles to reflect physical declines and changes
in social roles.

According to Sudbury and Simcock (2009), one weakness to these general
models is that few demographic differences between segments emerge. To develop
useful profiles of older consumers, it would be more effective to use a wide variety
of variables, including demographics. Although Moschis (1996) did not discuss
travel and tourism in his review of consumer typologies, it can be hypothesized that
each group would have different attitudes toward travel. Even though the geron-
tographic approach has not been much used in tourism studies yet, it could offer the
opportunity to target specific segments of older consumers with specific offerings.

2.5.3 Behavioral Variables

Behavioral segmentation has been used in the literature, both in a priori and in a
posteriori approaches, depending on the specific behaviors investigated. For
behaviors that can easily be divided into categories, the a priori method was used.
For example, travel type is usually considered to comprise a priori segmentation
criteria: nature-based tourism (Backman et al. 1999) or motorcoach tourism (Hsu
and Lee 2002) are some examples. However, data-driven research is needed to
segment older tourists on more complex behavioral variables.

For example, Littrell et al. (2004) focused on travelers aged 50 and over and
explored their tourism activities and shopping behaviors during travel. Travel
activities included outdoors, cultural, and sports and entertainment tourism.
Consequently, three profiles of older tourists emerged, namely “active
outdoor/cultural tourists”, “cultural tourists,” and “moderate tourists.” These pro-
files differed according to the importance given to shopping during travel, the
likelihood for shopping at retail venues, preferred shopping mall characteristics, and
the sources of travel information about shopping.

Nimrod and Rotem (2010) examined the associations between older tourists’
behavior and perceived benefits. In their study among Israeli retirees, who had
traveled abroad at least once in the year prior to the survey, the authors identified
four differentiated sub-segments based on their destination activities, but the dif-
ferences between them in terms of the benefits gained were rather minor. Nimrod
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and Rotem (2010) argued that a balance mechanism in older adults’ tourism leads to
maximization of benefits in different activities and/or circumstances.

Le Serre and Chevalier (2012) identified the profiles of older travelers using
segmentation criteria based both on aging and on behavioral tourism variables.
A questionnaire was submitted to retired French people. Using behavioral variables,
cluster analysis was performed and four distinct segments were identified: each
differed considerably from the others regarding a set of variables, including con-
sumer behavior variables.

Alén et al. (2015) explored the existence of various profiles of older tourists by
means of using socio-demographic variables, motivation, and characteristics of
travel of seniors. In particular, Alén et al. (2015) considered sources of information
as a travel characteristic that can be effectively used to segment older tourists.

In recent years, the use of Information and Communication Technologies
(ICT) has also gained increased attention as a segmentation variable for older
tourists. In this regard, Pesonen et al. (2015) adopted a qualitative approach to
profile Finnish older tourists according to their use of online travel services. Three
types of tourists emerged: “adventurous experimenters,” “meticulous researchers,”
and “fumbling observers.” In addition, Wang et al. (2017) explored the relationship
between ICT usage and tourism behavior of Chinese older outbound travelers. Four
clusters of ICT usage emerged, thus emphasizing the differences in the use of
technology for travel purposes among older tourists. Nevertheless, more data-driven
research on older tourist behavior is needed to identify new meaningful segmen-
tation variables.

2.6 Conclusions and Directions for Future Research

From the literature review conducted in this chapter it emerges that, even though an
age reference is useful in practical terms when addressing older individuals, it
would not be of much value to define older tourist just in terms of age. Cohorts, or
better, perceived age would provide a more useful segmentation criterion than just
chronological age. The older segment is extremely heterogeneous in terms of
socio-demographic characteristics, psychographics, attitude, and travel behavior. In
this sense, future research should use multiple segmentation criteria, which could
help to grasp more deeply the multi-faceted nature of this heterogeneous group
(Faranda and Schmidt 1999). The importance of tourism for QOL should also be
addressed in more detail to distinguish lack of interest in traveling from possible
travel barriers. Future research could further explore the role of gender differences
in travel motivations and behavior and the role of travel companions. Recent
statistics (Laesser et al. 2009) highlighted the increased number of solo travelers
who require specific guarantees, for example in terms of personal safety, and who
expect not to be penalized by the tourism industry, which often imposes “price
penalties” (i.e., supplements for solo travelers) rather than seize the opportunity
presented by this specific segment.
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Chapter 3
Older Tourists’ Travel Planning Behavior

Abstract The travel planning process comprises all the steps that occur from the
perception of a travel need to the post-consumption phase. During this process,
older tourists take several decisions which are interrelated and evolve over time.
Core travel decisions are usually planned in advance and concern elements such as
destination choice, length of the trip, type of travel organization, and travel com-
panions. This chapter explores older tourists’ travel planning behavior by investi-
gating some crucial determinants of core travel decisions. Specifically, internal
determinants include travel needs and motivations, and travel constraints, while
external determinants include information sources and pull attributes of the
destination.

3.1 Understanding the Travel Planning Process

The tourism product is a combination of heterogeneous elements. It has been
described as “an amalgam of tangible and intangible factors” (Hall and Lew 2009,
p. 33) that includes everything that tourists experience. Since travel services are
intangible in nature, tourists cannot evaluate them before actual consumption and
therefore travel decisions imply a certain level of perceived risks. From a tourist’s
perspective, the travel planning process comprises all the phases from the per-
ception of a travel need to the post-travel phase (Horner and Swarbrooke 2016).

Tourism scholars have proposed several travel planning models in which deci-
sions are thought to evolve in sequential phases (Mathieson and Wall 1982;
Moutinho 1987; Um and Crompton 1990). One of the most widely known is the
travel-buying behavior model by Mathieson and Wall (1982). According to the
authors, the decision-making process involves five main steps: (1) felt need or
desire for travel, (2) information collection and evaluation, (3) travel decisions,
(4) travel preparations and travel experience, and (5) travel satisfaction evaluation.
Moutinho (1987) elaborated to consider not only the present decision-making
process, but also future travel decisions, which are influenced by the actual
decision-making process. Specifically, the model consists of a flow chart with three
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parts: (1) pre-decision and decision-making process, (2) post-purchase evaluation,
and (3) future decision-making. Conversely, Um and Crompton (1990) proposed a
framework for the destination selection process, which includes three stages:
(1) composition of awareness, (2) evoked set, and (3) final destination set.

Even though these models have contributed greatly to the advancement of
knowledge in travel behavior, recent research has expressed criticism toward their
simplified approach and deterministic view of the decision-making process
(Fesenmaier and Jeng 2000; Jeng and Fesenmaier 2002). Scholars argue that the
decision to travel is a complex, multifaceted, and dynamic process involving many
determinants. In relation to this, the advent of low-cost flights has changed the order
in which travel choices are made: tourists with a limited budget may place the
availability of budget flights before decisions concerning the destination selection.
Further, travel decision-making presents a hierarchical structure in which travel
decisions are “temporal, dynamic, successive, multistage, and contingent processes
that evolve though the course of travel planning” (Choi et al. 2012, p. 27). In other
words, the decisions tourists make (for example, the destination) are not single
independent choices about separate elements, but rather are complex decisions in
which multiple choices are interrelated and evolve over time (Fesenmaier and Jeng
2000; Choi et al. 2012). Fesenmaier and Jeng (2000) proposed a multistage hier-
archical trip decision model in which all the sub-decisions have different levels of
perceived importance. Specifically, the authors identified three stages of decisions:

(1) core decisions, which are planned in advance, are inflexible, and include, for
example, the primary destination, length of trip, travel companions, accom-
modations, and travel budget;

(2) secondary decisions, which are planned prior to the trip, but are still subject to
possible changes, and include, for example, secondary destinations, activities,
and attractions;

(3) en route decisions, which are taken when tourists are actually on vacation and
are seeking alternatives, for example, about rest stops, restaurants, and shop-
ping places.

This model was further extended by Jeng and Fesenmaier (2002), who proposed
that the travel planning process includes a sequential information search, infor-
mation processing, and decision processing. Based on these premises, Choi et al.
(2012) empirically tested the multidimensionality, sequential, and hierarchical
nature of travel decision-making among Chinese tourists. The respondents were
asked to indicate the approximate timing of different travel choice components in a
multistage sequence (before purchase, at time of purchase, after purchase, after
arriving at destination). The findings validated the study by Fesenmaier and Jeng
(2000) and showed that destination, departure dates, trip lengths, and travel budgets
were decided early in the decision-making process, in the before-purchase and
before-the-trip phase.
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In addition, Horner and Swarbrooke (1996, 2016) emphasized the complexity of
the travel planning process by showing how the tourist decision is influenced both
by internal factors, such as socio-demographic and psychographic characteristics,
and external factors, such as available information, available travel services and
destination characteristics.

The remainder of the chapter analyzes older tourists’ travel planning process by
combining the model on internal–external factors proposed by Horner and
Swarbrooke (1996) and the theoretical framework proposed by Fesenmaier and
Jeng (2000). The internal factors considered for the purpose of this study comprise
travel needs and motivations, and travel constraints (Sect. 3.3), while external
factors include information sources, pull factors, and destination choice (Sect. 3.4).
Next, Sect. 3.5 reviews some of the core decisions older tourists make in their travel
planning process. These are primary decisions that are usually taken in advance in
the pre-trip phase (Fesenmaier and Jeng 2000) and they concern destination choice,
accommodation choice, length of stay, travel organization, and travel companions.

3.2 The Travel Planning Process Among Older Tourists

Depending on several factors, such as tourists’ characteristics or the availability of
travel-related information, the travel planning process can vary in terms of com-
plexity and length of time required. With regard to older tourists, Ross (2005)
argues that tourists with higher needs for cultural contact, family and friends, and
sociability tend to prefer to plan their trip in advance. Hence, older tourists can
present a variety of problem-solving preferences regarding travel planning.
Specifically, Ross (2005) found that about half of the sample preferred to plan most
of the travel details before going on vacation, while about one third of the
respondents preferred the freedom of a day-to-day planning approach, facing
problems as they arose during the travel experience. In addition, research has shown
that travel planning might be related to tourists’ age in that older tourists tend to
plan their trips more in detail than younger tourists (Hyde 2008).

The preparation for travel is also believed to generate meaning in itself in the life
of older adults. As explained by Moal-Ulvoas and Taylor (2014, p. 549), travel
preparation enables the older traveler to:

… create meaning at home in the form of learning about the future travel destination
through the Internet and travel brochures, preparing his [sic] personal belongings for the
trip, and projecting himself [sic] as a traveler to a specific destination.

In addition, Alén et al. (2016) emphasized the importance of knowing the time
tourists spend on planning their travels for all those involved in the tourism industry
in order to develop effective communication and marketing campaigns. However,
despite the importance of the topic, little has been researched with regard to older
tourists.
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3.3 Determinants of Core Decisions: Internal Factors

3.3.1 Travel Needs and Motivations

People travel to respond to a certain need that has become strong enough to
motivate them to act. In this sense, a travel need can be described as a sense of
deficiency or deprivation perceived in the difference between an individual’s ideal
state and actual state, which generates an inner tension (Fodness 1994). When
someone becomes aware of that need, a travel motivation arises and directs a
person’s behavior to satisfy that need. Recent literature has supported that travel
needs and motivations continue to evolve and change over time (Tiago et al. 2016);
however, some studies argue that travel motivations remain stable over time
(Cleaver et al. 1999; Shoemaker 2000; Boksberger and Laesser 2008). For example,
Chen and Shoemaker (2014) used empirical data collected in 1986, 1996 and 2006
among Pennsylvanian residents and found that the travel motivations of older
tourists do not change dramatically across life cycle stages and generations.
Specifically, five factors for travel motivation emerged: to experience new things, to
socialize, to rest and relax, to engage in physical activities, and to visit casinos and
tell friends. In general, the tourism literature has long recognized the importance of
investigating travel motivations in order to develop successful marketing strategies
to satisfy tourists’ needs and expectations (Crompton 1979; Sangpikul 2008a).

Motivation has been defined as the state of need that pushes the individual
toward actions that are likely to generate satisfaction (Moutinho 1987). Guinn
(1980) conducted an early study about the leisure motivations of retired recreational
vehicle tourists and identified five types of travel motivations: rest and relaxation,
association with friends and family, physical exercise, learning experience, and
self-fulfillment. Later, Mannell and Iso-Ahola (1987) identified two main dimen-
sions in travel motivations: escaping and seeking. While some older individuals
would be motivated to travel to escape from routine and stressful environments,
some others would be motivated to travel in order to seek personal or interpersonal
rewards (Mannell and Iso-Ahola 1987). Escapism and seeking also emerged as key
travel motivations in several subsequent studies. For example, Boksberger and
Laesser (2008) segmented the older travel market in Switzerland by travel moti-
vation. They identified three key segments—namely, time honored bon vivants,
grizzled explorers and retro travelers. The authors emphasize that “exploration” and
“relaxation” proved to be the core motives among older tourists, thus recalling the
dimensions of escaping and seeking provided by Mannell and Iso-Ahola (1987).

The tourism literature has often classified travel motivations according to push
and pull factors. As argued by Boksberger and Laesser (2009), the underlying push
and pull theoretical framework assumes that tourists are pushed by their own needs
and motivations and pulled by the elements of destination attractiveness (Dann
1981). Push factors have been addressed in several studies about older tourists as
motivations or desires for traveling (You and O’Leary 1999; Norman et al. 2001;
Huang and Tsai 2003; Jang and Wu 2006; Sangpikul 2008b); they have also been
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used as a segmentation variable for older tourists (Chap. 2). In contrast, pull factors
refer to destination attractiveness elements rather than to internal motivations
(Sangpikul 2008a), and they therefore will be addressed in a dedicated section of
this chapter (Sect. 3.4.2). Based on the analysis of push and pull factors, You and
O’Leary (1999) explored older British travelers and grouped them into three seg-
ments: “passive visitors,” “the enthusiastic go-getters,” and “the culture hounds.”
The authors argued that these segments differed in terms of demographic charac-
teristics, activity participation, and travel philosophy. In particular, the push factors
that motivate passive visitors are visiting friends and relatives. Those that motivate
the enthusiastic go-getters are relationship purposes (being together as a family),
novelty seeking, knowledge enhancement, and escapism. Finally, cultural and
heritage-related activities are the main push factors for the culture hounds.

Further, Norman et al. (2001) explored push factors, defined as travel benefits,
among older tourists in the United States. The study revealed six underlying
motivations to travel: escape, education, family, action, relaxation, and ego. The
findings also pointed out significant differences in travel motivations between
“neo-mature market members” (aged 50–64) and “veteran-mature market mem-
bers” (aged 65+) for four push factors (escape, education, action, and relaxation).
Similarly, Huang and Tsai (2003) studied Taiwanese older tourists’ travel moti-
vations. The majority of respondents traveled to “get rest and relaxation,” followed
by those who traveled to “meet people and socialize.” The next most important
travel motivation factor was “to spend time with family,” followed by “visiting new
places,” and “seeking intellectual and spiritual enhancement.” Telling their friends
about their trip and engaging in physical activities were the least important moti-
vations in travel decisions. In contrast, the findings of a study conducted in the
Taiwanese market by Jang and Wu (2006) reveal that “knowledge-seeking” was
considered the most important motivation by older tourists, especially among older
women. Other motivations factors were “ego-enhancement” and “self-esteem.”
These results are corroborated by Sangpikul (2008b), who explored the motivations
of older Japanese tourists traveling to Thailand. Sangpikul (2008b) identified three
push factors: “novelty and knowledge-seeking,” “rest and relaxation,” and
“ego-enhancement.” Among them, “novelty and knowledge-seeking” was the most
important motivation to travel abroad. The same push factors to travel to Thailand
emerged also in a study conducted among older American tourists (Sangpikul
2008a) and, once again, “novelty and knowledge-seeking” was found to be the
most important push factor for traveling to overseas destinations.

The conceptual framework of push motivations was also used by Musa and Sim
(2010) in their study of older adults in Malaysia. The findings show that the main
travel motivations are related to social interaction, thus supporting previous studies
(e.g., You and O’Leary 1999; Huang and Tsai 2003). Specifically, “to spend time
with friends or family” was the most frequently quoted reason for travel, in both
domestic and foreign travel. The second most frequent motivation was “relaxation,”
followed by the motivation “to give self a treat,” which could be interpreted as a
kind of self-fulfillment desire (Jang and Wu 2006). Learning and religious purposes
were less important among respondents.
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More recently, Ward (2014) segmented older Irish tourists based on push and
pull motivations. The travel motivations considered included “escaping,” “explor-
ing,” “spiritual and social,” “physical and entertainment,” and “family focused.”
These motivations differed among the clusters. The “enthusiastic travelers” were
motivated mainly by exploring and socialization factors. In this sense, they are
similar to the enthusiastic go-getters identified by You and O’Leary (1999). The
“cultural explorers” were motivated by the exploring factor and a desire to learn.
The “escapists,” which represent the largest segment, were motivated mostly by a
desire to escape the daily routine, while the “spiritual travelers” presented spiritu-
ality and socialization as the dominant motivations.

Following a different approach, Horneman et al. (2002) profiled older travelers
according to their demographic and psychographic characteristics and they identi-
fied significant differences in travel motivations among market segments. The most
important motivations for travel included “traveling while their health is good,”
“spending time with family and friends,” “visiting places” they had always wanted
to see, and “having a break from routine.” Conversely, “spending money,” “being
able to tell others,” “a partner’s preference for travel,” and “being adventurous”
were not important motivations. The role of health as a key travel motivation for
older individuals also emerged in subsequent studies. For example, a study con-
ducted by Kim et al. (2003) on the over 50s market in Australia, which examined
the motivations pushing older persons into travel, indicates that health and
well-being, making new friends, companionship, and taking part in activities were
the most significant factors. In recent years, several studies have pointed out that
older individuals are animated by well-being motives. In particular, wellness
tourism activities are pursued by individuals who want to maintain and enhance
their personal health and well-being (Smith and Puczkó 2014). Extant studies have
shown that older tourists travel to health resorts and spas seeking the benefits of
natural resources combined with recreational facilities (Erfurt-Cooper and Cooper
2009). Freire (2013) emphasized that the majority of thermal tourists are older
travelers. Similarly, Kurtulmuşoğlu and Esiyok (2016) explored the motivations of
thalassotheraphy1 tourists across two age groups: 54 years and under, and 55 years
and over. The findings show that the older age group was more sensitive to income
levels but less sensitive to distance and education than the under-54 age group. The
authors concluded that emphasis placed on health-related issues and a longer life
expectancy increases the demand for thalassotherapy.

Other studies identified the role of nostalgia as a travel motivation for older
adults. For example, Cleaver et al. (1999) identified seven travel motivation-based
clusters, namely “nostalgics,” “friendlies,” “learners,” “escapists,” “seekers,”
“status-seekers,” and “physicals.” The first four segments accounted for 83% of the
analyzed market. Nostalgics tended to renew memories, to achieve family togeth-
erness, and to revisit places that recall pleasant aspects of their past. Friendlies were

1Thalassotherapy is a type of thermal tourism and consists in the use of the special features of the
marine environment for protective and treatment purposes.
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motivated by the desire to meet new people and make new friends. Learners were
moved by a desire to make new experiences, discover the world, and learn new
things. Finally, escapists traveled to get away from the responsibilities of daily life
and to rest and relax. In a subsequent study, Sellick (2004) found that nostalgia was
an important travel motive for the largest segment of older travelers. However, the
cognitively younger, wealthier, healthier, and better educated older individuals
were motivated to travel for discovery and self-enhancement. In another study,
Tung and Ritchie (2011) identified nostalgia reenactment as one of the factors
related to memorable travel experiences for older tourist.

In addition, by adopting a grounded theory approach, Hsu et al. (2007) proposed
a tourism motivations model for older Chinese tourists. The model consists of two
main components: (1) external conditions, such as societal progress, personal
finance, time, and health; and (2) internal desires, such as improving well-being,
escaping routines, socializing, seeking knowledge, pride and patriotism, personal
reward, and nostalgia. In particular, Hsu et al. (2007) argue that, compared with
more developed countries, Chinese have a greater emotional attachment to their
roots and their nostalgic desire as a travel motivation is stronger.

In their study among older Koreans, Lee and Tideswell (2005) found that the
most popular motivations for travel were to experience natural attractions, to visit
new places and experience new things, to rest and relax, and to occupy free time.
Most respondents also stated that they traveled to stay healthy, thus supporting
previous studies (Horneman et al. 2002; Kim et al. 2003). Conversely, to meet new
people or to socialize were not considered relevant motivations. In addition, older
Koreans did not travel to tell other people about their trip.

The role of self-actualization as a travel motivation was addressed by Le Serre
and Chevalier (2012). Self-actualization could be described as a process whose
purpose is “to reduce the gap between the individual’s actual self-concept and
his/her ideal self-concept” (Le Serre and Chevalier 2012, p. 263). Self-actualization
recalls the self-fulfillment and self-enhancement motivations identified by Jang and
Wu (2006). Le Serre and Chevalier (2012) argue that with older age,
self-actualization becomes increasingly important as a travel motivation. In their
study among French retirees, four travel motivations were identified and were used
to profile clusters: “social motivation” (e.g., spending time with friends and building
friendships), “relaxation,” “sport,” and “intellectual motivation,” which was
described as the desire to increase knowledge and discover new places and things.

While exploring the motivations of baby boomers in a large European survey,
Tiago et al. (2016) found that the main travel motivation was the sun or the beach,
followed by visiting family and friends, and nature adventures. The secondary
motivations were wellness, spa and health treatments, and city trips. Even though
overall similarities in travel motivations emerged between men and women, women
were slightly more inclined than men to travel in order to spend time with their
families, relatives, and friends.

In addition, recent research has emphasized the connection between travel
motivation, travel intention, and time perspectives, which describes the degree of
emphasis a person places on the past, the present or the future (Scheibe and
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Carstensen 2010). In a study conducted among older Chinese individuals, Lu et al.
(2016) explored these relationships with regard to outbound travel. While several
travel motivation factors emerged, “knowledge enhancement” was the most
important. “Self-fulfillment,” “socializing,” “pleasure seeking,” and “sensation
seeking” were rated as moderately important, and “escape” was not considered an
important motive for outbound travel. The findings of this research also suggest that
although time orientation is critical in determining older tourists’ inner desire to
travel abroad, it is mediated by travel motivation. Specifically, an individual’s
present-time orientation is a crucial stimulus of the desire to travel through sen-
sation seeking and self-fulfillment, while future-time orientation influences out-
bound travel intention through self-fulfillment and knowledge enhancement.

Table 3.1 reports the main types of travel motivation emerging from the liter-
ature review.

Table 3.1 Travel motivations of older tourists

Travel motivation Author(s) (year)

Eighties/nineties 2000–2009 2010–2016

Escapism/relaxation Guinn (1980)
Shoemaker (1989)

Shoemaker (2000)
Norman et al. (2001)
Huang and Tsai (2003)
Cleaver Sellick (2004)
Lee and Tideswell
(2005)
Boksberger and Laesser
(2008)
Sangpikul (2008b)

Musa and Sim (2010)
Le Serre and Chevalier
(2012)
Ward (2014)

Seeking/exploration Mannell and Iso-Ahola
(1987)

Lee and Tideswell
(2005)
Boksberger and Laesser
(2008)

Chen and Shoemaker
(2014)
Ward (2014)

Social interaction Guinn (1980)
Shoemaker (1989)
Cleaver et al. (1999)

Huang and Tsai (2003)
Cleaver Sellick (2004)
Lee and Tideswell
(2005)

Musa and Sim (2010)
Le Serre and Chevalier
(2012)
Ward (2014)
Tiago et al. (2016)
Lu et al. (2016)

Health/wellbeing Horneman et al. (2002)
Kim et al. (2003)
Lee and Tideswell
(2005)

Freire (2013)
Kurtulmuşoğlu and
Esiyok (2016)

Learning/education Guinn (1980)
Cleaver et al. (1999)

Norman et al. (2001)
Cleaver Sellick (2004)

Lu et al. (2016)

Self-esteem Cleaver et al. (1999) Cleaver Sellick (2004)
Jang and Wu (2006)
Sangpikul (2008b)

Musa and Sim (2010)
Le Serre and Chevalier
(2012)
Lu et al. (2016)

Nostalgia Cleaver et al. (1999) Cleaver Sellick (2004) Tung and Ritchie (2011)

Source Author’s elaboration

70 3 Older Tourists’ Travel Planning Behavior



3.3.2 Travel Constraints

As argued by Romsa and Blenman (1989, p. 180) both “perceived and real con-
straints modify the spatial patterns of vacations over time.” If the motivation to
travel is strong enough, barriers to travel may be negotiated, even though they have
the potential to influence the means of travel as well as destination choices
(Gladwell and Bedini 2004). Therefore, understanding what factors prevent or limit
tourists from traveling is crucial both for tourism scholars and for practitioners.
However, this topic has received little attention with regard to older tourists (Hung
et al. 2015; Kazeminia et al. 2015).

As reported by Alén et al. (2016), one of the first studies on the barriers to older
tourists include that conducted by McGuire (1984), who identified the main barriers
to leisure time of this group as being: external resources (lack of information, too
much planning required, lack of money, lack of appropriate clothing and lack of
transport); time factors (lack of time, need to work, interruption of normal routine,
and too many other things to do); lack of approval (disapproval by family and
friends, fear of making a mistake, having to make too many decisions); lack of
skills or company (not knowing how to do it, lack of skills, and lack of company);
and physical well-being (lack of energy, health reasons, the climate, and being too
old or too dependent). These findings also suggest a relationship between
socio-demographic variables and barriers to traveling for older tourists. For
example, individuals who do not travel because of a lack of time usually possess a
higher educational level and higher income, and those who do not travel for health
reasons are usually older and less educated (McGuire 1984).

Concerns about physical well-being also emerged as the main travel barriers in
subsequent studies. Fleischer and Pizam (2002) studied how travel constraints are
not homogeneous among older tourist and tend to change with age. They found that
among older tourists (aged 65+) the health constraint becomes prominent and
reduces the length of vacation. Similarly, Kim et al. (2003) found that older Israelis
considered falling ill, doctor availability, theft, personal security and peace of mind,
safety, and hygiene and sanitation were the highest concerns among older tourist. In
addition, in a qualitative study of British individuals aged between 57 and 81,
Hunter-Jones and Blackburn (2007) explored the role of self-assessed health in
travel decisions. Respondents expressed anxieties about visiting a long-haul or less
developed destination, injections, flight durations, humidity, and risk as critical
aspects. Some respondents also expressed concerns about health insurance.
Nyaupane et al. (2008) found that younger age groups (59 years old or younger)
were more likely to be constrained by time and money, whereas older individuals
(aged 75 years and older) were constrained by health issues.

In addition, in their study of the Taiwanese population, Huang and Tsai (2003)
identified three dimensions of travel barriers. The first is travelers’ capability, which
refers to tourists’ physical ability, fear of leaving their home unattended, financial
considerations, and the lack of travel companions. The second factor relates to
travel direct suppliers and includes attributes such as dietary considerations, lack of
information on where to go, and fear of not having a good time and wasting money.
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The third factor concerns indirect travel motivation and includes items regarding
fear of hassles, finding the time, and age-related problems.

In their study among older Koreans, Lee and Tideswell (2005) also found that
psychological barriers (i.e., older tourists’ perceptions about being “too old to
travel” or friends/family members telling them so) played a major role in affecting
travel intentions, whereas few constraints emerged from a physical, financial, or
practical point of view.

Some studies found that concerns about safety can act as a travel barrier for older
tourists. For example, Lindqvist and Björk (2000) argued that perceived safety is an
important factor in older Finnish tourists’ decision-making and that the perceived
importance of this factor increaseswith aging. Safety and security represent an important
concern for older Taiwanese (Jang and Wu 2006) and for older Malaysians (Musa and
Sim 2010). In a recent qualitative study, Gao andKerstetter (2016) specifically explored
the travel constraints of older Chinese women. Themain concerns regarding travel were
“limited knowledge of tourism,” “health and safety concerns,” “culture shock,” “lack of
travel partners,” “low quality service facilities,” “limited availability of information,”
“negative reputation of tour guide,” and “few employer-paid vacations.”

Several scholars explored travel barriers in relation to occupation status, often in
association with economic and time constraints. Blazey (1992) also argued that older
tourists’ work situation could act as a travel barrier. Specifically, older individuals
who are still working are more influenced by economic and time barriers than are
those who are retired. Conversely, for retired individuals, health represents a bigger
barrier to traveling than it does to those who are not retired. Retired individuals are
generally considered to have more available time (Fleischer and Pizam 2002; Sund
and Boksberger 2007; Alén et al. 2014; Losada et al. 2016), even though economic
constraints might emerge in later stages of life. In this regard, Fleischer and Pizam
(2002) found that availability of time and income constraints expand until the age of
65, while after retirement, the time constraint no longer exists and income is at its
peak. From then on, income decreases and becomes a constraint, thus affecting the
number of vacation days taken. Chen and Shoemaker (2014) also identified time and
financial concerns among perceived travel barriers.

In a qualitative study, Gladwell and Bedini (2004) explored the impact of
caregiving on the leisure travel behaviors of the family caregivers of older adults.
The analysis showed that physical, social, and emotional barriers to pursuing or
maintaining leisure travel emerged. Analysis indicated that barriers to leisure travel
for informal family caregivers fell into three distinct areas (physical, social, and
emotional). Physical barriers include, for example, accessibility and architectural
barriers, and the loss of energy experienced by the care recipients during travel. The
social obstacles addressed include the scarcity or lack of financial, family, and
human service supports. The emotional obstacles include fear of the unknown, loss
of freedom, and loss of spontaneity. It seemed that the three areas of barriers were
potentially hierarchical, in that emotional barriers represented the higher barrier.

Other studies also highlighted that the lack of a partner or travel companion may
represent an important barrier to travel for older tourists (e.g., Huang and Tsai 2003;
Lee and Tideswell 2005; Nyaupane et al. 2008; Kazeminia et al. 2015; Gao and
Kerstetter 2016). The lack of a travel companion has been classified as a type of
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interpersonal travel constraint. In relation to this,Hung et al. (2015) explored the travel
constraints of older individuals in public and private housing and classified constraints
in three dimensions: intrapersonal (feeling guilty about traveling), interpersonal (e.g.,
lack of travel partner), and structural (e.g., lack of time ormoney). Based on a literature
review, Hung et al. (2015) argued that older tourists in Western countries were more
susceptible to structural barriers, whereas their Asian counterparts reported more
intrapersonal or interpersonal travel constraints. Similarly, based on a content analysis
of older tourists’ narratives on the Internet, Kazeminia et al. (2015) argued that the
most prominent travel constraint for older tourists are relation-driven or interpersonal
constraints, such as not having a partner or friend to travel with. At the next level of
priority are health-related constraints, followed by structural barriers.

Table 3.2 summarizes the main travel constraints emerging from the literature
review.

Table 3.2 Travel constraints Travel constraints Studies

Time McGuire (1984)
Blazey (1992)
Huang and Tsai (2003)
Chen and Shoemaker (2014)
Hung et al. (2015)

Money McGuire (1984)
Blazey (1992)
Fleischer and Pizam (2002)
Huang and Tsai (2003)
Gladwell and Bedini (2004)
Lee and Tideswell (2005)
Sund and Boksberger (2007)
Alén et al. (2014)
Chen and Shoemaker (2014)
Hung et al. (2015)
Losada et al. (2016)

Health McGuire (1984)
Blazey (1992)
Lindqvist and Björk (2000)
Fleischer and Pizam (2002)
Kim et al. (2003)
Gladwell and Bedini (2004)
Jang and Wu (2006)
Hunter-Jones and Blackburn (2007)
Nyaupane et al. (2008)
Musa and Sim (2010)
Gao and Kerstetter (2016)

Lack of travel companion Huang and Tsai (2003)
Lee and Tideswell (2005)
Nyaupane et al. (2008)
Hung et al. (2015)
Kazeminia et al. (2015)
Gao and Kerstetter (2016)

Source Author’s elaboration
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3.4 Determinants of Core Decisions: External Factors

Several external factors influence older tourists’ core decisions, such as traditional
information sources and word-of-mouth (see Chap. 4 for e-word-of-mouth), pull
factors, availability of suitable products (see Chap. 6), as well as climate, weather,
visa restrictions, and vaccination requirements. Information sources and pull factors
are considered particularly important in influencing travel decisions, as discussed in
Sects. 3.4.1 and 3.4.2.

3.4.1 Information Sources

When tourists feel motivated to travel, they usually start to look for information
concerning several aspects of their trip, such as the destination, the accommodation,
the transport, and the travel organizers, just to mention a few (Gursoy and Umbreit
2004). The information search phase can be more or less complex and detailed
according to the type of travel, the occasion, and the level of involvement.

In recent years, the variety of information sources have expanded, thus
increasing tourists’ possibilities regarding information searches and evaluation of
alternatives (Brunetti et al. 2005). A widely accepted broad classification in mar-
keting studies distinguishes between internal and external sources. Internal sources
include personal experience and retrieval of knowledge from memory (Gursoy and
McCleary 2004; Gursoy and Umbreit 2004), while external sources include mar-
keting sources, such as advertising or promotional activities. Sources can also be
classified as interpersonal communication (e.g., with friends) and impersonal
sources (e.g., commercial, travel guides, travel brochures).

Regarding internal sources, several authors found that family, friends, and
neighbors were the most important sources of information for older tourists, indi-
cating a preference for word of mouth (Littrell et al. 2004; Patterson 2007; Alén
et al. 2015). Capella and Greco (1987), on the other hand, concluded that printed
media, together with word of mouth, were most important for the over 60s. In
contrast, McGuire et al. (1988) held that friends (40.6%), followed by travel agents
(19.3%), were the main sources of information for older tourists; while newspapers,
travel magazines, tourist offices, and airlines also constituted an important source of
information for this group.

In their study of older Australians, Horneman et al. (2002) found that print
material (e.g., travel guides, pamphlets, brochures), word-of-mouth recommenda-
tion, and travel agents tended to rank highly, while the Internet, clubs and asso-
ciations, reward programs, and non-travel magazines were the least used. The mass
media (e.g., television, radio, newspaper) tended to fall between these information
sources. The authors also found that the use of information sources changed greatly
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between segments. While some tourists generally used a variety of sources of
information to determine their holiday type and destination in order to reduce risk,
other tourists were almost “anti-information, seeking to discover firsthand”
(Horneman et al. 2002, p. 33), and were particularly unfavorable toward travel
agents, the mass media, and clubs as sources of travel information.

Batra (2009) conducted a survey among a sample of older foreign tourists at the
Bangkok international airport. Respondents were divided in two age groups: 65–74
and 74-plus. Older respondents mentioned previous experience as their main source
of information. Word of mouth was preferred by those who had higher education
levels, while most of the respondents in the 65–74 age group used the Internet as a
tool to find information. Similarly, recent research (Tiago et al. 2016) found that the
Internet, travel agencies, word of mouth, and phone conversations are the most
frequently used type of information sources among older European tourists. The
role of the Internet in the travel planning process will be addressed more in depth in
Chap. 4.

Additionally, the sources of information used by older tourists are strongly
related to the activities carried out at the destination. It is considered that older
tourists who use a greater number of sources of information to prepare for the trip
tend to take part in a greater number of activities at the destination (Littrell et al.
2004). Littrell et al. (2004) classified information sources for shopping activities at
the destination into two factors. The first, tourism sources, includes print material,
such as tourist brochures, travel agents and tour guides, travel magazines and
newspapers, and travel documents available at hotels. The second factor, inter-
personal sources, relies on local people or friends for recommendations for where to
shop when traveling. Littrell et al. (2004) argued that older tourists consult the same
sources to shop when traveling as those used for general travel information. The
relationship between sources used and activities at the destination was also explored
in a recent study, in particular with regard to older tourists who travel for cultural
purposes (Alén et al. 2015). As to the type of sources of information, word of
mouth prevailed among the “oldest seniors” and among those who traveled to visit
family and/or friends, whereas the Internet was most often used by the “younger
seniors” with higher education levels and higher incomes. Retirees who traveled
off-season for leisure motives had a lower education, relied mostly on travel agents
as a source of information, and preferred organized trips (Alén et al. 2015).

3.4.2 Pull Factors

Pull factors refer to those elements able to attract older tourists. Available research
has explored pull factors mainly in relation to tourism destinations. With regard to
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destination, a variety of pull factors have been identified that affect older tourists’
travel decisions. For example, Jang and Wu (2006) found that “cleanliness and
safety,” “easy-to-access,” and “economical deal” were the most important pull
factors attracting British travelers to overseas destinations. Similarly, Jang and Wu
(2006) identified three pull factors: “cleanliness and safety,” “facilities, event, and
cost,” and “natural and historical sights.”

You and O’Leary (1999) identified different pull factors according to tourist
clusters. For example, for passive visitors the most important pull forces were
“good public transportation,” “good standard of hygiene and cleanliness,” “personal
safety,” and “opportunities to meet and socialize with people.” In addition, for the
enthusiastic go-getters, “nice weather” rather than opportunities for socialization
represents an important pull factor. For cultural tourists (i.e., the culture hounds) the
most important pull motives were “arts and cultural activities,” and “historical or
archeological places.” Like the passive visitors and enthusiastic go-getters, desti-
nation infrastructure and facilities such as personal safety or standards of hygiene
and cleanliness were equally important for this group.

Norman et al. (2001) emphasized the role of natural surroundings, good weather,
tourism infrastructure, budget dining and accommodations, cultural and historical
attractions, artificial attractions, people, upscale facilities and outdoor recreation
opportunities. Similarly, Prayag (2012) found that “weather and climate,” “beaches
and watersports,” and “beautiful scenery and attractions” were the three most
important pull factors for visiting the city of Nice, France.

Sangpikul (2008a, b) identified four pull factors that attracted older tourists to
Thailand: “cultural and historical attractions”, “travel arrangements and facilities,”
“shopping and leisure activities,” and “safety and cleanliness.” The findings reveal
that cultural and historical attractions was considered the most important pull factor
attracting both American and Japanese respondents to Thailand.

In line with previous studies, Alén et al. (2015) found that destinations’ attri-
butes that are relevant for older tourists include hygiene and cleanliness, safety,
climate, total cost, events and attractions, ease of transport, shopping areas,
historical/artistic sites, natural sites/landscapes, and distance. In addition, medical
coverage at the destination represents an important pull factor, especially for
women of advanced age who travel for health reasons.

Recently, Lee and King (2016) explored the factors that determine the tourism
attractiveness of an age-friendly destination, drawing upon an expert panel. The
results identified the essential pull factors of an age-friendly destination as
barrier-free public transportation facilities, barrier-free accommodation facilities, a
variety of accommodation options dedicated exclusively to older tourists,
barrier-free facilities along customized travel routes, and a variety of public
transport options.
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3.5 Core Decisions

In line with Fesenmaier and Jeng (2000), the following paragraphs review the core
travel decisions relevant to older tourists: destination choice, accommodation
choice,2 length of stay, travel organization, and travel companions. These decisions
are usually taken before the trip and are not easily subject to change.

3.5.1 Destination Choice

Destination choice represents a key decision in the travel planning process. It is
influenced by several factors which include, for example, travel motivations and
constraints (i.e., internal factors), information sources, and destination attractiveness
(i.e., pull factors). Based on the literature review presented in the previous sections,
it can be argued that older tourist prefer destinations that combine attractions (e.g.,
natural or cultural) with other elements such as hygiene and cleanliness (Jang and
Cai 2002; You and O’Leary 1999), safety (You and O’Leary 1999; Sangpikul
2008b), accessibility (Lee and King 2016), opportunities to socialize (You and
O’Leary 1999), facilities, and shopping activities (Jang and Wu 2006; Alén et al.
2015), as well as medical coverage (Alén et al. 2015). In addition, older tourists
prefer destinations with a good public transport system (You and O’Leary 1999;
Lee and King 2016) and a good weather (Prayag 2012). In a recent study, Lee and
King (2016, p. 15) explored the characteristics of age-friendly destinations and
emphasized the urgency for both the government and business sectors “to adapt
their policies and strategies in accordance with the increasing average ages of
travellers”.

3.5.2 Length of Stay

The literature offers a disparity of opinions regarding the length of trips among
older tourists (Alén et al. 2016). Several studies have argued that older tourists’
stays tend to be longer than those of the rest of the population. For example, Romsa
and Blenman (1989) argued that reduced time barriers among retirees enable older
individuals to partake with a greater frequency in vacations of a short or long
duration than they do for those who are still working.

However, drawing from studies by various authors, Bai et al. (1999) showed that
the trips taken by older tourists are for one to three overnight stays, increasing to
four or five overnight stays, and even reaching up to nine overnight stays. Blazey

2Accommodation choices, which are included among core decisions, are not presented in this
chapter because they will be addressed in detail in Chap. 5.
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(1992) stated that, generally, retired tourists take longer stays at the destination than
do those who are not retired. Fleischer and Pizam (2002) argued that there is a
positive relationship between age, income, and the self-assessed health of older
tourists, and the length of stay, although the relationship becomes negative once a
certain age has been reached. Regarding package tours, Huang and Tsai (2003)
found that the preferred trip duration is one of 6–10 days (54.2% selecting this
option). The second most popular period is 11–15 days (26.4%), followed by below
5 days, 16–20 days, and over 20 days. With regard to the length of group package
tours in Taiwan and China, that is, about 6.8 nights, Wang et al. (2013) argued that
as the duration of a trip increases, older tourists’ involvement levels will increase.

In addition, regarding the time of year in which the trip takes place, several
studies support that older tourists tend to travel off-season (Patterson 2006;
Hunter-Jones and Blackburn 2007; Jang et al. 2009; Tiago et al. 2016; Lee and
King 2016).

Alén et al. (2014) concluded that the length of stay at the destination is positively
related to age, visiting friends and relatives, the “climate” attribute of the destina-
tion, and staying in a holiday apartment or in a second home. In addition, the
findings showed that older tourists who travel alone or in tours organized by public
organizations tend to stay longer at their destination than do those who travel with a
companion. Further, the length of stay was shown to increase if the destination
offered a wide and varied range of activities, such as shopping, organized day trips,
and physical/sports activities. Losada et al. (2016) conducted a survey among
Spanish tourists aged 55-plus. It was observed that, overall, trips were not very
long, as more than half of the trip undertaken had a length of between one and
seven days. Conversely, Kurtulmuşoğlu and Esiyok (2016) found that tourists aged
55 and over preferred to stay more than seven days when on a thalassotherapy
holiday and that these tourists were more likely to seek thalassotherapy in the
off-peak season.

Therefore, no consensus exists about trip length and this is possibly because
older tourists are not a homogenous group in the tourism market.

3.5.3 Travel Organization

Travel types may be classified as organized trips or “package tours”, escorted or
“guided tours”, and individual or “fully independent travel” (Patterson 2006).
Regarding the type of trip, the tourist package is traditionally reported to be one of
the preferred options for older tourists (Alén et al. 2015; Johann and Padma 2016).
By comparing the under 50s and the over 50s, Anderson and Langmeyer (1982)
stated that the over 50 group preferred non-hectic, preplanned, group-based, lei-
surely travel, and to travel in couples or as members of a package tour. Package
tours are preferred mainly for convenience and safety, and for traveling accom-
panied (Javalgi et al. 1992). This type of travel mode is preferred by older indi-
viduals who are single, widowed, or divorced (Patterson 2006). Batra (2009)
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established a connection between a preference for package holidays and lower
education levels. However, older tourists also travel independently, especially those
who are younger and prefer to prepare the trip by themselves (Batra 2009).

González et al. (2009) identified two profiles of Spanish tourists with opposite
preferences in terms of travel organization. One group, termed “active livers,” show
no interest in traveling in an organized group, or in becoming acquainted with other
people or cultures at their destinations. They consider travel to be necessary for
maintaining their health and balance. Conversely, the “stable passives,” who are
quite inactive and indifferent to specific motivations, take simple decisions that do
not require much involvement and they very often limit themselves to leisure
organized by associations specializing in travels for older tourists. Similarly,
Horneman et al. (2002) segmented Australian travelers and found relevant differ-
ences in terms of travel preferences among the segments. Specifically, “conserva-
tive travelers” represent a major component of older tourists (45%). They have a
variety of education levels and come from the full range of incomes and age groups.
Individuals in this group are motivated to travel while their health is good and they
look for a reliable holiday package with quality services that meet their special
requirements at the right price. Conversely, “pioneers,” who represent about 25% of
older tourists, are the younger and better educated older individuals. They are still
active and they seek new adventures and experiences, but they still prefer a level of
assured safety and security. Pioneers like to travel independently, they make
bookings themselves rather than through a travel agency, and they prefer
self-learning and exploration to guided activities. In their study of older Malaysians,
Musa and Sim (2010) found that the majority of respondents preferred to travel in
group tour packages and to visit familiar destinations. The authors argued that this
behavior can be explained by the fact that older adults in Malaysia do not have
much travel experience, hence they prefer to travel in group tour packages in order
to obtain organizational and psychological support when needed. In addition,
Kazeminia et al. (2015) argued that aging is associated with alterations in the order
of salient constraints and, thus, older tourists tend to prefer “safe” options such as
packaged tours.

In a different study, Huang and Tsai (2003) asked older Taiwanese tourists to
rate the attributes that most affected their selection of an all-inclusive package tour.
Results showed that “convenience” (60.9%) was rated the most important attribute,
followed by “unfamiliar tour sights and language problems” (18.3%), and “travel
safety” (17.3%). The findings also show that these tourists look for typical
all-inclusive package tours. However, they demand quality tour content and ser-
vices, and they want a more elegant and less rigid itinerary than those proposed in
non-personalized tours. The authors concluded that an emotional connection is
important in this travel market and that older tourists want to buy from travel agents
that understand their needs. Lee and Tideswell (2005) explored the travel prefer-
ences of older Koreans and how well the travel industry was catering for their travel
needs. The majority of respondents hoped that people would change their stereo-
typical views about travel for older individuals. They also agreed that the costs of
package travel should be cheaper and that travel companies should provide fully
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independent tours for older adults. Similarly, they believed they would travel more
often if there were more travel packages specifically developed to meet their travel
interests and requirements. Tour package characteristics were analyzed in more
detail in terms of services characteristics in a study conducted among experienced
older tourists from Taiwan and China (Wang et al. 2013). The authors developed a
scale to measure the perceptions of group package-tour service features. The
importance of package characteristics differed according to older tourists’ country
of origin. Specifically, five factors emerged among Taiwanese tourists (i.e., tour
leader and tour guide, restaurant, hotel, coach, and scenic spot), and three factors
among older Chinese tourists (i.e., pre-tour briefing, restaurant, and optional tour).

Overall, while several studies support the view that conservative older tourists
tend to prefer package tours, it also emerges that older tourists are demanding
personalization and high quality services at a reasonable price. In addition, recent
research has shown that there is a tendency for older tourists to travel fully inde-
pendently, thus “demystifying the relevance of package holidays and organized
trips” (Alén et al. 2014, p. 26). This could be explained by an increased variety of
information sources (see Chap. 4), which makes it possible for older tourists to plan
their travels independently.

3.5.4 Travel Companions

As shown in previous Sects. 3.3.1 and 3.3.2, travel companions have a great
influence on older tourists’ travel decisions. They can act both as a motivation or as
a barrier to travel decisions. Even though the majority of older tourists tend to travel
accompanied by a partner or family members and/or friends (Batra 2009; Alén et al.
2014), other tourists may prefer to travel as a member of a package tour or alone.
For example, as reported by Sie et al. (2015) in the United Kingdom, older solo
travelers, especially women, are an increasing niche market. Older women are
technology savvy, they are inspired to plan new trips and to travel for memorable
experiences, and they are willing to pay more for good value. Ross (2005) also
emphasized that traveling with others can have an influence upon individual
behavior.

The variable related to whether older tourists travel accompanied is strongly
linked to the type of trip (i.e., independent travel or package tour). Batra (2009)
showed that older tourists prefer to travel accompanied, usually by their partner or
family members and/or friends, while younger travelers do not mind traveling alone
if they do so as part of a group. In addition, tourists with a lower education prefer to
travel with people from their own age group. Sociability needs related to family and
friends (either as travel companions or domiciled at the destination) emerged as the
most important factors of older tourist satisfaction (Ross 2005). Therefore, travel
companions, both intended as friends and relatives or as members of an organized
tour, play an important role in older tourists’ travel planning behavior and affect
overall satisfaction.
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Companies interested in the older tourist market need to improve their under-
standing of the whole travel planning process. To develop successful marketing
strategies and suitable product offerings, tourism organizations should be aware of
how older tourists plan their travels and, in particular, how they are affected by
internal and external factors.
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Chapter 4
Information and Communication
Technologies: Impacts on Older Tourists’
Behavior

Abstract In the last couple of decades, the increasing pervasiveness of information
and communication technologies (ICTs) has radically transformed travel behavior,
also among older tourists. This chapter retraces the development of ICT in the
tourism industry and discusses the extent and nature of the age-related digital
divide. In addition, it describes the effects of ICTs on the travel experience, with a
focus on older tourists. In particular, it addresses the interface between everyday life
and tourism, the subjectivity of the tourist experience, the pluralization of moti-
vations and alternatives, and complementarity between simulated and authentic
experiences. In addition, the impact and potentialities of ICTs in key travel planning
activities are discussed, with specific regard to information searching, information
sharing, booking, and experiential moments at the destination.

4.1 Information and Communication Technology
Development in Tourism

The role of information and communication technologies (ICTs) in the tourism
industry has widely been addressed in the literature (Buhalis and Law 2008; Sigala
et al. 2012). ICTs have revolutionized the tourism industry and the whole travel
experience for tourists, including the information search, booking, experience at the
destination, and information sharing. For example, ICT development has deter-
mined the flourishing of online travel agencies (such as Booking.com or
Expedia.com), meta-search websites (such as Skyscanner.com or Trivago.com),
and travel review websites (such as TripAdvisor.com or Yelp.com) (Buhalis and
O’Connor 2005; Minazzi 2015). To understand the impact and potentialities of ICT
regarding tourism, it is necessary to recall the evolution of Web 1.0–Web 3.0.

While Web 1.0 represents the first stage of the World Wide Web, characterized
by a unidirectional communication in which users were passive receivers, Web 2.0
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shifts the approach to an active and dynamic mode in which users can share
knowledge and experiences (Minazzi 2015). Web 2.0 has been described as an
environment where social interactions occur, generating content (Leung et al.
2013). Kaplan and Haenlein (2010, p. 61) emphasized the role of Web 2.0 in the
evolution of social media, described as:

… a group of Internet-based applications that build on the ideological and technological
foundations of Web 2.0, and that allow the creation and exchange of User-Generated
Content.

Scholars have proposed different taxonomies of social media. Based on Kaplan
and Haenlein (2010) and Fotis et al. (2012), nine types of social media can be
identified:

• social networking websites (e.g., Facebook, LinkedIn)
• blogs (e.g., Nomadic Matt)
• content communities (e.g., YouTube, Flickr, Scrib, Slideshare)
• collaborative projects (e.g., Wikipedia, Wikitravel)
• virtual social worlds (e.g., Second Life)
• virtual game worlds (e.g., World of Warcraft)
• microblogs (e.g., Twitter)
• consumer review and rating websites (e.g., TripAdvisor.com,

Silvertraveladvisor)
• Internet forums (e.g., ThornTree, Fodor’s Travel Talk).

From a travel behavior perspective, the application of Web 2.0 to tourism is
called Travel 2.0 and is characterized mainly by the significant transformation from
offline to online booking and the use of social media (Buhalis and Law 2008).

Scholars and practitioners have different perspectives on the evolution of Web
2.0–Web 3.0. Minazzi (2015) identified three main positions on Web 3.0. The first
focus is on the relational and social aspects linked to semantic Web technology and
artificial intelligence. The second views the increase of speed and graphic
improvements as the main feature of Web 3.0, while another position believes that
interoperability, three dimensional experiences, and co-creation will represent the
main changes in Web evolution.

In recent years, several scholars have addressed in detail the relationship
between ICTs and older adults, focusing on ICT adoption (e.g., Millward 2003;
Friemel 2014; Yu et al. 2015), barriers to and perceived risk in online purchases
(e.g., Buhalis and Law 2008; Kazeminia et al. 2015; Pesonen et al. 2015), and use
of social media (Fotis et al. 2012; Thébault et al. 2013). However, limited research
has been conducted regarding the relationship between ICT and travel behavior for
older adults. After presenting an overview of ICT adoption among older persons in
Sects. 4.2, 4.3 and 4.4 examine the impact of ICTs and social media on the tourist
experience, and specifically on four main activities related to travel planning
behavior: information searching, information sharing, booking, and experiencing.
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4.2 Information and Communication Technology
Adoption Among Older Persons

Several studies have addressed the relationship between age and technology
adoption, emphasizing that Internet access is strongly correlated with various
socio-demographic variables, such as income, education, gender, and age (Loges
and Jung 2001; Helsper 2010; Korupp and Szydlik 2005; Zickuhr and Smith 2012).
Millward (2003) conceptualized the existence of a “gray digital divide,” intended to
refer to the lower usage of ICT by older persons in comparison with younger
generations. The term “divide” suggests the existence of a gap in digital technology
that needs bridging to reach social inclusion and equal distribution of resources and
life chances (Van Dijk and Hacker 2003). In fact, individuals who are digitally
disadvantaged are often those who are socially disadvantaged (Mossberger et al.
2003). Scholars consider that the digital divide is a complex phenomenon that
includes the differentiation of adoption, usage, and skills regarding the Internet
(Pearce and Rice 2013; Friemel 2014). Specifically, two levels of digital divide can
be identified (Friemel 2014):

• first-level or first-order digital divide, which describes an access gap related to
Internet adoption (i.e., those who have used the Internet versus those who have
never used the Internet) and Internet usage (i.e., frequency of Internet use)

• second-level or second-order digital divide, which describes differences in
Internet-related technology use, skills, and literacy.

While the first-level digital divide is about to be overcome in several countries,
major differences exist between countries and within societies regarding
Internet-use skills (Norris 2001). Several factors explain the digital divide besides
the lack of technical devices to access the Internet—mainly motivational indiffer-
ence (i.e., the perceived uselessness of information found on the Internet or the lack
of relevance of information to one’s life), and lack of knowledge (Friemel 2014).
Regarding older people in particular, Lee et al. (2011) explored the barriers to
Internet usage in different age segments, namely “the pre-senior” (50–64 years),
“the young-old” (65–74 years), and “the older-old” (75+ years). Four main
dimensions of constraints emerged:

• intrapersonal limitations, such as motivation and self-efficacy
• functional limitations, such as decline of memory or spatial orientation
• structural limitations, such as costs
• interpersonal limitations, such as the lack of support to start using the Internet.

Intrapersonal and functional dimensions refer to an individual’s perception and
ability in handling new technologies (internal factors), while structural and inter-
personal dimensions refer to living conditions beyond physical and mental status
(external factors). Overall, the findings showed that internal constraint factors were
slightly higher than external constraint factors. Consistent with previous research
(Rosenthal 2008), Lee et al. (2011) found that the over-75s had to face a much
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higher level of challenge to start learning and using ICTs than did the younger age
group (50–64 years). Similarly, Friemel (2014) addressed the “gray divide” among
older individuals aged 65-plus years. Based on a representative survey in
Switzerland, the findings revealed that that older individuals aged 70-plus are
partially excluded from Internet usage. The study also showed that gender differ-
ences in usage disappear if controlled for education, income, technical interest,
pre-retirement computer use, and marital status. In addition, the social context
exerts an influence on Internet use: encouragement by family and friends is a strong
predictor for Internet use, and older persons prefer private learning settings over
professional courses. The findings thus support the results of previous research that
emphasizes the importance of help from peers and relatives in the use of the Internet
and online purchases of older persons (Eastman and Iyer 2004; Eisma et al. 2004;
Zickuhr and Madden 2012).

According to recent statistics (Eurostat 2016), 39% of the population aged 16–74
reported having used the Internet for travel-related purposes in the three months
preceding the study. In addition, in 2015, 65% of Europeans who used the Internet
bought or ordered goods or services online and, among these, more than half bought
travel services, mainly accommodation. The propensity to purchase online steadily
increased from 56% in 2010 to 65% in 2015, and a similar pattern was observed for
travel-related services. Specifically, recent European statistics (Eurostat 2016) on
ICT show than 38% of older individuals (aged 65–74) in the EU-28 use the Internet
on a regular basis, at least once a week. Only a decade before, just 7% of older
people were using the Internet at least once a week. Across the whole of the EU-28,
about 20% of older persons used the Internet for making online purchases in 2014
(Eurostat 2015). According to the most recent data available, in the United States, in
2016 the proportion of older individuals using the Internet was higher than in
Europe (64%) (Smith 2017).

Overall, a growing proportion of older persons use the Internet and this could be
explained by the process of younger generations who have used the Internet moving
into the older age classes, or by some individuals developing Internet skills as they
grow older.

4.3 The Impact of Information and Communication
Technology and Social Media on the Tourist
Experience

The tourist experience is a core concept in tourism studies (Ryan 2002; Mossberg
2007; Ritchie and Hudson 2009; Volo 2009). In a study about older tourists,
Milman (1998, p. 166) emphasized the impact of travel experience on psycho-
logical well-being:

Actual tourism and travel experience is not only composed of physical activities such as
flying, riding a bus, or eating and drinking, but also a wide range of cognitive activities
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pertaining to the mind. These cognitive activities may have a possible impact on the
traveler’s perception, awareness, imagination, and reasoning. They also have an effect on
the psychological well-being of the traveler, both positive and negative.

The multifaceted nature of the tourist experience emerged also in subsequent
studies (Larsen 2007; Volo 2009; Ritchie and Hudson 2009). For example, Tung
and Ritchie (2011, p. 1369) described the tourist experience as:

An individual’s subjective evaluation and undergoing (i.e., affective, cognitive, and
behavioural) of events related to his/her tourist activities which begins before (i.e., planning
and preparation), during (i.e., at the destination), and after the trip (i.e., recollection).

From early conceptualization in the 1970s, scholars have addressed the tourist
experience from a variety of perspectives. By analyzing the conceptual develop-
ments of the tourist experience over the years, Uriely (2005) identified four major
shifts:

1. from differentiation to re-differentiation of everyday life and tourism
2. from generalizing to pluralizing portrayals of the tourist experience
3. from focusing on the toured objects to the attention given to the role of sub-

jectivity in the constitution of experiences
4. from contradictory and decisive statements to relative and complementary

interpretations.

Building on Uriely’s (2005) analysis, it can be argued that the rapid development
of ICT and social media have further emphasized (1) the interface between
everyday life and tourism; (2) the pluralization of motivations, alternatives and
travel types, (3) the subjectivity of the tourist experience, and (4) the comple-
mentary of simulational or hyperreal experiences with authentic experiences.

1. The interface between everyday life and tourism. If early literature about
travel experiences emphasized the distinctiveness of tourism from everyday life
(e.g., Cohen 1972, 1979), in the 1990s the post-modern perspective argued that
there is a blurred delimitation between tourism and daily activities (Lash and
Urry 1994). For example, through the use of the Internet, many activities that
were once limited to tourism experience, such as engaging with different cul-
tures, are now available without needing to move from one’s place of residence.
Several museums (e.g., the Louvre in France or the Smithsonian National
Museum of Natural History in the United States) provide interactive virtual
tours so that people can move around and observe the exhibition, as well as
digital content to enhance the visiting experience (Cavriani 2016). The Google
Art Project is a unique collaboration between Google and over 250 art institu-
tions to enable people to discover and view artworks online in detail. The project
is a kind of virtual gallery, which proposes super high resolution images of
famous artworks and 360 degree tours of individual galleries using Street View
“indoor” technology. A wide range of institutions, art museums and other set-
tings collaborate, such as the White House in Washington DC, the Museum of
Islamic Art in Qatar, or the Musée d’Orsay in Paris, France. Further, tourism
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destinations provide virtual tours among the main attractions and have live
webcams so that people can experience the destination without being there.
Moreover, the interface between the tourism experience and everyday life is
guaranteed by the intense use of social media, social networks in particular, to
share—even on a moment-by-moment basis—the travel experience. Winstead
et al. (2013) conducted a longitudinal qualitative study among older adults from
assisted living communities to explore whether the use of technology such as
Google Maps with Street View and virtual tours of cultural institutions could
help to overcome health and social barriers. The findings revealed that these
visits reduced the level of loneliness and social isolation. In addition, Kostoska
et al. (2015) explored the possibility for older tourists to participate in remote
museum visits with virtual environments. They found that participants partic-
ularly liked the guided tours and to follow another person in the visit, thus
emphasizing the social motivation. Further, Signoretti et al. (2015) described the
design approach and the testing of the app “Trip 4 All” (T4A), that is, a gamified
virtual assistant for older tourists during walking visits. The aim of the app is to
improve visitors’ motivation while increasing ease of use and enjoyment. T4A is
based on georeferenced maps where the users’ geoposition is a trigger to launch
storytelling content and/or challenges based on the aspects of the visited site
(e.g., geographical, art, religious, historic, cultural, and human). If users succeed
in the challenges, they obtain prizes, new resources, and abilities to try more
complex challenges.

2. Pluralization of motivations and travel alternatives. ICT and the Internet
have given a strong impulse to the emergence of new travel motivations. An
analysis of segmentation studies based on travel motivations and travel behavior
have shown that the older tourist market is far from being homogeneous and that
several tourist profiles can be identified (see Chap. 2). In addition, the chance to
compare alternative offerings has greatly increased, and tourists have the pos-
sibility to access an unlimited number of diverse and plural experiences
(Chap. 3). Several virtual communities offer advice to older people about many
aspects of their lives, including travel. For example, Sixtyandme.com is an
online community for women aged 60-plus, providing tutorials (e.g., yoga
courses), and sections about games, health, travel, money, life, family, mindset,
dating, and beauty; it also has a chat facility where users can exchange ideas.

3. Subjectivity of the tourist experience. As explained by Uriely (2005, p. 206),
the concept of the tourist experience has changed its focus over time, moving
toward the increasing centrality of the tourist:

The current notion of the tourist experience as a diverse phenomenon is accompanied by
another development in which attention is shifted from the displayed objects provided by
the industry to the tourist subjective negotiation of meanings as a determinant of the
experience.

Over the years, tourism literature has progressively focused on the role of the
tourist as the creator of subjective meanings (Wang 2000). For example, the
massive use of the selfie (i.e., a picture of oneself taken with a digital camera)
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over the last years embodies well the centrality of the self in tourist practices.
Scholars have described the selfie as a mode of self-presentation (Murray 2015;
Dinhopl and Gretzel 2016; Rettberg 2016). Building on the concept of the
tourist gaze (Urry 1990), Magasic (2016) developed the concept of the “selfie
gaze” to explain how the presence of a social media audience influences the
tourist’s perception of travel. From this perspective, the practice of taking
photos of oneself during daily life is justified by the existence of an audience to
view these images. This “gaze” is described as “the mode of conception which
helps us decide when, where and how we produce these self-referential” con-
tents (Magasic 2016, p. 180). The role of subjectivity emerges also in the
proliferation of travel review websites (see Sect. 4.4.2).
In addition to the subjectivity of the tourist experience, the literature has
emphasized the role of tourists as prosumers and co-creators of their experiences
(Payne et al. 2008; Grönroos and Voima 2013). Web 2.0 technologies facilitate
the co-creation of value by a customer and a firm by boosting the opportunity
for interaction (Harrison and Barthel 2009; Cassia et al. 2016). Through Web
2.0, customers are not “passive receivers” of value created by service organi-
zations (Park and Allen 2013), but rather they participate in co-creating value by
means of their own interactions (Negri et al. 2016). Accordingly, tourists and
companies, as well as destinations, collaborate in the co-creation of unique
experiences (Binkhorst and Den Dekker 2009) with the support of technology.
For example, smartphones are considered the core technology of Smart Tourism
(Gretzel et al. 2015), where ICTs enable and mediate the co-creation of per-
sonalized and unique experiences on site (Neuhofer et al. 2012; Buhalis and
Foerste 2015; Gretzel et al. 2015).

4. Complementary of simulational experiences with authentic experiences.
Early theories about tourist experience presented two opposed approaches: on
the one hand, the tourist experience was regarded as a superficial quest for
artificial attractions, such as theme parks (Lash and Urry 1994); on the other, it
was considered a quest for the authentic, for example nature travels (e.g.,
MacCannell 1973). From the late 1970s to the early 1980s, these two approa-
ches started to coexist in a complementary perspective (Uriely 2005). In addi-
tion, with the development of augmented reality the border between authentic
and fictitious has become difficult to identify. In this regard, some applications
offer the opportunity to see buildings and places as they were in the past or as
they could be in the future. Concerning older tourists, previous studies have
identified nostalgia as a travel motivation (Sellick 2004; Sie et al. 2015);
therefore, these apps could enrich the tourist experience by recreating a view of
the places as they were years ago.
Overall, the aspects of interface, subjectivity, complementarity and pluralization
represent different facets of the same phenomenon. The rapidly reducing digital
divide leads to the thought that ICT will have an increasing role for older
tourists in the near future.
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4.3.1 Micro-moments in the Tourist Experience: The Role
of Mobile Devices

Mobile technology allows the use of the Internet while on the move by using the
Internet on a portable computer or handheld device, via mobile or wireless con-
nections (Law et al. 2014). Mobile Internet has rapidly gained popularity
(Baccarani and Golinelli 2005). For example, while in 2012, 36% of individuals
aged 16–74 within the EU-28 used a mobile device to connect to the Internet, in
2015, this share had risen to 57% (Eurostat 2016). The most common mobile
devices for Internet connections are mobile or smart phones, laptops, notebooks,
netbooks, and tablet computers. In the United States, about 77% of older people
aged 50–64 are now smartphone owners, as are 42% of those 65 and older (Smith
2017). Even though tourists use mobile devices during all phases of travel, the
mobile devices’ biggest impact is regarded to be on site, that is, while the tourist is
at the destination (Neuhofer et al. 2012; Wang and Fesenmaier 2013). Wang et al.
(2011) argued that the information services of smartphone apps are personalized
and they can support several micro-moments in the travel process. For example,
mobile devices can help tourists find a restaurant, local transport or other facilities at
the destination. One such app, developed to help families to find playground areas
for children while at the destination, is Playground Around the Corner. Google
describes a micro-moment as “an intent-rich moment when someone acts on a
need,” and it identifies four main types of micro-moments: “I-want-to-know
moments,” “I-want-to-go moments,” “I-want-to-do moments,” and “I-want-to-buy
moments” (www.thinkwithgoogle.com). During the ongoing travel planning,
micro-moments happen throughout the journey, and people face many decisions
and increasingly rely on their smartphones for immediate answers to their travel
questions. According to Google (2015), the United States’ mobile’s share of visits
to travel sites in 2015 has grown by 48%, and times spent per session on mobile
travel sites is down by 7%, thus indicating that mobiles respond to tourists’ needs
more quickly. In addition, mobile Web conversion rates for travel sites have grown
88% (Gevelber and Heckmann 2015). This data reveals that people are increasingly
using their smartphones for travel planning, and they do that in smaller moments
across more sessions on their phones. Google defines these moments as
“I-want-to-get-away” (i.e., dreaming about the travel), “Time-to-make-a-plan” (i.e.,
planning), “Let’s-book-it” (i.e., booking), and “Can’t-wait-to-explore moments”
(i.e., experiencing).

Eriksson and Fabricius (2015) conducted a qualitative study among retired
people aged between 60 and 75 to develop an understanding of the participants’
potential use of mobile devices during a trip. The sample was drawn from a
Swedish speaking pensioners’ association in Helsinki, Finland. Participants
expressed experiencing added-value by using the Internet with mobile devices
during a trip. Overall, technology anxiety did not seem to be a great barrier. Usage
barriers were related to travelers’ style of traveling, their personal knowledge of
using technology, and the support available from a younger family member. These
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findings are in line with previous studies that found older people may rely on help
for the adoption and use of mobile devices (Mallenius et al. 2007).

In addition, Kim et al. (2013) investigated the relationships among motivations
(ease of use, usefulness, and enjoyment), as well as attachment and usage intention
regarding older tourists’ (aged 55+) use of mobile devices. They also explored the
moderating role of knowledge in these relationships. The findings revealed that ease
of use has significant effects on usefulness and enjoyment. These motivations
significantly affect attachment, which in turn influences usage intention.

4.4 Information and Communication Technology
and Social Media in Tourism Activities

As explained in Sect. 4.3, ICTs and the Internet affect the whole travel experience.
However, the tourism literature emphasizes that the role of technology and Web 2.0
is particularly evident in the following activities:

• information searching
• information sharing
• booking
• experiencing

Each of these activities can be performed in either one or multiple moments of
the tourist experience (before the trip, during the trip, and after the trip), and can
involve different types of technologies and social media.

4.4.1 Online Information Searching

While some studies have shown that older tourists prefer traditional sources of
information (as discussed in Chap. 3), recent research has revealed that the Internet
is becoming an important source of information for older tourists. For example,
Alén et al. (2016) found that 26% of respondents mainly used the Internet for the
trip’s preparation, while 30.2% opted for travel agencies, 23.5% based travel
decisions mainly on previous travel experience, and 22.1% relied on family and
friends.

Online information sources include commercial sources (e.g., a hotel website),
and non-commercial or non-transactional sources, such as meta-search websites
(Buhalis and Law 2008) and user-generated sources (e.g., personal blogs, social
network profiles, travel review websites). According to Graeupl (2006), flight
information and accommodation are the most searched topics for consumers aged
between 50 and 60 years old, and most of these consumers are not interested in
package holidays (cited in Buhalis and Law 2008). In a qualitative enquiry among
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Finnish retirees, Pesonen et al. (2015) found that before an international trip,
respondents searched for information about the destination concerning, for exam-
ple, history, number of inhabitants, culture, weather, sights, activities, events, local
transportation, shopping opportunities and opening times, restaurants, and local
specialties, as well as health-related recommendations such as vaccinations. In
addition, respondents spent much time and effort searching for information about
the accommodation booked. Visual material such as photographs played a major
role regarding both the destination and the accommodation. Travel websites rather
than social media were the main source of online information.

Online information searching mostly occurs before the trip, when tourists look
for inspiration about where to travel, or search for means of transport, accommo-
dation, and activities to perform at the destination. In this step, they also compare
competing offerings and evaluate between different forms of travel organizations
(e.g., independent travel vs. package tour). Sometimes tourists can also look for
travel companions. However, the travel experience at the destination can also
stimulate older tourists to look for further information about the destination’s his-
tory, culture, or attractions when they return home after the travel (Pesonen et al.
2015). In fact, as discussed in Sect. 4.3.1, online search at the destination is sup-
ported principally by mobile devices, it occurs in micro-moments and regards
mainly urgent information (e.g., about where to eat, or where to find a gasoline
station).

In addition, the widespread use of mobile devices, even among older tourists,
has increased online information searching during the trip. As explained in Chap. 3,
while core activities are usually decided well in advance of the trip, secondary
activities such as where to eat at the destination are usually taken while already
traveling. For these types of activities, online information searches during the trip
are fundamental. However, Pesonen et al. (2015) reported that although older
tourists use the Internet at home while looking for information, they do not use it on
their trips abroad because they are concerned about the costs and the security of the
Internet usage. At the destination, they prefer traditional sources of information,
such as tour operators or hotel brochures, television, and pre-printed material
brought from home. In addition, they prefer to ask tour guides and hotel personnel
for information.

Research has shown the existence of heterogeneity in digital skills among the
population (the digital divide). Accordingly, some studies investigated older per-
sons’ approaches to and use of ICT and the Internet for travel purposes. Findings
revealed different tourist typologies or segments (see Chap. 3 for segmentation
studies). For example, Thébault et al. (2013) explored the experience of older
individuals with regard to online navigating for information regarding travel
planning. Based on semi-directed interviews among French and Canadian older
tourists who used the Internet to research their tourism destinations, a conceptual
typology of tourists emerged with regard to Internet use: “senior-opportunist,”
“senior-disinclined,” “senior-Web 2.0,” and “senior-altruist.” The “opportunists”
seek information and exchange with other like-minded Web users. Among these
individuals, some take advantage of the advice of other people while not
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contributing themselves. The “disinclined” do not look for the advice of unknown
Internet users, nor do they provide any. Some are totally hostile to any form of
exchange of information, while others exchange information with close relatives
and friends. In the minority, “senior-Web 2.0” tourists recognize that the Internet
has considerably changed their way of researching information. Even though not
one of the interviewees belonged to this category, Thébault et al. (2013) theorized
the existence of a profile defined the “senior-altruists.” Being individuals who offer
free advice to others without asking for reciprocity, they are moved by the desire to
help others. This category recalls the concept of altruism explored by Kim et al.
(2016).

Thébault et al.’s (2013) study also revealed that social interactions help improve
the pertinence and specificity of information sought. Similar findings about the
importance of social interaction emerged in other studies. For example, Vigolo and
Confente (2013) demonstrated that help with online purchases was a significant
predictor of online purchase intentions for travel services among older Italian
tourists.

4.4.1.1 Information Searching: The Case of the TripAdvisor Senior
Travel Forum

The senior travel forum was introduced on TripAdvisor in 2009 as a space where
individuals aged 50 years and older ask for advice and opinion about a variety of
aspects concerning the type of travel, evaluation of alternative offerings, and
seeking travel companions. It now counts 915 topics and 8134 posts. Hereafter are
examples of travel threads and related comments presented according to the type of
content.

Content: type of travel
Thread: “You too can backpack at 70.” A user posted an inspirational message
about her experience as a backpacker at 70. A female user responded with the
following comment:

My dream is to backpack and travel when I retire but my parents and husband think I am off
my rocker. They think as you get older you need to be more comfortable and closer to good
medical care. I think their idea of retirement is the typical rocking chair with grandkids
staying on weekends and knitting club. How do you balance the comfort and medical issues
with a budget backpacking lifestyle?

Content: comparing alternative offerings
Thread: “Company A versus company B.”1 Users asked for advice about competing
tour operators offering the same type of travel:

1The names of the companies have intentionally been removed.
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I am interested in getting recommendations for travel to Vietnam/Cambodia with these two
companies. Which company has better guides, hotels, itineraries?

Content: looking for travel companions:
Thread: “Is there a safe way to find a travel buddy?” Within this thread, users
discussed whether looking for a travel companion over the Internet might be safe.

Here are many threads on both the Senior Travel and Solo Travel forums started by those
seeking travel companions. While I do understand that it can be nice to have someone to
share with, the Internet is not a very safe place for such a project.

While some users suggested travel sites or organized tours, some others encouraged
solo travelers to enjoy the travel experience on their own:

The idea that solo travel is “unsafe” and that it is “safer” to travel with another person, even
someone who you know very little about seems daft to me. … I am female and certainly
qualify as “senior” but as much as I love my husband, some of my best trips have been
taken by myself. … If you really can’t imagine enjoying yourself without companions, a
small group tour surely is the best and safest way to do that?

Interestingly, in this forum younger people also participated looking for information
on behalf of or for their parents or grandparents, thus emphasizing the role of social
support as a travel motivation (Chap. 3):

I am trying to book a tour of Italy for my 78-year-old mother and 82-year-old aunt. They
are mobile but slow. Neither have been to Italy and want to try for Rome, Florence and
Venice. Any suggestions?

Hello! I’m a 21-year-old (male) college student and I’m looking at possibly taking my
grandma on one last “big” trip. She has never been abroad, so I’d like to take her across the
ocean for a 2ish-week summer trip. Do you have any suggestions or advice on places that
would be good to have her consider? She has said that her biggest criteria would be the
culture aspect and scenery. I’m looking for a mix of culture, scenery and some adventure.
I don’t even know where to start and I want to make sure it’s a great trip for her. Please let
me know what kinds of things I can ask her in order to help narrow it down.

This travel forum is extremely rich in information and Kazeminia et al. (2015)
used it as a source to collected the narratives of older people and explore their travel
constraints and coping strategies. Building on the framework of age as a cognitive
phenomenon, the narratives were analyzed and several types of constraints were
identified. In the pre-travel stage conversations, two major themes emerged: physical
issues and lack of companion. Packaged tour and insurance are the strategies used by
older tourist to overcome these constraints. In the post-travel conversations, four
main themes emerged: “travel,” “hotel,” “time,” “use,” and “insurance.”

4.4.2 Online Information Sharing

On social media, tourists share user-generated content (UGC) or
consumer-generated content (CGC), which include text, images, photos, videos,
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podcasts, and other forms of media generated by users. For example, Age-CAP is a
smartphone and web application which aims to create a user-generated database of
age-friendly and accessible locations. Users can rate the age-friendliness of loca-
tions such as restaurants, libraries, crosswalks, shopping centers, and share their
opinion with other users.

According to recent statistics (Eurostat 2016), one of the most common online
activities in the EU-28 in 2015 was participation in social networking. About half of
individuals aged 16–74 used the Internet for social networking, even though large
differences exist among countries. For example, about 73% of people in Norway
used social networking sites, while in France, Italy, and Slovenia, the users were
less than 40% (2014 data). In the United States, currently, a majority of ages 30–49
(80%) and 50–64 (64%) use social media, but only 34% of individuals aged 65 and
older use social media. However, this latter datum has grown intensely in recent
years (it was only 10% in 2010) (Smith 2017).

Several studies have examined the effect of UGC on tourism (e.g., Litvin et al.
2008; Xiang and Gretzel 2010; Fotis et al. 2012; Munar and Jacobsen 2014). In
addition, some scholars explored the motivations for older tourists involved in
social media (e.g., Berger and Schwartz 2011; Bronner and de Hoog 2014; Yoo and
Gretzel 2009).

In particular, Yoo and Gretzel (2009) investigated the role of UGC in travel
decision-making across different age groups: “Generation Y” (18–24 years),
“Generation X” (25–44 years), “baby boomers” (45–64 years) and “seniors” (65 or
older). Yoo and Gretzel (2009) found generational differences between travelers’
Internet affinity and their travel-related use, perceptions, and creation of UGC. In
general, the use of social networking sites generate several benefits for older
individuals, mainly social benefits (e.g., staying in touch with friends and relatives
or reconnecting with lost friends), informational benefits (e.g., medical and financial
support), and personal enrichment (e.g., by reading literary publications) (Moran
2013). In addition, social networking sites provide an easy way of sharing infor-
mation and helping unknown people, which indirectly demonstrates general
altruistic behavior. With this regard, Kim et al. (2016) explored the relationship
between social capital, altruism, common bond and identity, and intention to revisit
a social networking site for travel purposes among individuals aged 50 years and
older. Social capital is intended as a kind of informal norm that encourages
co-operation between two or more individuals, it is commonly referred to as
“prestige” and “reputation” (Fukuyama 2001). Common bond “defines that mem-
bers of a group are attached to individual members in the group,” whereas common
identity “defines that members of a group are attached to the group as a whole” in
the context of social networks (Kim et al. 2016, p. 98). The findings revealed that
older tourists’ common bond attachment to social networking sites is more affected
by altruism, whereas common identity attachment is more affected by social capital.
In addition, the use of social networking sites provides greater benefits to users
experiencing low self-esteem and low life satisfaction by assessing bonding and
bridging related to social capital (Ellison et al. 2007).
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Social media, including travel review websites (Lu and Stepchenkova 2012)
and blogs (Carson 2008), have gained increasing importance as information sources
for tourists (Xiang and Gretzel 2010). But most of all, older tourists use social
media after the holiday to share experiences with friends and/or other travelers, and
to share reviews and evaluations (Fotis et al. 2012), thus activating electronic word
of mouth (eWOM). As concerns travel review websites, some of them explicitly
target older individuals, such as Silvertraveladvisor.com, a review website that
defines itself as “the voice of mature travelers.” The website is run by a team of
travel industry professionals specializing in travels for older tourists. Users can read
and post their own reviews about travels, attractions, and hotels. According to the
definition of Schmallegger and Carson (2008, p. 101):

… blogs provide commentary and personal thoughts on a particular subject (for example a
specific trip or destination), are frequently updated and displayed in reverse chronological
order. Blogs tend to be interactive in nature and allow readers to post comments.

Blogs contain primarily textual information, although photographs, audio, and
video files have become increasingly popular. Individual travel blogs can be hosted
on public travel blog sites such as Travelblog.org and Travelpod.com. In addition,
travel blogs are published on virtual travel communities. For example,
Startsat60.com is a blog and information website, as well as an online community
targeting people aged 60 and over in Australia and New Zealand. It covers topics
such as travel, gray nomads, health, money matters, and retirement. In addition,
travel-related companies, such as travel agencies (e.g., Tui.com) or well-known
travel guides (e.g., Lonelyplanet.com, community.roughguides.com), provide free
Web space to tourists to publish their travel stories. Further, some bloggers have
their own website; for instance, Debbie and Michael Campbell, a retired couple
from Seattle, Washington, have been traveling non-stop around the world since
2013 and they regularly post their experiences on their blog (http://www.
beseniornomads.com/blog):

As we were closing in on retirement, we felt we had “one more adventure in us” so in July
of 2013 we rented our townhouse, sold our sailboat and a car, and reduced our stuff to fit in
a small storage unit. We waved goodbye to our family and friends and headed off to explore
the world!

They refer to themselves as “the senior nomads” and their claim or motto is:
“Living life and loving each other one Airbnb at a time”.

Regarding the motivation for the creation of UGC, Yoo and Gretzel (2011) found
that United States travelers are motivated mainly by altruistic and hedonic benefits
and that there is a significant relationship between tourists’ personality types and
motivational factors. In addition, Munar and Jacobsen (2014) distinguished moti-
vational factors into personal and community-related benefits as well as social cap-
ital. Their study revealed a dominance of visual content, along with the relevance of
altruistic and community-related motivations. In particular, sharing practice through
social media appeared to be a manifestation of sociability and emotional support.
However, UGC seemed to have less relevance as a source of travel information.
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Erickson (2011) explored the role of online communities in the lives of older
people in a study conducted in the United States. Specifically, qualitative interviews
aimed to assess the impact of Facebook on social capital. Thematic analysis
revealed that Facebook facilitates connections to loved ones and it may indirectly
facilitate social capital through other channels. However, some potentially negative
impacts of Facebook emerged with regard to the open access to personal infor-
mation. Interviewees expressed concerns related to privacy, comfort with tech-
nology, and the inappropriate content sometimes found on Facebook (e.g., vulgar
language).

4.4.3 Online Booking

In 2014, rented tourist accommodation was booked online for 55% of the trips
made by residents of the EU. The prevalence of online booking was slightly higher
for international trips (59%), but also for 52% of domestic trips, accommodation
arrangements were booked online Eurostat (2016). The age pattern of online
booking of rented accommodation and transport was in line with the overall Internet
use by age group. While abundant literature has devoted attention to online
information searching and the creation of UGC, fewer studies have addressed
online booking activities, especially regarding older tourists.

As reported by Reisenwitz et al. (2007), lack of trust is one of the most fre-
quently mentioned reasons preventing older consumers from shopping online. With
regard to the online context, the concept of trust entails both the consumer’s
interpersonal trust of the online firm and their institutional trust of the Internet (Lee
et al. 2001). Reisenwitz et al. (2007) explored online behavior of consumers aged
65-plus. The findings revealed that older consumers feel more confident about using
the Internet, since their use of the Internet was shown to have increased in terms of
hours and frequency. These same consumers were also more likely to purchase
online. Hence, the results supported previous research of Kuhlmeier and Knight
(2005), who found that the number of hours of use per week was more important
than the number of years of use (“experience”) in determining Internet purchasing.

In a qualitative study conducted in Finland among older individuals, Pesonen
et al. (2015) found that respondents booked their trips on the Internet either inde-
pendently or with the help of a family member. Individuals who bought packaged
tours considered the booking as easy and safe. These respondents preferred to buy a
package tour not because they were afraid of problems buying the flights and
accommodations from the Internet separately, but rather because they were worried
about possible problems at the destination, including, for example, not knowing a
foreign language.

Overall, older tourists still show some resistance toward online booking, and
tend to overcome these difficulties with personal interaction with the service pro-
vider, as will be discussed in Chap. 6.
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4.4.4 Experiencing

According to Google (2015), in 2015, mobile queries per user from hotel properties
grew by 49% from the previous year, with many including the phrase “near me.” In
fact, an increasing number of people are looking either for a place to stay (“hotels
near me” is a common term) or for a restaurant or a bar (e.g., “breakfast near me,”
“restaurants near me,” “bars near me”). Liang (2015) argued that because of the
increased use of mobile devices among older people, it is possible to use augmented
reality (AR) systems to support older people in terms of mobility and independence.
AR as a technological enabler is becoming popular in different fields such as
medicine, education, design, navigation, and tourism. By combining virtual infor-
mation with the real environment in real time, AR enhances the user’s perceptions
in terms of vision, hearing, touch, and smell. Based on a literature review, Liang
(2015) identified four domains of application of AR: transportation, entertainment,
aging-in-place (i.e., enabling older adults to maintain independence in their home
environment), and training (e.g., rehabilitation training).

Malik et al. (2015) addressed the possible barriers older people might face in
engaging AR applications. Results showed that AR applications could be useful for
certain occasions or conditions, such as people with disabilities’ use of mobile
applications in outdoor or remote situations.

Researchers Tom Dieck and Jung (2016) argued that in the tourism industry
there has been an increase in AR adoption to enhance the visitor’s experience,
specifically for attractions, museums, and art galleries. Based on the consideration
that smaller organizations often fear high investments’ risks of failures, the authors
presented a case study based on the experience of a small museum in Manchester.
Specifically, one focus group with five visitors aged 60-plus was conducted to
explore their opinions about AR experience. Some of the respondents declared that
the enhanced availability of information would improve interactivity and add
learning to the experience. Interestingly, respondents who did not own a smart-
phone also perceived that AR applications would add value to the experience.

To conclude, tourism companies and organizations should not underestimate the
propensity of older individuals to explore new travel behaviors during the whole
travel experience. In fact, older tourist, especially retirees, might compensate the
lack of ICT experience with availability of time to learn and familiarize with
technology, even at an advanced age.
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Chapter 5
Hospitality and Older Tourists: A Focus
on Accommodation Choices

Abstract Hospitality and accommodation services play a crucial role in the tourist
experience. After defining hospitality and presenting a broad classification of
accommodations, the chapter provides an overview of the types of accommodation
used by older tourists. Next, it describes some models of service quality and sat-
isfaction that have been used in hospitality studies. Since extant studies have shown
that hotels represent a preferred type of accommodation for older tourists, the
second part of the chapter addresses the importance of hotel attributes for improving
customer satisfaction and obtaining customer delight. Finally, the potentialities of
peer-to-peer accommodation offered by online platforms such as Airbnb are
discussed.

5.1 Defining Hospitality

The concept of hospitality has been much debated in the literature. Hence, before
addressing older tourist behavior with regard to hospitality preferences, is it worth
recalling how scholars define hospitality to provide a conceptual background for
this chapter. Brotherton (1999) contributed a critical review of the main interpre-
tations of hospitality. For example, Cassee (1983, p. 14) supplied a holistic defi-
nition of hospitality, intended as a combination of tangible and intangible elements,
such as “food, beverages, beds, ambience and environment, and behavior of staff.”
Hepple et al. (1990) proposed from their review of the literature that hospitality has
four distinct characteristics:

• It is provided by a host to a guest who is away from home.
• It is interactive—in hospitality, provider and receiver are simultaneously

together.
• It includes both tangible and intangible factors.
• The host provides for the guest’s security, psychological and physiological

comfort.

© Springer International Publishing AG 2017
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King (1995, quoted in Kandampully et al. 2014), suggested that hospitality
broadly spans three overlapping spheres: private, commercial, and social. While the
private domain refers to hospitality in one’s home to friends and family, the
commercial domain represents the transition of hospitality from an unconditional
offering to one where profit plays the prevailing role. Finally, the social domain
emphasizes hospitableness and the generous provisions of food, beverage, and
shelter to travelers.

According to Brotherton (1999, p. 167), these authors (Cassee 1983; Hepple
et al. 1990; King 1995) fail to adequately define hospitality because:

… they confuse hospitable behavior, or hospitableness, with hospitality and fall into the
trap of suggesting that one of the important features of hospitality is making the guest “feel
at home.”

Brotherton (1999) also criticized some definitions of hospitality that are strongly
weighted on the supply-side (e.g., Pfeifer 1983; Jones 1996) because they con-
centrate exclusively on one side of the hospitality exchange. Brotherton (1999)
rather proposed a concept of hospitality that is based on what is defined as the “holy
trinity” of hospitality: accommodation, food, and drink, with a focus on the priority
of accommodation. Accordingly, hospitality is defined as a contemporaneous
human exchange designed to be mutually beneficial for the parties involved
(Brotherton 1999). Accommodation is to be intended not strictly as traditional
accommodation forms, such as hotels, but rather as any type of accommodation
where hospitality is provided, such as public restaurants or cafes, as well as any
domestic accommodation. Therefore, Brotherton (1999) defined accommodation
per se rather than the accommodation industry.

Slattery criticized Brotherton (1999) and other scholars for their definition of
hospitality and argued that in the hospitality industry the critical relationship is not
between host and guest, but rather between sellers and buyers or customers. In
addition, according to Slattery (2002), defining hospitality as providing accom-
modation food and drink is reductive because customers do not buy only products,
but also services and facilities that must be carefully designed and organized by the
hospitality industry. Instead, Slattery (2002) highlighted the diversity and com-
plexity of the hospitality industry, which includes for example a wide range of
venues whose primary function is not hospitality. For example, Las Vegas casinos
include facilities such as rooms, restaurants, theaters, a conference and exhibition
center, a shopping mall, and a health club.

Other scholars focused more on the service and customer dimension of hospi-
tality. In this regard, Hemmington (2007) considered hospitality as a commercial
phenomenon and concluded that hospitality businesses must concentrate on the
host-guest relationship and strive to deliver memorable service experiences.
Moreover, Kandampully et al. (2014) viewed hospitality as a special type of service
industry, “where service is vital but where the emphasis on service dimensions can
be quite different from other service sectors.” In a broad sense, Barrows et al. (2015)
argued that, in the literature, hospitality refers to any kind of institution that offers

106 5 Hospitality and Older Tourists: A Focus on Accommodation Choices



shelter, food, or other types of service to people away from home, as represented in
Fig. 5.1.

Without elaborating on these definitions, what emerges is a great variety of
positions toward hospitality. In this chapter, a specific element of hospitality will be
addressed for its relevance to the nature of the tourist experience: accommodation.
In fact, while hospitality services such as restaurants or cafes are used both by
residents and by tourists, accommodations are typically used by travelers, that is,
individuals spending a night away from their usual residence. Accommodation
therefore represents a crucial element from a tourism perspective.

5.2 Older Tourists’ Preferred Types of Accommodation:
An Overview

Although to a lesser extent than for hospitality, definitional issues also arise when
referring to accommodation. Scholars distinguish between traditional or mainstream
accommodation (such as hotels, motels, resorts, campsites, and trailer and recre-
ational vehicle (RV)1 parks) and specialist accommodation (Morrison et al. 1996;
Mcintosh and Siggs 2005), also known as the parahotel business (Schwaninger
1989) or the supplementary accommodation sector (Seekings 1989). Specialist
accommodation includes a variety of solutions whose prices range from the budget
to the expensive ends, such as bed-and-breakfast, guesthouses, country inns, stately
homes and mansions, country cottages, farms, ranches, wilderness and nature
retreats, and boutique hotels (Liu et al. 2015).

Accommodation Food and
beverage

Services and 
facilities

HOSPITALITY

Fig. 5.1 The hospitality concept. Source Author’s elaboration on Barrows et al. (2015)

1The majority of RVs are travel trailers and caravans, even though motorhomes, van campers,
fifth-wheel trailers, and tent trailers are also utilized by RV tourists (Brooker and Joppe 2013).
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In addition, some scholars distinguish between formal and informal accommo-
dation. The first covers regular, taxed, registered activities, while the latter includes
legal activities that are unregulated by the public authorities for tax, social security
and/or labor law purposes. Informal accommodation includes both registered
companies (e.g., hotels not declaring their full activity) and unregistered entities
carrying out economic activities, often small-scale enterprises such as small
guesthouses or bed and breakfasts (Horodnic et al. 2016). With technology
development, in addition to these “traditional” informal competitors, new forms of
informal accommodation have emerged, as will be discussed in Sect. 5.5 (Guttentag
2015). A classification of accommodation is proposed in Fig. 5.2.

Concerning older tourists’ preferences for types of accommodation, several
scholars found that the older tourist prefers traditional accommodation and espe-
cially hotels (Romsa and Blenman 1989; Batra 2009; Boksberger and Laesser 2009;
Alén et al. 2016). In particular, travelers attracted to places of historical or artistic
interest show a greater predisposition to stay in hotels than they do in more eco-
nomical alternatives, such as hostels or family accommodation (Lieux et al. 1994).
The preference of older tourists for hotel accommodation is confirmed by a recent
study by Alén et al. (2016), who explored accommodation choices among Spanish
individuals aged 55-plus. The most preferred accommodation by far was the hotel
(70.9%), followed at a great distance by family and friends’ house (17.4%). Holiday
apartments (3.1%) and rural establishments (1.4%) were the least preferred options.

Other scholars (e.g., Bai et al. 1999; Blazey 1992) found that older tourists favor
the home of friends and/or family as their accommodation option, although this
inclination is influenced by the individual’s age (Bai et al. 1999; Batra 2009) and by
the attractiveness of the destination’s attributes (Lieux et al. 1994). In relation to
this, a recent study among older Australians conducted by Backer and King (2016)
found that older people (aged 65 and above) represent a high proportion (23.9%) of
travelers visiting friends and relatives (VFRs), compared with 14.8% of non-VFRs.

Laesser et al. (2009) explored the travel preferences of solo travelers. Based on a
conceptual model, the authors divided Swiss travelers into four groups and found
significant differences between the groups in terms of accommodation choice. The
characteristics of each group are described below:

• Single-solo: Tourists who come from single households and travel alone; their
favorite accommodation is either with friends or with relatives.

• Single-group: Tourists who come from single households but travel with a
group of other people; they choose to stay at hotels.

• Collective solo: Tourists who do not live alone but they travel alone; they prefer
to stay at holiday residences.

• Collective group: Tourists who come from collective households but they
decide to travel by themselves as part of a group; they opt to stay at hotels.

Other studies emphasized the preferences of older tourists for camping. Over
time, this concept has developed from basic tenting to caravanning, RVs and luxury
offerings. Camping accommodation is referred to with several terms in different
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countries, including, for instance, caravan parks, holiday parks, and tourist parks.
For example, while North Americans incline toward terms such as campground,
trailer park, travel park, RV park, or RV resort, in Europe the word campsite is
favored. RV use is widespread among older tourists in certain countries, such as
Australia, New Zealand, the United States, and South Africa. The RVs are used in
drive tourism, in which the vehicle serves both as a transport means and as
accommodation, as explained by Patterson et al. (2015, p. 540):

• bed and breakfast
• guesthouses
• country inns
• stately homes and 

mansions
• country cottages
• farms
• ranches
• wilderness and 

nature retreats
• boutique hotels

• hotels
• motels
• resorts
• campsites
• trailer and 

recreational vehicle 
parks

• cruise

traditional

ACCOMMODATION

specialist

• registered companies 
not declaring their
full activity

• unregistered entities 
• peer-to-peer (not 

regulated)

• Registered, regular, 
taxed activities
(e.g., hotels and 
resorts)

formal informal

Fig. 5.2 A classification of accommodation Source Author’s elaboration
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Today caravans have become more than just a “bedroom on wheels” as they were in the
past, and now feature well-appointed kitchen spaces, internal shower and toilet features,
and comfortable living areas, often focused around flat-screen televisions connected to the
global media by satellite dishes.

In a broad sense, camping is supported by outdoor hospitality (Brooker and
Joppe 2013), which includes campgrounds, caravan parks, RV parks, and glamp-
ing.2 Outdoor hospitality can refer to several forms of accommodation, for example
camping and caravanning in rural areas with no services as well as camping in
commercial parks (or outdoor hospitality parks) with luxury facilities such as
saunas, massages, outdoor and indoor pools, beauty treatments, steam baths,
gym/fitness facilities, Jacuzzis, and solariums (Brooker and Joppe 2014). As
reported by Brooker and Joppe (2013), outdoor hospitality is widespread in
Australia and New Zealand where more than 86% of persons have visited a caravan
or holiday park at least once in their lifetime. These tourists are mainly older
tourists, called gray nomads in Australia or snowbirds in the United States and
Western Europe (Sullivan and Stevens 1982). They are defined as people aged
55 years and older, who travel independently for extended periods of time by
caravan or campervan (Patterson et al. 2011). In addition, there is an emerging trend
of short-stay caravan travelers, referred to as “gray caravanners” (Patterson et al.
2015), who are usually 75-plus and prefer to go on shorter visits.

Mahadevan (2014) highlighted the importance of improving the number of
accommodation facilities for gray nomads to increase future visits. In addition, he
stressed that gray nomads also utilize noncommercial accommodation, such as bush
camping, free camps, rest areas, and national parks, which are often provided free
or at low cost because they have limited facilities.

A few studies also reported the preference of older tourists for cruise travel
(Javalgi et al. 1992; Callan et al. 2000; Muller and Cleaver 2000), particularly
among older age groups. In this regard, Lehto et al. (2008) found that the silent
generation (individuals born between 1925 and 1945) are more likely to take a
cruise vacation than are baby boomers (born between 1946 and 1964). The cruise is
also a preferred type of travel accommodation among collective solo tourists
(Boksberg and Laesser 2009). In their study conducted on international cruise
travelers who disembarked at a Greek port, Andriotis and Agiomirgianakis (2010)
found that the 56-plus age group represented about 35% of the total passengers.

Le Serre and Chevalier (2012) argued that cruise ships are particularly attractive
for older women belonging to the relaxed intellectual traveler segment, because
cruises often combine cultural stimuli with tranquility and the opportunity for social
interaction. A recent study has shown cruise tourism in Asia is rapidly growing
among older tourist (Patuelli and Nijkamp 2016).

2This word, which is a mixture of “glamorous” and “camping,” is used to define a type of camping
that includes more comfortable and luxurious accommodation than does traditional camping
(Oxford English Dictionary, www.oed.com).
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5.3 Models of Service Quality and Satisfaction

The hospitality industry competes to provide high service quality and customer
satisfaction. While many studies have addressed customer satisfaction in the hos-
pitality industry, little research has been conducted with specific regard to older
customers (e.g., Callan and Bowman 2000; Caber and Albayrak 2014). This section
will present some models that can be used to measure quality and satisfaction in the
accommodation industry. Although they were initially developed for other service
contexts, these models have been frequently used in the hospitality literature and
some have been applied with a particular focus on exploring the perceptions and
attitudes of older tourists in the hotel industry, as will be presented in Sect. 5.4.

In the marketing literature, service quality is considered an important component
of customer satisfaction (Zeithaml et al. 2006). Specifically, it has been claimed that
accommodation services differ from most other services (Crick and Spencer 2011)
because the service is provided for prolonged periods of time (Brochado et al.
2015). Some scholars argued that customer satisfaction depends on the (dis)con-
firmation paradigm (e.g., Oliver 2000; Wirtz and Mattila 2001)—that is, the results
of the evaluative discrepancy between customers’ perceptions and their expecta-
tions of service (Oliver 1980). The SERVQUAL model, which is based on the
disconfirmation paradigm, is one of the most frequently used models to measure
service quality (Parasuraman et al. 1988); it has also been applied to hospitality and
adapted in particular to measure the service quality of hotels. For instance,
Brochado et al. (2015) recall the LODGSERV (Knutson et al. 1990) and the
HOLSERV (Wei et al. 1999) scales.

To investigate customers’ quality perceptions, some scholars have recommended
using an attribute-level approach (Marković and Raspor Janković 2013;
Parasuraman et al. 1988). In this regard, Kano et al. (1984) focused on the eval-
uation of service attributes, specifically the relationship between the performance of
an attribute and the degree of attribute satisfaction. In particular, Kano et al. (1984)
emphasized the non-symmetric relation between service attributes performance and
customer satisfaction (see Fig. 5.3). They classified “must-have” and performance
attributes as essential attributes, and attractive attributes as differentiating attributes.
Kano et al. found that the must-have attributes meet implicit (or indifferent) needs
and satisfy a minimum acceptable service level. Such attributes are essential to any
service and should always be guaranteed and closely monitored by companies.
They do not lead to customer satisfaction; however, if neglected, they determine a
negative quality judgment by customers, even if core services were provided with
precision and expertise. Performance attributes lead to customer satisfaction if the
performance is high. Attractive attributes exceed customer’s expectations, stimu-
lating or re-awakening latent needs that, once satisfied, generate a high satisfaction
level and a greater possibility of loyalty toward companies (Torres and Kline 2006;
Goswami and Sarma 2011). Further, attractive attributes can lead to customer
delight (see Sect. 5.4.2).
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Kano’s model inspired subsequent research. For example, Vavra (1997) further
explored the non-symmetric relationship between attributes and satisfaction. He
developed the importance grid, which uses the importance of a product or service
attribute to classify attributes as “basic,” “performance,” and “excitement” (i.e.,
attractive) through regression analysis or partial correlation. The importance of an
attribute may differ according to whether customers are asked about it directly or
whether the information is offered implicitly. Hence, importance grid customers are
asked to evaluate the performance and importance of attributes explicitly, whereas
the implicit importance is usually derived through regression analysis. The evalu-
ation of attributes is used as the independent variable, and customer satisfaction as
the dependent variable. Finally, each attribute is positioned on a matrix where the
explicit importance value is placed on the x and the implicit (derived) importance is
placed on the y axis. The matrix is divided into four quadrants and attributes are
classified as follows:

• basic factors, which have low implicit and high explicit importance values
• excitement factors, which have low explicit and high implicit importance
• important performance factors, which have both high implicit and high explicit

importance values
• unimportant performance factors, which have low explicit and low implicit

importance values.

if absentbasic 
attributes

guest 
dissatisfaction

guest 
satisfaction

guest delight

performance
attributes

excitement
attributes

if absent or 

low performing

if high performing

if present

Fig. 5.3 Non-symmetric relationships between product attributes’ performance and customer
satisfaction. Source Author’s elaboration on Vavra (1997) and Albayrak et al. (2016)
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In today’s highly competitive and dynamic market, the existence of certain
“attractive” qualities (Kano et al. 1984) or excitement factors (Vavra 1997) is
crucial to the accommodation industry. Leaving customers simply satisfied is not
enough to obtain customer preference and customer loyalty (Bonfanti and Brunetti
2015).

5.4 The Importance of Hotel Attributes for Older
Tourists’ Satisfaction

Despite some early studies (e.g., Ananth 1992; Gustin and Weaver 1993; Callan
and Bowman 2000), the hospitality literature has only recently started to investigate
the importance of hotel attributes to older tourists. As recommended by Caber and
Albayrak (2014), hotel attributes are important for the selection of hotels and the
evaluation of service quality. In addition, some studies have shown the existence of
a gap between the services provided by operators and the services considered
important by customers (Chen et al. 2013a, b; Nysveen 2003). Therefore, exploring
and understanding customers’ priorities with regard to hotel attributes is strategi-
cally important.

Ananth (1992) examined the attributes that older travelers consider when
selecting a hotel. In a study conducted among the alumni of the Pennsylvania State
University, the findings revealed that older customers (aged 59+) have certain needs
and expectations that influence them to ignore certain marketing promotions that
may well be successful with younger travelers, and vice versa. Specifically, some
attributes are considered very important to older travelers yet are not promoted in
hotels’ marketing campaigns, such as grab bars, night lights, extra blankets, and
medical facilities.

Wuest et al. (1996) explored the importance of services provided by hotels and
motels by adopting the SERVQUAL model. The study was conducted among older
Texans and the findings revealed that customer services related to assurance and
reliability were considered highly important. “Assurance” included the courtesy of
employees and their ability to convey trust and confidence, whereas “reliability”
referred to the hotels’ ability to perform the service dependably and accurately. The
importance of staff attitudes also emerged in a subsequent study conducted by Wei
et al. (1999) in Australia. The authors compared the perceptions of attributes of
three–to five-star hotels between marketing managers and older tourists (aged 60+)
who would return to a hotel with which they were satisfied. The attributes examined
were price, location, facilities, hotel restaurant, room furnishings, front-desk effi-
ciency, and staff attitude. Results showed that both older tourists and marketing
managers considered hotel facilities to be the most important attribute, followed by
room furnishings. Marketing managers and older tourists agreed on the importance
of staff attitude, front-desk efficiency, hotel facilities, and price (room rates).
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However, the findings also revealed some mismatches between professionals and
customers. Specifically, marketing managers underestimated the importance of
room furnishings and hotel location, and overestimated the importance of food in
the hotel restaurant. In fact, comfortable and pleasant room furnishings were con-
sidered highly important by older customers, only second after hotel facilities.

Callan and Bowman (2000) investigated the salient attributes of hotels for
British travelers aged 55-plus when selecting a hotel or judging its quality. The
findings revealed that older customers place great emphasis on value for money and
are not particularly attracted by low prices and discounting. Nevertheless, they
might be discouraged by perceived high prices. In addition, ease of maneuverability
around the hotel was considered an important attribute, even though this type of
information is not generally included in hotel advertising. In addition, about 44% of
respondents looked for at least one specific access feature in hotels, such as ramps
and lifts, because of mobility limitations. Finally, service, and staff attitude and
behavior were a very important component of service quality.

In a different study, Major and McLeay (2013) conducted semi-structured
qualitative interviews to identify which elements contributed to the package holiday
experience of older British tourists in Tenerife. Six key categories emerged, namely
the preholiday experience, travel and transit experience, self-made experience,
provided experience, satisfaction, and loyalty. With regard to the provided expe-
rience, several elements concerning hotel service were considered important:

• being greeted by friendly management and recognized as repeat customers
• the experience of no children under 16 years being permitted in the hotel
• tea-making facilities in the accommodation
• the atmosphere of “feeling at home” and the security provided by staff.

Further, Chen et al. (2014) used a field experiment to investigate whether
older-friendly facilities in a hotel affected the satisfaction levels of older package
tourists in Taiwan. The research also explored the staff explanation effect with
respect to tourists’ satisfaction. The findings revealed that a room with facilities
could significantly increase customers’ satisfaction regarding cleanliness, comfort,
decoration, illumination, and overall satisfaction. However, staff explanations did
not have an effect on customers’ satisfaction regarding friendly facilities.

Other scholars (Caber and Albayrak 2014; Albayrak et al. 2016) adopted Callan
and Bowman’s (2000) scale to explore the importance of hotel attributes among
different markets. The survey was conducted among customers accommodated in
13 five-star hotels in Antalya, Turkey. Specifically, Caber and Albayrak (2014)
selected three segments of older tourists (German, Dutch, and British). Tourists
were divided into two groups based on their age: “senior tourists” (65+), and
“pre-senior tourists” (between 50 and 64 years). The findings revealed that value
for money and availability of organized entertainment in the hotel were important
attributes for older British tourists when compared with other participants. Besides
slight differences among the segments, overall the study showed that basic attri-
butes such as cleanliness and staff attitude had the highest importance ratings
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among respondents of all nationalities. Conversely, Albayrak et al. (2016) explored
the importance of hotel attributes among German and British tourists (aged 65+).
Using Vavra’s (1997) importance grid, they classified attributes in four categories:
basic factors, importance factors, performance factors, and excitement factors. The
results indicated that some of the basic hotel attributes greatly differed between
German and British tourists. For example, price and location were basic factors for
older Germans, whereas appearance and attentiveness of staff, security, and value
for money were basic attributes for British customers. Neither group gave impor-
tance to certain attributes, such as the availability of large print signs or special
dietary menus. Interestingly, no excitement factors emerged.

Lee and King (2016) extended the perspective of analysis and investigated the
factors that determine the attractiveness of tourist destinations for older travelers
drawing upon an expert panel. In line with previous studies (e.g., Callan and
Bowman 2000), barrier-free accommodation facilities were the most important
sector-specific attribute for older tourists. These represent the additional tangible
aspects of safety-related physical design features in hotel rooms or in public areas.

To summarize, the most important hotel attributes for satisfying older tourists are
cleanliness (Chen et al. 2014), room furnishings, décor, and facilities (Wei et al.
1999; Wuest et al. 1996; Chen et al. 2014), staff attitude (Wuest et al. 1996; Wei
et al. 1999; Callan and Bowman 2000; Caber and Albayrak 2014), convenience of
location (Wei et al. 1989; Albayrak et al. 2016), safety and security (Chen et al.
2013a; Major and McLeay 2013), accessibility (Callan and Bowman 2000; Lee and
King 2016), medical facilities (Ananth 1992), price (Wei et al. 1999; Albayrak et al.
2016), and value for money (Callan and Bowman 2000; Caber and Albayrak 2014).

5.4.1 A Focus on Hot Spring Hotels

Extant studies emphasized that health and wellness are crucial travel motivations
among older tourists (e.g., Guinn 1980; Horneman et al. 2002). Such tourists travel
to health resorts and spas seeking the benefits of natural resources combined with
recreational facilities (Erfurt-Cooper and Cooper 2009). Wellness tourism activities
are pursued by individuals who want to maintain and enhance their personal health
and well-being (Smith and Puczko 2014). In this sense, wellness tourism does not
focus on medical treatment, which is the core of medical tourism (Canestrino et al.
2015), but rather on promoting health though tourism activities (Mueller and
Kaufmann 2001; Voigt and Pforr 2013). The concept of wellness can thus be
extended to include the “harmony between the body, mind, and spirit” (Mueller and
Kaufmann 2001). In addition, Mueller and Kaufmann (2001, p. 7) emphasized the
role of hospitality in wellness tourism, intended as:

… the sum of all the relationships and phenomena resulting from a journey or residence by
people whose main motive is to preserve or promote their health. They stay in specialized
hotels that provide appropriate professional knowledge and individual care.
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There is general agreement that the older-adult segment offers great opportuni-
ties for the wellness industry (Chen et al. 2013b). In particular, for wellness tourists,
hotels represent not only an accommodation, but also the place where wellness
activities are provided. Regarding wellness tourism, Mueller and Kaufmann (2001)
emphasized that wellness tourists choose an accommodation specializing in well-
ness, such as a hotel with a wellness center at or near its premises and/or with an
offer of wellness services and treatments. Despite the relevance of older people to
wellness tourism, and the central role of hotels in this type of tourism, very few
studies have investigated the importance of hotel attributes for older tourists in this
specific industry (Chen et al. 2013a, b). For example, Chen et al. (2013a) focused
on customer service factors for wellness tourism in Taiwan, from both the service
providers’ and the customers’ perspectives. The authors interviewed experts in the
hot spring hotel industry and hotel guests aged 50 years and older. Respondents
were divided into two groups: “old older adults” (65 years and up) and “young
older adults” (50–64 years). The findings identified eight crucial customer service
factors: personnel services, environments, healthy diet, relaxation, health promotion
treatments, unique tourism resources, social activities, and mental learning. The
findings suggest that the most important factor for both age groups is personnel
services, followed by internal and external environments, which include items such
as cleanliness and safety, safety of the destination, and location of accommodation.
In addition, Chen et al. (2013b) specifically focused on customer service factors for
older visitors (aged 50+) engaging in wellness tourism based at hot springs hotels
in Taiwan. The results identified seven factors: health promotion treatments, mental
learning, unique tourism resources, complementary therapies, relaxation, healthy
diet, and social activities. In addition, respondents were classified the three groups:
(1) “holistic group,” (2) “physiotherapy group,” and (3) “leisure and recreation
group.” The first group showed a higher regard for all the customer service factors.
The second group had higher concern for complementary therapies and health
promotion treatments than the third group, which, in turn, showed a higher regard
for service factors (such as relaxation and social activities) than the second group.

In a different study, Vigolo and Bonfanti (2016) explored the functional attri-
butes of hotels because of their key role in tourists’ decision-making processes.
Functional attributes include basic (i.e., must-have or expected) attributes, which
often go unnoticed by most customers because customers expect these requirements
to be met in the product or service. However, their absence can result in extreme
dissatisfaction (Albayrak et al. 2016). Based on these premises, Vigolo and
Bonfanti (2016) investigated the importance of basic hotel attributes for older
tourists evaluating hot spring hotels. The top-five attributes, derived from the mean
of responses, were staff friendliness and kindness, followed by staff efficiency, the
presence of a swimming pool, staff reactivity, and the presence of a doctor at the
hotel. In addition, they found that four dimensions underlying the hotel attributes
emerged, as listed below:
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• older-friendly facilities, including elements such as ramps, wide corridors and
doors, grab bars in bathrooms, special dietary menus, availability of a doctor at
the hotel, and staff promptness

• customer care, relating mainly to employees’ attitudes toward the customers
• spa facilities, which represent a core facility for hot spring hotels
• servicescape, which include hotels’ furnishing and staff’s physical appearance.

The findings support the results of previous studies. For example, Caber and
Albayrak (2014) highlighted that “politeness of staff” and “friendliness of staff”
were positioned among the five most important hotel attributes in all nationality and
age groups. It is interesting to note that the presence of a doctor at the hotel was
considered extremely important by older tourists (Vigolo and Bonfanti 2016). This
finding is in line with studies that identified health as a possible travel concern for
older tourists (see Chap. 3). Moreover, in Vigolo and Bonfanti’s (2016) study,
older tourists are shown to be more concerned about the presence of medication
consultation facilities than they are in Chen et al. (2013b).

5.4.2 From Satisfaction to Delight: The Creation
of Memorable Service Experiences

To satisfy customers, hotels need to surprise their guests (Zeithaml et al. 2006) by
creating memorable service experiences. Lynch (1993) argued that to satisfy cus-
tomers hotels must provide experiences that go beyond normal standards of quality
service. Further, it is necessary to provide an attractive service (Baccarani et al.
2010). For example, by including an element of surprise within the hotel service,
the whole service experience becomes memorable (Ariffin and Maghzi 2012).

To delight customers, a problem-solving approach is not sufficient. The service
should unexpectedly increase performance levels in such a way that customers
perceive excitation (surprise or excitement) or a positive feeling (pleasure, joy, or
happiness) (e.g., Oliver et al. 1997; Berman 2005; Vanhamme 2008). In this
respect, Verma (2003) contended that joy (understood as a positive emotion), along
with surprise, creates a feeling of delight (an arousal of positive emotion). In
addition, Vanhamme (2008) argued that customer delight may also be defined as
extreme satisfaction, that is, a psychological state dependent upon cognitive and
affective elements in consumption processes. In this way, surprise is just one
possible antecedent of delight.

In relation to the hospitality industry, Crick and Spencer (2011) argued that
delighting customers enables businesses to generate excitement in their customers,
which in turn produces memorable service experiences, positive word of mouth,
customer retention, and higher profitability. In addition, customer delight offers the
opportunity of a competitive advantage that is difficult to imitate (Torres and Kline
2006). However, this field is still under-researched with regard to older tourists,
particularly their accommodation experiences. Tung and Ritchie (2011b) explored
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the essence of memorable service experience to understand the cognitive processes
that prevent individuals from paying attention to their experiences, as well as the
conceptual processes of memory formation and retention. Based on in-depth
interviews, four key dimensions of memorable experience emerged: affect,
expectations, consequentiality, and recollection. The same authors (Tung and
Ritchie 2011a) also investigated the characteristics of memorable experiences with
specific regard to older tourists (55+) in a Canadian city. Overall, the findings
revealed that memorable experiences were related to five characteristics.
Specifically, they were linked to critical episodes in identity formation, or to family
milestones, or to moments for relationship development with significant others. In
some cases, memorable experiences encompassed traveling to relive past memories,
such as returning to places where tourists had grown up or experienced a major life
event. Finally, for some older tourists memorable experiences involved traveling for
freedom pursuits, such as freedom from work, financial, and family obligations.

Other studies explored memorable experiences in hotels, though not addressing
older customers in particular (e.g., Torres et al. 2014; Ariffin and Omar 2016; Chun
Wang et al. 2016). Still, limited research has been dedicated to exploring the
relationship between accommodations’ attractive attributes and customer delight
from an older tourist’s perspective. In this regard, Vigolo and Bonfanti (2014)
analyzed hotel service quality from the perspective of older tourists, with a specific
focus on memorable service experiences. Through qualitative interviews with older
tourists (aged 60+), the authors explored what hotel attributes generated customer
delight and memorable experiences. Then, they attempted to relate these attractive
attributes to customers’ needs. The findings revealed that the attractive attributes
described by the respondents can be related to some well-recognized needs typical
of the tourist experience: the need for uniqueness, for novelty seeking, for
knowledge seeking, and for an emotional atmosphere. By responding to these
needs, hotels can evoke positive emotions that contribute to the creation of a
memorable hotel experience (Tung and Ritchie 2011a, b).

As emphasized by Ariffin and Maghzi (2012, p. 191), in today’s extremely
competitive environment in the accommodation sector, only extraordinary levels of
hospitality can help to retain tourists and encourage them to return.

5.5 Emerging Forms of Hospitality: Peer-to-Peer
Accommodation

In recent years, the tourism market, both on the supply—and on the demand-side,
has been shaped by the increasingly important role of the sharing economy. As
reported by Horodnic et al. (2016, p. 51), this term was introduced in the Oxford
English Dictionary in 2015 and is defined as “an economic system in which assets
or services are shared between private individuals, either for free or for a fee,
typically by means of the Internet.” Even though sharing is an ancient practice,
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collaborative consumption and the sharing economy are a product of the Internet
age (Belk 2014). Through the sharing economy, markets that traditionally were not
considered a source of profit have started to offer individuals new opportunities of
generating income (Heo 2016).

The sharing economy is also called collaborative consumption, or the peer
economy, and it refers to individual participation in the sharing of private pos-
sessions, such as renting, transport solutions, and swapping of goods and services
(Kang et al. 2012; Horodnic et al. 2016). In the tourism industry, the sharing
economy has changed the way people travel (Heo 2016; Guttentag 2015), boosting
the phenomenon of informal accommodation. Guttentag (2015, p. 1200) described
informal accommodation as:

…the production of goods and services that are concealed from or unregulated by public
authorities, and it often exhibits characteristics such as low entry requirements and
small-scale operations.

For example, Airbnb is now one of the most well-known peer-to-peer platforms
that offers informal accommodation. Founded in 2008, Airbnb developed scalable
platforms empowering individuals to share and distribute with one another their
excess capacity of accommodation, such as spare rooms (i.e., peer-to-peer
accommodation) (Heo 2016). Other peer-to-peer platforms include, for example,
HouseTrip and FlipKey (both subsidiaries of TripAdvisor). This type of offering
can be considered a source of disruptive innovation with tremendous effects on the
traditional accommodation sector (Horodnic et al. 2016; Guttentag 2015). A recent
study in the Texas market concludes that the sharing economy is gaining a market
share from the traditional economy (Zervas et al. 2014). To seize the opportunity of
this developing market, HomeAway and its subsidiaries VRBO and Homelidays
were acquired in December 2015 by Expedia to rival the power of Airbnb. With the
massive and rapid growth of informal accommodation, it is not surprising that
traditional registered businesses (i.e., hotels) tend to see peer-to-peer accommo-
dation as a threat, considering them as unfair competition since regulation in this
market is still uncertain and not clearly defined (Heo 2016).

Airbnb enables hosts and guests to connect through profiles and effective mes-
saging systems and it provides the possibility to post public reviews (ranging from one
to five stars) about one another. These elements contribute to establishing trust
between hosts and guests, as a person might understandably be cautious of hosting a
stranger or staying in a stranger’s home (Guttentag 2015). In addition, these types of
information help both host and guests to establish their reputation and publicize their
personalities, thus facilitating the process of finding the best match (Lu and
Kandampully 2016). In a recent study, Tussyadiah and Pesonen (2016) used
responses from travelers residing in the United States and Finland to investigate
differences between users and non-users of peer-to-peer accommodation rentals (such
as Airbnb). The findings revealed two drivers of use: social appeal (desire for com-
munity and sustainability) and economic appeal (cost savings). The barriers include
issues of trust, efficacy, familiarity with the system, and cost. In addition, a significant
correlation emerged between age and efficacy, indicating that older respondents are
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associated with lack of knowledge and ability to use the platform. Moreover, older
Finnish respondents who had not used peer-to-peer accommodation also stated that it
was unlikely they would use it in the future. Therefore, Tussyadiah and Pesonen
(2016) concluded that an increase in users’ familiarity with and ease of use of the
online platform, especially for older users, may reduce the barrier to peer-to-peer
accommodation.

Despite some resistance deriving from technology adoption, older individuals are
increasingly participating in the sharing economy. On the one hand, according to
Airbnb (2016a), individuals aged 60 years and older represent the fastest growing
host demographic. Older people offering a private room in their house are empty
nesters who host to achieve extra income. Specifically, women aged 60 and older
represent 64% of all older hosts on Airbnb in the United States. Similar trends are
found in Europe (Airbnb 2016b). A recent report (Airbnb 2016a) claims that older
women are the “golden hosts” of the Airbnb community because they receive a higher
percentage offive-star reviews than do any other age group in the Airbnb community.
In fact, the percentage of five-star reviews increases steadily with host age.

On the other hand, older individuals are also an attractive market segment as
potential guests of peer-to-peer accommodations. This is true to the extent that
recent years have seen the creation of peer-to-peer accommodation platforms solely
targeting older guests. For example, the Freebird Club (www.thefreebirdclub.com)
was established in 2015 as a social travel and home-stay club exclusively for
individuals over 50 years of age. Like Airbnb, this platform offers the opportunity
for members to become hosts and make their spare rooms available to guests for a
set nightly rate, or to become guests looking for available accommodation. As
argued by Tussyadiah and Pesonen (2016), the social appeal of peer-to-peer
accommodation (i.e., social connection, intimacy of relationship, and authenticity)
offers a valuable alternative to traditional accommodation solutions for older
tourists.

To conclude, there is still great potential for research to explore the motivations
of older tourists’ choice with regard to accommodation types, perceived service
quality, and drivers of customer satisfaction and customer delight.
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Part III
Marketing To Older Tourists: The

Supply-Side Perspective



Chapter 6
Understanding Marketing Approaches
to Older Tourists: A Selection
of Case Studies

Abstract This chapter illustrates a selection of case studies that show different
approaches to older tourists from a supply-side perspective. After presenting the
purpose of the study, details about the research method are provided. Specifically,
three companies in the tourism industry with different targeting and positioning
strategies in the older tourist market are examined: a Canadian-based tour operator
offering exotic adventure travels, a Slovenian-based tour operator and travel agency
specializing in slow garden travels, and a United Kingdom-based company pro-
viding long-term accommodation solutions in Southern Europe. For each case
study, a brief company profile is provided, followed by the description of the salient
strategic choices and operative practices. Finally, the chapter offers some consid-
erations about the challenges for the tourism industry in the next decades.

6.1 Purpose of the Study and Methodology

While the first two parts of the book (Chaps. 1–5) are demand-focused and aim at
investigating older tourists’ behavior, the third part (this chapter and 7) shifts the
perspective to the supply side. Specifically, it intends to explore how companies in
the tourism industry address this market (in this chapter) in order to identify some
theoretical contributions as well as practical implications for marketers (Chap. 7).
Since very few studies have addressed suppliers’ marketing strategies regarding
older tourists, a qualitative approach based on the case studies method was con-
sidered the most appropriate to gain in-depth information and insight into the
phenomenon. Accordingly, this chapter presents three case studies of older-oriented
tourism companies and analyzes their marketing strategies and operative practices.
Before presenting the three studies, the methodology for the research is described.
Finally, the discussion section highlights similarities and differences in the com-
panies’ marketing approach to older tourists.
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6.1.1 A Qualitative Approach

Several scholars (e.g., Davies 2003; Pernecky and Jamal 2010; Wilson and
Hollinshead 2015) have supported the use of qualitative methodologies in tourism
research. Since the purpose of this study was to increase the understanding of
tourism companies targeting older tourists, and the focus was on their own per-
spective, a qualitative approach was chosen and a multiple case study research
design was adopted. Following Yin (2003), this method is appropriate for research
where questions involving “how” or “why” are posed. The use of multiple case
study research is not intended to generalize about companies’ marketing approach
(Yin 2015), but rather to present real-life examples of marketing strategies and tools
that can be used to target older tourists effectively.

6.1.2 Case Studies Selection

The case studies were selected after extensive research on Internet search engines
by combining keywords describing the demographic segment (such as “older,”
“seniors,” “over 50s,” “50+,” “over 60s,” “retirees”) and keywords identifying the
industry (such as “travel/s,” “tourism,” “tour operator/s,” “hotel/s,” “accommoda-
tion”). In addition, travel blogs and websites dedicated to older persons or older
tourists served as useful references to identify suppliers of travel services for this
specific market.

Following Stake (2013), case studies were selected considering three main
criteria:

• Is the case relevant?
• Do the cases provide diversity across contexts?
• Does the case provide the opportunity to learn about complexity and contexts?

Targeting mainly older tourists was a prerequisite for companies to be consid-
ered as potential candidates for the case study. In addition, the variety of case
studies was considered important to gain different perspectives and marketing
approaches to the older tourist market. An initial screening of the companies’
websites served to assess these aspects. Overall, 20 companies were purposefully
selected on the basis of their peculiarities and their relevance to the study. They
were classified by the researcher according to specific characteristics, such as type
of business (e.g., tour operator or accommodation services) and type of offering
(e.g., adventure travels or garden travels). Accordingly, companies were contacted
in subsequent steps to ensure a variety of respondents in terms of travel type and
business type. The companies were contacted via email or live chat through their
websites and invited to participate in the research after a description the aim of the
project. Five responded requiring further information and three finally decided to
participate:
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• ElderTreks, a Canadian-based tour operator specializing in adventure travel for
older tourists

• Viaggi Floreali, a Slovenian-based tour operator and travel agency specializing
in garden travel

• Algarve Senior Living, a British company specializing in long-term stay
accommodation in Southern Europe.

6.1.3 Data Collection

In-depth qualitative interviews were conducted with the companies’ marketing
managers or founders.1 According to Malhotra and Birks (2003), the in-depth
interview is the best way to approach business research with managers.
A loosely-structured protocol was chosen to allow respondents to diverge from the
main topics and further develop concepts and ideas. The protocol was developed
around the following key topics to maintain a degree of consistency across all
interviews:

• how the company started to target older tourists
• description of the target and its characteristics
• description of the company’s distinctive elements
• use of the marketing mix (product, price, place, and promotion strategies)
• analysis of the market context with a focus on active aging and the challenges

for the tourism industry.

The outline of the questionnaire was sent via email to the participants a few days
before the interview as a general guide to help them focus on the main topics,
though it was specified that the interview would have a loose structure. Participants
were also informed about the length of the interview. Considering that the com-
panies were located in distant countries, for time and cost convenience the inter-
views were conducted personally by the researcher over the telephone or via Skype.
The interviews ranged in length from 50 to 60 min. They were recorded, with the
consent of the participants, to ensure that no subtle nuances or details would be
missed because of the amount of rich data. In addition, the interviews were doc-
umented by detailed note taking (Rubin and Rubin 2011; Myers 2013).

1The interviews were conducted with Amanda Dunnig (marketing manager for ElderTreks until
November 22, 2016), Erica Vaccari (founder and director of Viaggi Floreali), and Luis Teixeira da
Silva (founder and director of Algarve Senior Living).
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6.1.4 Data Analysis

The interviews were fully transcribed by a professional transcription service for
academics and double-checked for accuracy and reliability with the original audios
and notes taken during the interviews. A theme analysis of the interviews was then
undertaken to explore the companies’ marketing strategies and practices taken. The
text was segmented into discrete parts, “not according to syntactic rules (e.g.,
sentences) but with respect to change of meaning in the text” (Tajeddini et al. 2017,
p. 54). The themes identified in the analysis included:

• target definition
• customers’ expectations
• customer satisfaction
• positioning
• product offering
• price strategies
• place strategies
• promotion strategies
• terminological ambiguity in referring to older tourists
• active aging
• challenges for the tourism industry.

In presenting the results, particular attention was given to participants’ key
quotations regarding relevant aspects of the subject. In addition, even though the
case studies are based mainly on the interviews, secondary information, such as
company brochures, websites, and social media pages, was used to triangulate
results (Decrop 1999).

In the remainder of the chapter, each case will first be analyzed separately and
then the discussion section will search for cross-case patterns (Eisenhardt 1989).

6.2 ElderTreks—Small-Group Exotic Adventures
for the Over 50

6.2.1 Company Profile

ElderTreks is an adventure travel company designed exclusively for individuals
aged 50 and over. It is based in Toronto, Canada, and was established in 1987 by
Gary Murtagh. ElderTreks offers trips in over 100 countries and includes destina-
tions in Africa, the Americas, the Asia-Pacific Region, Europe, the Middle East, and
the Polar regions. Some of the travel proposals include, for example, wildlife and
tribal African safaris, active hiking trips to the Rockies, Himalayas and Andes,
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expeditions by icebreakers to the Arctic and Antarctic, and cultural journeys
throughout Asia and South America. ElderTreks proposes small group experiences.
For example, the maximum group size for land adventures is 16, and expedition
ships rather than cruise ships are used for ship-based adventures. Smaller vessels
allow for more personal interaction and reduce the impact at the sites visited. Before
the establishment of ElderTreks, Gary Murtagh was running trips all over the world
to exotic destinations and he realized that there was not a specific adventure travel
company targeting the 50-plus market. He thought this was a lost opportunity and
he aspired to provide active, adventurous experiences for older people besides the
traditional sightseeing tour buses that were available on the market at the time.
ElderTreks aims to support the values of being able to see more and do more even
in later life, so that adventurous individuals can still explore and experiment as they
used to when younger, but just within a more comfortable situation. In the words of
the marketing manager:

Some of these people were backpackers. They were the ones that were exploring, they were
going through Europe, they were checking out Southeast Asia with a backpack on their
back and staying in hostels and as they grew up they didn’t want to lose that spirit of
adventure, but obviously, some things change. You don’t want to be sleeping in a hostel,
you want to be sleeping in a more comfortable bed and you might not be quite as
adventurous going to certain places, so you wanted the help of a group to guide you along.
Those are the types of considerations that led to the idea and the creation of ElderTreks.

6.2.2 The Target

ElderTreks designs its products for well-educated and well-traveled tourists aged
50 years and older. ElderTreks considers travel motivation as a key segmentation
criterion for the older adult market. Even though the active adventure traveler
represents the core market for the company, the target also includes tourists who are
interested in getting to know a culture in a broad sense. Accordingly, when pos-
sible, ElderTreks uses local transport, and organizes home stays and dining in local
restaurants. Soon, the company intends to potentiate segmentation criteria and to
offer more interest-specific tours rather than just appealing to everyone. For
example, hikers represent an interesting target on which ElderTreks intends to focus
more.

In terms of country of origin, most customers are from the United States (60%)
and Canada (27%), and a few from other English-speaking areas such as the United
Kingdom (1.14%), and Australia and New Zealand (about 1%).

Regarding age, even though ElderTreks targets the 50-plus age group, most
customers are aged from 65 to 75 years old. The company is now trying to increase
the number of “younger” older adults to balance the age mix within travel groups.
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6.2.2.1 Customers’ Expectations

ElderTreks’ customers are looking for good value for money because many of them
are no longer working and they are dependent on their income and retirement
savings. Even though they might have a limited budget, they still look for good
value with interesting experiences and they expect to be well taken care of before
and during their trips. That is the main reason that they choose a tour operator rather
than organizing travel by themselves. This means, for example, that they expect all
the information about the trip to be provided in advance by the company; they
expect to be guided step-by-step in what they need to do, to be provided with
practical help with requirements such as visas, and not to have to worry about any
aspects of travel organization. With this regard, the marketing manager explained:

We have to provide that value by helping them along the way, answering all their questions,
making it easy for them and basically helping them to just kind of show up.

Customers also expect to be taken care of at the destination, and in this sense the
tour leader is a key figure for ElderTreks. The tour groups include up to 16 people
who might have not only varying interests, but also varying health requirements.
Therefore, tour leaders need to take care of customers, helping them move from
place to place and providing assistance if there are any health-related issues. Even
though ElderTreks does not provide luxury travel, prices are still higher than
do-it-yourself travel; therefore, travel participants expect great customer service and
assistance from start to finish to feel that they receive value for money.

In addition, since ElderTreks’ customers have high levels of education and have
already traveled extensively during their life, they expect new experiences that are
unlike anything they have done in the past. The words of the marketing manager
well describe this expectation:

They want to be well taken care of. They want to sleep on a comfortable mattress, they
want those comforts. They’re also expecting that the tours are unique and something a little
bit different and something that they can share with their friends […] and a good mix of
highlights and culture.

Customers also have expectations about the other group participants. Since
ElderTreks provides active travel, participants expect to find people of about their
age and they expect everybody will be able to keep up with the group and the
proposed activities. In general, a 50-year-old as well as an 80-year-old prefers to
travel with people of a similar age, who have a similar pace or rhythm.

Solo travelers also expect to meet people with similar interests and to develop
friendships, or least be able to meet some people to get along with during the
travels. Some customers may have lost their partners, but they want to continue
traveling. Hence, organized tours enable them to continue pursuing their interest
and passions.
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6.2.2.2 Customer Satisfaction

ElderTreks has a 35% return rate of customers purchasing more than one tour. To
improve customer loyalty, the company believes it is important to constantly
monitor customer satisfaction. Customers receive a post-trip questionnaire aimed at
understanding customer satisfaction about several aspects of the service experience,
including, for example, the booking process, the information received, the actual
trip, and the tour leader. According to the marketing manager, customers’ feedback
sometimes provides really great ideas that the company tries to integrate into its
products. In addition, the company has recently introduced an annual customer
survey to explore the introduction of possible new types of products and destina-
tions, especially for loyal customers who are always interested in finding new
stimuli. Further, there is a loyalty program (i.e., ClubTrek), which includes dis-
counts for continuing travel.

6.2.3 Positioning

ElderTreks promotes sustainable and responsible travel by offering “active,
off-the-beaten path, small group adventures all over the world.” The company aims to
offer the best possible service quality at goodvalue formoney.The following sentence,
reported in the company’s brochure, describes the company’s desired positioning:

Our goal is not necessarily “5 star” accommodation, but rather a “5 star” experience. We do
not support conveyor-belt tourism, where groups are pushed through a rigid itinerary at the
expense of spontaneity. Instead, we bring you a genuine, one-of-a-kind travel experience.

6.2.4 Product or Services Offered

ElderTreks provides all-inclusive small group tours, which comprise from five to
maximum 16 participants. Most of the tours take place either in spring or in the fall,
which is the busiest time of the year, while summer is the lowest season. In
summer, the company has the time to focus on product development activities.

The company has arranged their tours on activity levels ranging from 1 (easy) to
5 (challenging) to respond to different desires and to inform customers about the
type of activities and experience they can expect. The activity levels are reported in
Table 6.1.

The tours have set departures and fixed itineraries. On certain conditions, and
within the limits of the destinations already offered, tailor made itineraries are
possible upon the request of a travel agent or a group of people. Even though the
company is not currently focusing on tailor-made tours, this might be an oppor-
tunity for the future. Besides land tours, the company offers hiking trips and sea
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journeys. These are ship-based programs organized in partnership with specialized
operators and on small expedition-style ships rather than on large cruise ships. The
choice of working with small expedition-ships encourages more personal interac-
tion, reduces the environmental impact at the visited sites, and fits with the com-
pany’s values and product style.

One of the non-negotiable accommodation services customers require and the
company strives to provide is a private bathroom. Even though this seems an
obvious and trivial facility, it may not be so easy to obtain during adventure travels
in wild destinations, such as in the middle of the desert. In addition, when selecting
accommodation services, the company considers proximity to the destination and
the activities a core choice criterion, so that the itinerary can flow smoothly.

6.2.5 Price Strategy

The company’s price strategies are mainly cost-based and reflect seasonality and
demand flows, as the marketing manager points out:

Sometimes certain seasons are definitely lower, so we will reflect that in the price. Even
though it’s one tour and you have two departures of that tour, one in the spring and one in
the fall, if the fall is lower season we will price it a little bit lower if we can. Some particular
trips have specific festivals and events included in them, so that means that availability will
be more difficult and as a result the price has to be higher. We just try and be fair with our
pricing.

Table 6.1 Tour classifications based on activity level

Activity level Tour description

(1) Easy tours Participants must be able to hike up to one or two hours in
different contexts and conditions (i.e., often walking through
archeological sites, towns/cities and/or rainforests with varying
levels of rugged terrain). They are also required to be able to
walk at least 1 mile (1.6 km)

(2) Moderately easy Participants must be able to hike up to three hours in different
contexts and conditions. They must be able to walk at least
2 miles (approximately 3 km)

(3) Moderate Participants must be able to hike up to four hours in different
contexts and conditions. They must be able to walk at least
3 miles (approximately 5 km)

(4) Moderately challenging Participants must be able to hike up to five hours in different
contexts and conditions. They must be able to walk at least
4 miles (approximately 6 km)

(5) Challenging Participants must be able to hike five or more hours in different
contexts and conditions. They must be able to walk at least
5 miles (approximately 8 km)

Source Author’s elaboration of www.ElderTreks.com
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In addition, the company offers a kind of guarantee for solo travelers, in the sense
that they do not have to pay a single supplement if they are willing to share a room.
However, if there is not another person of the same gender in the group with whom
to share the room, the customer will receive his or her own room without any
supplements. A double room at a single-room price is not sustainable in economic
terms given the small nature of the groups; however, the marketing manager
explains that the company is willing to continue to increase offerings for solo
travelers because they represent a huge market opportunity. The company also
organizes an annual sale for all customers in late fall in which certain trips go on
sale and customers can obtain early booking discounts for the following year.

6.2.6 Distribution Strategy

Currently, direct sale to customers represents the main distribution strategy.
Customers contact the company mostly online and book over the phone. A small
percentage of bookings (about 5%) come from travel agents, but this is a minor
option at present. The company is working to build another distribution channel
through travel agencies and tour operators. This process implies developing
in-depth travel agent programs, commission structure and advertising strategies.
Online direct booking (e-commerce) is not possible yet either, because the company
believes that it is extremely important to interact directly with customers in order to
qualify them and understand their needs and expectations concerning the travel.

Booking online isn’t yet a possibility just because it’s difficult for us to really make sure
that that person is capable of walking or make sure that person knows that they have to have
a particular visa. […] We talk until we can figure that out.

For these reasons, even though many customers contact ElderTreks through the
company website, reservations are mostly made on the phone.

6.2.7 Promotion Strategy

Promotion strategies include the use of print advertising, brochures, web marketing
and, more recently, social media. Since both ElderTrek’s tag line and logo report
the words “exotic adventures for travelers 50 and plus,” the company appeals
directly to the target market in all communication activities.

Most promotion strategies have been implemented through traditional print
advertisement. Specifically, ElderTreks has been collaborating with a publication
called ITN—International Travel News—which is based in California, and with
some other specific 50-plus magazines. In addition to advertising, brochures rep-
resent a strategic communication tool for the company. Even though an online
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brochure is available on the company website, most customers prefer a paper
brochure. As emphasized by the marketing manager:

Fifty-one percent of people still like a print brochure, and I think this age group still likes
that tangible aspect of travel because travel is so intangible and it’s hard to put $5 to 10,000
per person down on a trip, and you have nothing in your hand.

Moreover, the website represents an important vehicle to communicate with
customers. It includes several sections with detailed information about the com-
pany, the tour guides, the types of tours and destinations, and the loyalty programs.
It also includes a newsletter section and a photo-contest section. Through search
engine optimization and search engine marketing activities, the company tries to
drive people to the website to increase brand awareness. The website also represents
a means for customers to get in touch with the company though a contact form.
Recently, the company has also started to use social networks. Facebook, partic-
ularly, seems to fit well with the 50–75 age group, as explained by the marketing
manager:

They [older tourists] are actively using Facebook and a lot of them use it on our tours to
stay in touch with their grandkids or their kids, or even their friends.

For these reasons, ElderTreks is willing to experiment to potentiate its presence on
Facebook and attract older tourists’ attention.

One of the challenges in the promotion strategy is the company’s brand name
because the term “elder” might arouse negative connotation among the target
market, and the company is aware of that. The brand name might represent a barrier
to the extent that some customers prefer not to tell their friends and acquaintances
they are traveling with ElderTreks because of the brand name.

We live in a world where everyone wants to be young. People aren’t always as comfortable
with growing older or they don’t want to necessarily be determined or just put in a box
because of their age.

However, the brand name was created about 30 years ago, and it has developed an
important brand equity so far. In addition, the brand name ElderTreks is also “an
instant qualifier” of the type of target and people can recognize themselves in a
certain age group.

6.2.8 Active Aging and the Challenges for the Next Decades

In ElderTreks’ vision, active aging means pushing the boundaries of age-related
stereotypes and labels, staying active, and keeping healthy without the fear of
growing older:

It’s about forgetting about the stereotypes of aging and just not letting age define you. It’s
about continuing to do what you’ve always done, maybe in a modified way…. It’s about
continuing to be active and healthy and just like not letting this vision of being old and not
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able to do anything get you down, and just continuing to grow older and wise and continue
to be healthy and take care of yourself.

The main challenges for travel companies in the next decades derive from the
increasing interest the 50-plus market has gained among the tourism industry and,
consequently, the increasing competition among travel professionals. One of the
key points for gaining competitive advantage will be the company’s ability to
develop effective segmentation strategies in order to target the right customer with
the right product and develop long-term relationships:

Everyone [older tourists] is going to be targeted by all the travel companies, it’s about
really finding those customers that are our fit and finding them, and nurturing them and
creating very brand loyal customers.

The main challenge regarding destinations willing to attract older tourists will be
accessibility. In other words, destinations should increase their accessibility—for
example, by limiting the steps clients need to take to enjoy attractions and by
providing free Wi-Fi connection. In the words of ElderTreks’ marketing manager,
destinations need to be “easy to book, easy to get to, and offer a comfortable
experience from start to finish” if they want to target older adults.

6.3 Viaggi Floreali—Slowly Walking Among Flowers
and Gardens

6.3.1 Company Profile

Viaggi Floreali is a Slovenian-based tour operator and travel agency that defines
itself as a “small artisanal workshop specialized in the creation of slow travels, for
very small groups, to discover gardens and natural areas of great beauty.” Travel
destinations are mainly located in the United Kingdom, but each year the company
proposes new European destinations.

Erica Vaccari founded Viaggi Floreali in 2012, moved by her passion for
traveling and gardening and supported by her long experience in the industry of
nature-based niche tourism, and specifically with older tourists. Before creating
Viaggi Floreali, she had been organizing cultural and naturalistic walking tours for
a United Kingdom–based tour operator and then designing trips to the Italian
countryside for British tourists. In 2012, she organized the first itinerary in the
Cotswolds, United Kingdom, for a small group of Italian friends, who afterwards
started to spread enthusiastic word of mouth about their experience. This news
reached a gardening magazine, which began to publish articles about Viaggi
Floreali trips on a regular basis. Subsequently, Erica Vaccari was invited to con-
ferences at high-end gardening exhibitions, gardening clubs and associations in
northern Italy. From that experience, she conceived the opportunity to organize
“slow” travel tours for Italian tourists willing to discover the beauty of British
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gardens outside the mass-tourism market and she started to plan new itineraries in
new destinations.

Viaggi Floreali is a self-run company, and the founder follows each phase from
destination selection to the creation of the itinerary and accompanying travelers on
tours. To fully understand the core values that inspire how Viaggi Floreali designs
its tours and what customers’ expectations are, it might be useful to recall the
concept of slow tourism and its pillars:

Slow Tourism must follow two essential principles: taking time and attachment to a par-
ticular place. Taking time means modification of the daily time relationship, specifically a
different perception of nature and living in harmony with a place, its inhabitants, and their
culture. The environment is not merely perceived by sight, but by using all five senses.
Tourists must be able to change pace, to look rather than to see, to experience the area
rather than to endure it. (Yurtseven and Kaya 2011, p. 91)

Hence, the slowness encompasses different elements of the tourist experience:

… the importance of the travel experience to, and within, a destination, engagement with
the mode(s) of transport, associations with slow food and beverages, exploration of
localities in relation to patrimony and culture at a slower pace and, what might best be
described as, support for the environment. (Dickinson et al. 2010; cited in Dickinson and
Lumsdon 2010, p. 2)

Viaggi Floreali shares this concept of travel and arranges its itineraries accordingly,
as will be discussed in Sect. 6.3.4.

6.3.2 The Target

Even though Viaggi Floreali does not explicitly target older tourists, most cus-
tomers have an age ranging from 50 to 65 years. This can be explained by several
reasons. First, gardening is more frequently practiced by adults and older adults
than by younger people; hence, naturalistic tours aimed at the discovery of gardens
is a much stronger travel motivation for older adults than for younger generations.
Second, the concept of “slow travel” particularly fits older individuals’ needs.
Third, the proposed itineraries cost about 2000 euros per week and are hardly
affordable by the Generation Y. However, more so than age, what characterizes the
company’s target is that they are very well-educated individuals, often teachers,
academics, or economists, who are passionate about gardens, gardening, and the
related cultural dimension. Most have their own garden, even if they might have
different levels of abilities and experience.

Customers are mainly from Italy, but there are also Swiss, German, Slovenian,
and British customers. Most are women who travel with their partner or with a
friend. In other cases, there are groups of female friends who choose to travel
together on a private tailor-made tour. For short breaks, there are several single solo
travelers. It is interesting to note that the tours represent an opportunity for solo
travelers to meet people who share their interests and who often become their travel
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companions for future tours. Tourists with mobility difficulties can participate as
well. Almost all British gardens are accessible to people who use wheelchairs. In
addition, a private coach is always available during the journey if anyone needs to
rest.

6.3.2.1 Customers’ Expectations

Most customers joining Viaggi Floreali’s tours expect to spend a relaxing time
discovering beautiful natural scenery and gardens with people who share their
passions, but without feeling the pressure of competing over their gardening abil-
ities. They want to enroll in off-the-beaten-track itineraries, and take part in pleasant
and quiet activities. In addition, they expect to engage with the local culture and try
the local food. In the words of the founder:

Participants expect great relaxation, beautiful places, slowness, good food. This is what you
would expect, especially to relax, not to go there with the idea “There is someone who
knows more than me, I know nothing.”

These types of traveler represent the company’s core target. In addition, there are a
few customers who are moved more by curiosity or “the fashion of the moment”
than they are by a profound interest in gardening. They typically get to know
Viaggi Floreali from magazines and do not have precise expectations about the
travel.

6.3.2.2 Customer Satisfaction

So far, Erica Vaccari has had a direct relationship with each single traveler, from the
pre-trip phase, when customers may contact her online, by phone, or personally
during an event, to the post-trip phase, when she invites them to write a travel
review on the company website. The close relationship with customers during the
travel facilitates a precise understanding of their needs and expectations, and thus
she can monitor their satisfaction constantly. The slowness of the itineraries also
permits her to adapt the pace of the travel according to specific needs that might
arise on site, as explained in the interview:

Many customers need to use rest rooms quite often. Therefore, we keep a slow pace and we
make frequent breaks. We also have short transfers between destinations and points of
interest. We eat always at the same time, quick lunches, but no sandwiches on the go.

Customer satisfaction is extremely high; there is a 90% return rate and new cus-
tomers very often decide to travel with Viaggi Floreali because of positive word of
mouth. This further enhances customers’ expectations and stimulates the company
to continuously improve service standards and the quality of the experience.
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6.3.3 Positioning

The core values that most inspire Viaggi Floreali are health, well-being, quality,
beauty, and nature. The attention to these aspects of life distinguishes the com-
pany’s products from competing offerings. In the words of the founder, there are a
few tour operators and agencies that propose garden travels, but they usually
arrange itineraries for larger groups of people, whereas Viaggi Floreali focuses on
very small groups and highly selected gardens. The aim of a tour is not to see as
many things as possible, but rather to go deep into detail, to listen and observe, and
to taste and appreciate the richness each single garden has to offer. For example, a
one day itinerary includes a visit to a maximum of two gardens, sometimes only
one, and travelers can spend up to four hours in the same garden.

In addition, while competitors organize study trips with an expert, such as a
well-known gardener or a landscape architect, Viaggi Floreali proposes cultural
trips in a broader sense in which every participant can share his or her experience
and knowledge with others. There are no formal teaching classes, even if there
happen to be tourists with 40 years of gardening experience. In fact, visiting gar-
dens offers an unconventional means for getting in touch with different people and
different cultures, and learning from them in a relaxed and non-competitive
atmosphere. The following is an extended passage in which the founder describes
how the travel experience can influence a tourist’s cultural experience:

I never choose famous gardens. I rather look for something unique about the owner’s
gardening method, or ethical choices or the garden’s story. Through the garden, we
understand that there are different cultures. I try to bring tourists closer to the greatest thing
of British culture: respect for nature, respect for public parks and gardens, the foresight.
People return home culturally enriched. They begin to love more their environment and
their own green. They become more critical and aware in their purchases, they learn to go to
greenhouses and ask for untreated seasonal products. So, this is definitely a cultural
journey.

6.3.4 Product or Services Offered

The process for organizing a tour starts by investigating the gardens available in a
certain area. After an extensive research on websites, blogs, and books, Erica
Vaccari selects a few gardens or historic houses with gardens on the basis of their
peculiarities and unique features. For example, she looks for the oldest garden in a
certain area, or the most recent garden, or the garden that presents only one plant
species. Then, she visits the site for reconnaissance, in order to select stunning
locations and points of interest—such as parks, coastlines, natural landscapes, and
historic villages—in the surrounding areas. In terms of time scheduling, the tours
respect older individuals’ biological rhythm and need for pauses. They usually start
a little later in the morning and they cover only small areas. Transfers between
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points of interest usually take 20–30 min; only in the circumstances of an essential
attraction to visit would the transfer take up to an hour. The company’s decision to
cover small areas is motivated by the desire to give tourists the opportunity to stay
outdoors for as long as possible and to experience destinations rather than just
visiting them. This feature further distinguishes Viaggi Floreali’s travels from
competing offerings, as emphasized by the founder:

Other competitors already offer tours with hours-long transfers and a huge amount of things
to see, but in my opinion it is important to know in depth small areas.

In line with the concept of slow travel and the desire to bring tourists closer to the
local culture, the accommodation is organized mainly in small family-run
bed-and-breakfasts.

Since 2015, Viaggi Floreali has classified its offering in three main types of
travel, which are differentiated according to the level of knowledge and passion for
gardens of the participants, as summarized in Table 6.2.

The first category, master travels, is aimed at true gardening lovers and includes
a visit to two gardens per day escorted by the gardens’ owners or the chief gardener.
Participants usually prefer to travel off-season. Their age ranges between 50 and
85 years, but the majority of travelers in this category are 50–65 years old. The
second category, light travels, is designed for individuals who could be defined as
“garden-neophytes,” that is, tourists who are curious about gardens but who give
more importance to the naturalistic and relaxing dimensions of the trip. They
usually do not have a garden and prefer to travel in summer, motivated by the desire
to experience something different from their usual routine. Light travels include
more free time than master travels, more visits to manors and villages, and fewer
visits to gardens. The third category, short trips, is aimed at individuals with a
strong interest in gardens who cannot take a week off work in low season and
therefore prefer short breaks. Participants are usually 40–55 years old. Finally,
since 2017, the company has proposed a new type of trip called “carefree travels,”
aimed at families with children. These itineraries for eight people combine the
slowness of countryside lifestyle with the beauty of landscape, and visits to small
private gardens with big parks. In addition, Viaggi Floreali organizes tailor-made
tours for groups of British tourists to a maximum of 20 participants to visit the
Italian region of Friuli Venezia Giulia.

Table 6.2 Types of Viaggi Floreali travel

Types of travel Target Age Length Season

Master travels Gardening lovers, mainly retirees 50–85 1 week Off-season

Light travels Garden neophytes 40+ 1 week Summer

Short trips Garden lovers, still working 40–55 3–4 days Off-season

Carefree travels Families with children 30–45 3–4 days Summer

Tailor-made tours Groups of minimum four people or
associations interested in gardening

Customized

Source Author’s elaboration
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6.3.5 Price Strategy

Viaggi Floreali positions its products at a high-end market price. The prices for the
proposed itineraries are fixed and are available on the website, whereas for tailor
made tours prices are personalized according to the requests of a certain group of
customers.

6.3.6 Distribution Strategy

Viaggi Floreali has no intermediaries and sells directly to customers. This decision
is motivated by the founder both as an ethical choice and as a personal attitude to
travel:

I decided to eliminate all intermediaries to contrast the global trend [of big intermediaries]
and to support small companies, such as local B&Bs rather than big international hotel
chains. In addition, I like the personal contact, I know I can only trust the people with
whom I have a personal relationship. And that’s why people keep coming on tours with me,
because I take personal responsibility for what I do. I also like to go back to the same
destinations to support the local economy.

Customers can contact Viaggi Floreali online through the company website, or by
phone, or personally during one of the several exhibitions and events the founder
attends. Tourists usually book the travel well in advance, from six to 11 months
before departure.

6.3.7 Promotion Strategy

Below-the-line activities2 represent the main promotion strategy of Viaggi Floreali.
The founder often participates in gardening exhibitions and events at which she
narrates stories of her travels, shows pictures and circulates a form for participants
to sign to subscribe to the company’s newsletters. When new travel itineraries are
available, customers on the mailing list receive a newsletter and usually, within
24 hours, the group of participants is complete.

Travel proposals are also presented on the website. The concise description of
the itineraries, enriched by numerous photographs, provides a narration of the travel
atmosphere, a plunge into the beauty of the places rather than a list of technical
details. Given the importance that the company attributes to personal contact and
relationships, the website includes personal information about the founder and how

2Below-the-line activities include direct, often personal communication with the target, such as
direct mail and public relations. Above-the-line activities usually refer to adverstising (Smith and
Taylor 2004).
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she established Viaggi Floreali. In addition, a section is dedicated to tourists’
reviews of their travel experiences. Finally, the website presents a project called
“Women of flowers”, which consists of flower-composition workshops targeted at
women and located mainly in Italy. This initiative was inspired by the sustainable
flower movement, which promotes the use of organic, local, and in-season flowers.

Viaggi Floreali also has a Facebook page, but in the words of the founder it is
mostly a window to show pictures of the travels and post upcoming events.
Customers rarely use it to communicate with the company.

Regarding above-the-line activities, only once, back in 2013, did Viaggi Floreali
pay for a print advertisement in Gardenia, a well-known monthly gardening
magazine distributed in Italy. Afterwards, Gardenia started to publish articles about
Viaggi Floreali travels and initiatives on a regular basis, for free, thus representing a
useful promotion tool.

6.3.8 Active Aging and the Challenges for the Next Decades

According to Viaggi Floreali’s experience, education plays an important role in
supporting active aging. In general, older individuals who like gardening are active
both physically, because they practice outdoor activities in their gardens, and
mentally. In this sense, active aging can be described as being open to new
experiences and new stimuli, and being curious.

In the next decades, one of the main challenges for the older-tourist market will
be related to time and money. Erica Vaccari believes that the next generations of
older individuals will have less available time because they will be increasingly
involved in providing childcare to their grandchildren. In addition, they will
probably have also less discretionary income because of the rapid changes in the
welfare and pension system of European countries, in particular Italy.

To face these changes in demand without compromising on service quality,
Viaggi Floreali proposes the need to “resize”, especially for small companies. This
“resizing” implies accurately segmenting and selecting customers, reducing inter-
mediaries to keep the costs down, and reducing the length of the trip to provide high
quality experiences at a reasonable price.

In addition, health represents an important challenge for companies willing to
target older tourists. Travel organizations need to provide thorough assistance to
older tourists to reassure them and encourage a desire to travel, even when they
might not have a travel partner. Viaggi Floreali believes that small-group tours
represent a particularly supportive environment for older tourists with health issues,
as described by the founder:

The older you get, the more likely you are to have health needs, the more you need to know
that you will not be ignored during the trip. In small groups, it is easier to monitor if
everything is going fine, because often people do not have the courage to say “we are going
too fast, I cannot keep up,” or “I do not find anything I can eat on this menu.” […] In
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addition, one thing that scares older persons is to be alone, not having a partner to travel
with, to be set aside, not only in travels, but also by society.

Finally, the founder emphasizes the importance of increasing “familiarity” in the
travel offering. Familiarity can be communicated, for example, through handmade
products, homemade cakes, and personalization of the hospitality services.

Nowadays the world of tourism is very impersonal […] Let us remember that people aged
70 today are those whose mothers and grandmothers did everything in the house.
Therefore, through homemade products they remember their own childhood, or what they
do now for their grandchildren, or what they used to do for their children. Therefore,
familiarity and a personal touch are essential.

Often, older tourists prefer to rely on professionals, not because they no longer
feel able to arrange their travels or they have health-related needs, but rather
because they no longer have the energy to do that; they need to relax, unwind, and
feel they are looked after and cared for. To conclude, organizations in the tourism
industry willing to attract older tourists should provide high quality customer ser-
vices and a personal touch.

6.4 Algarve Senior Living—Accommodation
Solutions for Long-Term Stays

6.4.1 Company Profile

Algarve Senior Living offers rental-based independent living propositions for
50-plus, typically retirees or near retirees from more than 20 countries around the
world, in Southern Europe. It currently has a focus primarily on the Portuguese
market, on the Algarve and the Lisbon coast, and has a presence via preferred
partners on the Silver Coast3 and Madeira.4

The business has two core activities. First, it assists anyone who is 50-plus,
typically retirees or near retirees, to find accommodation solutions to spend
extended periods of time, usually in the winter, in southern Europe. Second, it aims
to help the same group of people retire or move permanently to southern Europe.5

3The Silver Coast (Costa de Prata) begins north of Lisbon and stretches about 150 km to beyond
the coastal town of Nazaré.
4Madeira is a Portuguese archipelago situated in the north Atlantic Ocean, south-west of Portugal.
5According to the United Nations World Tourism Organization (2010, pp. 101–102), a visitor is
“any person travelling to a place other than that of his/her usual environment for less than
12 months and whose main purpose of trip is other than the exercise of an activity remunerated
from within the place visited.”More specifically, a tourist is a visitor traveling for leisure purposes.
In this sense, older people who retire or move permanently to another country cannot be con-
sidered tourists, even though they represent an extremely interesting market phenomenon.
Therefore, in line with the purpose of this book and its focus on older tourists, this case study will
focus only on the long-stay rental activity provided by Algarve Senior Living.
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For this reason, Algarve Senior Living includes both long-term rental-based
accommodation and the sale of real estate.

Algarve Senior Living was born because Luis Teixeira da Silva, founder and
director, had been working with northern European investors who were looking to
create living villages for older persons in the south of Europe, specifically in the
Algarve region. Before launching the business in 2014, the Algarve Senior Living
team conducted extensive market research about “senior living,” including both
primary research among national retirees, international expatriate retirees, and
foreigners looking to emigrate to Portugal, and secondary data analysis of industry
reports and interviews. What emerged was the existence of a significant demand for
accommodation solutions for older persons in southern Europe and an opportunity
to fill a gap in the market. Therefore, a big institutional investor acquired land in the
Algarve region to build a “senior village” along the lines of United States,
Australian, and South African models. However, that project became embroiled in a
protracted planning process and the company decided not to wait but to enter the
market with other types of partnerships and solutions. Even though the company’s
official name is Senior Living Villages, the brand used in most communications
activities for the Portuguese market is Algarve Senior Living. 6In fact, the pilot
market was Portugal and the regions within Portugal, the Algarve in particular. The
Algarve is the southern coastline of Portugal, renowned for its beaches, the pic-
turesque historic towns, and the mild weather all year round. The Algarve also
provides good value for money, especially when compared with other north
European or North American countries. Hence, this area was chosen because it
demonstrated high attraction and demand.

6.4.2 The Target

Customers come from about 20 countries, mainly northern Europe and North
America, and the majority (about 95%) are active and independent. They are
usually individuals who have already traveled extensively, or who used to have an
international job or international posting, and who are looking for new experiences.
Therefore, they are predisposed to long-term stays in a country or to permanently
move there, as explained by the founder:

We’re looking at people who have characteristics of having traveled and looking for an
adventurous streak […] the ability and the willingness to think of new opportunities and
new challenges, even at a more advanced stage of life.

In addition, the target includes individuals who are conscientious about financial
and retirement planning, and who are willing to drive down their retirement costs.

6Since the interview was conducted, a new brand name has been introduced in the Portuguese
market (i.e., Portugal Senior Living) and a similar brand strategy will soon be adopted for Spain.
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According to the company, southern Europe can offer this possibility, especially for
individuals from the northern European or Northern American markets.

About 70% of customers are couples and 30% are singles. However, there has
been an increase in the number of single people showing interest in long-term stays
in Portugal. The founder emphasizes the fact that Portugal is a particularly safe,
hospitable country and a friendly destination, also for single travelers:

There are existing single people that have been widowed or they’re divorced or they have
never married. I think people understand that there is actually no stigma attached to being
single, either for men or women.

There are no age-related limitations, even though people interested in accommo-
dation within a “senior village” usually share interests and have similar age profiles.
However, customers might be biased with regard to this type of solution:

We get age-related questions, such as, “Do you have an age limit?” or “Do you need to be a
minimum age?” The 50 or the 55-plus question often arises. The answer is, we do not, but
the customers often in their heads have some age-related preconceptions.

6.4.2.1 Customers’ Expectations

According to the founder, customers’ expectations concern two key elements,
which the company strives to satisfy, namely, personalization and choice.
Regarding personalization, customers expect the company to provide a tailor-made
service:

They want to feel that you are considering their particular requirements, which means that
you have to have a fairly intense engagement process with the customer. They’re expecting
you to engage with their individual situation.

In addition, customers want the company to guide them through the
decision-making process by helping them choose the solution that best fits their
needs:

Customers know more or less what they want, but they don’t know exactly what’s avail-
able. It’s often a unique experience to guide them through the process of showing them the
options.

Besides these two main points, customers expect reliability and good value for
money. Specifically, they want an appropriate type of accommodation. In this
regard, the company devotes great attention to selecting only certain types of
accommodation that respect accessibility requirements, as explained by the founder:

It’s almost all accessible, it’s either single floor or it’s all served by elevators. We try to
reduce the number of stairs. Usually people are independent. They come to the point where
they might not wish to climb stairs, so we don’t have many duplexes, for example, or
townhouses, those are two floors. This is not the type of accommodation that will be
appealing for most seniors.
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In addition, all accommodation services are in close proximity to amenities and
services. In the company’s experience, older people tend to move away from iso-
lated, lovely countryside or mountainside areas, and toward destinations that are
close to facilities and where there is no need to drive to find basic services. In
relation to this, the founder clarifies:

[If you stay in isolated areas,] then you need to drive half an hour to get a loaf of bread or
some milk, or if you have an emergency your neighbor is too far away. Or there is no
hospital or medical clinic close by. Customers want those services and amenities such as
restaurants, some sort of proximity to a health professional […] and they want many of
these things to be walking distance. The fact that they don’t want to use a car is something
that we are hearing more and more.

Moreover, for destinations such as the Algarve, there is an implicit expectation
of proximity of accommodation to the coast, especially for customers coming from
inland towns or industrial areas.

6.4.2.2 Customer Satisfaction

Even though customer satisfaction is not systematically monitored, the company
receivesplentyof informal feedback fromcustomers.As explainedby the founder, this
is a very small, very personalized business, which focuses much of the effort on
delivering the customers’ services rather than on perhaps collecting structured feed-
back. Nevertheless, the long interaction with customers and the personalization of the
services make it possible to observe their behaviors and monitor their levels of satis-
faction. From informal feedback, it is evident that customers are highly satisfied. In the
near future, the company is willing to further increase customer satisfaction analyses.

6.4.3 Positioning

There are a few points that distinguish Algarve Senior Living from its competitors:

• a focus on the older market
• a vast choice of possibilities
• rental and sales opportunities
• the geographic region.

First, the company is focused exclusively and explicitly on the older market. In
the words of the founder, there are several businesses around the world, such as
hotels or tour operators, that have turnovers of older tourists in the range of millions
or billions. However, very few of these businesses actually identify themselves in
their branding and positioning strategies as exclusively for the older market.
Conversely, Algarve Senior Living targets only older people, and even in the brand
name there is an explicit reference to the target market.

Second, the company offers a great variety of choice. Specifically, a concierge
style service allows customers and potential customers to engage with the company
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at any point in the process, whether they have already selected a destination and are
looking for a place to stay, or whether they just want some information about a
destination. As explained by the founder:

I think the lifecycle of our relationship with our clients is much, much longer than the
typical business.

Third, the company works in rentals and sales, even though it is not a real estate
agency in the traditional sense of the word. Algarve Senior Living intends to
provide accommodation solutions taking into account customers’ needs in a des-
tination as a whole:

If customers come and ask for advice or information about the cultural lifestyles and
activities that are happening, for example, in the greater Lisbon area in the winter, we can
talk to them and they can talk to us without any pressure, thinking that they now have to go
and rent an apartment or buy a house.

Finally, the company has purposefully not identified itself in terms of a specific
geographical market of origin, such as “the British specialist” or “the German
expert.” Even though most of traditional older tourism to the Algarve derives from
the English or German markets, the company has invested in expanding the target
across more than 20 countries and it has specialists that speak eight languages. In
addition, although at the moment Senior Algarve Living is working directly only in
the Portuguese market, the plan is to expand the offering into Spain and other
European markets. As summarized by the founder, the aim of the company is first
to develop the business model toward a multi-stream and multi-destination market,
and afterwards to grow in volume.

6.4.4 Product or Services Offered

The two main types of offering include accommodation rentals and real estate
options. Most customers look for independent living; however, the company also
provides semi-independent or assisted living, and shared or dependent living.
Assisted living or care solutions are for now directed mainly to persons willing to
retire or move to Portugal, although the company is willing to develop these types
of accommodation for tourists with assistance needs that want extended stays (e.g.,
over winters) in Portugal or southern Europe:

Our next projects include to finding operators in other countries, in particular colder
countries that have guests or residents who have an element of care and that would like to
spend their winters or some months of the winter abroad.

Around this core business, the company has developed a range of other services,
which aim at helping people make their decision: either to permanently retire to or
move to the destination, or to spend time in the destination on a periodic, recurring
annual basis, for example in winter. The company also has a department that deals
with immigration and visas to support customers with practical requirements. To
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help customers choose the right destination according to their needs, Algarve Senior
Living organizes discovery trips and discovery tours, which allow people in a short
time to obtain an overview of the type of environment, lifestyle, and culture of a
certain region. On these trips, tourists usually stay one month or longer to expe-
rience the destination before making a decision about whether to buy or rent
accommodation for a longer period, as explained by the founder:

We have other people that come in the winters for one, two, three, four, five months […] If
your objective is to move permanently or to retire abroad or to spend winters abroad, going
on a holiday for a week does not give you the same impression and idea of the market as
would a longer stay.

However, for people coming from far away, the company organizes very
intensive experiences over a short period, typically about two or three weeks. This
is mainly because some pre-retirees may still be working and they cannot take much
leave from work. The preferred locations for these discovery visits to form an idea
of the region include most of the characteristics and facilities of a four-star hotel,
and they also ensure independency.

6.4.5 Price Strategy

The price strategy depends on rental or buying solutions and on the degree of inde-
pendent living required by customers. Pricing is not per person but per destination
property. For rentals, the price ranges from about $500 to $2000 a month per apart-
ment or per suite. The pricing model also depends on a number of factors, such as the
number of bedrooms, the location, and the number of on-site services and amenities.
For example, some accommodation solutions include a reception, an indoor heated
pool for the winter, and sporting facilities like a gymnasium. In such cases, that price
will be higher than that for accommodation in a singlefloor apartment with a nice view
in a good location but without any of the on-site amenities.

6.4.6 Distribution Strategy

Senior Algarve Living has around 18 different distribution channels, including both
direct and indirect. Partners comprise a variety of service providers. Some specif-
ically work in the travel industry, such as travel agencies or tour operators; others
belong to related business, such as real estate agencies, financial advisory firms, and
health providers, to name a few. This is a particularly important strategic marketing
tool for the company and it also offers a competitive difference. In the words of the
founder, Algarve Senior Living is very strongly partner-oriented:

We like working with partners because we feel that this is one of the ways in which we create
distribution. We are much less present in terms of social media and online presence because
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we have specifically focused our first years of the business on creating the start of an
international distribution network through our partners.

6.4.7 Promotion Strategy

The company employs mainly below-the-line promotion activities. As mentioned
above, direct relationships with distribution partners are considered extremely
important to attract customers. In addition, Algarve Senior Living participates in a
number of industry-related events, especially in several northern and southern
European countries and in the United States.

The website provides information, both for tourists intending to spend long-term
stays and for older persons willing to retire to southern Europe. In addition, the
website includes information about the locations in the Algarve, the types of
accommodation options, and auxiliary services available.

Currently, advertising is not a priority. However, the company would prefer to
work with selected industry publications available across different countries using a
results-based approach because, according to the founder, it is very difficult to
measure the benefit of promotion strategies such as advertising.

A key point in promotion strategy is the use of the brand name Algarve Senior
Living. The founder explained that there was huge debate for many months before
making a decision. Several terms were taken into consideration, including, for
example, retirement; however, this last word was discarded because of the different
meaning it can assume in the United States and in the United Kingdom, which
represent two important markets for the company:

In the US, a retiree is seen as an active, participative, very independent person. Whereas in
the UK for example, a retiree is seen as somebody that is maybe not so active anymore, and
therefore the word “senior” is a little bit more proper to them, less care dependent. Even
among the English-speaking markets, we have a divergence of this understanding or the
interpretation and the connotation of the word. At the end of the day, it was important to us
to make clear to the market what demographic we were targeting and addressing.

6.4.8 Active Aging and the Challenges for the Next Decades

In the company’s vision, active aging is synonymous with choice. Older people
who want to age actively need to feel that they can do this just as they envisage or
wish. Hence, active aging is not only linked to being physically engaged, but also to
actively leading one’s own life, notwithstanding age. In the following quotation, the
founder emphasizes that the word active may be ambiguous at times and he pro-
vides an interesting interpretation of aging actively as being able to choose:

The word active is sometimes a little bit misleading because some people see it as everyone
running around doing radical sports, climbing mountains or skiing. It is about engaging
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with the process of aging, whether it be physical, mental, intellectual, or social. That often
is linked to the personality of people and to choice […] For example, if you’re somebody
who worked very hard physically all your life and you just want to relax now, to read books
and maybe just spend some time in certain locations, visiting museums […] this is mentally
stimulating, this is active aging, as well […] The term “active aging” for me is all about the
ability to define and conduct your aging process, and that has fundamentally to do with
being able to choose, to pick the options that you most want.

According to Algarve Senior Living, one of the main challenges for the tourism
industry will be to provide a sufficient level and quality of services and solutions for
an aging market. Specifically, there are three main areas that the tourism industry,
as well as tourist destinations, need to focus on providing:

• accessible accommodation
• comfortable accommodation
• the right location and services.

First, a key requirement is accessible accommodation. For example, it is of the
utmost importance in hotel rooms to have ramps instead of stairs, because this kind
of infrastructure significantly increases the quality associated with the accommo-
dation, even if customers do not have mobility problems. Accordingly, the founder
suggests that there is a need for accommodation operators to be much more con-
scious about accessibility requirements. This could also represent a distinctive
positioning feature. Secondly, as emphasized by the founder, older persons like
comfort. For example, they expect to find accommodation that is easy to use, with
heating and cooling, and the bathrooms should have showers with easy access.
Overall, accommodation should focus on these elements as a key design compo-
nent. Third, older persons tend to prefer proximity to services and facilities.
Therefore, the location of accommodation, be it a hotel or an apartment, is crucial
for satisfying older persons’ preferences, especially tourists looking for long-term
vacations such as winter stays.

Finally, from a wider, policy-maker perspective, the founder highlights the
importance of promoting the research participation of different institutions, gov-
ernments, and public bodies in the solutions that enable people to travel easily
across international borders, especially within the European Union.

6.5 Discussion

The three case studies refer to different types of business, target, and product
offering. Accordingly, the challenges the organizations must face and the marketing
practices they adopt present a number of peculiarities, but they also share some
common characteristics (Table 6.3). For example, in terms of customers’
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expectations, a common element that emerged is that customers want a personalized
service; they want to be taken care of and simply relax during their travel, without
having to worry. For this reason, all three companies devote much time to listening

Table 6.3 A summary of case studies profiles

ElderTreks Viaggi Floreali Algarve Senior Living

Type of
business

Tour operator Tour operator and
travel agency

Accommodation solutions
(rental and sale)

Location Canada Slovenia UK

Destinations Africa
Americas
Asia and Pacific
Europe
Middle East
Polar

Mainly UK
The Netherlands

Portugal (mainly Algarve)
Spain
Southern Europe

Target Adventurous tourists Gardening
lovers/cultural
tourists

Independent tourists

Age 50+ Mainly 55–65 50+

Customers’
expectations

To be taken care of Relaxation Personalization
Choice
Accessibility
Proximity

Degree of
personalization

Low (fixed packages) High (for
tailor-made tours)
Medium (for
inclusive packages)

High

Customer
satisfaction

Post-travel survey Informal feedback
Travel review on
website

Informal feedback

Positioning Responsible and
sustainable adventure
travel

Slow travel among
gardens

Vast choice possibilities
Rental and sales
Geographic region

Product All-inclusive tours
Different levels of
activity

All-inclusive tours
with garden visits

Long-term stays
accommodation

Price Good value for money High-end Ranges according to type
of property and services

Place Mainly direct sale Direct sale Direct and indirect
channels

Promotion Print advertising
Brochures
Web marketing

Gardening
exhibitions
and events
Website
Publicity

Industry events
Website

Terminological
ambiguity

Elder Not relevant Senior versus retired

Source Author’s elaboration
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to customers, from before the trip to after the trip. In the pre-trip phase, listening to
customers is particularly important because it helps companies to understand cus-
tomers’ needs and expectations. In this regard, ElderTreks conducts long phone
calls with its customers before booking a tour, Viaggi Floreali participates in
several events dedicated to its target and the founder talks to tourists in person.
Algarve Senior Living has a “concierge-like service” that provides a wide spectrum
of information. In the post-trip phase, customers’ feedback is considered very
important by all companies, but whereas ElderTreks and Viaggi Floreali system-
atically conduct customer satisfaction surveys or monitoring after the trip, Algarve
Senior Living relies on informal feedback from customers and is more
business-to-business oriented.

Regarding the target, ElderTreks and Viaggi Floreali identify their potential
customers mainly on the basis of travel motivations, while Algarve Senior Living
focuses on destination preference and length of the trip as major segmentation
criteria. In addition, while ElderTreks and Algarve Senior Living explicitly refer to
demographic age in their brand name and communication activities (“elder” and
“senior,” respectively), for Viaggi Floreali, age is the result of a type of motivation
that is more widespread among older tourists than among younger generations.

According to the different targets, different expectations and requirements
emerged. However, comfort seems to be a common ground for older tourists, be it
in a tent in the desert, while visiting gardens in the United Kingdom, or when
spending winters on the Algarve coast. Comfort can therefore assume different
meanings: the presence of facilities (ElderTreks), respect for biological rhythms
(Viaggi Floreali), and accessibility (Algarve Senior Living).

All companies have a clear, distinctive positioning and classify their products
according to different levels of activity (ElderTreks), intensity of travel motivation
(Viaggi Floreali), and independency (Algarve Senior Living). Prices can range from
medium to high but, as pointed out by the interviewees, older tourists are attentive
to how they spend. They expect good value for money and high quality services.
They are not prepared to negotiate on high service standards.

With regards to distribution strategies, ElderTreks and Viaggi Floreali prefer
direct sale, while Algarve Senior Living invested the first two years of its activities
to developing partnerships with other companies in the tourism industry and other
contexts. Consistently, Algarve Senior Living focuses its communication on busi-
ness partners, while ElderTreks and Viaggi Floreali prefer to communicate with
their final customers. Because of the different dimension of the company,
ElderTreks uses traditional print advertising, whereas Viaggi Floreali participates in
numerous exhibitions and events for gardening lovers. All companies use their
websites to inform customers about their products, upcoming news, and events.
However, direct contact over the phone or in person is considered a preferred
communication strategy.

An interesting point that emerged during the interviews with ElderTreks and
Algarve Senior Living is the difficulty of finding the most appropriate terminology
to refer to older tourists because of the ambiguity of age-related terms even among
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English-speaking countries (see Chap. 7). For Viaggi Floreali, this is not a priority
since the company does not refer explicitly to age in its brand name or in its
communication activities.

Finally, some interesting context considerations emerged regarding active aging
and the challenges for the tourism industry in the next decades, as reported in
Table 6.4. All companies agree that active aging is not defined mainly by being
physically active. Further, they attribute specific connotations to aging actively. For
ElderTreks, it means pushing beyond age-related stereotypes toward aging without
fear. For Viaggi Floreali, it implies being curious and open to new experiences,
while for Algarve Senior Living, it means most of all having choice, having the
possibility to decide how to age. Concerning the challenges for the future, the
companies emphasize the importance of offering services specifically designed for
older tourists, both in terms of intangible characteristics and physical requirements.
For example, Viaggi Floreali highlights the need to provide a personal touch and
familiarity, while ElderTreks and Algarve Senior Living both underline the
importance of accessibility. In addition, time and money constraints (Viaggi
Floreali), as well as health-related issues (Viaggi Floreali and Algarve Senior
Living), will be major challenges in the decades to come. Accurate segmentation
strategies can help to develop the most suitable offerings for specific targets and
develop long-term relationships with loyal customers.

To conclude, the analyses of the case studies make three major contributions to
the research:

• They provide an original perspective of older tourists’ characteristics from a
supply-side point of view.

• They offer useful insight into companies’ marketing strategies and practices
regarding older tourists.

• They widen the field of analysis from single case studies to the broader market
context by enriching the meaning of active aging and helping to define the main
challenges for the next decades.

These aspects will be addressed in more detail in Chap. 7.

Table 6.4 Context overview

ElderTreks Viaggi Floreali Algarve Senior Living

Active
aging

Going beyond
stereotypes
Not having fear

Being curious
Being open to new
experiences

Having choices

Challenges Segmentation
Accessibility

Time and money
constraints
Health
Familiarity and
personalization

Accessibility
Comfort
Location and facilities (e.g.,
for health)

Source Author’s elaboration
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Chapter 7
Strategic and Operational Marketing
Tools for Older Tourists

Abstract Building on the literature review and the case studies previously dis-
cussed, this chapter identifies some key strategic elements suppliers should consider
before addressing the older tourist market, such as terminology issues, segmentation
approaches, positioning, service design and customer care. In addition, it proposes
some operational directions for implementation of the marketing mix. For example,
companies need to clearly define their product offerings according to the level of
specialization and accessibility, and to go beyond mere discount policies for older
tourists and pursue a differential pricing strategy. Further, companies should boost
the potentialities of the Internet, both as a distribution channel and as a commu-
nication or interaction platform for older tourists. This chapter provides a practical
toolbox, as well as hints for future research, which can benefit both researchers and
professionals or practitioners.

7.1 Strategic Marketing for Older Tourists

The tourism industry has been described as “the constellation of businesses, public
agencies, and non-profit organizations that create products to facilitate travel and
activity for people away from their home environment” (Smith 1994, pp. 592–593).
Older tourists represent an attractive market for all the operators within the tourism
industry, from hospitality and accommodation businesses, to museums, shopping
centers and service providers in general. Older tourists, especially retirees, could
also represent an important tool to contrast the negative effects of seasonality
because they are more flexible and tend to travel in off-peak season (Tiago et al.
2016). Drawing on the literature review about older tourist behavior and on the case
studies1 discussed in Chap. 6, Sects. 7.1 and 7.2 intend to offer some practical
directions for professionals in the tourism industry willing to target older individ-

1The three case studies presented in Chap. 6 include a Canadian-based tour operator offering exotic
adventure travels (ElderTreks), a Slovenian-based tour operator and travel agency specializing in
slow garden travels (Viaggi Floreali), and a United Kingdom-based company providing long-term
accommodation solutions in Southern Europe (Algarve Senior Living).
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uals. In particular, Sects. 7.1.1, 7.1.2, 7.1.3 and 7.1.4 focus on strategic marketing
tools (i.e., terminology issues, segmentation approaches, positioning strategies,
service design and customer care), while Sect. 7.2 addresses the marketing mix
(i.e., product, prince, place and promotion strategies). Next, Sect. 7.3 discusses the
limitations of this study and provides directions for future research in this field.

7.1.1 Terminology Issues: Older, Senior, or …

Both the literature review and empirical analyses have revealed a variety of
approaches to defining older people. Two main concerns arise when labeling older
individuals with age-related terms: the first regards self-perceptions of age and the
second to the connotation of words, as explained hereafter.

(1) Self-perceptions of age. Defining older individuals in terms of chronological
age is risky because people do not like to be categorized in rigid schemes. In
addition, subjective age (Tuckman and Lorge 1953), that is, how individuals per-
ceive themselves, more than chronological age influences individuals’ interests,
lifestyles, and consumer and travel behavior (Muller and O’Cass 2001; González
et al. 2009; Le Serre and Chevalier 2012; Guido et al. 2014). For example, within
the same Senior Travel Forum of TripAdvisor, it is possible to find people with
different chronological and self-perceived ages. Tom, about 50 years old, asks:

Too old for backpacking and staying in hostels? What are the pitfalls of a person in their
50’s going traveling and using hostels?

In the same forum, Lisa, 92 years old, asks for recommendations since she is about
to plan her next independent holiday:

I’m 92 and still upright. I’ve traveled the world but now I can’t walk far. … Now I am
looking for a warm alternative for Sept/Oct—a hotel or apartment preferably near a bus
station where I can board the buses to travel around, a level road outside with shops and
supermarket. Not bothered about restaurants—I usually book half-board or self-catering …
a good view from a balcony would be a bonus. Any suggestions would be appreciated.

Both academic researchers and practitioners hold different ideas about “how old is
old,” about the bottom-age threshold to start considering a person as “old” or
“older.” Some scholars use the age of 50 to refer to older adults (e.g., Littrell et al.
2004; Sellick 2004; Sudbury and Simcock 2009; Le Serre and Chevalier 2012; Chen
et al. 2013b), others consider the groups 50–64 as pre-seniors (Caber and Albayrak
2014) or prospective seniors (Chen et al. 2013a), while yet others consider 60 or 65
as the minimum age to refer to older adults (Chen et al. 2013a, b; Caber and
Albayrak 2014; Friemel 2014). In the case studies examined, both ElderTreks and
Senior Algarve Living explicitly target the 50-plus age group. However, several
companies in the tourism industry provide price discounts for individuals aged
65-plus, which in many countries corresponds to retirement age.
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(2) The connotation of words. Words are not neutral. Naming objects implies
giving them a meaning. Several studies show that ageism occurs through the use of
words (Nielson and Curry 1997; Thompson and Thompson 2009; Milner et al.
2012). Research has demonstrated that persons exposed to negative images tend to
perform worse than persons exposed to positive stimuli (Levy and Langer 1994;
Guiot 2001; Coudin and Alexopoulos 2010). In other words, negative stereotypes
about age affect older people’s self-esteem and self-efficacy. Therefore, addressing
tourists with words that define them in terms of age is not an easy task for scholars
and industry professionals. During the in-depth interviews conducted for the case
studies, ElderTreks and Senior Algarve Living discuss their concerns with the terms
“elder” and “senior,” respectively, even though they consider them extremely
important as a positioning strategy referring explicitly to their target market. It is of
capital importance for firms to consider their use of words when referring to the
older tourist market, and to be aware of the possible shortcomings of using one term
or the other.

In this book, the term “older” has been used to refer to a group that is pur-
posefully not strictly age-defined (see Chap. 1). This term was chosen in line with
the definitions adopted by international organizations (e.g., the United Nations, the
International Monetary Fund, the World Bank), as well as by research centers (e.g.
the Australian Workplace Innovation and Social Research Centre at the University
of Adelaide). However, several recently published academic articles refer to “se-
nior” tourists, even though they do not explain this specific choice. Other studies
use the word “elder” or “elderly,” even though these terms have been questioned by
academics (Fiske et al. 2002; Mautner 2007) as well as by mass media (Wordrop
2009) as being negatively connoted. Sometimes, “mature age” or “the matures”
have been used to refer to older tourists (e.g., Hudson 2010), but these expressions
seem to be implicitly derogatory toward younger (“immature”) generations. The
terms “silver” or “gray” might evoke negative connotations, as well. An interesting
post (Graham 2012) published on the New Old Age Blog of The New York Times
reports the opinions of industry experts and academics about the terms that should
be used to refer to people aged 65 and older. Even if no common view emerge,
what is clear is that hardly anyone wants to be defined as “old.” Therefore, from a
strategic point of view, it is important to refer to people not exclusively by age, but
also by their interests and passions. In this sense, Viaggi Floreali (literally, “Floral
Travels”), overcomes the issue of referring to customers in terms of age, instead
selecting customers on the basis of their interests (i.e., gardening is especially
practiced by individuals aged 50+) and travel type (i.e., Viaggi Floreali proposes a
slow travel approach that well suits the needs of older people with special needs in
terms of mobility or pace of travel). In recent years, new terms have been intro-
duced to refer to older tourists without mentioning their age, such as “keenagers,” a
word that combines the terms “keen” and “teenagers”, thus referring to people’s
interests and passions. However, these terms run the risk of sounding pretentious
and carry connotations that older age is negative, something to be ignored or denied
—or worse, something to be embarrassed about.

7.1 Strategic Marketing for Older Tourists 159



7.1.2 Segmentation Approaches

A core decision for a travel company should be about the segmentation strategy it
intends to pursue (Tkaczynski et al. 2009). The literature identifies several types of
segmentation strategies, ranging from mass marketing (i.e., an undifferentiated
approach to a large segment with a standardized product offering), to niche mar-
keting (i.e., a customized or tailor-made product offering for a narrow subgroup of a
segment) (Kotler 1989). In between, segmented marketing or diversified marketing
strategies can be adopted, the first approach looking for minor but still important
differences between segments, the second considering segments with very diver-
sified needs and desires. In other words, companies must decide whether older
tourists represent a core target or just a secondary target along with other segments,
and whether they want to address such targets with a standardized generalist offer or
a specialized offer. Figure 7.1 graphically represents the four main marketing
segmentation approaches in relation to older tourists:

(1) mass marketing approach: generalist offer for all types of tourists, e.g., stan-
dardized seaside holiday

(2) segmented marketing approach: low specialization for older tourists, e.g.,
seaside holidays for older adults, typical of traditional forms of social tourism

(3) inclusive marketing approach: specialized offer that combines the needs of
several types of segments, e.g., accessible safaris suitable for young couples,
families, older tourists, and people with mobility special needs

(4) niche marketing approach: highly specialized or tailor made offer for older
tourists, e.g., gardening travels for older adults.

segmented niche

mass inclusive

Target: older turists only

Target: all tourists

Specialized offerGeneralist offer

Fig. 7.1 Segmentation approaches to the older tourist market. Source Author’s elaboration
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Once the company has decided the segmentation approach, it can explore more
specific segmentation variables.

In relation to this, it is clear from the literature review that older tourists are not a
homogeneous market segment (see Chap. 2). Many typologies have emerged, for
example with regard to self-perceived age (e.g., González et al. 2009; Le Serre and
Chevalier 2012), travel motivations (e.g. Sangpikul 2008; Ward 2014; Eusébio
et al. 2015), travel barriers (e.g., Li et al. 2011), values and lifestyle (e.g., Cleaver
et al. 1999) and preferences for type of travel (e.g., Tiago et al. 2016). A multiple
segmentation approach is recommended to identify tourists’ needs and expectations
beyond mere chronological age and age-related stereotypes. In fact, chronological
age is just one of several variables that can be used to profile older tourists, almost
certainly not the most important. A combination of segmentation variables would
provide a better base to cluster tourists more precisely. A multi-segmentation
approach seems to be necessary to manage the variety of the older tourist market.

Regarding socio-demographic segmentation variables, it can be argued that
cohort effects will be particularly important in the next years in relation to tech-
nology “savviness.” Technology is progressing at a fast pace, offering tourists new
types of product offerings (e.g., peer-to-peer accommodation, see Chap. 5) and
opportunities to search for information and interact with other tourists as well as
with organizations (see Chap. 4). People who are today in their 50s will most
probably be much more technology savvy in 10 years than are people today in their
60s. As emphasized by several scholars (Patterson and Pegg 2009; Le Serre and
Chevalier 2012; Kazeminia et al. 2015), today’s older individuals are different from
yesterday’s older individuals, and also from tomorrow’s. In addition, technology
devices might help overcome travel barriers and help persons with physical or
mental disabilities to travel (Winstead et al. 2013). For example, as discussed in
Chap. 4, augmented reality is being used in several service contexts, such as health,
education, and entertainment, because it can support older people by facilitating
their interaction with the physical and social environment (Cobelli et al. 2014;
Liang 2015; Malik et al. 2015).

In addition, gender as a segmentation variable could be further explored. Recent
studies have emphasized gender differences in needs and expectations at hotels
(Chen et al. 2013a; Suki 2014). For example, there already exist women-only hotels
or hotels with a separate floor for women. Hotels provide specific types of amenities
or facilities, and some older women traveling solo might feel safer in these contexts.
This trend is now quite common in the Middle East since the 2008 opening of the
Luthan Hotel and Spa in Saudi Arabia, even though a range of hotels in Western
countries already offer women-only floors, responding to the need for security and
privacy, such as the Hamilton Crowne Plaza in Washington DC and Hotel Bella
Sky in Copenhagen (Stephenson 2014).
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Moreover, in the coming years, there will be an increasing number of people
living on their own. The number of solo travelers is projected to increase because of
social changes in family composition and lifestyles. In addition, older individuals
who live with a partner might want to travel on their own to pursue their interests.
In the experience of Viaggi Floreali, whose customers are mainly women aged 55–
65, there are a number of married women who decide to travel on their own because
their husbands are not interested in gardening, or simply because they want to live
the travel experience with people who have a similar passion. Some tour operators
are already organizing travels for older solo tourists, such as One Traveler, a United
Kingdom singles holiday specialist “for the mature single traveller”. As explained
on One Traveller’s website (www.onetraveller.co.uk):

Our fully escorted holidays are tailored for people who choose, for whatever reason, to
travel by themselves in the company of like-minded individuals.

In addition, the occupational situation, which has often been used to segment
older tourists (Le Serre and Chevalier 2012), needs to be reconsidered in the light of
recent socio-economic changes. In fact, retirement age is moving toward a later
threshold, and the age can vary considerably across countries. While some studies
pointed out that barriers to travel decrease with older age (e.g., the children have left
home and there are no more mortgages to pay), others argue that after retirement
people may have more available time but less discretionary income (Patterson
2006; Losada et al. 2016). However, some studies (e.g., Dunifon 2013; Thomese
and Liefbroer 2013; Geurts et al. 2015) comment about the increasing importance
of the role of grandparents in society: the grandparents take care of their grand-
children while their children work, often for long periods of time during the
school-holiday season, thus having less free time.

Other under-researched demographic variables could be considered to segment
older tourists. Traditionally, pilgrimage has represented (and still represents) a
common type of travel motivation for older people. In addition, recent research has
emphasized the role of religion in affecting destination attractiveness and tourist
satisfaction. Specifically, Battour et al. (2017), in a study about Islamic tourism,
found that the variable “religion,” referring to the availability of Islamic norms and
practices relevant to tourism at the destination, significantly moderates the rela-
tionship between pull motivation and tourist satisfaction. In relation to this,
HalalBooking.com was established in 2009 with the aim of providing “Holidays
with an Islamic ethos.” The company offers halal leisure holidays and Islamic
heritage tours, as explained on their website:

All accommodation facilities are operated in accordance with Islamic norms. Our resorts
and hotels do not serve alcohol and have separate swimming pools and beach, leisure areas
and spa facilities for men, women and families […] there are also family-oriented facilities,
which enable the family to enjoy their holiday together in a suitable atmosphere, while
catering for children by special clubs and games rooms.

With regard to psychographic segmentation variables, besides the importance of
understanding more in depth the specific types of travel motivation for older
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tourists, the importance of tourism for quality of life could represent an interesting
variable for segmenting older tourists (Dolnicar et al. 2013; Kim et al. 2015). Not
all people love to travel; therefore, it would be useful to differentiate people for
whom travel represents an important part of life from those who have no interest in
traveling. It would also be helpful to understand whether certain older individuals
who do not travel feel genuinely indifferent toward travel, or whether they do not
travel because of specific barriers or concerns (e.g., financial or time constraints, or
lack of a travel companion). For instance, some older people may not have been
presented with the possibility of traveling when they were younger. Even though
they might like to travel now, they could face psychological barriers such as the fear
of being judged (McGuire 1984; Lee and Tideswell 2005), not perceiving them-
selves as healthy enough (McGuire 1984; Fleischer and Pizam 2002; Nyaupane
et al. 2008), or being alone (e.g., Huang and Tsai 2003; Lee and Tideswell 2005;
Nyaupane et al. 2008; Kazeminia et al. 2015; Gao and Kerstetter 2016). Others
might not have specific concerns about traveling, but they simply do not find it
attractive. Traveling is, in its most restrictive view, a leisure activity; therefore, it
competes with other kinds of activity that can be pursued by individuals, such as
going to a spa, going to the cinema, going to the golf club, taking a walk, or
meeting friends. Therefore, companies need to segment their potential customers by
understanding the importance of travel for quality of life and defining attractive
products for each specific market segment.

7.1.3 Positioning

Positioning strategies can be defined only after carefully segmenting and under-
standing customers’ needs and defining a company’s unique selling proposition
(Baccarani and Golinelli 1992; Horner and Swarbrooke 2016). First and foremost,
in their brand name decisions and positioning strategies, companies willing to target
older tourists need to decide whether to refer explicitly to a certain age group or not.
From the case studies analyzed, two main types of strategy emerged: (1) age-related
brand name and positioning strategies, and (2) non-age-related brand name and
positioning strategies.

(1) Referring explicitly both in the brand name and in positioning strategies to the
age group (e.g., “50+” “senior”) enables self-recognition by a specific age
category or by persons who feel “older” or “senior.” Conversely, this approach
might prevent potential customers who are interested in the type of offering
from choosing the company because they are not willing to be associated with a
certain age group.

(2) Referring to non-age-related elements, such as passions or types of travel, could
encourage persons of any age group to participate in the travel. Conversely, this
could carry the risk of not focusing on the product offering or of not being
clearly positioned. For example, an adventure package tour with people
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belonging to a wide range of age (e.g., 30–70) might be difficult to manage
because of the varying needs and expectations of participants.

Interestingly, a well-known travel company targeting older tourists that had been
in the market for 35 years decided to change its brand name and reposition itself.
Elderhostel was founded in 1975 as a non-profit educational travel organization that
combined classroom time with tours and experiential learning in inexpensive
accommodation for older adults (mainly retirees), from a lifelong learning per-
spective. In 2010, Elderhostel changed its brand name to Road Scholar, after a short
experiment with the brand name Exploritas (i.e., a combination of the words “ex-
plore” and “veritas”). Changing a brand name implies a change in positioning, in
product offerings, and communication (Dibb and Simkin 1993). On the corporate
website, Road Scholar describes itself:

We are explorers, adventurers and students of the world.

We are a diverse community of knowledge seekers and explorers, united in the belief that
lifelong learning is a vital part of overall well-being. We believe in living life to the fullest
at every age—by experiencing the world, and not just looking at it. By meeting new people,
touching history where it happened and delving deep into the cultures and landscapes we
explore.

The president and chief executive officer James Moses (DiGiacomo 2015)
explained the reasons behind the push for toward the rebranding of Road Scholar,
emphasizing the negative associations of the words “senior” or “elder” for the baby
boom generation:

If you talked to any baby boomer and you called them a senior or an elder, they would say
you’re nuts. Someone who’s 70 thinks they’re middle-aged. It’s an interesting phenomenon
—the World War II generation wore the name “elder” with real pride, like an elder
statesman or an elder in a tribe. But baby boomers don’t see it that way.

Moses explained that not only was the word “elder” dropped from the brand name,
but also the word “hostel” because it was no longer representative of the product
offering:

I think it was a misperception of what we really were. We launched in 1975—I would say
by 1985, we were almost always using hotels. After years of research and focus groups, we
found there was a real aversion to participating in a group called Elderhostel. It denoted
they would be staying in hostels and would be backpacking and that it would be hard to do.

7.1.4 Service Design and Customer Care

The customer journey describes the services process from a customer perspective
by adopting a bottom-up approach (Stickdorn and Zehrer 2009). Service moments
include service touchpoints, which may be combined in terms of space, time and
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topic, for example, touchpoints within a certain hotel in a destination. A customer
journey includes both direct touchpoints between customers and a service provider
(e.g., the check-in at a hotel) and indirect touchpoints, such as traditional word of
mouth, a travel review website (e.g., TripAdvisor.com), or an advertisement. By
attracting the tourist’s attention, indirect touchpoints often represent the starting
point of a customer journey (Stickdorn and Zehrer 2009; Zomerdijk and Voss
2010). The same touchpoints that are used by tourists as a source of information
(e.g., a travel forum) in the pre-service phase can also be used in the post-service
phase to share information and experiences. Chapters 3–5 have described several
critical direct and indirect touchpoints for older tourists, such as traditional infor-
mation sources, service encounters, and social media. What emerged from the case
studies is the need to carefully design the customer journey to make the whole
process flow smoothly, with no problems or stress for older tourists. This implies,
for example, providing detailed and rich information on the website, including both
text and visual content (i.e., photos and videos) and having an updated Facebook
page (even if older tourists may not actively participate in discussions). The phases
of the booking process, for instance, should be intuitive and easy to handle inde-
pendently by tourists (e.g., booking a hotel online). Alternatively, a step-by-step
assisted procedure should guide the older tourist through the journey process. In
service design, it is important to consider that not all tourists have the same level of
travel experience and that nothing should be taken for granted.

Based on the literature review discussed in Chap. 5, to satisfy customers it is
important to go beyond their expectations (Testa and Ferri 2009), respecting the
basic needs while offering at the same time satisfactory performance attributes and
unexpected attractive (or exciting) service attributes (Torres and Kline 2006; Tung
and Ritchie 2011). Extreme satisfaction and delight will result in memorable tourist
experiences, which, in turn, will stimulate positive word of mouth and customer
loyalty (Loureiro et al. 2014). With specific regard to older tourists, what emerged
from the case studies is the need to provide personalized, high quality customer care
at every moment of the customer journey, from first contact on the phone and
throughout the travel experience. For example, Senior Algarve Living recognizes
the importance of long phone calls with customers, not only to understand their
needs, but also to guide them through a rich product offering. ElderTreks empha-
sized that customers want to be taken care of during the whole travel experience—
they want to feel they can rely on the travel company or organization for any needs
that might arise before and during the travel. The customer care approach is
important not only for package tourists but also for independent tourists. For
example, some studies have shown that the presence of a doctor at the hotel or in
the proximity of a hotel is an important driver of customer satisfaction (Chen et al.
2013b; Vigolo and Bonfanti 2016); this was confirmed also by the experience of
Algarve Senior Living. Independent tourists prefer to stay in proximity of centers
with health-care facilities. However, the front office personnel (such as hotel
receptionists or tour guides) should be trained to recognize customers’ special needs
without them having to ask. This is because sometimes older tourists might simply
feel too embarrassed or uncomfortable to ask direct questions. For example, Viaggi
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Floreali makes frequent stops at rest rooms to respond to, or better, anticipate an
unexpressed need.

Finally, studies have shown that there is a positive relationship between older
tourists’ participation in travel activities and their overall satisfaction with their
travel experiences, as well as between participation and psychological well-being
(Wei 2002; Morgan et al. 2015). Therefore, based on the characteristics and needs
of the specific target segment, different levels of participation could be proposed by
travel companies, ranging from high intensity to low intensity activities. As
emphasized by Viaggi Floreali and Senior Algarve Living, being active and par-
ticipating does not necessarily imply physical effort. Activities could respond to
learning needs (as in the experience of Road Scholar) or social needs (using travel
as a means to connect with people who share similar interests and passions).

Figure 7.2 summarizes the main strategic marketing tools companies should
consider toward the older tourist market.

7.2 Managing the Marketing Mix

This section proposes some practical directions for companies concerning the
marketing mix tools for older tourists (i.e., product, price, place, and promotion) as
summarized in Fig. 7.3.

strategic 
marketing 

customer care

customer 
journey 
design

multiple 
segmentation

clear 
positioning

unbiased 
language

Fig. 7.2 Strategic marketing
tools for targeting older
tourists. Source Author’s
elaboration
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7.2.1 Product

A product can be described as anything that can be offered to satisfy a want or need.
It includes a variety of elements such as physical objects, services, persons, places,
organization, and ideas (Kotler et al. 2014). In the tourism industry, a tourism
product can thus be intended as a bundle of services, activities, tourist attractions,
and benefits that constitute the whole tourism experience (Smith 1994). Three main
themes regarding product strategies emerged from the interview with the compa-
nies: specialization, accessibility, and choice.

First, with regard to specialization of product offering, companies can choose
different types of strategies. As shown in Fig. 7.1, the tourism product can refer to
several types of offering. Companies may decide to specialize their offerings,
focusing on specific target segments’ needs and expectations, or to standardize their
offerings. Considering the heterogeneity of the older tourist segment and the need to
profile older tourists, travel companies should offer specialized products (Cleaver
et al. 1999) to meet the expectation of the intended target and to gain a competitive
advantage. As emphasized by ElderTreks, in the next years an increasing number of
companies will attempt to target older tourists. To be competitive, companies must
find the best match between market segments and their product offering. For

•  Define older tourists' 
image 

• Encourage e-wom
• Online review 

management 

• Offline and online 
channels 

• Importance of “human” 
interaction 

•  Non mere discount 
policies

• Value for money
• Price differentiation

• Specialization 
• Accessibility
• Choice 

product price

promotionplace

Fig. 7.3 Operational marketing tools—the marketing mix for older tourists. Source
Author’selaboration
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example, recent statistics have shown (Preferred Hotel Group 2014) that
multi-generational travel represents 27% of all overnight United States leisure travel
and that 77% of multi-generational travelers plan to take a multi-generational trip
every year. About 35% of leisure travelers who are grandparents travel with their
grandchildren. This proportion rises to 41% for grandparents with over $250,000 in
annual income. In addition, regarding intergenerational travels, grandparents are
more likely than parents to pay for the trip and on average they spend significantly
more than other leisure travelers (Preferred Hotel Group 2014). A new word has
been coined to informally define this type of travel: “Gramping,” that is, “holi-
daying with grandparents,” especially with reference to camping holidays (Simeoni
and Dal Maso 2016). This word has apparently (Wollop 2011) been introduced by
Eurocamp, a European up-market chalet and camping company. Eurocamp reported
an emerging trend of grandparents, children and grandchildren taking camping
holidays together. Bookings from extended family groups have increased by as
much as 325% in recent years (Wollop 2011). Moreover, Road Scholar proposes a
wide array of intergenerational trips, as described on their website:

Make lasting memories with your grandchild on learning adventures packed with exciting
field trips designed to keep explorers of all ages engaged. Learn about marine life in Hawaii,
discover Paris, or search for dinosaur fossils in Utah—most importantly, do it together!

Second, accessibility emerged as a key requirement with regard both to the hos-
pitality industry and more generally to the destination (Cleaver et al. 1999; Darcy
2010). Accessibility implies a change in service design, in communication, and in
infrastructures such as hotels’ physical surroundings and destinations. Many desti-
nations still lack accessibility, hotel doors are not automatic, not all restaurants and
shops have ramps to facilitate accessibility, and menus are written in small fonts. An
inclusive offer for people with reduced mobility or other types of disability, both
mental and physical, still represents a challenge for the tourism industry. In fact,
besides having huge social importance, in line with the inclusion and participations
principle advocated by the World Health Organization (see Chap. 1), inclusive
tourism could represent an interesting travel niche. Some studies emphasized the
travel barriers caregivers must face because of the lack of institutional support from
governments as well as the lack of a valid market offering for caregivers and their
families (e.g., Gladwell and Bedini 2004). Travel companies could address this
market by combining adequate support and services to allow people with special
needs to travel with their families or independently. In this regard, FirstLight Home
Care has developed a travel companion program, which provides care and compan-
ionship for people with disabilities or special needs to enable them to travel alone or
with their family, as described on the company website:

Whether you’re on a cruise, staying at a resort, attending a business meeting, or simply
visiting family or friends, we strive to make your vacation or visit as comfortable as
possible, with qualified travel companions to accommodate your needs. They can help you
get there, get home, and even help throughout your entire stay.

Finally, tourists want to choose between different types of travel, from extreme
adventure travel to slow travel, from pilgrimage to sun and beach holidays, from
volunteer tourism to shopping tourism. Flexibility and customized products are
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highly appreciated by older tourists, they want to choose among different services
and possibilities. Choice should concern several facets of the product, such as length
of stay (from short breaks to long term stays), travel companion (from solo travels to
intergenerational travels), travel organization (from independent to organized tours),
flexibility (from standardized to personalized offers), travel comfort (from high-end
services to basic offers), and travel type (as many as there are travel motivations).
New types of motivations and new forms of travel needs to be explored. For
example, volunteer tourism represents and alternative type of tourism in which
tourists volunteer for part or all of their travels (Wearing 2001). According to
Wearing (2001, p. 1), volunteer tourists “undertake holidays that might involve
aiding or alleviating the material poverty of some groups in society, the restoration of
certain environments, or research into aspects of society or environment”. From the
industry perspective, volunteer tourism can be described as a “type of tourism
experience where a tour operator offers travellers an opportunity to participate in an
optional excursion that has a volunteer component, as well as a cultural exchange
with local people” (Brown 2005, p. 480). This type of tourism could be an interesting
niche also with regard to older tourists. In fact, some studies (e.g., Kim et al. 2016)
have emphasized that older tourists can be motivated in their choices by altruistic
behavior and social motives that could be satisfied by this type of travels.

7.2.2 Price

Companies should consider three major points with regard to pricing strategies: the
use of discount and special rates for older tourists, value for money, and the
relationship between segmentation strategies and possible price levels.

First, when searching on Google for companies to interview, by using keywords
such as “senior/older tourist + hotel/tour operator,” the first pages of results
reported mainly discounts or special rates for “seniors” or over 65s from generalist
travel companies that were not specifically targeting older tourists. Systematic
discount policies for older adults seem to be a limited price policy if not integrated
within a wider strategic perspective.

Second, even though previous studies and the empirical analysis conducted in
Chap. 6 highlighted the importance of price in older tourists’ decision-making, it is
worth underlining that price is also a positioning tool and a representation of the
value of a product. More than just low prices in themselves, older tourists look for
good value for money and might even compromise on travel length to reduce travel
costs, as explained by Viaggi Floreali, but would not compromise on service quality.

Third, prices could be differentiated according to the type of segmentation
approaches adopted by the company. Based on the four segmentation strategies
proposed in Fig. 7.3, and on customers’ preferences, it is possible to identify four
price strategies:
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(1) In a mass marketing approach, with standardized products for an undifferen-
tiated market, prices are usually lower. No-frills standardized services can help
companies to reduce costs and propose budget prices.

(2) In a segmented marketing approach, with a generalist offer for older tourists,
prices are lower than specialized offerings but are usually higher than mass
market offerings.

(3) In an inclusive marketing approach with heterogeneous segments and spe-
cialized offers, prices are still high (above the market or luxury), but usually
the market is wider and economies of scale and scope allow companies to keep
prices below niche-market or tailor-made offerings.

(4) In a niche marketing approach with highly specialized offers or tailor-made
travels, prices are usually high (above the market or luxury prices).

A separate consideration should be made regarding social tourism, which derives
from “the participation of disadvantaged groups in tourism activity, facilitated by
financial and social measures” (McCabe and Johnson 2013, p. 43). In this case,
tourists pay very low prices because their travel activity is facilitated and eco-
nomically supported, usually by governments or publishing institutions.

7.2.3 Place

As concern distribution strategies, companies should consider the opportunities of
online and offline channels and the importance of “human interaction” in the
purchasing process of older tourists.

Older tourists are reported to prefer traditional distribution channels such as travel
agencies (Huang and Tsai 2003; Batra 2009; Chen et al. 2014). Each of the three
companies interviewed emphasized the importance of direct contact with customers,
either in person (e.g., at exhibitions and events) or over the phone. Older tourists seem
to value human interaction in the pre-purchase and purchase phases, although they do
look for informationonline, on the companywebsite andon socialmedia (seeChap. 5).

However, meta-search websites and social media, in particular travel review
websites, have increased possibilities for older tourists willing to arrange and book
their travel independently (Graeupl 2006; Yoo and Gretzel 2009; Pesonen et al.
2015). Video tutorials as well as step-by-step guides help older tourists to increase
confidence with the travel experience and with technology. “My digital travel for
seniors” (Rich 2016) is a recently published book providing practical information
about how to arrange a trip in the Web 2.0 era. It contains detailed recommenda-
tions for older tourists on many travel aspects, such as where to look for infor-
mation, how to book online, and how to find the best airfares.

Experienced and budget tourists seem to prefer making independent travel
arrangements by purchasing travel directly from the service provider. Less expe-
rienced tourists, or tourists who like to dedicate their time and energy to other
activities, prefer to purchase from intermediaries.
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In addition, sometimes older tourists may rely on hobby clubs or associations
(e.g., the golf club or the local cultural association), for travel arrangements. For
example, Viaggi Floreali reported having been contacted by gardening clubs to
arrange tailor made tours for gardening lovers. These associations can act as
intermediaries between older tourists and travel companies and provide assistance
in the booking process, as well as during the travel.

7.2.4 Promotion

In line with brand name decision and positioning strategy, promotion strategies
should first of all define whether to explicitly address older tourists or not. Instead
of referring to older or senior adults, communication activities could be supported
by the use of photos or images depicting older people. A major challenge is to
communicate a positive non-stereotyped image of older people, as explained in
Chap. 1. With this regard, the International Longevity Center—USA2 and Aging
Services of California (2009) published a communication style guide intended to
help journalists, companies and entertainers to avoid the risk of ageist language and
stereotyped representation of older individuals.

The case studies revealed that, from the travel companies’ perspectives, older
tourists tend to prefer traditional forms of communication, mainly personal contact
(face-to-face or on the phone), or print advertising. However, companies should not
underestimate the role of online communication (electronic word-of-mouth, in par-
ticular) in defining tourists’ expectations (Yoo and Gretzel 2009; Kazeminia et al.
2015). Given the importance that older tourists assign to word of mouth by friends or
online, companies should encourage older tourists to become brand advocates and
provide testimonials, for example by writing a review about their travel experience on
the companywebsite or on the travel reviewwebsite or on socialmedia. In these cases,
it is also of utmost importance for the company to closely monitor customer reviews
and decide its review management approach (e.g., not responding to reviews,
responding to only negative reviews, or responding to both positive and negative
reviews (Bonfanti et al. 2016). An accurate and effective management of online and
social media presence can help companies to improve their reputation and increase
older customers’ trust of the company.

2The International Longevity Center—USA, now The International Longevity Centre Global
Alliance, is a non-profit research, education and policy organization whose aim is “to help
societies to address longevity and population ageing in positive and productive ways, typically
using a life course approach, highlighting older people’s productivity and contributions to family
and society as a whole” (www.ilc-alliance.org). Aging Services of California (now LeadingAge
California) is public-interest association that represents more than 400 nonprofit providers of
senior living and care—including affordable housing, continuing care retirement communities,
assisted living, skilled-nursing, and home and community-based care; as well as our business
partners and residents (www.aging.org).
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7.3 Limitations and Future Research Directions

This study intended to combine a demand-side and a supply-side perspective to the
older tourist market. The first part of the book (Chaps. 1 and 2) offered a wide
perspective on the population ageing phenomenon and its implications for the
tourism industry, with a focus on segmentation strategies towards this specific
market. The second part (Chaps. 3–5) addressed older tourist behavior by exam-
ining the travel planning process, the impact and opportunities of ICT on the tourist
experience, and tourists’ accommodation choices. This last third part (Chap. 6 and
this chapter) was business-oriented and aimed to offer and in-depth analysis of the
marketing strategies adopted by three companies targeting the older tourist market
(Chap. 6). As a result, this chapter offers some key practical guidelines for pro-
fessionals concerning both strategic and operational marketing tools. However,
some caution must be taken in interpreting the results due to some limitations.

First, this exploratory study adopted a qualitative approach based on the case
study method and the findings cannot be generalized. However, as argued by
Flyvbjerg (2006, p. 228) “the force of example” is an underestimated source of social
scientific knowledge. In fact, just because knowledge deriving from case study
research cannot be formally generalized, “does not mean that it cannot enter into the
collective process of knowledge accumulation” (Flyvbjerg 2006, p. 227). It is with
this spirit in mind that the case studies were analyzed and the practical implications
derived. Second, three case studies were selected for their relevance in this study and
because they primarily target older tourists. However, their selection was arbitrary
and they cannot be representative of the variety of operators in the tourism industry.
Still, the in depth-analysis of the case studies can hopefully provide interesting
insights into the marketing strategies toward this market. In fact, Patton (2002,
p. 244) argues that “there are no rules for sample size in qualitative inquiry” and
scholars suggest that “the value of samples should be based on their ability to
provide important and insightful information, not because they are indicative of the
perspectives of a large group” (Priporas et al. 2012, p. 388). Therefore, even though
the implications suggested in this chapter are subject to personal interpretation by the
researcher and may not be universal to all other cases, they can provide some insights
that can stimulate thinking also among other subjects. Third, this book focused on
single companies, however, a wider level of analysis is necessary to further
understand the potentialities and the challenges of aging in the tourism industry. In
fact, the destination represents a crucial component of travel experience and it is
especially at a destination level that older tourists require an accessible environment.

These limits provide opportunities for future research directions. As concerns
travel behavior, future studies should explore self-perception of age (and aging)
among older tourists, as well as new travel needs and motivations to identify
emerging patterns among today’s older individuals. In addition, scholars should
propose multi-segmentation models that take into account the transformation of
society and travel behavior. For example, cohort differences in the use of ICT, gender
differences, and family composition are still under-researched with regard to older
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tourists. Further, the role of tourism for quality of life among older people represents
a promising stream of research with important social and marketing implications. As
concerns marketing strategies, future research could address more in depth the effect
of brand name decisions and branding strategies on the company image. In addition,
it would be interesting to explore the customer journey from a service management
perspective. Additional studies could investigate older tourists’ price sensitivity in
relation to service quality perceptions and importance of tourism for quality of life.
As concerns promotion and distribution strategies, the role of ICT needs to be further
investigated, for example within the framework of co-creation theory.

To conclude, older tourists represent both a stimulating field of research for
scholars and a great market opportunity for companies able to go beyond the
stereotyped image of older age. Growing older entails physiological, physical and
psychological changes that need to be reflected in the service design, not shouted at
older tourists. In fact, for many of them, traveling is the ultimate expression of
self-determination and freedom.
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