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INTRODUCTION 

 The world population is expected to grow from 6.9 billion in 2010 to 8.3 billion by 2030. Following a 
gradual aging process, the group of the older people is expected to grow faster than the other two age groups. 
Globally, the age group over 60 is expected to reach 1.3 billion people by 2030, which represents an increase 
of 600 million compared to 2010. The share of this age group is expected to increase to 16%, from 11% in 
20101. Consequently, life expectancy is considered to move from an average of 69 years, in 2010-2015, to 
72 years in 2025-20302 . 

The differences between the various regions of the world will remain quite large. This phenomenon 
will be more relevant in rapidly aging societies in Europe, North America and in some Asian countries, 
including China. One in four parts of the European population will belong to the 60+ age group by 2020 and 
nearly one in 3 by 2030. A similar proportion is expected for North American populations. Populations in Asia, 
Latin America and the Caribbean will maintain a relatively lower profile. A notable exception is China, where 
fertility control has yielded results similar to declining fertility in advanced economies. 

All over the world, societies are changing rapidly, depending on the lower fertility rate, the 
prolongation of life expectancy, urbanization and migration. Such an unprecedented demographic change 
presents new economic, political and legislative challenges that affect society as a whole. In the tourism 
sector, demographic changes will mainly have an impact on the characteristics and relative importance of 
travel segments, with a domino effect on the types of tourism products, services and activities that they carry 
out while they are in travel. With these challenges, demographic changes will bring new opportunities for the 
tourism sector. 

In order to take advantage of the potential for travel demand of the elderly, many forecasts present 
the projected number of population in the age group 60+ in the world and in its various regions. They also 
present projections on the growth of tourism for the elderly population. The latter indicator should only be 
used for comparative purposes and interpreted with caution, as the increase in travel within the elderly 
population is probably less than its average value. 

The combination of the two indicators suggests that Europe has the greatest potential as a source 
of elderly travelers, due to the growth of this population and its incidence in tourism in general (by 2030, 
Europeans are expected to generate 89 international tourists per 100 residents). 

At the other end of the spectrum, given the relatively low entrance of travel among Asian populations, 
the number of older travelers may be considerably lower than suggested by the volume estimated for people 
over 60 in 2030. 

From the perspective of European destinations, the great distance from the Asian markets can further 
reduce their potential. In America, the total volume of the population aged 60 and over is expected to exceed 
100 million people on both sides of the continent. Given their noticeable tendency to travel, North American 
markets are more likely to generate larger volumes of elderly travelers. 
 In 2010, 17% of the EU population was 65 years old or over. By 2060, this share is expected to reach 
up to 30%. During the recent economic and financial crisis, which had a negative impact on tourism in the 
EU, the over-65s age group made a significant contribution to offset this negative impact. Thus, between 
2006 and 2011 the number of tourists decreased in all age groups, with the exception of those of at least 65 
years old, which registered an increase of 10%, compared to 2006. Of course, this age group increased by 
6% over the period, however, there is still a clear net effect from this point of view. In 2011, people over the 
age of 65 made 29% more trips and 23% more stays compared to the same figures from five years ago. 
Their expenses for tourism increased by 33%, representing 20% of the total tourism expenses of European 
people, compared to only 15%, in 2006. 

Representing 17% of all tourists, the oldest group of seniors made 19% of all holiday trips (91 million) 
and spent 22% of overnight stays during long trips in 2011. Also, it should be noted that, on average, people 



aged 65 and over recorded 26.1 nights, compared to 21.6 and 18.9 respectively in the 45-64 years old 
segments and respectively 25-44 years old. Taking domestic travel and international travel separately, 
tourists over the age of 65 recorded the highest average travel expenses, respectively 401 euros for a 
domestic journey and 934 euros for an international journey. The daily expenses were lower for the elderly 
tourists, but this can be explained by the fact that their trips were longer, which means that more flat rate 
costs, such as transport, local taxes, and so on, were divided into several nights. In order to adapt to a 
changing landscape, the European tourism sector is called upon to take into account the needs and 
preferences of elderly travelers, as well as the demographic differences between stable and emerging 
markets.   

Extended life expectancy is one of the major factors behind demographic change. For tourism, the 
issue of a healthy life expectancy is of particular importance. This does not only mean how long people live, 
but also the level of health they enjoy while living. In this sense, not only is the growth of elderly tourists 
expected, as they live longer and are richer, but they will feel better and younger in perspective. Family 
structures also change as people live longer and fertility rates decrease. Family structures become longer, 
but less rigorous, moving from more "horizontal", with fewer generations, to more "vertical" structures, with 
more generations. Potentially, this can affect family dynamics (intergenerational interaction) and travel parts 
per se (from multiple generations). 
 Added to all these interesting developments are other social changes, such as increasing divorce 
rates in some parts of the world, a longer (and in some cases new) period of freedom and the development 
of new travel groups. The changes in the life stages and the emergence of several transitional stages of the 
family suggest a potential increase of the individual tourism. This could lead to a greater age difference 
between travelers. Similarly, there could be several groups of intergenerational travelers (grandparents and 
grandchildren) and groups of families with more generations. The Internet and the emergence of information 
and communication technologies (ICT) have revolutionized many segments of society, including the elderly. 
However, with regard to age groups, there are still significant gaps in their use ("digital divide"). In the 
European Union 9 out of 10 people, aged between 16 and 24, regularly use the Internet. The percentage is 
slightly lower in the 25-54 age range (78%) and is much lower for the 55-74 age group (42%). 

Concerns regarding the development of tourism for seniors are relatively recent in most countries of 
the world, including the leading ones in promoting innovation and early exploitation of its tendencies. 
Researchers from the United States, France, Germany, Spain, Italy, the United Kingdom, Switzerland, in 
order to list the most important of these countries, recognize that their efforts to meet the new challenges of 
tourism for seniors have begun shortly, but they recognize a continuous and intense development. 

In such a context, it should be mentioned that in Romania the concerns of tourism researchers and 
actors in responding to the new demands of senior consumers have failed to reach a level that will attract 
particular attention. Apart from the offers of spa and medical tourism, this sector of activity did not take other 
measures to attract the elderly. The offers of international trips are better balanced, but they refer to packages 
of services promoted and supported by other countries for Romanian seniors. Domestic travel offers for 
seniors are quite rare and do not necessarily respond to their requirements and preferences. Many of the 
accommodation facilities do not have the necessary infrastructure to receive a portion of the senior citizens. 

This brief presentation of the state of affairs of the domestic tourism offer for seniors in Romania can 
only be favorable to any endeavor that aims to analyze and make proposals to improve the services of all 
the factors involved in the tourism of the elderly.   
 The project "Friendly destination for seniors +55", code ROBG - 436, co-financed by the European 
Regional Development Fund under the INTERREG V-A Romania-Bulgaria Program 2014-2020, has as 
promoter the Foundation “Phoenix – 21 century” in Vidin, Bulgaria, and as main partners the Romanian 
Association for Technology Transfer and Innovation (ARoTT), Craiova, Romania and the organization of the 
Regional Partnership for Sustainable Development in Vidin, Bulgaria. Its main objective is to improve the 



tourism offer for the elderly in the cross-border area represented by the Vidin and Montana departments, 
from Bulgaria, and Dolj County, from Romania.  

The first stage of the project supported by the partners consisted in carrying out an analysis to 
evaluate the requirements and preferences of tourists aged 55 and over and a study of tourism development 
for the same category of tourists. Finally, based on the two previous studies, we will start to design and 
develop a strategy for tourism development for this segment, addressed to the business sector, public and 
civil, covering the departments Vidin and Montana (Bulgaria) and Dolj County (Romania). 

The content of the study is presented in a natural order of the research approaches of this type. After 
identifying the objectives and choosing the working methodology, we started with a brief review of the 
specialized literature, which aimed to present the latest demographic developments at world and European 
level and their consequences on the tourism sector for the elderly. 

In order to avoid some confusion of interpretation of the existing statistics, the debates that 
accompanied the concept of the rather fragile concept of senior consumer and his last definitions were 
highlighted, so that information and data from various sources and from the specific literature could be 
compared in the most good conditions. 

The importance of the elderly segment for the tourism market and the need to adapt the current offer 
to the needs of a constantly changing clientele have become, for a long time, the subject of numerous 
researches and certifications for a good part of the suppliers. The literature concerned the structuring of the 
offer and made available to practitioners several market segments currently available for elderly tourists. Of 
particular interest is the general theories of motivations for travel, which can be applied to elderly tourists with 
certain adaptations and specificities. The study also presents the variables of influence known so far, which 
act on the tourist consumption behavior of the elderly.   
 The applicative part of the paper was structured, in turn, into six important subchapters, in order to 
respond as best as possible to the objectives required by the project. The first subchapter was reserved for 
the presentation of the organizational problems that arose and were solved during the preparation and 
administration of the questionnaire, the choice of the sample used in the survey and its identification from the 
perspective of its social status. 

The second subchapter was reserved for the effective analysis of the data collected by the survey, 
respectively of the preferences, motivations, obstacles, problems, matching requirements - expectations for 
adult tourists aged 55 and over. Its results for senior citizens in Dolj County can be used by tourism product 
providers to know their behavior and motivations and to design the best offer to attract them. 

The last four subchapters have a structured content to respond directly to the explicit requirements 
of the project, namely the identification of: 

- the basic problems and constraints encountered by the elderly + 55 during travel; 
- the inconsistencies between the services required by the elderly and the services provided 
- the components of the tourist product which are essential for elderly tourists + 55 years old (what 

they are looking for, what they expect and what they need during itineraries / stays) 
In this part of the paper, it is included the comparative analysis of the expectations of the elderly 

tourists + 55 from the proposed tourism package and the real offer  
 
Study coordinator, 

M.V. 

 

I. OBJECTIVES OF THE STUDY  



 

 The elderly population represents a large and growing group of consumers with significant 
purchasing potential. However, commercial offers for the elderly (including active ways to spend free 
time) are relatively limited. There are many reasons for such a situation; the most important include 
the "cult of youth" and the specific qualities of this market. Young buyers attract producers, who 
design their marketing strategies specifically for them, while the needs of the elderly are not 
recognized or simply ignored. The market for the elderly is not homogeneous - it consists of the rich 
as well as the poor persons, healthy and sick, educated and uneducated, physically active and 
passive, aging rapidly and slowly. An older consumer is also because of age, more experienced, 
acts rationally, is very demanding and needs a lot of information about the product offered and has 
sufficient time to verify the information obtained. In addition, the time taken to make a purchase 
decision is longer compared to a young buyer.   

Given the potential of buying of the market for the elderly, as well as the volume of free time 
available, it must be concluded that the increasing number of the elderly can become a great source 
of benefits for the tourism and leisure industry. This market, especially in Romania, is difficult due to 
its specific qualities: complexity, diversified consumer needs and demands, as well as financial 
potential.  

The influence of physical activity on the well-being and health of older citizens is undeniable 
and confirmed by numerous studies. The literature in this area emphasizes the benefits of physical 
activity, analyzes the level of active participation, studies the reasons for the lack of the above and 
discusses its results. Studies on the topic of senior travelers were fewer. As research and 
publications on the market behavior of senior consumers are so limited, creating an attractive tourism 
and leisure offer for this group seems to be problematic. 

Such research would allow the recognition of the factors that would influence the future 
potential consumer, establish its strengths and define appropriate behavior, so that a product that 
could meet the needs and requirements of this group can be effectively designed. Such research 
should be of interest to tourism and leisure trade, which will soon face the problem of serving an 
increasing number of such customers, who want a product that is both satisfactory and accessible. 
Analyzing the results of existing research on this topic, as well as the topic of typical problems of 
senior citizens, together with publications dealing with the theory and patterns of consumer behavior 
are sufficient to show the particularities of the senior market and to recognize the determining factors 
of the market behavior of senior consumers and , as a result, the recognition of the challenge for the 
tourism industry and leisure. 
 Among the reasons why the tourist and leisure trade should take into account the senior 
market, the following deserve special attention: 

1. It is a market with unusual growth dynamics (statistically every 6 seconds someone in the 
world becomes senior). Currently, the number of people over the age of 60 is estimated at over 670 
million, and by 2050 it will be 2 billion worldwide. It will be the first time in the history of mankind when 
the number of senior citizens is higher than the number of children in the age group 0-14 years old. 
The number of senior citizens and their participation in the population structure varies by area. In 
developed countries, the elderly constitute 1/5 of the population, and in 2050 they will reach 1/3. In 
developing countries, the number of older people is lower, currently only 8% of the population, but 
by 2050 it will reach 20%.  



2. It is the market with the largest free time budget. Studies show that the elderly spend 40% 
more time on tourism and recreation than young people.  

3. It is a relatively rich market. The purchasing potential of the French seniors is estimated at 
150 billion euros per year. US seniors have a $ 2 billion purchase fund and spend over $ 30 billion 
annually on travel. Overall, senior citizens make up 70% of all cruise ship passengers and 80% of 
luxury customers. They also spend 74% more on "typical" vacations than people aged 18-49. The 
Polish seniors, although much less wealthy, also have a relatively large purchasing potential, 
currently estimated at approx. 90 billion złoty. By 2050, it will grow four times.  

4. The elderly are enjoying good health and physical condition more and more and, most 
importantly, they want to maintain this state of affairs. Tourist and leisure activities can serve this 
purpose in particular. 

5. Seniors, especially those in the baby-boomers category, are beginning to replace their 
devotion to the family through self-education, fun and entertainment and treat tourism and recreation 
as a reward they deserve for their sacrificial lives. 

6. Seniors are not the favorable targets during the tourist season, as they leave voluntarily 
for off-season trips. 

7. Also, social reasons should be emphasized (for example, improvement of health, which 
will result in lower costs for health treatment). This aspect, however, is only considered by public 
institutions and non-profit organizations. The condition that must be met in order to be successful in 
the elderly market is its precise definition (Who is the senior buyer of current tourism goods and 
services?), As well as identifying in detail their needs, expectations and requirements, depending on 
various factors and situations (Which is the buying behavior of a modern senior?) 

Turning to demographic statistics, they show that the share of the population aged 65 and 
over is constantly increasing in all EU Member States, North America and Asia. Thus, the group of 
people aged 65 and over already represents 18.5% of the total population of the European Union, 
meaning about 94 million people, and one third of the European population will be over 60 in 2050. 
The same proportion is also found in France, with 18% of the population over 65 years. In the United 
States, one in eight people is over 65, and the evoked group represents 12% of the Chinese 
population. These proportions will increase continuously in the coming years. 
 However, despite this context of the aging population of developed countries, and despite 
the status of the world's leading tourist destination for the European Union, the knowledge of senior 
citizens' habits regarding leisure and quality of life is still relatively modest. These senior customers 
will certainly contribute to the achievement of important objectives regarding the number of 
international tourists by 2020 and in perspective, and hence the need to study all the levers that can 
be used to stimulate senior tourism in all countries of the European Union. 

Regarding the reception of the elderly, recent studies show that many countries (including 
France) are less organized from this point of view than other European countries, not to mention 
here Romania and Bulgaria, at the beginning of a process of reconsidering the promising tourism for 
seniors. 

Thus, recognizing the weaknesses of attracting senior tourists to France, MP Christophe 
Bouillon recently presented (2017) to the government a report with proposals to make this country 
more attractive to elderly tourists. Among the main measures proposed there are:  



1. Development of a specific strategy for the elderly. Noting that the strategy of the tourism 
companies rarely takes into account the elderly and, in general, the context of the aging population, 
it proposes, in particular, the development of "package" offers, which include both transport, 
accommodation and tourism activities, which shall target especially the elderly population. 

2. Integration of senior citizens in promotion campaigns. The report finds that in the field of 
tourism and recreation, seniors are still largely under-represented in advertising and promotion 
campaigns. The author advises tourism actors, for example, to integrate more images of the elderly 
or to focus on promoting segments that particularly attract this clientele, such as "river tourism, 
spirituality and memory tourism and cultural tourism.  

3. Capitalization of health and wellness stays. The thermal therapies (balneary), spas, 
thalassotherapy are sought after, and tourism professionals are invited to promote their well-being. 
Health tourism has registered a turnover of almost 2 billion euros in Germany, compared to only 120 
million in France, in spite of a health system among the "most successful in the world". 

4. Highlighting the accessibility of transport. Persons with reduced mobility or fragility are 
sensitive to the arguments regarding accessible transport, especially since the actors of the French 
rail and air transport are exemplary from this point of view in this area. 

5. An important stake in intergenerational tourism. The recommendations of the report 
include the development of an "accommodation offer dedicated to intergenerational tourism 
(especially grandparents and grandchildren)", and such projects could, for example, be financed 
through an investment platform created by the state, France Développement Tourisme. The devices 
provided by this platform include a fundraiser to increase the accommodation capacity. 

6. Supporting (Assuring) fragile people in respect of their care. The report recommends 
promoting to customers "devices designed and existing (...) in case of health problems and in case 
of necessity following a basic treatment". Health fears remain one of the main obstacles to travel for 
older people.  
 7. Granting low interest loans to bring the business to the required standards. The adaptation 
of the French hotel industry to the aging of the population is one of the main factors in the field of 
accommodation. For the implementation of security and accessibility standards, the public 
investment bank Bpifrance offers a 10-year fixed interest loan of up to 400,000 euros. This loan is 
intended for small and medium-sized enterprises (SMEs) in the hotel industry, social tourism or 
camping operations. 

8. Creating online content for the elderly. Although active seniors in the 21st century are 
increasingly connected, however, in the field of tourism, very few online content is calibrated for this 
category of customers. Therefore, the document suggests highlighting attractive activities for the 
elderly, but also creating applications for the elderly. 

The evolutions of tourism for seniors around the world and its development potential require 
all economic agents to consider such an opportunity, especially those in Romania and Bulgaria, 
countries that do not have a tourist tradition capable of supporting them through experience in the 
competition generated by new challenges, such as the development of tourism for seniors. 

Such a process can only take place on the basis of an adequate knowledge of the market, 
respectively of the demand and the supply, an approach that goes beyond the knowledge capacities 
and the financial possibilities of almost all the tourism operators in Romania and Bulgaria. The 
emergence and development of cross-border tourism development projects directly supported by the 



European Union demonstrates the importance of such a stake and recognizes the limited possibilities 
of economic agents and even governments to support such an endeavor. 

The project "Friendly destination for seniors +55", code ROBG - 436, co-financed by the 
European Regional Development Fund under the INTERREG V-A Romania-Bulgaria Program 2014-
2020, is launched by three partners, respectively the Foundation “Phoenix – 21 century” in Vidin, the 
Romanian Association for Technology Transfer and Innovation (ARoTT) and the Association 
"Regional Partnerships for Sustainable Development - Vidin" RPSD - Vidin. 

The first of the objectives of the project aims to develop an analysis for assessing the needs 
and preferences of elderly tourists + 55 (one for the territory of the Vidin and Montana regions, the 
Republic of Bulgaria and one for the territory of Dolj County, Romania). Through this analysis, there 
must be identified and realized: 

 the basic problems and constraints encountered by the elderly aged 55 and over during 
travel; 

 the inconsistencies between the services required by the elderly and the services provided; 

 the essential components of a tourist product for tourists aged 55 and over (what they are 
looking for, what they expect and what they need during their stays). 

 a comparative analysis of the expectations of elderly tourists from the proposed package 
tour and the real offer. 

The second main objective proposes the elaboration of a study of tourism development for 
tourists aged 55 and over.  
 
 
  



II. RESEARCH METHODOLOGY 
 
 Senior tourism is a segment that has not held much share or importance in the tourism 
industry, but this trend is changing. The importance of the segment of senior citizens in the markets, 
in general, is determined by the aging process, which is related to the improvement of the economic 
status and the health conditions of this group. In this regard, some authors suggest that the 
unprecedented change in the demographic structure of the population will cause a change. 
Specifically, these authors consider that the older generation will be one that will introduce profound 
changes in the coming decades. 

The most important factors attesting to the advancement of an aging population are the 
increase in life expectancy, a lower birth rate and the impact that seniors will have on the rest of the 
population as it ages. A few years ago, Tongren (1988) reiterated the importance of this generation 
and stressed the interest not to limit ourselves to the characteristics of today's elderly consumers, 
but also to study the buying behavior of this generation regarding the products and services they 
shall request in the near future. 

Due to the lack of consensus regarding the age at which a person can be considered a senior, 
the problem of using the cognitive age - either subjective or self-perception - arises to evaluate the 
purchasing behavior of the elderly consumer, as an alternative to the chronological age . Grande 
(1993) stated that "the key age for market segmentation is the self-perceived age, which is what 
establishes the way of life by determining attitude, interests and opinions". Similarly, Gwinner and 
Stephens (in Lyer et al., 2008) have shown that cognitive age can explain some consumption 
behaviors better than other commonly used variables, such as income, education and health.  
 The lack of consensus suggests an inconsistency in the concept. Le Serre (2008) proposes 
a new definition based on an analysis of the literature available in specialist, tourism and marketing 
magazines. She argues that the notion of senior consumer is characterized by two types of elements:  

a) those that do not vary, regardless of the marketing specialty and the type of industry in 
which he / she evolves; all researchers agree with these intrinsic characteristics of the senior 
consumer; 

b) variable elements. 
The elements that do not change when analyzing the concept of elderly / senior consumers 

are: 
• Elderly consumers represent an important potential market for the industry due to the large 

number of older people and their purchasing power; 
• They have reached or exceeded the age threshold at which there are some signs of aging. 

This element is related to the etymological meaning of the initial word, "senior" - which meant old; 
• They feel young in relation to their chronological age and, consequently, there is a new 

subjective variable related to a person's self-perception and his feelings about certain age groups. 
This variable has already been used to segment the senior market and previous results have 
confirmed that it is more useful than the chronological age to explain the buying behavior of this 
group. 
 Regarding the aspects that vary in the definition of the senior consumer, a review of the 
literature highlights two aspects: 



1) each definition is intrinsically linked to an approach that allows differentiation between 
senior and non-senior consumers; 

2) there is a lack of consensus on the definition of a senior consumer and therefore on the 
criteria used to define such a consumer.  
 The analysis of the concerns of researchers from abroad and from our country (in the latter 
case many problems such as those faced by the tourism of the elderly do not appear), the results 
and the current position of this sector in Romania, shows that in this field it must recover a great deal 
and it must reach a well-deserved higher position in the current European and global context. Such 
a wish is realistic if we consider the natural potential needed to support quality senior tourism and 
especially the quality of the existing and possible human factor to be attracted and developed here. 
From this last point of view, it is considered that the concerns of the specialists and the researchers 
were quite rare and did not represent an approach with strategic aims, able to provide long-term 
solutions to the development of tourism performances for the elderly. 

Starting from this reality, our work aims to contribute to the launch and stimulation of the 
tourism activity in Dolj county and in Romania for the elderly, in particular following the changes that 
must occur in the management at the microeconomic level in order to make attractive offers. In this 
respect, new ways of supporting this important vector of tourism development in our country are 
identified. 

In order to achieve this main objective, our approach has focused on derived objectives, 
which contribute to a better understanding of the tourism phenomenon for the elderly and which order 
and clarify any difficulties inherent in the change process: 
a) a first step constituted the identification of the main problems faced by the tourism for senior 

citizens at European level and in the area delimited by the project and of the main elements that 
impede its course; 

b) Secondly, and in accordance with the theme of the paper, some conceptual elements specific 
to tourism for seniors have been clarified, elements that make compatible the comparisons 
between research in terms of statistics, motivations and problems faced by older people in 
identifying and requesting the best tourism offers, but also the suppliers of such offers from Dolj 
County and from Romania; 

c) the research also aimed at identifying the motivations, requirements and expectations of senior 
citizens in Dolj County regarding the tourism product they want, in order to present the best 
signals in this regard to the interested economic agents and to support them in their efforts to 
develop their offers and business; 

d) another element of interest was the design, based on a statistical study, of the essential 
components of a tourism product specific to seniors.  

  
The methodological and theoretical-scientific support of the paper uses the concepts, 

fundamental principles and works of authors such as Lorge, Blau, Peters, Rosow, Ward; Mutran, 
George, Guiot, Barak, Schiffman, Stephens, Wilkes, Dune, Turley, Cleaver, Muller, Berscheid, 
Peplau, Havighurst, Chevalier, Claxton, Gorn, Chiu Fui, Hui Wang, Sherman, Mathur, Moschis, 
Geuens, Weijters, Tamaro-Hans, Tongren, Supernaw, Tamaro-Hans, Anderson, Langmeyer, 
Javalgi, Thomas, Rao, Lavery, Cleaver, Sellik, Shim, Gehrt, Siek, McMellon, Sherman, Schiffman, 
Kucukarslan, Pathak, Segal, Sirdeshmukh, Mathur, Moschis, Boulbry, Muller, Polle, Goulding, 



Heslop, Bernhardt, Kinnear, Barak, Lavery, Anderson, Langmeyer, Tamaro-Hans, Knight, Heslop, 
Claxton, Gorn, Polle, Méli, Martineau, Rochefort, Xerfi, Tarot, Noyer, Charollois, Cohen, Treguer, 
Moschis, Galouj, Lavery, Lehto, Patterson, McGehee, Zimmer, Bartos, Gollub, Javitz, Capella, 
Greco, Moisey, Bichis, Pizam, Darpy, Volle, Deci, Ryan, Richius, Dann, Crompton, Mannel, Iso-
Ahola, Krippendorf, Formica, Uysal, Lang, O'Leary, Locker-Murphy, Pyo, You, Romsa, Blenmann, 
Horneman, Shoemaker, Places, Morgan, Levy and others. 

The research methodology includes general and specific approaches to the concepts and 
tools of tourism and its segment for senior citizens, marketing and statistical analysis. For the 
practical part, the focus was on the research-action method, the statistical survey based on the 
questionnaire, the statistical analysis and the case study. 

In addition to the studied bibliography, the informational support of the thesis is the 
regulations of the OMT and of other international bodies, the legal and normative acts in the field of 
tourism for senior citizens of the European Union and of Romania, statistics of the European Union 
and the OMT. 

The research methodology used specific methods for designing questionnaires, statistical 
surveys based on questionnaires and results interpretation grids, benchmarking, analysis and 
interpretation of statistical data according to the specific requirements of the project objectives. The 
volume of the sample was made up of 107 respondents, identified in some organizations of the 
pensioners from Dolj county and was balanced in terms of the number of men and women as well 
as in terms of age.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  



III. NEW DEMOGRAPHIC EVOLUTIONS AND TOURISM 

DEVELOPMENT FOR SENIORS 

 

 In 2017, almost one fifth (19%) of the population of the European Union was 65 years old 
and over. The share of people aged 80 and over is expected to double by 2080, to reach 13% of the 
total population. The effects of population aging in the European Union (EU) are expected to have a 
major impact in the coming decades. The systematic decline in birth rates and the increase in life 
expectancy will greatly change the shape of the EU-28 age pyramid. The most important change will 
probably be the marked transition to a much older demographic structure, an evolution that is already 
evident in several Member States. 

As a result, the proportion of working people in the EU-28 is declining, while the relative 
number of pensioners is increasing. The proportion of the elderly in the total population will increase 
significantly over the next decades, as the "baby-boomers" generations born after the war reach 
retirement age. This phenomenon will have the effect of increasing the burden of the active persons, 
who will have to bear the social costs of this aging population for a series of services provided in this 
field. 

III.1. CONCEPTUAL CLARIFICATIONS, STATISTICAL AND BEHAVIORAL 
COMPATIBILITIES 

III.1.1. The senior consumer: a fragile concept 
 
 In the management sciences, the concept of senior consumer is one that is known for its 
fragility. The lack of consensus between researchers, but also among practitioners, leads to a fragility 
of accumulations and a difficulty in comparing results. Therefore, a common definition of the object 
of study is needed. The method used to construct this definition allows to reach a general acceptance 
of the concept of senior consumer, which can be used by any professional, researcher or practitioner, 
regardless of the industrial sector considered. 

In this regard, the concept of senior consumer is clarified and the research undertaken on 
this topic will be able to be based on a stable conceptual framework. In addition, the formulated 
indicator operationalizes the definition for empirical studies. Simple to put into practice, it will facilitate 
the comparison of the results of the different studies that appear. Finally, it explains the importance 
of the variable "rejuvenation trend", Δ, in the study of the senior consumer, especially in the tourism 
field. 

The research perspectives in this direction are numerous: the use of Δ as a segmentation 
tool for the tourism market for the elderly had encouraging results (Cleaver and Muller, 1998), which 
need to be deepened; the links between Δ and the fundamental concepts of tourist behavior, such 
as motivations to go on trips or the perceived risks of traveling, must be specified; the study of the 
influence of Δ on the information sources used would allow a better accessibility of the segment. 
These researches are all the more necessary in Romania, as the Romanian senior consumer 
received very little attention. 



 

 The analysis of the literature on senior consumer shows that this concept is characterized by 
two types of elements. On the one hand, the elements recognized and accepted by all marketing 
specialists. These elements can be described as "invariable", in the sense that they do not vary 
according to the identity and / or the sector of professional activity that mentions them. On the other 
hand, an element that varies according to the identity and / or the sector of professional activity that 
mentions it. This element, which is the criterion for defining the concept of senior, is called "variables". 
It is at the origin of the fragility of the concept. 
 

III.1.1.1 The invariable elements of the concept of senior consumer 

 
An analysis grid (Annex 1) of the specialty literature magazine regarding the senior consumer has 
made it possible to highlight the elements of the concept for which there is a consensus from all 
researchers and also from marketing practitioners. These invariable elements, listed in the table 
below, are mentioned as stable characteristics of the senior consumer. 
 

The invariant characteristics of the concept of senior consumer (all sectors combined) 
 

(1) seniors represent a demographic and economic potential 
(2) senior citizens are persons who have reached or exceeded an age threshold 
chronologically 
(3) seniors feel younger than their chronological age 

 
Invariant characteristics of the concept of senior consumer Table 1. 
 

 Initially, feature (3) was identified by researchers in gerontology Tuckman and Lorge (1954), 
then by Blau (1956), who noted that most people over 60 years old have a strong tendency to 
perceive themselves considerably younger than their chronological age. The subjective age is then 
introduced to designate the age at which an individual is identified. This age measures self-
perception in terms of belonging to a reference age group (Blau, 1956,1973; Peters 1971; Rosow 
1967, 1974; Ward 1977; Mutran and George, 1982). 

The difference between the subjective age and the chronological age of the individual, 
referred to as the "rejuvenation trend" (Guiot, 2001) in the case of the elderly, proves to be an 
effective study variable in the study of their consumption behavior (Barak and Schiffman, 1981; 
Stephens, 1991; Wilkes, 1992; Dune and Turley, 1997). This variable has been used in particular as 
a segmentation tool for the tourism market of Australian seniors (Cleaver and Muller, 1998). The 
results were encouraging and made space for new research tracks. 

In order to understand the influence of the rejuvenation trend on consumer behaviors, it is 
necessary to use the theory of symbolic interaction (Berscheid and Peplau, 1983). This theory 
translates into an individual's ability to change the image he/she wishes to present to others. This 
objective can be achieved, in particular, through the intended consumption to transmit signals in this 
regard. 

The notion of compensatory symbolism (Havighurst 1969; Berscheid and Peplau, 1983) is 
also useful. It allows to consider the links between the social roles that the elderly try to maintain and 



the adoption of symbols characteristic of younger age groups, considered to be valuable because of 
the stereotypes related to aging. If there is a consensus between all researchers and practitioners of 
the three elements characteristic of the concept presented in table 1, this is no longer valid in terms 
of defining the senior consumer. The latter is indeed variable and lies at the origin of the fragility of 
the concept.  
 

 

III.1.1.2 A variant element of the concept of senior consumer: its definition 

 
 The analysis of the French specialized literature, then of the international literature, made it 
possible to highlight two important aspects. First of all, any definition of the concept of senior 
consumer is related to a criterion of definition, which allows the operationalization of the concept in 
its empirical part. Then, there is a lack of consensus on the definition criterion and, therefore, on the 
definition of the concept (and mutual). In general, two different definition criteria are used in 
marketing: chronological age (Chevalier 1999, 2003; Guiot 1999, 2001; Claxton and Gorn 1985; Chiu 
Fui, Hui Wang and Sherman 1994; Mathur and Moschis 1995; Geuens and Weijters 2002) and the 
exit and / or preparation for retirement (Tamaro-Hans, 1999). 

This observation also extends to the field of tourism. The retirement criterion, which 
corresponds to an increase in tourism consumption potential (Tongren, 1980; Supernaw, 1985; 
Tamaro-Hans, 1999) is consistently used, as is the chronological age criterion (Anderson and 
Langmeyer, 1982, Javalgi, Thomas and Rao , 1992; Lavery, 1999; Cleaver and Sellik, 2004; Shim, 
Gehrt and Siek, 2005). 

In addition, to this lack of consensus of "first level" on the nature of the definition criterion, a 
second level lack of consensus is added, regarding the chronological age limit when using this 
criterion. The border is set at 50 years old (Chevalier, 1999, 2003; Guiot, 1999, 2001; McMellon, 
Sherman, Schiffman, 1997), 55 years old (Kucukarslan, Pathak, Segal and Sirdeshmukh, 1993; 
Mathur and Moschis, 1995), 60 years old (Boulbry, 2004; Muller and Polle, 2001; Goulding, 2002) or 
65 years old (Heslop, 1987; Bernhardt and Kinnear, 1976; Barak, 1982). In the tourism sector, this 
lack of consensus is particularly visible. The age limit that defines the senior consumer ranges from 
50 years old (Lavery 1999; Anderson and Langmeyer, 1982) to 60 years old (Cleaver and Muller, 
1998), up to 55 years old (Javalgi, Thomas and Rao, 1992, Shim, Gehrt and Siek, 2005; Cleaver 
and Sellik, 2004). 

Finally, it should be noted that while some authors justify the choice of the criterion used 
(Tamaro-Hans, 1999; Knight, 2003; Barak, 1982; Kucukarslan, Pathak, Segal, and Sirdeshmukh 
1993), others do not (Heslop 1987; Claxton and Gorn, 1985, Muller and Polle, 2001; Cleaver and 
Muller, 2001). At the same time, the justifications, where they exist, may be different. This lack of 
consensus generates both a conceptual challenge and a limit in the analysis of the results of the 
tourist studies regarding the seniors. Indeed, when conducting an empirical study, the researcher 
makes a choice of chronological age limit, in order to target the people that he/she should interview. 
The chronological age chosen will be in accordance with the definition criterion. 

Different definition criteria lead to the choice of different age limits. The question that arises 
is then: how to compare the results of consumer studies, with the same name, of "seniors", if they 
do not belong to the same age groups? This problem raises the question whether the criterion of 



distinction should be or not the chronological age (Tamaro-Hans, 1999). Based on these 
observations, the question is asked about the relevance of the two criteria used so far and the attempt 
to highlight their limits. 
 

  

III.1.1.3 Limits of the criteria for defining the concept 
 

A. Limits of the chronological age criterion 
 

The criterion of distinction by chronological age establishes a relevant demographic and 
financial border between two parts of the population and uses an easy operational heuristic. 
However, its use limits for identifying senior consumers are noticeable. 
 

Limit 1. The chronological age chosen varies by authors, sectors and socio-cultural contexts 
(Annex 2 and Annex 3). Both at the French and international levels, there is a lack of consensus 
about the age threshold from which consumers are considered senior citizens. This lack of 
consensus is the first limit of the use of the chronological age criterion. 

Limit 2: A criterion that defines a heterogeneous segment. In addition to the first aspect, 
choosing a precise chronological age as the sole criterion of senior / non-senior distinction leads to 
the identification of a broad and heterogeneous segment. Broadly, in the sense that under one and 
the same name, for example, the consumers between the ages of 50 and 100 are included. 
Heterogeneous, in terms of income, requirements, medical condition, consumption habits and values 
(Serrière, 2003). 

Limit 3: A dynamic criterion. Finally, this criterion is related to conjunctural events, such as 
"The Thirty Glorious Years", medicine advances, access to paid work for women. Therefore, it is 
evolutionary. It corresponds to an economic and social reality from the beginning of the 21st century, 
which will evolve with the birth rate and future social reforms. From this perspective, it is a dynamic 
criterion over time. Therefore, the chronological age criterion appears as a necessary criterion, but 
not sufficient to distinguish the elderly from the non-elderly and it must be completed. 

The second criterion used is retirement, but it can also have its limits.  
 

B. The limits of the retirement criterion 
 

Retirement is a very useful criterion for characterizing changes in the tourism consumption 
of seniors. However, its strict use entails difficulties, especially when it comes to comparing research 
results. 

Limit 1: The retirement age varies by country. In most countries of the Organization for 
Cooperation and Development (which includes 30 Member States, including the United States, 
France, Australia, Canada, the United Kingdom and Belgium), the retirement age that entitles a 
public-sector pension is 65 years old. However, the following three countries are exempt from this 
rule, Norway, where the legal age is 67 years old, Korea and France, where the legal retirement age 
is 60 years old. Consequently, choosing the retirement age as a criterion for defining the concept of 
senior will generate difficulties in comparing the results at international level. However, this 



observation of a plurality of official retirement ages contributes to underlining the socio-cultural 
dimension of the senior concept. 

Limit 2: In France, this criterion is difficult to use. While the legal retirement age is 60 years 
old in France, Bernard Quintreau, in his 2001 report to the Economic and Social Council, found the 
existence of an "invisible limit at 55 years old", which, beyond that, excludes the effective work. It is 
also important to recognize that the multiple situations that coexist from this point of view (retirement, 
progressive retirement, early retirement, early departure (Tamaro-Hans, 1999), make it difficult to 
operationalize this criterion. In addition, the emerging trend of cumulative employment / retirement 
(Méli and Martineau, 2006) increases the complexity of operationalizing this criterion in France.  

Limit 3: A dynamic criterion. Within a country, the retirement criterion itself is a dynamic one. 
It tends to evolve according to social reforms. In France, for example, the "Balladur" reform, then the 
"Fillon" reform, led to an extension of the contribution period for any employee. In addition, the 
European Union has forced France to reach an index of 50% of people aged 55 to 64 in activity by 
2010. This objective, to which the problem of pension funds will be added, suggests new reforms of 
the French pension system to extend the duration of professional career.  
 In addition to the legal retirement age, social reforms also have an impact on the nature of 
retirement. The most obvious illustration is the paid work of women, a major sociological 
phenomenon in recent years in developed countries. At retirement, women have their own 
retirement. Thus, there is an increase in retired couples and, consequently, an increase in income 
per unit of pensioners' consumption (and this, in spite of the gradual decrease in the level of 
pensions) (Rochefort 2000, 2004). In addition, there is also an increase in the number of divorces 
among people over 60 years old. Thus, INED is predicting more divorces than widows in the future 
for people over 60 years old (Rochefort 2004). 

Therefore, the retirement criterion is a dynamic criterion. Retirement will evolve in terms of 
nature and age limits under social reforms. Therefore, this criterion appears as a necessary one, but 
not sufficient to describe the concept of senior. Its evolutionary aspect, first of all, makes it difficult to 
operationalize in an identical way the entire scientific community. 
 

III.1.2. Proposing an indicator to identify the senior consumer based on the invariant elements 
of the concept 
 

 The definition of the concept of senior consumer aims to be accepted by all the specialists 
and actors who are interested in these consumers. Therefore, it must reflect the invariant features of 
the concept presented in Table 1 and for which there is a consensus. Then, it must be empirically 
usable by all sectors without restriction. 

This second exigency requires that the indicator to be usable regardless of the sector of 
activity concerned, or the scope of the study chosen. In addition, the invariant features of the concept 
lead to the formulation of this indicator using explicit and stable criteria. Once this definition has been 
formulated, it can be applied to the tourism sector to accurately define the senior consumer in the 
tourism industry. 
 

III.1.2.1 A stable definition of the senior consumer 

 
 In order to arrive at a definition of the concept of senior, which is accepted and used by most 



stakeholders in its realization, its invariant elements, unanimously recognized by both practitioners 
and researchers, must be used. 

First, the following invariant element must be examined: the concept translates that one 
reaches or exceeds an advanced chronological age, which identifies a change in consumption 
behaviors. The notion of "chronologically advanced" age, as an age at which signs of biological and 
/ or social aging appear, must be specified. Therefore, a senior is a person who has reached or 
exceeded a chronological age limit beyond which the signs of social and / or biological aging are 
beginning to manifest. The manifestation of this aging causes a change in the consumption behaviors 
of the individual. From a biological point of view, cell aging causes damage to nerve cells that 
generates, among others, sensory, motor and cognitive deficits (Guiot, 2006). Regarding social 
aging, this refers to the Roman military use of the term "senior" (Boulbry, 2003). Transposed in the 
current context, it is related to the transition from active status to inactive status in professional life. 

The invariant element according to which the concept of senior reflects the economic interest 
of a segment for professionals must also be taken into account. This element translates into the fact 
that a person designated by the term "senior" by professionals in sector A, may not be considered 
senior by professionals in sector B (with B ≠ A). This element is important, because he is partly 
responsible for the inaccuracy that currently prevails in the concept of senior. An individual is a senior 
in the field of a particular area of study / sector of activity. This feature allows to specify the previous 
element, namely the fact that the chronological age limit depends on the sector of activity considered. 
Beyond this age threshold, individual consumption in the sector concerned is changed. 

Finally, the last invariant element can be translated as follows: a senior is a person who feels 
younger than his or her chronological age shows. Considering these three elements, the following 
definition can be proposed: an individual, naturally affected by the manifestations of aging (which 
may be social and / or biological), who causes changes in the consumption of i products and who 
feels younger than his/her chronological age, is considered senior by the i sector, where i Є N. The 
approach must continue with the formulation of an indicator consistent with this definition and 
operational regardless of the sector in which it is used.  
 

 

III.1.2.2 The indicator of the senior consumer 
 

 The design of such an indicator must resort to a mathematical formalism, which includes the 
invariant elements based on the definition emitted previously. The translation of each element is a 
criterion or a property. The set of criteria is the indicator. Choosing a transposition from the point of 
view of mathematical logic allows to arrive at precise criteria. 
 

A. Quantifying dependence on the sector of activity. 
 

As stated above, "an individual is senior according to a particular area of study / sector of 
activity". This means that a person designated as senior by sector A professionals may not be 
considered by sector B professionals (with B ≠ A). Modeling this dependency of the concept 
according to the sector can be done through the property below: 
 



 Senior = Senior (i sector), i Є N, N: the set of integer natural numbers. Thus, the sector 
considered appears as a variable that generates a special senior function.  
 

 B. Quantifying the passage of the age threshold chronologically 
 

This means the translation of the fact that a senior is "a person who has reached or exceeded 
a chronological age limit, beyond which the signs of social and / or biological aging begin to manifest. 
"The construction of this criterion requires, in advance, the definition of a chronological threshold 
age, beyond which the signs of aging appear. 

This age chronological threshold has two notable properties. First of all, it is related to a 
certain sector of activity. Indeed, the manifestations of the individual's aging are multiple. They can 
be social or biological. When they are biological, they are numerous and diverse. But each of these 
manifestations occurs at a specific chronological age. Of course, this chronological age varies with 
people, but in general, there is a consensus around an average age of the signs of a certain aging. 

Each occurrence of an aging type generates a new need in terms of consumption in the 
affected person. This new consumption allows the individual to adapt to the physical or social change 
that has occurred. If this is the case, it takes place within the compensatory regulation process 
(Havighurst, 1963). A certain sector of activity, the i sector, is affected by this change in consumption. 
Therefore, it can be proposed: 
 
 Chronological age threshold = chronological age threshold i (the i sector), where i Є N. 
 

Then, this chronological age threshold is dynamic. As specified above, it depends on the 
date and period of the past in which it is taken into account. In general, it is proposed at a certain 
date t: 
  

chronological age threshold = chronological age threshold (the i, t sector), where i Є N 
 

Thus, in a schematic way, for a given i sector, considered at a certain date t, it can be 
represented the impact of exceeding this chronological age threshold on the consumption of i 
products, as follows.: 
 

 

Consum 

 

 

                                                                                                          Increasing chronological age 

 

                                Chronological age threshold 

 

Consumption A: the behavior of type A consumption of i products.  

Consumption B: the behavior of type B consumption of i products. A ≠ B. 

Figure 1     The impact of the passage from the chronological age threshold on consumption 
Source: Le Marché des seniors Opportunité de croissance pour l’industrie touristique mondiale éléments d’analyse conceptuelle 
et identification du consommateur senior, publicată în Actes du Colloque IPAG Paris 2007 

   Consumption B 



 
Therefore, the first criterion can be formulated in the following manner. 

 
Criterion 1: At a certain date t and for a certain sector i, a person is considered a senior 

consumer if: 
 

individual chronological age ≥ threshold chronological age (i, t sector), where i Є N  
 

C. Quantifying (transposing) the tendency to feel younger 
 

The concept of subjective age tendency (Guiot, 2005) is useful for the formulation of the 
second criterion. This concept is operationalized by calculating the following differential, Δ: 
 

Δ = chronological age - cognitive age 
 

If the result of this decrease is ≥ 0, then Δ measures the individual's tendency to feel younger. 
If the result of this decrease is ≤ 0, then Δ measures the individual's tendency to feel older. The 
invariant element reflects that seniors tend to feel younger than their chronological age. Therefore, 
we propose the translation (transposition) of this element by the following criterion. 
  

Criterion 2: A person is considered a senior consumer if Δ ≥ 0. In conclusion, the proposal 
of the main indicator that can be formulated as follows. 
A person is considered on a certain date t and if: 
 
1. individual chronological age ≥ (threshold chronological age (i, t sector) and 
2. Δ = individual chronological age - individual perceived age ≥ 0, then the individual can be 
considered as a senior for i sector   
 

Graphically, this indicator is translated as follows:  
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Figure  2  Graphic representation of the senior / non-senior distinction criterion 



Source: Le Marché des seniors Opportunité de croissance pour l’industrie touristique mondiale éléments d’analyse conceptuelle 
et identification du consommateur senior, publicată în Actes du Colloque IPAG Paris 2007 
 

 

III.1.2.3. The identification of elderly for the tourism industry 
 

 The application of the previous indicator in the tourism sector requires the identification of 
the chronological age threshold from which the potential for travel consumption increases. 
Considering that available time is a factor in increasing the potential for tourism consumption 
(Shoemaker 1989, Supernaw 1985, Tamaro-Hans, 1999), the age of dependence constitutes the 
threshold chronological age. Therefore, a person is considered on a certain date t, and if:  
 
1. individual chronological age ≥ retirement age (t) and 
2. Δ = individual chronological age - individual perceived age ≥ 0, 
  
then the individual can be considered senior for the tourism industry. 
Thus, a stable conceptual framework of the senior consumer in the tourism industry is defined. At 
present, an in-depth research of domestic tourism consumption behavior can be considered. From 
now on, the indicator above reflects and underlines the importance of the variable Δ, the trend of 
subjective age, in the study of the tourist consumption behaviors of the elderly. 

 

III.2. THE CONTINUOUS INCREASE OF THE SHARE OF THE ELDERLY IN THE 
EUROPEAN UNION 

 

 As of January 1st, 2017, the EU-28 population was estimated at 511.5 million people. Young 
people (aged 0-14) represented 15.6% of the EU-28 population (Table 1), while persons considered 
fit for work (aged 15-64) represented 64, 9% of the total population. The elderly (aged 65 and over) 
held a share of 19.4% (an increase of 0.2 percentage points compared to the previous year and an 
increase of 2.4 percentage points compared to 2007). 

Of the EU member states, the highest proportion of young people in 2017 was observed in 
Ireland (21.1%) and the lowest in Germany (13.4%). Regarding the proportion of the elderly (65 
years old and over) in the total population, Italy (22.3%), Greece (21.5%) and Germany (21.2%) 
recorded the highest levels, whilst Ireland, the lowest share (13.5%). 

 
 
 
 
 
 

Table 1 



Age structure of the population according to the main age groups, 2007 and 2017 (% of the total 
population) 

  
0-14 years old 15-64 years old 

65 years old 
and over  

  2007 2017 2007 2017 2007 2017 

EU28 (¹)(²) 15,9  15,6  67,1  64,9  17,0  19,4  

Belgium (¹) 17,0  17,0  66,0  64,6  17,1  18,5  

Bulgaria 13,2  14,1  69,1  65,2  17,6  20,7  

Czech Republic 14,4  15,6  71,1  65,7  14,5  18,8  

Denmark 18,6  16,7  66,1  64,3  15,3  19,1  

Germany (¹) 13,9  13,4  66,3  65,4  19,8  21,2  

Estonia (¹) 14,9  16,2  67,9  64,4  17,3  19,3  

Ireland (¹) 20,3  21,1  68,9  65,4  10,8  13,5  

Greece 14,7  14,4  66,7  64,0  18,6  21,5  

Spain 14,6  15,1  68,9  66,0  16,5  19,0  

France (¹) 18,5  18,3  65,2  62,5  16,3  19,2  

Croatia (²) 15,6  14,5  66,7  65,8  17,7  19,6  

Italy 14,1  13,5  65,7  64,1  20,1  22,3  

Cyprus 18,9  16,3  68,8  68,1  12,4  15,6  

Latvia 14,2  15,6  68,4  64,6  17,4  19,9  

Lithuania 16,0  14,8  67,3  65,9  16,6  19,3  

Luxembourg (¹) 18,3  16,2  67,7  69,5  14,0  14,2  

Hungary (¹) 15,2  14,5  68,9  66,8  15,9  18,7  

Malta 16,6  14,1  69,5  67,0  13,9  18,8  

Netherlands 18,1  16,3  67,4  65,2  14,5  18,5  

Austria 15,6  14,4  67,5  67,1  16,9  18,5  

Poland (¹) 15,8  15,1  70,8  68,3  13,4  16,5  

Portugal 15,7  14,0  66,7  64,9  17,5  21,1  

Romania 16,9  15,6  68,4  66,6  14,7  17,8  

Slovenia (¹) 14,0  14,9  70,1  66,2  15,9  18,9  

Slovakia 16,2  15,5  71,8  69,5  12,0  15,0  

Finland 17,1  16,2  66,5  62,8  16,5  20,9  

Sweden 17,0  17,6  65,6  62,6  17,4  19,8  

Great Britain 17,8  17,8  66,3  64,1  15,9  18,1  

Iceland 21,3  19,7  67,1  66,2  11,6  14,0  

Liechtenstein 17,1  14,9  71,0  68,2  11,9  17,0  

Norway 19,4  17,8  66,0  65,5  14,6  16,6  

Switzerland (¹) 15,8  14,9  68,1  67,1  16,2  18,1  

Montenegro 20,1  18,2  67,0  67,4  12,9  14,4  

Macedonia (²) 18,9  16,6  69,8  70,2  11,2  13,3  

Albania 24,9  18,2  66,3  68,7  8,8  13,1  

Serbia (¹) 15,6  14,4  67,2  66,3  17,2  19,4  

Turkey 26,6  23,7  66,6  68,0  6,8  8,3  

       

(¹) Series break. 
(²) The population whose age is unknown is redistributed to calculate the structure of 
the years. 

 Source: Eurostat 
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Figure 3: Increasing the share of the population aged 65 and over between 2007 and 2017 

(percentage points) 
Source: Eurostat  

The population structure of the EFTA (European Free Trade Association) and candidate 
countries was comparable to that observed in the EU as a whole, with the main exceptions being 
Turkey and Iceland, where the population structure was similar to that of Ireland: in both countries 
the young population represented a large proportion ( 23.7%, respectively 19.7%), while persons 
over 65 years old represented a relatively small proportion of the total population (8, 3% and 14%). 
In Albania and the former Yugoslav Republic of Macedonia, also, people aged 65 and over 
represented a relatively small proportion of the population (13.1% and 13.3% respectively). However, 
the trend towards an aging population is also visible in these countries. 

 

III.2.1. The median age and age dependence 

 

 As of January 1st, 2017, the median age of the EU-28 population was 42.8 years old (Figure 
2). This means that half of the population in the EU-28 has reached this age, and the other half has 
not yet reached it. In the Member States of the Union, the median age ranged from 36.9 years old in 
Ireland to 45.9 years old in Germany and Italy, thus confirming the relatively young and relatively old 
demographic structure observed in each of these three Member States. At 36.3 years old, 35.6 years 
old and 31.4 years old respectively, Iceland, Albania and Turkey in 2017 had a median age below 
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all EU Member States. Albania has experienced the highest average age increase in the last 10 
years: it increased by 23.2% (or 6.7 years old, from 28.9 years old in 2007 to 35.6 years old in 2017). 

 
EU-28 (1)(2), - Italy, - Germany(1), - Portugal,  - Greece,  -Bulgaria, -Slovenia, -Lithuania,  - Croatia,  -Spain, - 
Latvia,  - Austria, - The Netherlands, - Finland, - Hungary (¹), - Czech Republic, -Romania, - Estonia (¹),- 
Denmark, Belgium (¹),France (¹)(2), - Sweden, - Malta, -Poland (¹),- Great Britain, -Slovakia (¹),- Luxembourg (¹),- 
Cyprus, - Ireland (¹), -, - Liechtenstein, - Switzerland, - Norway, - Iceland, -, -Serbia, - Montenegro, - The former 
Yugoslav Republic of Macedonia, - Albania, - Turkey,  

Increase 2007-2017  
Figure 4: The median age of population, 2007-2017(years old) 

Source: Eurostat  

Between 2002 and 2017, the median age increased by 4.2 years old in the EU-28 (on 
average 0.3 years old/ year), from 38.6 years old to 42.8 years old (Figure 5). Between 2007 and 
2017, the median age increased in all EU Member States, registering more than 4 years in Romania, 
Portugal, Greece, Spain and Lithuania. (Figure 4).  
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                                 Figure 5: The median age of population, UE-28, 2002-2017 (years old) 
Source: Eurostat 

 

 
Dependency ratio by age can be used to study the level of care / taking over of the task of 

supporting young people and / or the elderly by the working (active) population. This ratio is 
expressed in terms of relative size of the young and / or old population in relation to the active 
population. The dependency ratio for the elderly in the EU-28 was 29.9% on January 1st, 2017 (Table 
2). Thus, there were slightly more than three persons of active age for a person aged 65 or over. The 
dependency ratio of the elderly in the EU Member States ranged from 20.5% in Luxembourg and 
20.7% in Ireland, to 34.8% in Italy, 33.6% in Greece and 33.2% in Finland, which represents about 
three persons of active age for a person aged 65 and over.  

The combination of dependency ratio of young people and the elderly gives the total 
dependency report related to age (calculated as the proportion of dependent persons, young and 
old, in relation to the population from 15 to 64 years old, considered too young or old to work), which 
was 53.9% in 2017 in EU-28, which means that there are approximately two working age persons 
per dependent person. In 2016, the lowest rate of age dependency among the EU Member States 
was observed in Slovakia (43.8%), and the highest in France (60.0%). 
 

Table 2 
Indicators of structure of population age, January 1st, 2017 (%) 

 

  
Dependency 

ratio of young 
persons 

Dependency 
ratio of 
seniors  

Dependency 
ratio of 

related to 
age (total ) 

Segment of the 
population of 
over 80 years 
old or older 

EU28 (¹) 24,0  29,9  53,9  5,5  

Belgium  26,3  28,6  54,9  5,5  

Bulgaria 21,6  31,8  53,4  4,8  

Czech Republic 23,7  28,6  52,4  4,0  

30,0

32,5

35,0

37,5

40,0

42,5

45,0

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017



Denmark 26,0  29,7  55,7  4,3  

Germany  20,5  32,4  52,9  6,0  

Estonia  25,2  30,0  55,2  5,3  

Ireland  32,2  20,7  52,9  3,2  

Greece 22,6  33,6  56,2  6,7  

Spain 22,8  28,7  51,6  6,2  

France  29,3  30,7  60,0  5,9  

Croatia  22,1  29,8  51,8  5,0  

Italy 21,0  34,8  55,8  6,8  

Cyprus 23,9  22,8  46,8  3,4  

Latvia 24,1  30,8  54,9  5,2  

Lithuania 22,5  29,3  51,8  5,5  

Luxembourg  23,4  20,5  43,9  3,9  

Hungary  21,7  27,9  49,7  4,3  

Malta 21,1  28,1  49,1  4,1  

Netherlands 25,0  28,4  53,3  4,5  

Austria 21,5  27,6  49,1  4,9  

Poland  22,1  24,2  46,3  4,2  

Portugal 21,6  32,5  54,1  6,1  

Romania 23,4  26,7  50,1  4,4  

Slovenia  22,6  28,6  51,1  5,1  

Slovakia 22,2  21,5  43,8  3,2  

Finland 25,8  33,2  59,1  5,2  

Sweden 28,1  31,6  59,7  5,1  

Great Britain 27,8  28,2  56,0  4,9  

Iceland 29,8  21,2  51,0  3,6  

Liechtenstein 21,8  24,9  46,7  3,5  

Norway 27,2  25,4  52,6  4,2  

Switzerland  22,2  27,0  49,2  5,1  

Montenegro 27,0  21,4  48,4  3,1  

The former Yugoslav 
Republic of Macedonia 

23,6  18,9  42,5  2,4  

Albania 26,4  19,1  45,5  2,4  

Serbia  21,7  29,2  50,9  4,4  

Turkey 34,9  12,3  47,2  1,7  

     

(¹)Series break.     

Source: Eurostat    

 

  
 A general upward trend can be observed both for the dependency ratio for the elderly in the 
EU-28 and for the total dependency ratio. The dependency ratio for the elderly has increased by 4.7 
percentage points (18.7% compared to its previous value) during the last decade (from 25.2% in 
2007 to 29.9% in 2017), while the total dependency ratio increased by 5 percentage points (10.2% 
compared to the previous value) during the same period (from 48.9% in 2007 to 53.9% in 2017).  

III.2.2. Historical evolutions and trends of demographic aging in the European Union 

 Population aging is a long-term trend, which began in Europe a few decades ago. This 
tendency is evident in the changes in the age structure of the population and translates into an 



increasing proportion of the elderly and a decreasing share of working people in the total population. 
The demographic pyramids (figures 5 and 6) illustrate the distribution of the population by sex and 
by age groups of five years. Each bar corresponds to the proportion of each sex, in a certain age 
group, in the total population (men and women).  

  

 
 

Men – red Women - blue 
Figure 5: Pyramids of the population, EU-28, 2002 and 2017 (in% of the total population) 

Source: Eurostat 

  
 
            The demographic pyramid of the EU-28 on January 1st, 2017 is narrow at its base and 
gradually transforms into a rhomboid form, due to the set of baby boomers born in the mid-1960s 
(the baby boom refers to a phenomenon characterized by high rates of fertility in several European 
countries in the mid-1960s). Currently, baby boomers are still a significant part of the working age 
population. The first members of these large groups, born for a period of 20 to 30 years, are 
approaching retirement age, as illustrated by the comparison with the demographic pyramid of 2002. 
The baby boom generation progresses along the population pyramid, leaving both the lower part of 
the working age population and its much narrower base, as seen in figure 5. 
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The share of the population aged 65 and over is increasing in all EU Member States, EFTA 
countries and candidate countries. Growth over the last decade ranges from 4.9 percentage points 
in Malta and 4.4 percentage points in Finland, to 1.4 percentage points in Belgium and Germany and 
to 0.1 percentage points in Luxembourg. During the same period (2007-2017) an increase of 2.4 
percentage points was observed for the whole European Union (figure 3). On the other hand, the 
proportion of the population under the age of 15 decreased by 0.3 percentage points in the Union. 
            The increase in the relative share of the elderly can be explained by greater longevity, a trend 
observed over several decades, as life expectancy increases. This evolution is often referred to as 
the "peak aging" of the demographic pyramid. 
In addition, the low fertility rate has persisted for many years and has contributed to the aging of the 
population, because the decrease in the number of births leads to a decrease in the proportion of 
young people in the total population. This process, called "basic aging" of the population pyramid, 
can be observed in contracting the basis of the EU-28 population age pyramid between 2002 and 
2017. 

To examine future trends in population aging, the latest Eurostat population projection series 
(EUROPOP 2015) was designed to cover the period 2015-2080. According to these estimates, the 
EU-28 population is expected to reach a maximum of 528.6 million by 2050 and then gradually 
decrease to 518.8 million by 2080. 

 

 
Men – red Women - blue 

Figure 6: Pyramids of the population, EU-28, years 2017 and 2080 (in% of the total population) 
Source: Eurostat 
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A comparison of the age pyramids for 2017 and 2080 (Figure 7) highlights the fact that the 

EU-28 population is expected to continue to age. Over the next few decades, the large number of 
baby boomers will increase the number of seniors. However, by 2080 the pyramids will soon take 
the form of a block, which will be considerably tight in the middle (around the age of 45-54). 

Another aspect of the aging population is the gradual aging of the elderly population itself, 
with a relative importance of the elderly, growing at a faster rate than any other segment of the Union 
population. The share of people aged over 80 in the EU-28 population is expected to be double or 
higher between 2017 and 2080, from 5.5% to 12.7% (figure 8).  

 
Green-80 years old and over 
Dark green – 65-79 years old 
Red – 15-64 years old 
Blue – 0-14 years old 
Remarcak: 2017, provisional data. 2020-2080: forecasts (EUROPOP2015). 

 

Figure 7 Population structure, by large age groups, EU-28, 2017-2080 (in% of total population) 
 Source: Eurostat 

 During the period 2017-2080, it is estimated that the share of working age population (active) 
will decrease steadily until 2050, before stabilizing to some extent, while the elderly will probably be 
a part larger than the total population. People aged 65 or over will represent 29.1% of the EU-28 
population by 2080, compared to 19.4% in 2017. As a result of these transfers between age groups, 
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the dependency ratio of people in the EU-28 is expected to double, from 29.9% in 2017 to 52.3% in 
2080 (figure 8). It is estimated that the total ratio of age dependency will increase from 53.9%, in 
2017, to 79.7% in 2080. 

 
 

Figure 8 Projection of the dependency ratio of the seniors, EU-28, period 2017-2080 
(In%) 

          Source: Eurostat 

 

III.3 THE ELDERLY AND THE SEARCH FOR INNOVATIVE TOURISM EXPERIENCES 

 XXIst century seniors, especially those who work and young retirees, have time and often 
seek new experiences that they could not achieve during their "active" lives. Older tourists are 
pleasant consumers and spend more time on spending their free time and travel than the working 
population. The main motivations for the trip are the desire to: 
- benefit of life: this is especially true for the elderly, who want to travel as long as their health allows; 
- relax, to escape the constraints of everyday life; 
- be stimulated by looking for landscape changes and new experiences; 
- socialize, making travel a factor of social connection with family and friends; 
- satisfy a certain need for nostalgia by visiting places that make sense to them, such as places that 
remind them of an older period of their life. 

These motivations translate into a tourist consumption oriented to quality and authentic offers. 
Also, segments such as slow tourism, wine tourism or cultural tourism have grown a lot now due to 
this clientele. In terms of activities, hiking, river tourism, bicycle tourism or handicraft workshops are 
now the most popular for these customers. This also translates into a much larger budget, a much 
more focused expectation on quality and a desire to consume personalized trips on new routes. 

1. More health treatment trips. European statistics on trips made by residents cover both 
personal and professional reasons. Because this article focuses on comparisons between older 
citizens and the rest of the population, only travel for personal purposes is considered in this study. 
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Figure 9 justifies this limitation of the scope for the purpose of the trip. This shows that only 3% of 
trips made by EU residents aged 65 and over were for professional purposes, while for the other age 
groups, business travel accounted for 13% of all trips made in tourism. 
 

  
 

Personal purpose: holidays, leisure and recreation 
Personal purpose: visiting friends and relatives 
Personal purpose: others (such as medical treatment, shopping, ...) 
Professional / business purpose 
 

Figure .9  Share of different purposes in the total number of trips made by the EU residents, EU-28, 
2014 (%) 
Source: Eurostat  
 

 There were no significant differences in travel for personal purposes between young and 
older tourists in terms of travel for leisure, holiday and recreation or trips to visit relatives and friends. 
The category that includes "other private / personal purposes" was larger for older travelers because 
this category included departures related to medical treatment. 

2. Retirement drives the journey. Tourists aged 65 and over accounted for more than 1 in 5 
nights of tourism spent for personal purposes, compared to residents of the European Union aged 
15 and over (Figure 10). This figure was equal to the share of this age group of the population over 
15 years old (22%). However, when a larger group of tourists aged 55 or older is observed, the 
difference increased by 2%, so that if the group of persons aged 55 and over represented 39% of 
the tourism nights for private purposes, while their share in the population aged 15 and over was 
37%. 
  

48 %
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4 %

13 %

From15 to 64 years old

53 %
38 %

6 % 3 %
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Ani = years old 
Blue – Share in tourism nights spent for private purposes 
Red – Share in population  
Figure 10. Share of different age categories in the tourism of EU residents and in the EU 

population aged 15 and over, EU-28, 2014 (%) 
Source: Eurostat 

Figure 11 compares the percentage of tourism nights and the population share for each age 
category. By the age of 60, the differences between the share of tourism and that of the population 
were relatively small. In other words, tourist behavior was not significantly affected by age.  
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Figure 11. Share of each age category in EU resident tourism (even series) and in the EU population 
aged 15 and over, EU-28, 2014, (%) 
Source: Eurostat  
 

            However, people between 60 and 72 years old have traveled more intensely - probably 
because of the time available after retirement. Looking at the population group over the age of 65, it 
can be seen that people between the 65 and 74 years old have generated 14.6% of the tourism 
nights for private purposes, but they have represented only 11.5% of the population over 15 years 
old. On the other hand, people over 75 years old generated 7.0% of tourism nights for private 
purposes, although this group represented 10.5% of the population over 15 years old. People over 
the age of 75 tended to travel less (depending on their share of the population) - possibly due to a 
declining motivation for travel or health problems. 

In terms of participation in tourism in each Member State, Table 3 shows that there are major 
differences between countries. The most significant difference was that, in Sweden, 26% of the 
tourist population aged 15+ was over 65 years old (persons aged 65 and over represented 24% of 
the population aged 15 and over of Sweden). On the other hand, in Bulgaria, Lithuania and Slovakia, 
this age group represented less than 10% of the country's tourist population, while persons over 65 
years old represented 23%, respectively 22% and 16 % of the total population aged 15 and over. 

Also, Croatia had the highest share of tourists of 15-24 years old, which represented 24% of 
the total Croatian tourist population, compared with 14% of the total population aged 15 and over, 
followed by Cyprus, with 21% of the tourist population aged 15 and over. However, it is important to 
mention that people aged 15-24 represented 17% of the total Cyprus population over  15 years old, 
so it is not surprising that the share of the tourist population is 21%. 
 
                      Table 3 
Shares of the different age groups in the tourist population of 15 years old and over and in the total 

population of 15 years old or over, in 2014 (%) 
 

  
15 - 24 years 

old 
25 -34 years 

old 
35-44 years 

old 
45-54 years 

old 55-64 years old 
65 years old 

and over 
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share 
in the 
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st 
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e in 
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on 

The 
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t 
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ation 

The 
share 

in 
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lation 

The 
share 
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touri

st 
popu
lation 
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shar
e in 
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latio

n 

The 
share 
in the 
tourist 
popula

tion 

The 
shar
e in 
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on 

The 
share 
in the 
tourist 
popul
ation 

The 
share 

in 
popul
ation 

The 
share 
in the 
tourist 
popul
ation 

The 
share 

in 
popula

tion 

EU-28(¹) 14,0  13,4  16,3  15,5  18,7  16,7  18,0  17,3  15,3  15,0  17,7  21,9  

Belgium  13,6  14,3  15,2  15,7  20,1  16,1  21,4  17,3  16,1  14,9  13,6  21,4  

Bulgaria 13,8  12,1  24,5  15,9  21,4  17,3  17,0  15,8  13,7  16,5  9,7  22,6  

Czech 
Republic 13,4  12,6  17,3  16,6  21,3  19,3  15,3  15,1  16,0  16,0  16,7  20,4  

Denmark 17,2  15,6  14,8  14,0  17,1  16,2  18,2  17,3  14,8  14,9  17,9  22,1  

Germany  13,6  12,4  15,2  14,3  16,8  14,5  19,7  19,4  15,3  15,3  19,5  24,1  

Estonia  15,9  13,3  21,7  17,0  20,0  16,5  15,8  15,9  13,2  15,4  13,5  21,9  

Ireland  14,4  14,6  18,9  19,4  21,8  19,7  17,2  16,8  13,6  13,3  14,1  16,2  

Greece 13,1  12,2  17,4  15,2  22,6  17,7  18,6  16,6  13,6  14,3  14,6  24,0  

Spain 11,5  11,4  15,3  15,7  22,8  20,0  19,6  17,8  14,6  13,7  16,1  21,3  



France  13,0  14,6  15,7  15,0  18,6  16,2  15,1  16,7  17,1  15,5  20,5  22,1  

Croatia  23,7  13,7  11,8  15,7  18,7  15,6  18,2  16,8  13,6  16,5  13,9  21,7  

Italy 13,1  11,4  14,0  13,4  21,5  17,8  20,0  18,1  15,2  14,5  16,2  24,9  

Cyprus 21,4  17,1  23,2  20,1  18,8  16,8  14,9  15,9  11,5  13,6  10,2  16,6  

Latvia 16,3  13,2  22,3  16,5  20,2  15,8  18,2  16,8  12,5  15,4  10,6  22,4  

Lithuania 19,6  15,6  18,6  14,9  20,4  15,5  20,7  17,8  11,2  14,8  9,4  21,7  

Luxembourg  14,8  14,4  18,7  17,8  19,9  18,6  19,5  18,6  13,5  13,6  13,6  16,8  

Hungary  13,7  13,9  17,7  15,2  20,5  18,7  16,3  14,8  17,3  16,8  14,6  20,6  

Malta 19,6  15,1  24,5  17,1  13,4  15,5  20,5  15,2  10,2  16,2  11,8  20,9  

Netherlands 15,7  14,7  15,2  14,7  16,6  16,0  18,4  18,1  16,2  15,5  17,9  20,9  

Austria 15,2  13,9  16,4  15,5  17,1  16,1  20,2  19,0  14,5  14,1  16,7  21,4  

Poland  18,0  14,6  20,0  18,9  18,3  16,8  16,5  15,1  14,8  17,2  12,3  17,5  

Portugal 13,9  12,5  13,9  14,3  22,3  18,0  16,2  17,1  15,6  15,0  18,1  23,2  

Romania 16,7  13,5  24,6  16,4  22,4  18,7  13,3  15,4  13,0  16,4  10,0  19,6  

Slovenia  15,5  11,8  20,3  16,5  20,6  17,1  19,0  17,4  14,4  16,5  10,1  20,5  

Slovakia 16,4  14,9  18,8  19,0  24,8  18,3  17,0  15,8  13,7  15,9  9,4  15,9  

Finland 15,4  14,4  16,6  15,2  15,8  14,4  17,3  16,4  16,8  16,6  18,1  23,2  

Sweden 10,8  15,2  12,7  15,4  17,1  15,6  20,0  16,0  13,2  14,4  26,2  23,5  

Great Britain 13,6  15,4  18,1  16,4  16,9  15,9  16,4  17,1  15,9  13,8  19,2  21,2  

Switzerland 12,3  13,6  16,5  16,1  19,3  16,8  19,4  18,6  14,2  14,2  18,3  20,7  

Note: Due to rounding, deviations between total and subtotal may 
occur. 
(¹) The EU-28 aggregate estimated for the purpose of this publication, 
using available data. 
(²) 2012 data for the share of the tourist population. 
   

Source: Eurostat  

 

3. The elderly participate less in tourism.  

More than half of European residents aged 65 and over (52%) did not participate in tourism 
(Figure 12), which means they did not travel for personal purposes at least one night away from 
home in 2014.  
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Note: EU-28 aggregate estimated for the purpose of this publication, using available data. Due to rounding, deviations between 
the total and the subtotal may occur. 

 
Figure 12. Share of EU population participating in tourism, by age group and destination, EU-28, 
2014 (%) 
Source: Eurostat 

 Also, Table 4 shows that this is by far the highest percentage of people who do not 
participate in tourism in any age group. In the rest of the population (people between 15 and 64 years 
old), only 37%, on average, did not make any trips. 

                   Table 4 
The share of the population that does not participate in tourism, by age groups, 2014 (%)  

  
Non-tourist share of the respective age groups within the respective 

age groups 

  

15 years 
old and 

over 

15 -24 
years 

old 

25 -34 
years 
old 

35 -44 
years 

old 

45-54 
years 
old 

55 -64 
years 

old 

65 
years 

old and 
over 

EU-28(¹) 40,0  37,2  37,1  33,0  37,7  39,0  51,6  

Belgium  43,4  46,6  45,0  29,8  30,1  39,2  64,0  

Bulgaria 74,2  70,4  60,3  68,0  72,2  78,6  89,0  

Czech Republic 16,0  10,8  12,5  7,5  14,6  16,2  31,1  

Denmark 17,1  8,2  12,5  12,6  12,4  17,4  32,9  

Germany  24,0  17,2  19,2  12,2  22,6  24,1  38,4  

Estonia  28,9  15,3  9,4  14,0  29,3  39,1  56,2  

Ireland  25,9  27,1  27,5  18,3  24,0  24,5  35,3  

Greece 61,7  58,6  56,1  50,9  57,1  63,5  76,7  

Spain 47,1  47,0  48,2  39,8  41,7  43,4  60,0  

France  28,8  36,5  25,4  18,2  35,7  21,2  34,0  

Croatia  50,9  14,9  63,0  40,9  46,7  59,5  68,4  

Italy 62,3  56,8  60,5  54,3  58,3  60,6  75,4  

Cyprus 38,2  22,4  28,6  31,0  41,8  47,7  62,1  

Latvia 48,6  36,8  30,5  34,2  44,2  58,1  75,7  

Lithuania 42,3  27,0  27,7  23,5  32,6  56,1  74,9  

Luxembourg  17,4  15,4  13,3  11,9  13,7  18,4  33,3  

Hungary  47,0  47,8  38,4  42,0  41,6  45,4  62,5  

Malta 47,3  31,5  24,4  54,5  28,9  66,8  70,3  

Netherlands 17,8  12,1  15,1  14,7  16,2  14,5  29,8  

Austria 24,4  17,5  20,3  19,6  19,9  22,5  40,7  

Poland  46,9  34,2  43,8  42,1  41,7  54,0  62,5  

Portugal 61,6  57,4  62,6  52,4  63,5  59,8  69,9  

Romania 75,2  69,1  62,8  70,1  78,4  80,3  87,4  

Slovenia  37,1  17,5  22,6  24,2  31,5  45,2  69,2  

Slovakia 46,3  41,1  47,1  27,3  42,4  54,1  68,6  

Finland 9,2  4,1  3,7  3,7  5,3  9,1  21,4  

Sweden 23,5  45,5  37,1  15,9  4,5  29,3  14,5  



Great Britain (2) 35,5  43,3  28,9  31,4  38,4  26,0  41,8  

Switzerland 16,9  24,9  14,6  4,5  13,2  17,3  26,7  

(¹)The EU-28 aggregate estimated for the purpose of this publication, using 
available data.   

(²) 2012 data        

Source: Eurostat        

  
Table 4 shows that the share of elderly who did not participate in tourism was higher than the 

share of the general population aged 15 and over who did not participate in tourism in each Member 
State, except for Sweden, where the highest rate of non-participation was among persons of 15-24 
years old. 

There were still major discrepancies between countries. Finland had by far the lowest overall 
non-participation rate (only 9.2% of the population over 15 years old did not engage in tourism), while 
Romania had the highest general non-participation rate (75.2 % of the population over 15 years old).  

In the EU-28 aggregate situation, the share was 40%, more than half (51.6%) of the people 
aged 65+ did not travel at all. Tourists aged 65 and over had very different reasons not to travel 
compared to other age groups. 48% considered medical condition as one of the main reasons and 
this was, in fact, the most frequently cited reason (figure 13). However, of the rest of the population 
(tourists between 15 and 64 years old), only 9% mentioned the health.  

 
Ani – Years 
Motive financiare – Financial reasons 
Motive medicale – Medical reasons 
Fara motivare de a calatori – Without motivation to travel 
Angajamente de familie – Family commitments 
Angajamente de lucru sau studiu – Work or study commitments 
Alte motive – Other reasons 
Note: The EU-28 aggregate estimated for this publication, not including Belgium, Sweden and the United Kingdom. 
The percentages do not add up to 100% due to the multiple choice of answers. 

 

Figure 13 Main reasons mentioned as reasons for not participating in tourism, by age groups, EU-
28 (1), 2013 (%) 
Source: Eurostat 
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            Also, 27% of tourists aged 65 and over showed no interest in travel, almost double compared 
to other age groups (in the 15-64 age group, this figure was 15%). Financial reasons were one of the 
most frequently mentioned reasons for giving up travel by people aged 15-64 (59%), while only 37% 
of people in the age group 65 and over mentioned financial considerations as a reason not to travel.  

This difference was reflected at national level. In table 5, the main reason for not traveling is 
highlighted for each country and for each age group (15-64 and 65 years old and over). With regard 
to the 15-64 age group, Denmark was the only Member State in which health reasons were most 
commonly reported as one of the main obstacles to participate in tourism. In 20 of the 25 Member 
States where data were available, financial reasons were mentioned most frequently. Among people 
over the age of 65, health reasons were the most common motivation in 17 of the 25 Member States.. 
 
                    Table 5 
 
 Main reasons mentioned for not participating in tourism by age groups, 2013 (%) 
 

  15-64 years old 65 years old or over  

  
 

Share of 
the non-
tourist 

population 

Share of the main reasons reported in the non-
tourist population 

 
Share of 
the non-
tourist 

populati
on 

Share of the main reasons 
reported in the non-tourist 

population 

  Financial Medical 
No 

interest 

Work 
or 

study 
Fami

ly Financial Medical 

No 
intere

st 

Work 
or 

study Family 

EU-28(¹) 36,7  59,4  9,1  15,2  23,2  14,2  51,6  36,6  47,8  27,0  2,1  11,5  

Belgium  37,8  : : : 0,0  0,0  64,0  : : : 0,0  0,0  

Bulgaria 69,9  72,7  3,1  0,3  16,1  7,4  89,0  59,1  34,4  0,3  0,5  2,8  

Czech 
Republic 12,1  57,3  13,9  16,8  16,9  11,3  31,1  33,9  71,9  25,1  0.6(u) 3.6(u) 

Denmark 12,6  18,7  28,8  10,7  6,3  0,0  32,9  15,7  23,9  8,3  9,9  2,9  

Germany  19,4  46,9  20,6  37,7  42,6  38,0  38,4  24,2  67,7  48,6  2,0  23,6  

Estonia  21,3  52,1  : 12,6  24,7  17,5  56,2  41,0  : 37,9  0.3(u) 7.3(u) 

Ireland  24,1  72,5  6,2  14,4  11,5  9,5  35,3  37,1  35,8  31,3  1,5  5,5  

Greece 56,9  74,9  5,7  2,8  11,7  10,3  76,7  61,9  44,1  11,5  3,0  5,1  

Spain 43,6  79,3  5,4  15,0  28,0  18,4  60,0  43,8  60,7  37,1  3,7  25,8  

France  27,3  46,2  13,2  10,4  11,7  7,9  34,0  26,2  31,6  19,9  1,3  6,8  

Croatia  45,9  58,5  5,1  10,7  12,7  4,7  68,4  44,0  30,0  14,9  1,4  5,6  

Italy 58,0  60,0  2,9  14,8  15,9  15,0  75,4  30,0  42,1  31,7  0,6  11,2  

Cyprus 33,4  51,3  2,1  15,6  19,0  3,5  62,1  41,2  37,0  14,3  0,5  3,6  

Latvia 40,8  28,2  5,2  4,9  5,0  2,7  75,7  18,8  45,0  4,3  0,2  0,7  

Lithuania 33,2  20,6  3,8  3,4  17,5  3,1  74,9  19,0  38,6  10,5  2,7  3,0  

Luxembourg  14,3  26,0  12,0  27,1  13,1  28,9  33,3  7,5  56,7  22,1  1,1  7,0  

Hungary  43,0  58,4  22,9  2,8  11,2  2,9  62,5  58,4  22,9  2,8  11,2  2,9  

Malta 41,2  44,8  7,7  12,4  10,9  15,1  70,3  19,8  48,3  20,7  0,0  2,8  

Netherlands 14,6  54,0  11,3  25,8  10,7  6,1  29,8  25,7  42,1  36,3  0,6  4,1  

Austria 20,0  24,5  11,7  31,0  31,4  26,8  40,7  18,9  54,4  31,9  1.6(u) 9.6(u) 

Poland  43,5  39,0  8,3  12,8  52,9  13,9  62,5  39,4  46,2  14,4  4,2  9,0  

Portugal 

59,0  76,3  11,6  42,1  35,6  14,5  69,9  62.3(u) 56.7(u) 
58.5(

u) 4.2(u) 14.0(u) 



Romania 72,1  70,7  6,6  0,0  11,6  5,8  87,4  42,7  51,4  0,0  0,5  2,8  

Slovenia  28,8  61,9  14,9  14,6  20,8  9,4  69,2  41,4  59,5  19,5  3,2  3,0  

Slovakia 42,2  69,3  11,7  25,8  16,6  21,6  68,6  53,7  59,8  51,1  0,7  10,8  

Finland 5,3  18,6  7,7  38,5  8,9  4,8  21,4  13.9(u) 35,8  30,4  1.2(u) 7.8(u) 

Sweden 26,2  : : : : : 14,5  : : : : : 

Great Britain 
(2) : : : : : : : : : : : : 

Switzerland 14,4  38,2  10,4  13,3  12,8  8,1  26,7  9.0(u) 48.0(u) 
20.6(

u) 0.0(u) 4.0(u) 

":" = not 
available.             
"u"= not 
stable.             
Note: Percentages for non-participation reasons do not add up to 100% due to multiple answers. 
(¹) The EU-28 aggregate estimated for the purpose of this publication, using available data. 
    

      

Source: Eurostat             

 
Source: Eurostat 

4. Seasonal travel patterns. To observe how seasonal patterns of travel habits change with age, the 
distribution of nights spent by two age groups, 15-64 years old and 65 years old and over, was 
compared. Figure 14 shows that young people tend to travel during school holidays and have 
therefore been represented throughout the summer season, while older people have traveled longer 
during the "shoulder season", ie the travel period between peak and off-peak seasons. The difference 
between the ages of 65 and above and the youngest ones was most pronounced just before the 
summer (May, June) or the beginning of autumn (September), which means that older tourists extend 
the peak tourist season.  
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Figure 14. Distribution of tourism nights spent by EU residents per month, for two age groups, EU-
28, 2014 (%) 
Source: Eurostat  
 

 The peak season, the "shoulder" season and the winter season for the two age groups are 
now analyzed using circular charts. As shown above, for people over 65 years old, the "shoulder" 
season was much more pronounced (more than half of all nights spent during this period) than the 
typical peak season (slightly over 1 of those 4 nights spent in July or August). In addition, figure 15 
shows that, for people between 15 and 64 years old, over half (54%) of nights were spent in the 
summer or winter season. 
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15-64 years old      65 years old or over 
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(March-June and September - November)  (March-June and September - November) 
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Figure 15. Distribution of tourism nights spent by EU residents by season (summer, "shoulder", 
winter), for two age groups, EU-28, 2014 (%) 
Source: Eurostat 

1. Preferințele de călătorie și cheltuielile turiștilor în vârstă de 65 de ani sau mai mult.  

 

 Tourists over 65 years old were more likely to take longer sightseeing tours, trips to their 
country of residence (domestic trips) and trips to their apartments which were not rented, for example 
in their holiday houses (Figure 16).   

 

 
 

  

 

 

   

        

        

        

        

        

        

        

        

        

Figure 16. Travel preferences according to different age categories, EU-28, 2014 
        Source: Eurostat 

 
These findings were reflected at national level, as it can be seen in Table 6. The general 

conclusions at EU level are the same for the Member States in almost all cases. 

           Table 6 

          Travel preferences according to different age categories, 2014 

  
Internal overnight stays 

(%) 
Average duration 

(nights) 

Nights spent in 
accommodation spaces which 

are not rented (%) 

  15-64 65+ 15-64 65+ 15-64 65+ 

EU-28(¹) 56,7  65,6  5,1  7,0  47,1  54,4  
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Belgium  9,8  9,2  7,3  8,7  27,1  27,9  

Bulgaria 75,7  73,9  4,4  5,8  37,6  68,3  

Czech Republic 67,1  89,5  3,8  6,0  55,4  84,8  

Denmark 51,6  63,4  3,5  3,8  55,9  56,9  

Germany  40,8  45,0  5,5  7,6  31,9  29,9  

Estonia  41,3  40,7  3,4  4,9  57,9  67,2  

Ireland  27,1  26,8  5,2  6,1  34,0  45,5  

Greece 86,9  92,5  8,8  17,6  75,4  89,3  

Spain 84,0  93,9  4,5  7,2  64,5  79,6  

France  80,3  84,8  5,3  7,6  56,8  66,4  

Croatia  66,8  59,6  5,2  9,7  68,7  82,3  

Italy 68,1  88,2  5,8  7,1  50,7  66,4  

Cyprus 24,4  28,6  6,8  11,6  56,8  86,2  

Latvia 50,1  55,1  3,6  5,0  65,6  77,5  

Lithuania 36,3  47,9  4,4  4,5  52,1  75,4  

Luxembourg  0,6  0,9  6,5  8,5  36,8  32,0  

Hungary  56,7  84,6  3,8  4,2  54,1  74,0  

Malta 16.2(u) 18.5(u) 5.5(u) 6.2(u) 23.2(u) 42.9(u) 

Netherlands 35,0  40,4  6,0  7,7  23,4  27,0  

Austria 34,1  40,2  4,9  6,4  25,9  23,6  

Poland  62,4  71,6  5,5  7,3  50,1  68,2  

Portugal 82,1  87,9  3,9  5,8  78,5  88,3  

Romania 85,4  85,5  3,9  4,3  70,7  93,3  

Slovenia  25,7  43,5  4,1  4,7  37,3  50,9  

Slovakia 51,3  73,3  4,4  6,5  36,0  61,8  

Finland 63,6  60,2  3,4  4,5  58,3  58,4  

Sweden 57,4  48,8  4,3  5,4  51,8  58,8  

Great Britain (2) 32,5  45,3  5,8  6,6  40,8  38,1  

Switzerland 20,1  26,3  6,6  7,6  34,2  34,6  

 
Note: Due to rounding, deviations between total and subtotal may occur. 

(¹) The EU-28 aggregate estimated for the purpose of this publication, using available data. 
(²) Data from 2013 for the share in the tourist population aged 15+. 

 
Source: Eurostat  

 

 In 21 of the 28 Member States, the percentage of nights at home was higher for people over 
the age of 65 than for people aged between 15 and 64. Moreover, the older group spent more nights 
in apartments which were not rented compared to the younger groups, with the exception of those 
in Germany, Luxembourg, Austria and the United Kingdom. 

This is significant when you consider the expenses per night of people over 65, because 
older tourists spend less on transportation, and accommodation in apartments which are not rented 
is generally cheaper. 

On average, that is, regardless of the type of travel, tourists over the age of 65 have spent 
less. Figures 17 and 18 show that people over 65 represented more than 1 of every 5 nights spent 
(22%), but their share of tourism expenses was less than 1 euro out of every 5 euros spent (19%). 
This can be partly explained by the travel habits of older tourists, outlined in the previous paragraph. 



 
Note: EU-28 aggregate estimated for the purpose of this publication, using available data. Due to rounding, deviations between 
the total and the subtotal may occur. 

 

Figure 17. Share of different age groups in the total number of tourism nights spent by EU 
residents, EU-28, 2014 (%) 
Source: Eurostat  

 

 
Note: EU-28 aggregate estimated for the purpose of this publication, using available data. Due to rounding, deviations between 
the total and the subtotal may occur. 

 

Figure 18. Share of different age categories in total tourism expenses of EU residents, EU-28, 2014 
(%)  
 
Source: Eurostat  

Figures 19a-119d refer to groups of travelers who have a similar nature in terms of reducing 
the structural effects of travel characteristics. In other words: Do elderly tourists have different 
expenses when considering comparable types of travel? 

Figure 11a shows the general difference regardless of the type of travel: on average, elderly 
residents spent less throughout the year (-16%). However, taking into account the observations on 
travel preferences highlighted above (see Figure 16) and analyzing the differences in expenses 
between age groups for similar types of travel, the effect is much less pronounced. 

https://ec.europa.eu/eurostat/statistics-explained/index.php?title=File:Share_of_different_age_groups_in_the_total_number_of_tourism_nights_spent_by_EU_residents,_EU-28,_2014_(%)_F9.png
https://ec.europa.eu/eurostat/statistics-explained/index.php?title=File:Share_of_different_age_groups_in_the_total_tourism_expenditure_by_EU_residents,_EU-28,_2014_(%)_F10.png


1 
Figure 11a: Expenses per night for any trip made for 
private purposes 
 

Figure 11b: Expenses per night for long domestic trips for 
private purposes, spent at a rented dwelling 
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Figure 11c: Expenses per night for long trips, made for 
private purposes, spent in rented apartments 

Figure 11d: Expenses per night for domestic long trips for 
private purposes, spent in accommodation spaces which are 
not rented 
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Figures 19a-19d.  Average daily tourism expenses, by months and age groups, for different types 
of travel and two age groups, EU-28, 2014 (EUR) 
Source: Eurostat  
 

 Figures 19b-19d show the difference in expenses for the most popular three types of travel, 
which accounted for more than two-thirds of all nights spent by EU residents. During long domestic 
trips (Figure 19b) and long trips abroad (Figure 19c) spent in rented accommodation spaces, the 
average daily expenses of people over the age of 65 were slightly higher or equal to the daily 
expenses of the persons between 15-64 years old for comparable trips (differences of + 0.7% and -
0.4% respectively). 
However, when analyzing the situation of long domestic trips in apartments which are not rented, 
figure 19d shows that the average daily expenses of persons over 65 years old were 18% lower than 
those of persons between 15 and 64 years old. 
 

 

 

 

 

 

  



IV. THE SENIOR TOURIST: MOTIVATIONS AND BEHAVIOR 

 

 The importance of the elderly segment for the tourism market and the need to adapt the 
current offer to the needs of a constantly changing clientele have become, for a long time, the subject 
of numerous researches and certainties for a good part of the suppliers. The specialized literature 
was concerned with the structuring of the offer and made available to practitioners several market 
segments, currently available for the elderly tourists. Of particular interest are the general theories 
of motivations for travel, which can be applied to older tourists with certain adaptations and 
specificities. The chapter also presents the variables of influence that act on the tourist consumption 
behavior of the elderly, known up to now.  
 
IV.1  THE ELDERLY AND THE TOURISM MARKET 
 
 Globally, tourism actors have become aware of the increasing share of seniors in their 
customers and the impact this segment will have on this industry in the future. Indeed, the five most 
important tourism markets in the world, namely Europe, Japan, China, North America and Australia 
are affected by a significant aging of their population (United Nations, 2008). This demographic effect 
is further accentuated by the improvement of the medical condition of the elderly, in general, and by 
the increase of their purchasing power, arising from the double retirement that occurs in many 
families, in particular. 

In France, people over fifty years old record 75% of their travels and their tourist consumption 
is growing faster than that of the rest of French population, 48% compared to 35%, from 2005 to 
2012 (Xerfi, 2010 ). People over the age of 60 currently represent from 20% to 80% of the customers 
of French tour operators, as they are aimed at the general public or provide a specialized offer for 
seniors. This second category, which includes tour operators such as Vivrêva, Difference, Vacances 
Bleues or Poivre et Sel, is made up of providers for many fields of pension fund tourism or insurance 
companies. Pensioners are also the majority clientele of specialized tourist sectors, such as luxury 
hotels and cultural holidays. 

For the tour operator Nouvelles Frontières "the senior tourist represents the future of tourism" 
and the elderly tourist is a person who prefers "to consume rather than transmit his legacy" (Tarot, 
2005). The elderly population is therefore a strategic clientele for the tourism industry. While the 
massive retirement of baby boomers, along with an increase in the life expectancy and purchasing 
power of older people, are often presented as an exceptional growth opportunity for tourism 
professionals, they also constitute a major challenge.   

Indeed, retirees are not just a tourist population who wants to travel outside the season, 
allowing professionals to fill their planes and hotels outside the season. They represent a 
heterogeneous and ever-changing clientele, which must be satisfied, and the stereotypical image of 
coach tourism is profoundly changing (Noyer, 2010). If the tourist has long been viewed by 
sociologists as a relatively gullible consumer, a little bit conscientious and therefore easily satisfied 
or even misled, the evolution of research after the 1970s reveals the restrictive aspect of this vision 
and the importance of seeking meaning and authenticity in motivations to travel (Cohen, 1979). 



In this context, the experts observe a reduction of the beach tourism in favor of the excursions 
with a greater historical and cultural content, which corresponds to the desire of the old tourists to 
learn new things and to live unique experiences in their trips (Tourism 2020 Vision, 2001). Currently, 
at least two generations of tourists are among the elderly, but they do not travel in the same way.   
 For the elderly (the older generation), the trip is still a very organized group activity, with a 
fixed and secure schedule, in which everything is planned in advance. These travelers sometimes 
waited for the retirement age to begin their travels. They like to feel integrated and to travel without 
surprises. For older customers, providers will need to upgrade their infrastructure and services to 
suit their needs. For younger retirees (the new generation), traveling is an activity that they have 
generally practiced for many years and for which they have become experienced consumers. 

The tourism specialists must then deal with a mature clientele, who will benefit from 
retirement to travel more. Better advised and better prepared to travel, frequently using the Internet, 
it compares and calculates well before buying and making decisions in shorter terms, on the order 
of two months before departure, instead of six to eight months, for the older ones. "They are less 
likely to suffer from the constraints of groups with rigid programs, promiscuity and gregarious 
behaviour. They are ready to go on all continents and do not hesitate to fly for twelve hours, as they 
measure the time. They are eager to live and want to know what they did not have the opportunity 
before "(Vieira Da Silva, CEO of Croisitours). 

A very varied offer is provided for these clients: local or remote cruises, thalassotherapy, 
cultural tourism, long stays in sunny countries during winter, the discovery of circuits abroad, world 
tour or intergenerational stay. At Chez Rivages du Monde, the expectations of this demanding client, 
more experienced, are briefly assumed in four criteria: "intimacy, closeness, human scale and quality 
of services". If it is still predominantly dynamic and healthy, it must also understand the expectations 
of this abundant clientele and it should be paid more attention to details, especially those related to 
comfort and safety: single-level accommodation, wide doors, illuminated parking, service of handling 
and storage for luggage, transfer support, secure support and 24/7 assistance. Therefore, the 
product offer must be designed and adapted accordingly (Noyer, 2010). 

In addition to the tourism offer described above, two specialized markets for the elderly have 
been developed in recent years. The first is that of long stays of one month to six months, which 
attracts people who want to spend all or part of the winter season in a more favorable climate, taking 
advantage of a greater purchasing power. This type of stay has developed a great deal in North 
Africa, mainly in Morocco and Tunisia. The second is tourism for the elderly who are alone, which 
includes a clientele of single, widowed and / or divorced people. 

In a tourism market still dominated by generalist suppliers, observers point out the need for 
all operators in the tourism chain to reconsider to meet the expectations of a heterogeneous 
customer. The measures to be taken will be as varied as the nature of the expectations of older 
tourists. The evolution of consumption patterns tells the same observers that the mass arrival of baby 
boomers in the senior tourist market should not be considered an easy to exploit providential hand. 
Individualization of consumption will make their demands more complex and more expensive.  
 Senior tourism professionals emphasize the need to be creative in order to capture the 
attention of this clientele who, if is still interested in classic things, has already made accruals and is 
expecting from the trip a value-added theme. However, professionals agree that seniors do not want 
offers with the "seniors" dedication (Vignon, 2011).  



"Marketing needs to become much more subtle, not to get stuck in ghettos" (Mantis, Atout 
France). Those who have made an offer with the connotation of "seniors" are in the process of 
rejuvenation. A professional whose travel site was called Seniors Voyages was not able to develop 
so he renamed it as Platinum, removing the term considered pejorative. "You have to be inventive 
to find connections with their own lives," said the booking manager for the Oise Tourism Committee. 
"Tour operators must favor the search for meanings to make their offer more attractive" for a clientele 
that is less loyal and more "zappeuse" than before.  
 Thus, the commercial director of Vacances Bleues explains that the company has changed 
its offer in recent years: "Today's seniors are less loyal and more" zappeurs ". They refuse the 
constraints, accept the proposals, but not the taxes. They practice different consumption modes and 
travel as a couple, with family, with friends or alone. Given these new behaviors, segmentation needs 
to be widened to avoid too rigid classifications. Also, the approach of stays must be changed, 
accepting the possibility of booking variable durations, starting from a single night. ”The proposal of 
adapted offers also implies the creation of partnerships between specialized service providers: 
transport companies, hotels, car rental companies and so on. 
 In terms of price, it seems that providers are not targeting a special tariff policy for seniors 
unless they are specialized operators, such as SNCF or certain air carriers on domestic lines. 
Moreover, it seems that access to a preferential tariff or a promotion is the only case where a "senior" 
cataloging of the offer is not a problem for the consumer. In most cases, the attractiveness of the 
price is made by proposing short-term stays. 

Finally, the support of a physical network of travel agents is still a necessity for a clientele 
who, even though the Internet is being used more and more, generally prefers to make their 
reservations in a more classic way, through a central office, telephone or a physical agency 
(Charollois, 2008). 

It is important to take into account both the strategic importance of the elderly tourists for the 
professionals in the field, as well as the extent of the activity that must be supported in order to create 
a marketing offer adapted to their requirements. 

As part of this paper and because it is necessary to understand what motivates the consumer 
to develop an adequate product offer, the motivations for traveling of senior tourists will be deepened. 
Following a presentation of the segmentations currently available on the tourism market for seniors, 
the role of motivations for travel will be deepened and general theories related to this topic will be 
addressed. 
   

  



IV. 2  SEGMENTATION OF THE TOURISM MARKET FOR SENIORS 
 

 Many authors have criticized the lack of segmentation of the tourism market for the elderly, 
considered to be relatively homogeneous and treated as such from the point of view of marketing 
(Tréguer, 2007; Moschis, 1996, 2012). In general, the need to improve the segmentation of consumer 
markets associated with senior citizens is currently unanimous. This finding has given rise to a 
number of studies, which are divided according to two major segmentation approaches (Gallouj et 
al., 2011), the socio-demographic approach and the psychographic approach. 
 

 

IV.2.1.  The socio-demographic approach of the segmentation 
 

 Socio-demographic criteria are a category of variables that are often used because of their 
ease of measurement and use. Tréguer (2007) considers age as the most relevant segmentation 
criterion, as it is most operational for consumer markets for the elderly, in general. Usually, this 
results in a segmentation of older consumers into relatively similar age groups, which vary by study 
and researcher. In this logic, Lavery (1999) describes three age segments: 50-59 years old, 60-69 
years old and 70 years old and over, who have consumer profiles with certain characteristics. 

If initially only the biological age criterion was used, then the subjective age criterion was 
added, which corresponds to the age that a person considers to have. To the list of socio-
demographic criteria studied can also be added the generation of belonging, gender, the education 
level, the income level, whether or not to work, the family status, the medical condition and the time 
available (Lehto et al., 2008; Tréguer, 2007, Patterson, 2006; Cleaver and Muller, 2002; McGehee 
et al., 1996; Javalgi et al., 1992, Zimmer et al., 1995).  
  

IV.2.2  Psychographic approach of the segmentation 
 
 Psychological criteria include the personality, interests, opinions, values, motivations, 
lifestyles and attitudes of a consumer. The segmentation of Bartos (1983) on the basis of the 
lifestyles and socio-economic status of the elderly consumers determines three segments: opulent 
(rich) assets, active pensioners (actively retired) and housing fairies (homemakers). Based on values 
and lifestyle, the VALS system is adapted for the elderly by Gollub and Javitz (1989), giving birth to 
the LAVOA system (Lifestyles and Values of Older Adults). The resulting segmentation of the market 
of the elderly has, this time, six segments: the explorers, the adapters, the pragmatists, the 
motivators, the martyrs and the conservationists. 

Moschis (1996) developed the concept of gerontographic criteria, which represents the 
biophysical, psychological, social and essential characteristics of the life course of an old person. He 
developed a model that comprises four segments, each representing a stage in the life of the elderly. 
He identifies two things he considers to be a priority for tourism professionals: healthy epicureans 
(healthy indulgent persons), who have a high purchasing power and would represent an important 
market for airlines and cruises, and the aging nomads, who, despite the challenges of aging, they 
have managed to maintain a good image of themselves, to enjoy life and to represent a market for 
hotel chains.  



 Applied in the field of tourism, psychological segmentation has already yielded interesting 
results. Travel motivations, in particular, have proven to be a more effective category of segmentation 
variables than traditional socio-demographic criteria. 
 

IV.2.3 The decisive role of the travel motivations of the elderly 
 

 Several segmentation criteria have been the subject of research that complements the table 
of action variables for the segmentation of the market for older tourists: the use of travel information, 
the sources of information used (Capella and Greco, 1987) and the type of accommodation space 
chosen (Moisey and Bichis , 1999). At the same time, the motivations for traveling being identified 
as a category of variables that are particularly relevant for the segmentation of the older travelers 
market, deserve to be deepened. 

Approaching the concept of motivation to travel first involves understanding the concept of 
motivation. Motivation is "an inner state that sets in motion, channels and sustains human behavior 
to reach its goals" (Pizam et al., 1979). This "results from a discrepancy between the ideal state that 
the consumer wants to achieve more or less consciously and the success situation, as he/she 
perceives it" (Darpy and Volle, 2007). 

There are mainly two types of motivation: intrinsic and extrinsic. Intrinsic motivation refers to 
practicing an activity for the pleasure and the satisfaction that results from it (Deci, 1975; Deci and 
Ryan, 1985a). Thus, the Muslim traveler who goes on a pilgrimage to Mecca in the name of his deep 
faith is intrinsically motivated. 

Extrinsic motivation refers to engaging in an activity for a purpose other than its purpose, 
either in order to retain something pleasant or to avoid something unpleasant with its completion 
(Deci and Ryan, 1985a). In this context, another Muslim traveler making a pilgrimage to Mecca for 
the social prestige (Hadj's status) granted to the pilgrim by the social community upon his return or 
in order to move away from a negative group pressure, which forces him to make this trip, expresses 
an extrinsic motivation. 

Richins (2005) highlights the difficulty of understanding the concept of motivation in a simple 
and uniform way. As research will focus more on the consequences of motivation (how?, the manner) 
than on their determinants (what?), the author insists that it is important to understand the 
consumer's goals, to understand what will trigger a consumer motivation to achieve this goal. 

Travel motivations are a category of variables that has led to renewed attention for 
segmentation of the travel market (Dann, 1977, 1981; Crompton, 1979; Mannel and Iso-Ahola, 1987; 
Iso-Ahola, 1983, 1989; Krippendorf, 2002; Formica and Uysal, 1998; Lang and O. Leary, 1997; 
Locker-Murphy, 1996; Pyo, 1996). 

For the elderly tourist market, motivations for travel have been the subject of several studies 
(You and O'Leary, 1999; Romsa and Blenmann, 1989; Horneman et al., 2002; Shoemaker, 2000; 
Cleaver et al. , 1999; Places et al., 1994 and Shoemaker, 1994): these were identified as a category 
of highly relevant variables (Morgan and Levy, 1993). Patterson (2006), in his work on senior tourism, 
also argues for segmentation based on the use of older tourists' motivations for travel and the use of 
gerontographic criteria. 
 

IV.2.4. Examples of segmentations of senior tourism market based on the travel motivations  
 



Shoemaker (2000) identifies three groups of senior tourists: 
• "the ones that escape and learn"; 
• "retirees"; 
• "active storytellers". 
The segmentation is based on four motivations for tourism: to meet and socialize with people, 

to escape from daily routine, to seek spiritual enrichment (whose acceptance is limited here) and to 
visit some historical places and monuments. Thus, it is interesting to see that apart from the second 
motivation to "get rid of the daily routine", which is particularly powerful among the interviewed 
seniors who are still active, the other three motivations may be related to spirituality. defined above. 
Indeed, they refer to elements such as otherness and the sacred and within them it is preferred the 
visit of places and historical monuments, which is an activity propitious for the spiritual development 
of the individual. 

The gerontographic segmentation proposed by Moschis (1996) is, in fact, a psychographic 
segmentation that takes into account the needs, attitudes, lifestyles and behaviors of senior citizens.  

Cleaver et al. (1999) uses it to identify the following four segments: 
                Table 7 
 

Motivation to travel based on gerontographic segmentation (Cleaver et al., 1999) 

No. The name of the 
group 

The characteristics of the group 

1. The nostalgic 
persons 

They travel to revive their memories, to increase family cohesion 
and go on pilgrimages to places that revive pleasant aspects of their 
past. They are mainly looking for a warm relationship with their 
friends and families. They also want to recreate, to have fun and to 
hold the feeling of accomplishment. 

2. The sociable 
persons 

They travel to meet new people and make new friends and spend 
time with people who share the same interests and values. Their 
sociability makes them prefer organized trips and they are very 
demanding on security conditions. 

3. The discoverers They travel to live new experiences, to discover the world around 
them, to learn new things to satisfy their thirst for knowledge and 
adventure. The values they seek the most are entertainment, fun in 
life and self-respect. 

4.  The fugitives They travel to escape the demands of daily life and their 
responsibilities, to rest and relax. Their core values are also the 
amusement, the entertainment in life and the self-respect. They 
prefer to have only one travel partner. 

 

  

 These segmentations are given as an example and give an idea of the interest of using 
motivations as a segmentation criterion. However, they cannot be transposed as such for the study 
population, because the definition of the elderly tourist in these studies is different from the one that 



was formulated. In particular, the criteria for age and employment status differ, as they include non-
retirees and persons under the age of sixty. 

After identifying the motivations to travel as a category of decisive variables for the study of 
the tourist behavior of seniors, it is necessary to present the general theories related to this concept. 
 

IV.3.  GENERAL THEORIES ON THE TRAVEL MOTIVATIONS 
 

The study of the motivations that are at the origin of the tourist consumption has provoked 
numerous researches since the 1970s. 
  

IV.3.1 The renewed influence of Maslow's theory (1973)  
 

 As research has generally influenced consumer motivation, Maslow's Hierarchy of Needs 
(1973) has largely influenced the theory of motivations to travel. Thus, the motivations for rest, leisure 
and relaxation, commonly expressed by those who go on vacation, can be seen as answers to the 
physiological and integrity / security needs (Mill and Morrison, 1985). The search for social 
connections is related to the third category of needs, those of belonging to a group. The recognition, 
by others, of effected journeys whose memories are shared, as well as the self-esteem that a traveler 
can retain from a successful tourism experience, refers to the category of esteem needs described 
by Maslow (1973). On the other hand, as Pearce (1982) points out, in societies where the 
development of the body and mind is an important motivation, the category of self-actualization 
needs can be mobilized (Maslow, 1973).  
 
  

IV.3.2  The influence of the travel experience and the Travel Career Ladder of Pearce and 
Caltabiano (1983)  
 

 Pearce and Caltabiano (1983) (Figure 20), then Pearce and Uk-Il (2005) developed the 
model of the Tourism Career Ladder (TCL). According to this model, travel experience would 
influence an individual's travel motivations. This approach to travel motivations integrates Maslow's 
hierarchical needs according to the five-category scheme, as well as the concept of "tourism career", 
which suggests that an individual's travel motivations may evolve with his or her age and travel 
experience.   

An initial analysis of four hundred travel stories highlighted that most experienced travelers 
describe their tourism experiences by revealing categories with higher needs. Similar is the case of 
women compared to men (Pearce and Caltabiano, 1983). The second study improves the theory of 
the Tourism Career Ladder (TCL) on a conceptual level, paralleling the motivational models and the 
travel experiences. This shows that motivations related to the experience of a new culture and close 
contact with nature are stronger among experienced travelers.  
  

Self-actualization 

Behavior motivated by the traveler's desire to surpass himself/herself, to feel like he/she is part of the whole world, 

to experience peace and inner harmony, to develop his/her full potential 

Self-esteem 



 

Other-directed 

Behavior influenced by an external reward, the prestige 

of travel. 

 

Self – directed  

Behavior influenced by internal control processes; the 

development of competences, of particular interests, of 

competences, of expertise. 

Love and belonging 

Other-directed 

Behavior influenced by the desire to be with the others, 

to belong to a group, to receive affection and attention 

and to 

Self – directed  

Behavior influenced by providing love and affection, 

maintaining and strengthening the social relationships. 

 

 

Security and protection 

Other-directed 

Behavior influenced by the concern for the safety and 

social welfare of others.  

 

Self – directed  

Behavior influenced by the concern for personal safety. 

 

Physiological needs 

External 

Behavior motivated by the need for external stimulation: 

novelty of a framework, activities and places. 

Internal 

Survival requirements influenced by internal needs to 

eat, drink and make the organism function. Need for 

relaxation and body rest. 

Figure 20 Tourist career ladder (Pearce and Catalbiano, 1983) 
 

Motivations of stimulation, personal development, relational security, self-actualization, 
nostalgia, romance and recognition are dominant among the less experienced travelers. What should 
be mentioned is the existence of a common motivational basis for all travelers, which includes the 
desire to leave the ordinary environment, to relax, to improve their relationships with others and the 
desire for personal development (Pearce, 2005). The more experienced the traveler, the more 
motivated they will be through the desire to meet higher-order needs. In the case of the elderly, the 
travel experience will be potentially excellent for those who have started traveling before retirement, 
but not systematically. 
 

IV.3.3 The push and pull theory of travel motivations proposed by Dann et Crompton (1977-
1981)  
 

 The dominant paradigm for the study of motivations for tourism consumption in the 1970s is 
the push and pull theory (Dann, 1977, 1981; Crompton, 1979). On the one hand, the consumer is 
driven (pushed) by an internal imbalance and by the need to raise an optimal level of strain. On the 
other hand (pulled), he is attracted by the attributes of a given tourist destination. 

The push factors correspond to a category of motivations of an essentially intrinsic nature, 
which arise during the activation of certain needs. These needs, which are at the origin of the push 
factors of the motivations to travel, belong to the different levels of needs, as they are described by 
(Maslow, 1973): belonging, self-esteem, self-fulfillment and self-transcendence.  



The pull factors correspond to the motivations that allow explaining the choice of tourist 
destinations. According to Smith (1983), there are two main categories of attraction factors: on the 
one hand, the tangible components of a destination (beach, cultural attractions) and, on the other, 
the perception and expectations of travelers in relation to the image presented and the image 
perceived of the destination in question. The pull factors would support the push factors, in the sense 
that the characteristics of the chosen tourist destination should respond to the motivations to travel 
(McGehee et al., 1996). Uysal and Jurowski (1993) demonstrate the existence of a link between 
push factors and pull factors: the attractiveness of the components of a given destination (pull 
factors), would depend on the variations of the traveler's internal motivations (push factors).  
  

IV.3.4 Escaping and Seeking Theory of Mannell and Iso Ahola (1987-1989)  
 

 The push and pull theory of tourist motivation is subsequently supplemented by the research 
of Mannel and Iso-Ahola (1987), which emphasize personal and interpersonal factors. Thus, 
according to Iso-Ahola (1989), the motivations for the tourist service constitute "a process of escape 
from a personal and / or interpersonal environment and the search for intrinsic personal or 
interpersonal benefits". 

Tourist behavior is then a "game of forces to avoid routine or stressful environment and to 
attend leisure places in order to obtain psychological rewards". The escape and the seek for rewards 
are thus two determinants of the motivation to travel. The rewards will be of a personal nature (self-
determination, sense of competence, challenge, learning, exploration and relaxation) and / or 
interpersonal, derived from social interactions. 
  
 

IV.4 TRAVEL MOTIVATIONS FOR ELDERLY TOURISTS 
 
IV.4.1. Motivations and definition of the elderly tourist 

 
 The most common name used to describe the elderly tourist is the "senior" tourist. This name 
has the advantage of avoiding the use of "elderly", which can have a negative connotation in the 
cultures still marked by the cult of youth. It can be used in several languages, including French (senior 
tourist) and English (senior tourist). The senior word comes from the Latin senex, which means "old 
person". As a result, the term senior, as compared to senex, refers to the oldest individuals in the 
society. 

But if everyone agrees that the senior is one of the oldest in his or her society and that the 
senior is most often a retired individual, there is no consensus on how to define him or her. Serre 
(2008), who devotes his doctoral thesis to the study of the behavior of the "senior" tourist consumer, 
also reveals this discrepancy. 

The inconsistencies refer to the age of entry into the seniority period and to the fact that the 
senior is or is not necessarily a retired individual. The definitions of Belk, Smith and Moschis (1989) 
and Guiot (2005, 2006) also take into account the physiological, psychological and social elements 
of aging, thus making senior individuals who have the experience of aging on many levels. Therefore, 
the main points of divergence are: 



• the chronological age threshold of entry into the seniority of life. If the gerontological 
literature offers a fairly stable definition of "old person", as a pensioner and a person of 65 years old 
and over, the age threshold that marks the entry into the age category is 50, 55, 60 or 65 years old, 
depending on the studies and the consumer markets concerned; 

• the status of pensioner, that is to say the termination of professional activity. The end of 
career activity has the particularity to be done at different ages, depending on the country (Patterson, 
2006). 

Le Serre (2008) also proposes the following definition of the senior consumer: “the senior is 
a person who has passed an age threshold chronologically which marks the beginning of the 
biological and / or social expressions of aging. This expression of aging causes a change in the 
consumer behavior of the individual for a particular type of product. The person is then considered a 
senior for the industry to which the concerned products belong. ”  

The author explains that the definition of senior may vary from one industry to another and 
that it must be specified what she calls an indicator to define the threshold from which the consumer 
becomes senior to the industry in question. For example, the indicator used for tourism will be 
reaching the age of termination of professional activity, given the strong influence of the increased 
availability of free time, directly associated with the pension status on the tourism consumption of the 
individual taking into consideration.  
 Within this study, three criteria are remembered in order to define the targeted tourist: 

- to be retired; 
- to be 60 years old or over; 
- to have made at least one trip in the last two years. 
The latter criterion aims to ensure that the subjects in this study have sufficiently recent 

experience to be able to answer questions in a precise manner. 
 
IV.4.2. Travel motivations reviewed in the specialty literature for elderly tourists 
  
 The motivations for traveling of the elderly are part of the general motivations for traveling. 
However, it seems that the need for self-realization takes the initiative and that the need for 
socialization is mainly oriented towards maintaining links with family and friends. In fact, older people 
would seek to fill their lives with new experiences and activities of discovering the world around them, 
as long as their health allows. In general, they see travel as a way to improve their quality of life and 
contribute to the creation of new centers of interest (Muller, 1997). The literature review in the field 
from 1980 until now has identified twelve travel motivations for the elderly, which are presented 
below. 

1. Travel as long as health allows. The elderly are aware of the inevitable aspect of aging 
and the growing challenges they face. Travel requires a certain level of physical and intellectual 
ability. The old person has already begun to feel the decline of these skills and will want to travel as 
long as he / she is still physically and intellectually capable (Horneman et al., 2002). 

2. Rest and relax. This is one of the fundamental motivations for traveling. It is applicable to 
the elderly and has been identified by many authors (Anderson and Langmeyer, 1982; Guinn, 1980; 
Stone and Nicol, 1999; Ryan and Glendon 1998; Shoemaker, 1989, 2000; Lieux et al., 1994, 



Backman et al., 1999; Sellick, 2004; Pearce 1993; Cleaver et al., 1999. The determinant of this 
motivation will evolve according to several criteria, such as age, medical condition and so on. 

In the youngest retirees, the last years of their professional life can generate significant 
fatigue from a physical, intellectual, emotional and social point of view. In addition, the transition to 
retirement is a major transition in life, even if it is ardently desired by the vast majority, requiring a 
major adjustment and a change in lifestyle that can lead to stress. As such, young seniors feel the 
need to rest and relax in the first years of retirement, in order to recover the fatigue accumulated 
during the last years of active life and during the transition. 

For old tourists, the need to rest and relax may come from other sources of stress and fatigue: 
family worries, a time and an energy sometimes significant devoted to helping offsprings and / or 
ancestors, an intense associative life, health problems and so on. In respect of the elderly travelers, 
the need for rest and relaxation will be felt because of personal problems (the loss of a spouse, close 
friends, people of their generation), health or stress created by loneliness. 
 3. Leaving the ordinary environment. It is about leaving the atmosphere of everyday life and 
taking a break with everything associated with it (Krippendorf S. Y, 2002 and Legoherel and Frochot, 
2007). According to the theory of Iso-Ahola (1983), the practice of tourism constitutes a mechanism 
for regulating the level of individual stress: reduction of overload or, on the contrary, compensation 
of non-solicitation. Leaving your normal travel environment allows you to restore a certain level of 
stress (Kim et al., 1996, Stone and Nicol, 1999, Ryan and Glendon 1998, Shoemaker, 2000, You 
and O. Leary, 1999). 

In respect of a pensioner, the overloads related to the professional activity, the education of 
the children and the responsibilities of the living environment have passed. However, there are a 
number of specific difficulties related to aging (illness, solicitation from children and parents, intense 
associative activities), which, depending on their intensity, can represent as many moments of 
overstress. Moreover, the termination of professional activity, the absence of adult children from the 
middle of the family, the loss of the spouse and a possible reduction of social interactions, create so 
many opportunities for non-solicitation.  

4. Departure for fun. Unlike leaving, which is the desire to break up with the ordinary 
environment, the departure corresponds to the desire to discover a new environment, a new culture, 
representing the desire to open to an outside that animates a part of the tourists. It is about going 
and seeking, through the practice of recreational activities, a certain number of rewards, for fun. 
Pension life can be less active and fun than the one that a person has known in the past, and this is 
why the entertainment requirement appears. Also, it is possible that the current pensioner to carry 
for this age a certain number of activities to perform. 

The tourist offer, due to its diversity, provides multiple entertainment possibilities. In addition, 
the wide range of entertainment available to travelers will give the pensioner a much broader and 
more exotic choice (camel riding, shows, themed evenings), which may allow for renewal in terms of 
entertainment (Kim et al., 1996; Stone and Nicol, 1999). 

5. Exercise and physical activity. Physical activity in the form of walking, practicing a sport in 
holiday villages or trips is also sought by some of the elderly (Guinn, 1980, Shoemaker, 1989, Places 
et al., 1994). Climate change, sought by travelers living in less favorable latitudes, can stimulate it, 
allowing them to practice outdoor activity under more favorable conditions. 



6. Development of skills and acceptance of sporting challenges. For the most sportive 
seniors, the trip will be an opportunity to test themselves physically and to face the sporting 
challenges. This motivation, usually more masculine, will guide older tourists to mountain hiking, 
mountaineering, nature trails, nautical kingdoms. The journey makes it possible to try to prove their 
sporting skills, to test themselves and thus to measure and physically position themselves in relation 
to others, in a given social circle (Ryan and Glendon, 1998). 
 7. Keeping in touch with nature. The contact with nature can be sought for different reasons: 
because the tourist wants to discover it in its diversity (mountain, desert, tropical forest), because 
contact with nature is for him/her a source of well-being, or because it allows him/her to position 
himself/herself in a broader environment that transcends human society. The close contact with the 
fauna, which is discovered in its diversity, is also appreciated by a certain number of travelers. 
Depending on where the retired traveler lives, this close proximity to nature can only be available 
when leaving the normal context of life, for example when traveling (Pearce, 1993). 

8. Satisfying a need for introspection and nostalgic reminiscence. It is a need for exploration 
and self-evaluation, possible through travel and which "represents an opportunity to discover more 
about oneself, to ask oneself and to redefine images about the own person" (Frochot and Legoherel, 
2007). This motivation, born of a nostalgic need, results in the search for a past lifestyle and a simple 
life, which is delimited by ordinary life. 

The senior traveler is a person who has a long life experience. This helped him/her to cross 
different eras on cultural, social and personal level. Remembering and reliving the periods of 
childhood, youth, first years of marriage, years of life spent in another region or another country can 
represent so many reasons for an elderly to want to find places and / or atmospheres about which 
he/she is nostalgic (Pearce, 1993; Cleaver et al., 1999). 

9. A response to the need for socialization. The retirement induces a significant evolution of 
the social circle, since the person will be "deprived" of familiar persons with whom he/she worked. 
This reduction of the social circle, especially if the activity sustained in the past constituted the frame 
of enrichment relations, may generate an increased need for socialization.  
 The trip offers the opportunity to meet new people, with whom they share common interests. 
This helps to establish connections with people who have chosen to leave, or to create new 
relationships with people with whom they will share a common interest, associated with the chosen 
tourist destination. Common memories are created that come to maintain and potentially strengthen 
the personal connection initiated during the journey.  

The pensioner may also want to spend time with chosen third parties, with relatives with 
whom he/she will share a special moment during the trip. The trip offers the opportunity to visit 
geographically distant people and the desire to see them again can become a motivating goal for its 
organization. It is noted that in the case of the elderly, the social interactions will focus mainly on 
family and friends. 

Finally, for the single and divorced pensioners and those who lost their partner, isolation may 
probably be felt more after retirement. The trip will provide the opportunity to leave with one or more 
known people or, for the ones that are open, to try to discover a new social group (Anderson and 
Langmeyer, 1982; Legoherel and Frochot, 2007; Guinn, 1980; Kim et al. ., 1996, 2003; Stone and 
Nicol, 1999; Ryan and Glendon 1998; Shoemaker, 1989, 2000; Romsa and Blenman, 1989; Loieux 



et al., 1994; Backman et al., 1999; Cleaver et al. , 1999, Vincent and De Los Santos, 1990; Sellicks, 
2004; Pearce, 1993; You and O. Leary, 1999). 

10. Intellectual enrichment and accumulation of new knowledge. Intellectual enrichment and 
the accumulation of new knowledge are motivations of the elderly, who attend several universities in 
their spare time, where they are offered conferences to "awaken the genius that is inside their 
person". The elderly have a life experience that allows them to take into account a more or less broad 
spectrum of their personal knowledge, which they will want to extend for the rest of their lives. The 
trip, which includes visiting historical places, places of worship, museums, discovering nature and 
new cultures, offers many new sources of knowledge. On the other hand, the accumulation of 
knowledge through travel has a less formal, more experimental and personal side than a conference. 
Thus, in a period of his/her life when he/she has time and the medical condition allows him/her to 
move again, the senior shall be able to satisfy his/her thirst for new knowledge, starting with the 
discovery of the world (Guinn, 1980; Kim et al. , 1996; Sellick, 2004; Pearce, 1993; You and O. Leary, 
1999; Cleaver et al., 1999). 

11. Enrichment and spiritual stimulation. Discovering a culture almost automatically includes 
an approach to its spiritual dimension. It is important to note, however, that the use of the term 
spirituality present here is a much narrower acceptance of it. Thus, here are almost always included 
visiting places of worship, presenting the characteristics of contemporary and older spiritual practices 
of the visited culture, sometimes a participation in ceremonies. When the spirituality found is very old 
(eg Egyptian antiquity), the traveler is positioned in a relationship with time, which goes beyond his 
own mortal life and which includes the cycle of life and death in the culture in question. Finally, the 
experience of spiritual practices very different from what is already known (returning the dead to 
Madagascar; ecstatic trance ceremonies in some countries in South America or funeral incineration 
in India) will give the traveler the opportunity to move away from his/her own spirituality and from the 
practices that characterize it.  
 The trip can offer the traveler the opportunity to deepen his/her own faith by visiting places 
of worship of reference for his/her own spirituality (St. Mark's Church in Venice or St. Sophia Church 
in Istanbul, for Christians). Visiting "cross" cities, such as Jerusalem, allows the traveler to experience 
the diversity of spiritual identities that exist in the world, because a part of this diversity which is 
materialized side by side under his/her eyes, in a space where the Wailing Wall (the Judaism) is 
located at the base of the esplanade that bears the dome of the rock (the Islamism) and is adjacent 
to via dolorosa (Christianity). This set of experiences and discoveries will enable the retired traveler 
to stimulate and enrich his/her spirituality (Shoemaker, 1989, 2000; Pearce, 1993) 
 

12. Self-realization. In the early periods of his/her life, the old person has already had the 
opportunity to use his/her own skills in the professional, family, associative fields, contributing to 
different achievements within them. At an age when he/she is aware of his/her own death and the 
reduction of the remaining time spectrum, he/she will want to go deeper into the areas already known 
or to use his/her skills in new fields. 

The journey, through the practice of intellectual, social and physical activities, allows the 
senior to assume a different role for a while, to express other facets of his/her personality and to 
realize his/her potential for self-realization (Guinn, 1980; Stone and Nicol, 1999) . At the end of this 



presentation of the twelve motivations for travel of seniors, identified in the specialized literature, a 
summary is proposed in table 8. 
 
                 Table 8 
                     Summary table of the travel motivations of the elderly 

The travel motivations of the elderly reviewed in the literature  

• Intellectual enrichment and the acquisition of new knowledge (Guinn, 1980; Kim et al., 1996, Sellick, 
2004; Pearce, 1993; Ryan and Glendon, 1998; You and O. Leary, 1999; Cleaver et al., 1999 ; Shoemaker, 
1989, 2000) 
• Achievement (Guinn 1980; Stone and Nicol, 1999) 
• Spiritual enrichment and stimulation (Shoemaker, 1989, 2000), self-transcendence (Pearce, 1993) 
• Developing sports skills and meeting sporting challenges (Ryan and Glendon, 1998) 
• Maintaining social interactions (Anderson and Langmeyer, 1982; Guinn, 1980; Kim et al., 1996, 2003; 
Stone and Nicol, 1999; Ryan and Glendon, 1998; Shoemaker, 1989, 2000; Romsa and Blenman, 1989; 
Lieux et al., 1994; Backman et al., 1999; Cleaver et al., 1999; Vincent and De Los Santos, 
1990; Sellick, 2004; Pearce, 1993; You and O. Leary, 1999) 
• Exercise and physical activity (Guinn 1980; Shoemaker 1989; Places et al. 1994) 
• Being in touch with nature (Pearce, 1993) 
• Meeting the need for nostalgic reminiscence (Pearce 1993; Cleaver et al., 1999) 
• Rest, relaxation (Anderson and Langmeyer, 1982; Guinn 1980; Stone and Nicol 1999; Ryan and 
Glendon 1998; Shoemaker 1989, 2000; Lieux et al., 1994; Backman et al., 1999; Sellick, 2004; Pearce , 
1993; Cleaver et al., 1999) 
• Fun and departure from a daily environment that is too much / too stimulating (Kim et al., 1996; Stone 
and Nicol, 1999; Ryan and Glendon, 1998; Shoemaker, 2000; You and O. Leary, 1999) 
• Travel as long as their health allows (Horneman et al., 2002) 

 

 Reading this table raises a number of comments, the most important being the following: 
- first, it is important to mention the high density of motivations for travel identified in the 

literature; 
- there are also overlaps (redundancies) between certain motivations, which raise the 

question of the relevance of this density; 
- finally, these motivations have been identified, in essence, in the context of studies on 

Anglo-Saxon populations. They cannot necessarily be transposed into the specific situation of 
another population, such as the one which is the subject of the present study. 

For example, a qualitative study on a sample of retired French travelers revealed another 
classification and order of these motivations. 
 

IV. 4.3. A new classification of travel motivations of the elderly, a qualitative approach in 
France 

  
 Carrying out a qualitative study among the French elderly seemed indispensable, because 
in this country a specific study had not yet been carried out to validate the scale of Ryan and Glendon 
(1998), and the population is older than the previous studies ( Le Serre, 2010). At the end of this 
step, the motivations for traveling for the elderly population in France were identified, which can be 
compared with the results of the literature review for the other countries. 



In this way, it was also possible to have the necessary elements for the development of 
measuring instruments that lacked the concepts mobilized in the study, in particular a scale of the 
motivations for traveling of the elderly population in France. In the survey, Le Serre followed the 
recommendations of Miles and Huberman (2003) and Paillé and Mucchielli (2010) regarding the 
collection and analysis of qualitative data.   

Another objective of the study was the elaboration of a maintenance guide, starting from the 
literature review. This guide has been structured around five main parts: the life of the interlocutor, 
the perception about his aging, in the sense of his life and spirituality, his motivations to travel, the 
characteristics of his past travels and the characteristics of his dream trip. Beyond the motivations to 
travel, the guide also focused on other dimensions, which were not addressed at this stage of the 
subject's developments. 

Generally, if the order of the topics addressed was in accordance with the maintenance 
guide, it could vary punctually, according to the answers of the interviewed persons, in order not to 
disturb the conduct of the interview and the spontaneity of the answers. The respondents were 
recruited through the effect of snowball, in the department of Finistère, and a maintenance took place 
in Paris as well. 

The sample used consisted of 10 women and 7 men who like to travel, pensioners aged from 
61 to 84 years oold (on average, 71 years old). The heterogeneity of the sample was ensured by a 
variety of sexes, ages, socio-professional categories and travel experiences. The interviews, which 
lasted on average one hour and forty-five minutes, were conducted face to face and recorded or 
filmed in accordance with the respondent's authorization. At each interview, a careful transcript of 
the text was made and then continued with an analysis of the thematic content. 

The shorthand reports were coded into "themes", indicating the content of the speech and 
then, according to an ascending logic, the themes were grouped into "categories", when they 
presented common notions. No new themes emerged from the 16th interview, which suggested that 
the saturation threshold was reached.  
 The results of the interviews on these issues are presented in the following paragraphs. The 
respondents to the survey had a common characteristic, respectively they are travel lovers. 
Therefore, the analysis of the content of their responses aims at a better understanding of tourism 
practices, especially those that motivate them. 

The analysis revealed 17 themes related to the travel motivation (table 9). These themes 
were analyzed and then grouped, according to an ascending logic, into 7 categories of motivations 
that are described below. The comparison between the coding itself and the one performed in parallel 
by the second researcher indicated an agreement ratio of 85% before the discussion and 100% after 
it, the difference discussed considering mainly the formulation of the categories. The categories 
presented below meet the validity criteria retained (Grawitz, 2001), meaning that they are objective 
(clear and allowing identical double coding), exclusive (the shorthand reports do not belong to a 
single category) and relevant (in relation to the study objectives). 
 

           

 

 

 

 



 Table 9 
Themes and categories of motivation identified 

No. Topics related to the travel motivation  Motivation category 

1. Travel as much as you can To make the most of life 

2. Enjoy your life 

3. Make projects To relax 

4. Leave / cut 

5. Relax 

6. Find atmospheres. Try nostalgia To try nostalgia 

7. Departure from the area of residence To be stimulated 

8. Way to adventure. To be stimulated 

9. Exercise 

10. Make appointments To meet a need for sociability 

11. To find yourself again. Meeting a need for sociability 

12. Share privileged moments 

13. Introspection To enrich yourself personally 

14. Discoveries. Enrichment on a personal level 

15. Intellectual enrichment 

16. Confronting reality To create pleasant memories 

17. Confessions 

 
 1. To make the most of life. Respondents referred to the passage of time, being aware of 
their aging, the decline of their physical and intellectual abilities and their own mortality. They want 
to enjoy life to the fullest. The journey requires a certain level of physical aptitude, especially for 
distant journeys. Those under 75 years old are afraid that they will not be able to enjoy it for a long 
time. Therefore, they want to travel as long as they can. 

Seventy years seem to be a psychological moment for seniors. After this age, pensioners will 
consider travel, but will not travel further than Europe, in France or in the United Kingdom. In addition, 
several interviewed persons expressed a lack of ideas about a project as they get older. Or the 
scheduling of a trip depends on the existence of a project that is articulated in three phases, clearly 
identifiable in the respondents' answers: preparation, the journey itself and the rebound for the next 
one. 

2. To relax. The journey allows a break with the daily life and the temporary removal of 
worries. For others, the journey has even therapeutic virtues. This rupture may also be related to a 
normal living environment, but whose characteristics affect it. Thus, those who live in a less sunny 
region, where they can suffer from often gray and rainy weather, feel the need to "change the air" 
and go to the sun. 

The trip thus promotes relaxation, allowing the traveler to temporarily reduce their worries 
and to transpose into a more favorable climate and psychological context. When traveling, the senior 
also appreciates that it is a subject of the attention of tourism professionals, which contributes to 
creating an environment favorable to relaxation and pleasure. The cruise is a formula that seems 
particularly appreciated in this regard. 

3. To try nostalgia. The trip is an opportunity for the elderly to find places, atmospheres and 
sensations after which they are nostalgic. These finds are often sources of positive emotions, 



sometimes intense, and a journey offers the opportunity to reproduce them. In another sense, the 
journey evokes nostalgia for family unity and the natural evolution of life has been developed 
reasonably, each child has his own home and becomes less available. Today the senior chooses to 
go on holiday with his/her grandchildren to regain that sense of family core. 

4. To be stimulated. Several respondents described their interest in a landscape change 
through the travels that they perform. In order to change the landscape, there must be a perceived 
change in relation to the ordinary living environment. It may be a change of climate, geography, 
language, clothing, food, and so on. The change of scenery will indeed be felt from a certain degree 
of perceived change, which will vary from one traveler to another.  
 If the change of country is usually sufficient to create this change of scenery, for some very 
experienced and adventurous travelers, an even stronger cultural contrast may be needed. The 
search for adventure and sensations motivates many respondents. The level of stimulation provoked 
by an adventure varies from one respondent to another, and the sensations may also result from the 
imagination of travelers. The adrenaline source may be completely different, depending on the 
respondents, such as the sensations gained through playing at the casino, the stimulation offered by 
the physical exercises during the trip, most often in contact with nature, hiking in the mountains, and 
so on. 

5. To meet the need for sociability. The trip is an experience that allows the creation of 
connections between travelers, with the accompanying guide and with the visited populations. Some 
of the respondents highlighted their motivation to be part of a group of people they will meet and 
make friends with. The connection can also be created with the guide, who is an important person in 
the organized trips, being with them for a long time and facilitating access to the visited culture. 
Finally, friendship links can also be created outside the travel group, with the people met. 

The journey, when shared with well-known people, offers the opportunity to re-establish or 
strengthen ties. Thus, a joint trip can be a meeting opportunity for people who do not see themselves 
very often, for whatever reason. On the other hand, travel time brings travelers closer, giving them 
extended periods of interaction. 

The periods we spend together offer the opportunity to share privileged moments, which will 
create shared memories and be a source of complicity. When traveling, people are generally more 
relaxed, more available, which is also good for building relationships. 

6. To enrich yourself personally. Curiosity is a motivation that has constantly returned to those 
interviewed, regardless of their age and traveler profile. It is a little like a desire to look to one side 
and to another one, with an exploration of the world around them, which they would like to understand 
better. 
 The discovery of the surrounding world will result in a personal enrichment, which will become 
a category of motivations. This enrichment is the result of a better understanding of the human 
dimension (the discovery of the other one) and the environment (the discovery of others). The notion 
of "other" takes the form of the contemporary inhabitant of the visited countries, of his culture, of his 
way of life. The ability to communicate with the inhabitants of the visited countries is therefore of 
great importance. 

It is interesting to understand that this curiosity for human differences goes beyond the 
contemporary time of travel, as it can also refer to the "meeting" of historical figures (Gandhi, 
Aristotle, Alexander the Great, Napoleon, and so on). Respondents are also interested in the history 



of the country they are visiting, including the discovery and depth that allows them to return in time 
to discover the historical characters that punctuated it. Curiosity is also relative to others. Discovering 
nature is an important part of the journey for many respondents. 

Intellectual enrichment is one of the main benefits of this discovery. This results in deepening 
of existing knowledge and acquiring new knowledge. The discovery brought about by the trip is also 
one about the own person. This triple deepening of human, environmental and personal diversity 
produces a personal enrichment that is desired by the elderly traveler. 

7. To create unforgettable memories. Creating unforgettable memories means transforming 
the travel experience into a concrete capital that the traveler will be able to retain and share. Thus, 
the journey is motivated by the creation and enrichment of personal memories. It is, among other 
things, to face the reality, to see places and peoples previously discovered through readings or 
documentaries. The experience of this other reality creates a huge capital of memories, it provides 
an experience that the travellers want to share, to pass on to others, about which they are able to 
testify. 

The seven categories of travel motivations can be compared with those identified by 
analyzing the specialized literature, joining them (Table 10) and helping to better understand the 
origin of these motivations. Starting from this group of motivations, the specificities that are 
manifested among the seniors from Dolj County will be identified and an opinion can also be issued 
regarding those specific to the Romanian elderly.  
 
                  Table 10 

Comparison between the travel reasons of the elderly identified in the specialized literature and 
those identified by the qualitative study 

No. Motivation 
categories 
identified in the 
literature 

Motivation categories 
identified by qualitative 
study 

Comparison and analysis of differences 

1. To travel as much as 
their health allows 

To make the most of life The category of the study is much more complete than 
the previous one, because if it includes being 
concerned about the decline of personal health and the 
desire to travel for as long as it is still physically 
possible, it adds awareness of a limited perspective and 
of personal mortality. To this, it is added a new 
dimension, which is the travel as a project. This 
corresponds to satisfying the need to have a project 
befre, to take advantage of the next time and to give it 
a meaning. The trip is a project that is articulated in 
three clearly identified phases which are: the 
preparation of the trip, its accomplishment and the 
relaunch. Returning from the trip is an important step, 
because moving away from the usual places of life gives 
meaning to it and travelers say that they are happy to 
return home. 

2. Rest, relaxation, 
health, well-being 

To relax The new category is quite similar to the existing one. 
However, it also shows the willingness of a certain 
number of respondents to be the focus of the trip. In 
addition, the motivation to "rest" is not clear from 
interviews. Respondents said instead that they had a 
physically tiring trip, except for hotel-club or cruise 



formulas, which are less demanding. It is thus better to 
name this category "To relax" in the broad sense, 
adding an element related to rest motivation. 

3. Self-realization, 
personal enrichment, 
self-transcendence 

To enrich themselves 
personally 

The new category is more complete and allows a better 
understanding of the nature of curiosity that animates 
the elderly and determines their thirst for self-realization 
and enrichment on different levels. Thus, it is about 
exploring the objects of spirituality: it is about going 
towards self-discovery, the discovery of the others 
(diversity in the sense of community) and from 
elsewhere (diversity in the ecological sense). This 
results in personal and intellectual enrichment and 
spiritual development. The pre-existing studies refer to 
the higher order needs presented by Maslow and other 
authors. Pearce (1993, 2005) through his work Travel 
Career Ladder, suggests that older and experienced 
tourists will be more motivated by meeting the needs of 
achievement and self-transcendence. 

4. To exercise, physical 
activity, skills and 
sporting challenges 

To be stimulated The new category is wider and more complete, because 
it is not limited to physical stimulation. In fact, the 
motivation to practice a sport activity or to respond to a 
sport challenge appeared only marginally in the new 
study and was associated with other motivations for 
stimulation within the "To be stimulated" category. 

5. Social interactions, 
mainly focused on the 
close persons and 
family 

Meeting a need for 
sociability 

The existence of a category of socialization confirms the 
importance of the connection for the elderly. The 
qualitative study made it possible to specify the nature 
of the social interactions sought and the expected 
benefits of these interactions. It is preferable to find 
intimacy and to live a privileged moment with the travel 
partner, to deepen the knowledge of the other and, 
sometimes, to meet new people with whom to share a 
series of common tastes during the trip. 

6. Nostalgic 
reminiscence 

To experience nostalgia If the motivation of the nostalgia seems quite discreet to 
the respondents, this is implicit in the connection that is 
observable between periods when they say they have 
nostalgia and the search for the atmosphere that is 
closer to the description they make for the periods in 
question. It seems important to include it in the scale of 
tourist motivation in development for two reasons. First 
of all, the literature review allowed to identify the 
reevaluation of life as an important dimension of 
seniority spirituality. Visiting the places of previous life 
and returning to the atmospheres after which they are 
nostalgic would obviously stimulate the resumption of 
this. Then, most of the respondents leave for the 
holidays abroad for as long as their health allows them 
to travel and they book their travels in the country for 
later. This motivation is therefore latent and will become 
important in a few years, when the same people will 
travel in the country as they anticipate they will. 

7.  To create real memories This category is new. Respondents said that their 
motivation for traveling is reinforced by the desire to 
check themselves and to make the experience a reality 
from what they see on television and / or books. 



They want to move from imaginary to reality. This 
experience endows them with a life they share with joy 
and transmits this joy formally (testimonies and 
presentations in leisure clubs) or informally (exchanges 
of photos, tips and experience for people interested in 
the destination they have already experienced). 

 
   

IV.5. VARIABLES WHICH INFLUENCE THE TOURIST BEHAVIOR AND THE TRAVEL 
MOTIVATIONS OF THE ELDERLY 

 
The variables that influence the behavior of tourist consumption and the travel motivations of the 
elderly are divided into two categories: socio-demographic variables and psychographic variables. 
This study presents the results recorded in the specialized literature, as well as those obtained 
through the qualitative study. 
 
IV.5.1. Socio-demographic variables 
 
An analysis of the literature highlights the biological age, sex, educational level, income level and 
culture as socio-demographic variables that influence the tourist behavior in general. 
 1. Biological age. The biological age has been studied mainly in the form of comparative 
studies of the tourist behavior of the older age groups, compared to the younger travelers. These 
studies show that biological age influences: 
 - Travel motivations: Older travelers are more motivated by visiting their loved ones and 
discovering new things, compared to the sporting intensity or entertainment specific to the younger 
ones (Anderson and Langmeyer, 1982); 
 - the destination and the duration of the trip: on average, older travelers go further and for 
longer periods than younger people (Reece, 2004). Respondents from the qualitative survey evoke 
a "psychological" age of 70 for very long trips (Asia, South America) and say that they reserve trips 
to Europe and France for years to come. 
 - the transport mode used: older tourists seem to prefer bus or plane (Javalgi et al., 1992); 
 - the type of accommodation chosen: the elderly prefer the hotel or the pension, but an 
increasing number of elderly tourists purchase a vehicle with a caravan, which makes the camping 
area, used mainly by young people, to become a more popular way of accommodation for the elderly 
(Patterson, 2006); 
 - the travel package chosen: older tourists tend to prefer organized trips and "turnkey" 
formulas and constitute a majority of the tour operators' clients (Javalgi et al, 1992). However, this 
will vary depending on their personality, and some, accustomed to traveling alone or in couples, will 
find it difficult to change their habits even if they get older. Patterson (2006) emphasized the 
multidimensional aspect of the age variable and the need to consider, in particular, the subjective 
age. 
 2. Sex. The sex of the traveler influences the behavior of tourist consumption as it influences 
his behavior in other circumstances of life. The demographic evolution of the population and its aging 
give a greater importance to the influence of this variable. Indeed, women with a higher life 



expectancy than men will be the majority in a population of 80 years old and over. They will be more 
likely to experience widowhood, a painful context in which travel can help them regain a taste for life 
or, on the contrary, slow down their general motivation to travel if they have lost their regular travel 
partner. 
In general, studies show that sex influences: 

- the choice of travel content: women tend to prefer trips with cultural content and to be more 
receptive than men to offers for adventure travel and to an intense content of sports or outdoor 
activities. Some men interviewed explained that they organize more sports trips with other men once 
a year, without their wives, because they do not want to participate; 

- the nature of the trip: women have a greater desire for socialization and security. 
Consequently, they prefer the group, which meets both expectations (Lehto et al, 2001). Fear of 
getting sick, themselves or their travel company, and being deprived of medical help on a trip was 
mentioned several times during the qualitative study; 

- the duration and frequency of travel: among older women, there is a preference for shorter 
trips for economic, in particular, reasons. Because these women often have low financial means 
when they are single, widowed or divorced, they will travel less often (Smith and Jenner, 1997). 

3. The family situation. The absence of the partner is described in the specialty literature 
(Patterson, 2006), by the respondents in the qualitative study, as a major obstacle to the journey. 
Older people often travel with their life partners, and their family situation is therefore a factor of 
influence. If couples feel this influence when their spouse is not motivated to travel, divorced, single 
or widowed people are most affected by this factor. They describe their desire to travel, but also the 
difficulty of finding a person to travel with. This effect is also accentuated by the pricing policy of 
tourism professionals, which greatly penalizes those traveling alone. 
 4. The level of training. The level of education influences the behavior of tourism consumption 
in several ways. Studies show that a higher level of education has an impact on: 

- choice of destination: more educated tourists tend to travel abroad more easily and to travel 
further; 

- choosing the source of information and the distribution channel: the more trained people 
tend to favor contact with a travel agency (Zimmer et al., 2005). It was also found in face-to-face 
interviews that many people use the internet, at least to find out about travel deals and to plan their 
trip once the decision has been made. 

5. Income level. The level of income is a factor that will influence the travel decision, its 
frequency and type: thus, pensioners have not only time, but also an available income comfortable 
enough, on average, to spend on departures, which have priority at this age (McGuire et al., 1986). 
Thus, they constitute the majority clientele of the tour operators, as well as that of the luxury tourism. 
However, the above situation should not be generalized, and many people find that the lack of 
financial resources is a brake on their desire to travel. This is even more true for women living alone, 
whose incomes are generally low. 
 
IV.5.2. Psychographic variables 
 
 A literature review shows that, in addition to the motivations for traveling that have been 
presented above, subjective age, ideal age, age of divergence, self-rated health status and 



reluctance to travel are factors that influence the behavior of tourist consumption of the elderly, as 
well as their motivation to travel. 

1. The cognitive age, the ideal age and the age of discrepancy. The study of Le Serre (2010) 
from a sample of French pensioners and non-pensioners shows that the different variables 
associated with age, which are the subjective age, the ideal age and the age of divergence influence 
the travel behavior of the elderly. 

This influence is manifested as follows: 
- the cognitive age corresponds to the age that an old person considers to have in terms of 

feelings, physical state, activities and interests (Barak and Schifmann, 1981). It influences the 
psychological risk (the possibility that the trip chosen does not reflect the personality of the traveler) 
and the social risk (the possibility that the selected trip will affect the opinion of others regarding the 
traveler) to go on the trip. The younger the respondent's cognitive age, the greater this influence. 
Moreover, the cognitive age influences the way of booking travel (a greater use of the Internet), but 
not the characteristics of the journey considered; 

- The ideal age is the age the old person would like to have (Sirgy, 1982). It influences in a 
significant way the motivation to go on a journey, to relax in the sense that the younger the ideal age, 
the stronger this motivation is. Moreover, the older the ideal age of the older person, the lower their 
perception of social and psychological risk. Also, the younger the ideal age, the more likely the older 
tourist will look for information on the Internet;  

- the age of divergence corresponds to the difference between the cognitive age and the 
ideal age (Barak and Gould, 1985). The older the age of divergence is, the greater the motivation to 
go on a journey for relaxation and the lower the motivation to go on a journey for intellectual 
enrichment. In the same way, the older the age of the divergence, the higher the perception of the 
risks of equipment (mechanical and logistical problems during the trip), psychological and social. 
Finally, the older the age of divergence is, less likely it is that the older tourist will seek information 
before traveling. 

Subjective age, which corresponds to the age that a senior person has the feeling of being 
in (Tuckman and Lorge, 1954; Blau, 1956), the tendency of rejuvenation compared to that of aging, 
which reflects the gap between biological and cognitive age (Barak and Gould, 1995), have no 
influence on the travel behavior and motivations of the elderly after the study effected by Le Serre 
(2010). 
 2. Self-assessment of health status. The self-assessed health status of the elderly tourist is 
a determining factor for: 
 - the decision to leave or not for travelling: as the old person assesses his or her health as 
being poor, he/she will be less motivated to leave (Zimmer et al., 1995, Shoemaker, 2000). In the 
qualitative study this was discussed with the respondents, who confirmed, for those who feel most 
in poor health conditions, the reduced probability of traveling again, regardless of their desire. It is 
interesting to note that for some people whose moral health is less poor, the doctor or relatives may 
advise him to travel to change his ideas. One of the respondents even mentioned the "therapeutic" 
nature of the trip from this point of view; 

- the destination and the duration of the trip: as the old person feels that the health state is 
poor, he/she will tend to make the trips even closer (Zimmer et al., 1995). 



To this horizon tour of the variables of influence it is necessary to add a number of specific 
factors, which impede the tourist consumption of the elderly. In this regard, McGuire (1984) and 
Blazey (1986) identify the lack of money, the lack of availability, the risk of a trip being perceived 
badly by the entourage, the lack of motivation of the husband, the health. Shoemaker (2000) adds, 
among other things, dietary considerations, fear of being disappointed and worries associated with 
travel. 

In-depth analysis of the variables of influence already identified by previous studies shows 
that the variables related to the experience of aging are almost absent from research on the tourist 
behavior and travel motivations of the elderly. The only major research that was carried out was that 
of Le Serre (2010), which shows an influence of the cognitive age and the age of divergence. 

The motivations for traveling of the elderly who were identified through the qualitative study 
highlighted a search for meaning and a connection with the dimensions of spirituality. This 
determines the question regarding the possible influence of spirituality on the behavior of the tourist 
consumption and the motivations to travel of the elderly. 

Pieper (1948), a Catholic philosopher, presents leisure time as the basis of any culture and 
clearly suggests a link between tourism and spirituality, associating tourism with the existential 
search for the meaning of an industrialized society. Thus, in modern Western societies, primarily 
concerned with material well-being, recreation and tourism would be an essential way to regain the 
moral and spiritual meaning of life. 

As for Cohen (1979), who considers MacCannell's (1976) vision too broad, after which every 
tourist is a pilgrim of modern times, he presents this search for meaning as an important element to 
consider in the study of tourist behavior. If the connection between spirituality and tourism is 
suggested, it has never been explored, except for a study of the tourist behavior of young pilgrims 
(Li et al., 2006) and with the identification of a spiritual value in nature tourism, among the travelers 
extremely sensitive to ecology (Winter, 2007). 

Considering the important role that spirituality and some of its dimensions might play in 
explaining the motivations for traveling, it would justify a work upon its influence related to the 
experience of aging in respect of travel motivations of the elderly. 
 

 

 

 

 

 

 

 

 

 

  



V. DEMAND AND SUPPLY FOR SENIOR TOURISTS FROM DOLJ 

COUNTY 

V.1. PRELIMINARY RESEARCH 

 As indicated by the project "Friendly Destinations for Seniors + 55", code ROBG-436, the 
development of an analysis for evaluating the tourist needs and preferences of the elderly in Dolj 
county involved a necessary set of preparatory actions, an assembly capable of providing the 
collection and processing of relevant data, specific to this audience. As a working method, the use 
of the statistical survey was indicated and the questionnaire was chosen as the main data collection 
tool. 

The choice of this segment of tourism consumers has not raised any particular problems in 
terms of access, although, in general, the Romanian public does not have a culture of the need to 
participate in marketing or management studies and does not deal with such steps with due attention, 
which, most of the time, should interest it. Such a position makes data collection difficult by 
prolonging the time needed to identify new respondents, but also the quality of these data. The 
subjectivism or the ease with which some problems included in the data collection instruments are 
treated are elements that can negatively influence the validity of a study, especially since the removal 
of their consequences in the processing and analysis phase is very difficult, if not impossible. 

Another aspect that interests both specialists and practitioners in tourism, concerns the 
concept of senior tourist, namely the age threshold from which it is considered that a person belongs 
or does not belong to such a segment of consumers. Although it may seem less interesting, an 
example can be edifying in this regard. The age of finishing the activity is in the European Union, for 
men, with few exceptions, around 65 years old. This event is accompanied by the appearance of 
extra free time, which no longer hinders the period and duration of the trip. Therefore, a person over 
65 will have a totally different tourist behavior than a person between the ages of 55 and 65 who is 
active in the field of work. 

The design of the data collection questionnaire implies, on the one hand, a detailed 
knowledge of the problem being studied, to insert in its contents the most true questions and to obtain 
the data and information sufficient to study the phenomenon, but also of the specific theory and 
practice specific to the instrument as such, on the other hand. The size of the questionnaire (the 
number of questions) depends on the size of the topic discussed and the complexity of the analysis, 
but neither the time factor nor the respondents' answer to the researcher's request to complete it 
should be neglected.  

Starting from these conditions, it was made an instrument called "Questionnaire to identify 
the requirements, aspirations and constraints affecting the tourist choices of people over 55 years 
old" (Chcs 2), which was the basis for collecting and completing the database necessary for the 
development of the study.  

Another important aspect for conducting the survey relates to the administration of the 
questionnaire. For reasons related to the information modalities agreed by the elderly, respectively 
the heterogeneity of the means and instruments used by the seniors, the questionnaire was sent 
electronically, to a reserved link, in pdf and word format, but also in a physical form. The groups 



organized of pensioners from Craiova, Băilești and Calafat were asked and they answered most of 
the questionnaires received. 

Although the questionnaire designed for this study was not a difficult one, and its dimensions 
were acceptable to most respondents, its handing over to the representatives of the groups of 
pensioners took place after the presentation of brief instructions on how to complete it, to prevent 
systematic errors that may affect the final results. For the same purpose, word and pdf forms 
included, in many of the questions in the questionnaire, indicative elements regarding the possible 
number of variants that can be chosen. 

Google program was used for data processing ... and the representation charts were chosen 
based on their compatibility with the statistical series formed and their suggestive potential. 
 

V.2. DATA ANALYSIS AND INTERPRETATION 

 The problems of administering a questionnaire do not end with the establishment of its 
methods of analysis, completion by the respondents and its return, because in the absence of a 
direct control of the researcher, problems of representativeness of the chosen sample may arise. 
Given that this is not a statistical survey that respects all the scientific rigor, which means, among 
other things, choosing the type of survey, the establishment on mathematical criteria of the size of 
the sample, randomly choosing all the survey units, it is obvious that may arise unwanted skids. The 
choice of the respondents through their organizations cannot strictly impose certain criteria of age, 
gender, environment of origin, marital status, and so on. But without maintaining a balance of the 
sample, problems arise regarding the representativeness and accuracy of the results of the study.  

V.2.1. Individual qualitative variables 

            For the so-called "state variables", presented and received through the first five questions of 
the questionnaire, the results obtained after processing the collected data confirm that the structure 
of the chosen sample is a balanced one. Thus, out of the total of X respondents, 48.5% are women 
and 51.5% are men (figure 21), and from the point of view of the age, their distribution is logical, if 
we consider the natural evolution of the medical condition and the current share of the groups in the 
total population of Romania (figure 22). The biggest part of the sample chosen is found in the age 
group from 55 to 65 years old (48.5%), and in order is the group from 65 to 70 years old (30.3%), the 
group from 70 to 75 years old (12.1%) and the group of those over 75 years old, with 9.1%.  

  



Blue – Man 
Red - Woman 
Figure no. 21. The sex of the respondents 

 

Blue – 55-65 years old 
Red – 65-70 years old 
Orange – 70-75 years old 
Green – over 75 years old 
Figure no.22. Age ranges of respondents 

 

 The observation that the elderly group is heterogeneous is no longer a novelty for the world 
of researchers and tourism providers. The general segment initially gave rise to new segments, with 
specific motivations and behaviors, and which are the subject of equally special marketing efforts to 
attract them. As mentioned earlier (Chapter XXX), the concept of seniority is associated in particular 
with the retirement age, respectively with the age of 65, starting from the argument that the structure 
of the individual time budget changes substantially, favoring more frequent departures for holidays. 
For these reasons, the above sample is one with an even greater heterogeneity, since 48.5% of its 
units are in the age range from 55 to 65 years old. As they are still active, they are dependent on the 
work program and have a similar tourist behavior, characterized, among others, by major departures 
during the peak seasons and during public and religious holidays, shorter vacations, and so on. 

Regarding the level of education, it can be said that this is quite high, since 84.4% of the total 
respondents have higher education, and the rest of 15.2% are in the group of those with secondary 
education (figure 23).  

  

 



 

Blue – elementary education 

Red – Secondary education  

Orange – Higher education 

Figure 23. The level of education of the respondents 

 Such a situation is explained, first of all, by the fact that access to senior tourists was achieved 
through the pensioners' organizations and entirely in the urban environment. These organizations 
were created with the purpose of activating and supporting older people in their efforts to adapt to 
their new social position, and to support their rights in a changing demographic, economic and social 
society and one that does not by itself accept many changes that have already become history in 
developed European countries.  

Returning to the aspects related to the environment of origin of the respondents, the data 
processed show that they come 54.5% from big cities (Craiova), and the difference of 45.5% live in 
smaller cities in Dolj county. The situation is explained by the same argument of the organization of 
the pensioners, an action that allows them to be better represented, better listened to and searched 
for. The existence of retirement organizations is also an argument for the development of tourism 
initiatives for seniors. (Figure 24) 

 

Blue – Big city 
Red – Small city 
Orange - Township 
Figure 24 The origin of the respondents 



 The family situation was also an important criterion in the characterization of the sample, 
respectively of the tourist collectivity of the elderly in Dolj County. The structure is composed, mostly 
(figure 25), of married persons (72.7%), followed by, in sequence, widowed persons (12.1%), 
divorced persons (9.1%) and single persons ( 6.1%). The same criterion largely determines the 
motivations of the tourism choices and influences the consumption behavior of the seniors, 
representing an important element in the segmentation approach and in the product design by the 
tourism providers. 

  

Blue – Single  
Red – Married 
Orange – Divorced  
Green – Widowed 
Figure 25 The marital status of the respondents 

In order to test the basic tourism experience and knowledge of the elderly population of the selected 
sample, questions 6 and 7 were included in the questionnaire. Almost all the sample units declared 
that they had a tourist experience during the last five years (93.9 %), compared to 6.1%, who stated 
the opposite (figure 26). It can be observed, therefore, that this sample is also balanced from the 
point of view of its tangence with the tourist activity, which also offers a necessary guarantee as to 
the truthfulness and validity of the survey results and the analysis undertaken.  

 

Blue – yes;   Red- No 

Figure 26 The tourist experience of the respondents during the last five years 



 

The situation changes quite a lot when the respondents are asked to express themselves with regard 
to their level of knowledge of the tourism potential of Dolj County (figure 27). In the majority of them, 
the sample members admit that they do not know much about the infrastructure and tourism offer of 
their county (51.5%), an important part declares that these things are familiar (36.4%), while quite a 
few deem to know them very well (6.1%) or not at all (6.1%).  

 

Blue – Not at all 
Red – Slightly 
Orange – Well 
Green – Very well 
Figure 27 Knowing the tourist potential of Dolj County 

 
 There are multiple explanations for such figures. One of the most plausible is, without a 
doubt, even in the definition of the concept of tourist, as it is launched by the World Tourism 
Organization which, using the usual notion of the visitor's environment, automatically introduces new 
delimitation criteria, such as duration travel, distance between home and destination and frequency 
of travel. For practical reasons, the system of statistical observation of tourism in France, for 
example, retains as a criterion the distance from which the traveler is considered a tourist, which 
must exceed 100 kilometers from his residence. Based on such a figure, it is unlikely that a traveler 
from Dolj County could be considered a tourist in his own tourist area. 

A second reason would be that the potential tourists of Dolj county do not think much about 
spending a vacation in nearby and well-known localities in their own geographical area, but in resorts 
and leisure areas in the country or abroad. As any spa resorts, which could be an attraction for senior 
tourists from their own county, are not found in Dolj County, such a possible opportunity falls. 

In the same sense, the potential and the tourist activity of Dolj County are manifested, which 
are not recognized as being of high level on the tourism market in Romania. Thus, the natural 
potential existing in the county is not at the level of known tourist areas of Romania, and the cultural, 
historical and religious potentials, which are interesting, are not sufficiently sustained in terms of 
infrastructure and marketing communication. With this latter aspect, another argument is reached 



about the lack of public awareness of the attractions and tourism offer of Dolj County, namely the 
lack of effective communication, within a compatible and sustained development strategy. 

After analyzing the data presenting the "state variables" and the contact with the tourist 
activity of the members of the chosen sample, a first conclusion can be drawn regarding its 
representativeness and relevance for the public from Dolj County and for our study: both its content 
and its structure corresponds to the objectives of carrying out the analysis to identify and evaluate 
the requirements and aspirations of the elderly in this area. 
 

 
V.2.2  Preferences, motivations, obstacles, problems, matching requirements - expectations 
of senior tourists +55 

 

 The second part of the questionnaire, and the most important one, is reserved for the 
questions by which it is desired to identify a profile of the senior tourist from Dolj county, with his 
requirements, motivations and aspirations, elements that determine, to a large extent, his behavior 
as a tourist consumer. 

The senior consumers in the tourism industry in this area (Figure 28) prefer to go on holiday 
especially with the family (51.5%), after which, at a considerable distance (18.2%) they agree to be 
part of a group of known people or to be based on a travel or stay partner (15.2%). It follows, in order, 
the displacement with an unknown group (6.1%), then with a new group, with grandchildren or in 
"other formulas", each with 3.0%. 

 

Blue – A partner  
Red – the family 
Orange – A grandchild 
Green – Known group 
Purple – New group 
Light blue – others  
Pink - Unknown group 
Figure 28 The group of tourists in holiday 



 At the question "What kind of tourism do you prefer?", It was offered the possibility for the 
respondents to choose several answer variants, and from these considerations the sum of the 
percentages that results from figure 29 exceeds 100 percent. The most preferred type of tourism is 
the cultural-historical one, chosen by 63.6% of the members of the sample, followed by the medical 
one, with 45.5% and the events (30.3%). Religious tourism is mentioned by 18.2% of the 
respondents, the culinary one by 6.1%, and under the heading "other types" there is an interesting 
level of 12.1%. A brief analysis of the answers that were requested by way of example to the latter 
section shows that the senior people of Dolj county are also interested in mountain tourism, where 
they prefer trips on various tourist routes and itineraries, but also recreation and relaxation tourism. 

 

Medical tourism 
Cultural and historical tourism  
Religious tourism  
Ecotourism 
Culinary tourism 
Events 
Other type of tourism 
Figure 29 The tourism preferred on holiday  

 The restrictive conditions of departure abroad, introduced by the communist regime in 
Romania, determined, after its fall, a logical change in the behavior of the Romanian tourist, who 
favoured to go on holiday in foreign countries recognized for their natural, cultural-historical and 
economical offer. These trends still manifest today (Figure 30), since a large part of those questioned 
declare that they go on holiday mainly abroad (42.4%), and 6.1% of them in their own county. It 
should also be noted that most of the senior people from Dolj county who replied to this 
questionnaire, in fact most of them (51.5%), consider that the best places to spend the holiday are 
in Romania and act according to this convictions. 



 

Blue – Abroad  
Red – in Romania  
Orange – In your region 
Figure 30 Travel destination 

 The transport preferred by the elderly tourists (figure 31) is by far the organized one (72.7%), 
followed by the one with their own cars (24.2%) and the public one (3.1%). The category of organized 
transport includes most of the means used to reach a tourist destination, namely the plane, bus, train 
and sea and river vessels. The relatively low level of transport by own means is explained by the age 
phenomenon, which places its imprint on the qualities of driver and on the courage to go on a long 
road, but also through the high percentage of trips abroad, for which the offers are very tempting.  

 

Blue – Organized  
Red – Personal  
Orange - Public 
Figure 31 Transport preferred by older tourists 

 When choosing a destination, tourist consumers use several criteria, which play an important 
role in this process. The question with the number 12 is the one that offers more variants of answer 
and the possibility of multiple choice on this topic, which explains that the sum of the percentages is 
no longer 100. In the case of senior tourists from Dolj county, the most used criteria for splitting the 
destinations are, in order (figure 32), cultural-historical and natural heritage, each with 51.5%, 



followed by infrastructure, accommodation and services received (48.5%), hospitality and culinary 
services (36.4%), the variety of organized events (24.2%), and the list ends with the "other" position, 
accounting for 6.1% of preferences. 

 

Cultural heritage  
Natural heritage 
Hospitality and culinary services 
Infrastructure, accommodation, services 
Variety of organized events 
Others 
Figure 32 Decisive criteria in choosing a destination  
 
 In order to further detail the criteria that determine the choice of destination, question 13, also 
with multiple choice, lists their main component factors and also provides more information needed 
to prepare the tourism offer by the providers of services for seniors. (Figure 33). 

The accessible prices for the services provided / received represent the factor that was 
nominated most often by the respondents (60.6%), followed relatively closely by the easy access to 
the tourist attractions (51.5%), then by the quality of the facilities and the services (48.5%). Other 
important factors in the decision-making process are the quality of accommodation spaces (39.4%), 
the cleanliness (36.4%), the quality of the services offered by the guide (24.2%) and the freedom 
offered by the program and the organized tour hours to destination (15 ,2%). A secondary relative 
importance is represented by factors such as gastronomy and the possibility of carrying out light 
physical activities (each with 9.1%), the possibility of shopping and other unnamed elements (each 
with 6.1%).  



 

The program and hours of trips 
Availability of toilet facilities   
Accessible prices for services 
Cleanliness  
Quality of accommodation space 
Gastronomy 
Easy type of physical activity 
Shopping 
Others 
Program and visiting hours 

Figure 33 Determining factors in choosing the destination 

 To verify the intensity with which the above criteria and factors influence the choices of senior 
citizens in terms of their tourist destinations, the question with number 14 introduces an ordinal rating 
scale, which proposes to give notes from 1 to 5. The average scores obtained were the following 
(Table 11): 

Table 11 

Average scores 

No. Evaluated element Obtained score 

1. Local cuisine 3,55 

2.  Nature (natural heritage) 4,55 

3.  Accommodation spaces (quality) 4,27 

4.  Cleanliness  4,70 

5. Local transport (existence, quality) 3,39 

6. Easy access to the location 3,97 

7. Health care / medical services 4,33 

8. The kindness of the staff 4,58 

9. Tourist information available 4,30 

10. Telecommunication services, internet 4,09 



11. The prices charged 4,45 

11. Other 2,52 

 

 As it can be seen from the score column, the cleanliness of accommodation and destinations, 
in general (4.70), ranks first among the factors that have an important share in making the decisions 
to choose or not to choose a particular location. Next, with qualifications that are also located 
between "important" and "very important", elements such as staff politeness (4.58), natural heritage 
(4.55), the prices charged (4.45), the existence of medical services (4.33), the availability of tourist 
information (4.30), the quality of accommodation (4.27) and the existence of telecommunications / 
internet services (4.09). With a score very close to the "important" mark, there is also easy access 
to the location (3.97), even the local cuisine (3.55), after which the scores begin to fall to the position 
of indifference (for the local transport-3.39) or less important. 

The answers given by the respondents to a question that has, among other things, the role 
of verifying the validity of what was stated in questions 12 and 13, appear to confirm their position 
and the truthfulness of what they have stated above.  

A role similar to question 14 also has the following question (15), which refers to the problems 
that tourists face in the decision process regarding the choice of destination (table 12). The scores 
recorded support and emphasize the importance of the criteria and the factors that must be 
permanently in the attention of the tourism service providers for the senior citizens of Dolj county, 
who must improve their offer if they want to attract and develop their businesses. 

Table 12 

Problems faced by tourists in the decision process regarding the choice of destination 

No. Problems that arise when choosing a destination 
  

Obtained 
score 

1. Socio-cultural barriers 3,33 

2.  Lack of information 4,12 

3.  Lack of transport 3,42 

4.  Improper organization 4,03 

5. Health status 4,61 

6. Lack of an attractive and professional offer 4,06 

7. Lack of accessibility 4,03 

8. Possibility of access for persons with mobility 
difficulties 

3,06 

9. Lack of information that helps manipulate objects 3,42 

10. Other 2,45 

 

 The problems that the senior citizens in Dolj county face when deciding to choose a holiday 
destination to the detriment of another are presented quite suggestively in the table above. The 
health status is a key factor both in the decision to go on vacation and in choosing a destination, 
registering a score (4.61) that tends towards the "very important" limit. Over the "important" limit are 
also the problems related to the lack of information (4,12), the lack of an attractive and professional 



offer (4,06), the accessibility of the location and the detection of organizational deficiencies (both 
with a score of 4, 03). 

As for the sources of information used in choosing and planning the trip and the fact that 
older people usually use more than one such source, the question is one with multiple choices. The 
call for pension organizations explains, to a large extent, the choices made (figure 34). Thus, 
recommendations from friends matter a lot when planning a trip (66.7%), as well as information 
received from travel agencies and information centers (51.5%). Relatively important scores are also 
obtained from information sources, namely guides and brochures (27.3%) and media ads (24.2%). 
A lower score registered the position "others", in which the sample members mentioned separately 
the Internet (18.2%). 

 

Travel agencies and information centers 
Guides and brochures 
Recommendations from friends 
Media advertising 
Others 
Figure 34 Information sources used in travel planning 

 Although in the western countries seniors are presented as people with a lot of free time and 
money, these characteristics are not as valid in Romania. The price factor plays an important role in 
their travel decisions. Figure 35 shows that for respondents, when leaving in a holiday the price 
matters a lot (66.7%), a little for 30.3% of them, so that only 3% declare that this factor does not 
matter in their choices. 



 

Blue – Not at all 
Red – slightly 
Orange – A lot 

Figure 35 The influence of the price in choosing a destination 

 The budget used in travel is another element that provides information on the so-called 
"availability" at the expense of seniors (figure 36). Most people (30.3%) have a daily budget of up to 
200 lei, followed by the group of those who do not spend more than 100 lei / day (27.3%). Between 
200 and 400 lei, 24.2% of the respondents spend daily, and 18.2% of them spend over 500 lei every 
day. As noted, over 57.6% of seniors spend relatively modest daily amounts, which do not exceed 
200 lei. 

 

Figure 36 Daily travel expenses 

 As it turns out from the answers given to question 19, the distribution of this budget by 
expenditure categories is also interesting (figure 37). And with this question, the variant with multiple 
answers was chosen. Most of the expenses are recorded in connection with the tourist attractions 
(54.5%), considering that this section also includes trips organized to the main destination. A fairly 
large share, which also provides information about the relatively low level of the total budget 
available, also records the accommodation expenses (51.5%). About a quarter of the available 
amounts are spent with meals (24.2%), followed by those reserved for relaxation and entertainment 
(18.2%) and cultural events (6.1%). In the "other" section, with a 9.1% percentage, you can also find 
small purchases for home. 



 

Accommodation 
Food 
Visiting tourist attractions 
Cultural events 
Entertainment, relaxation 
Others 

Figure 37 Distribution of expenditure budget 

 

As a type of accommodation, senior citizens prefer hotels and pensions (figure 38). The 
hotels are in the first place in the top of the list of preferences (54.5%), followed by pensions, which 
have a share of 45.5%.   

 

Blue – Hotel 
Red – Camping  
Orange – Pension 
Green – Property for rent 

Figure 38 The accommodation type preferred 



 Regarding the average duration of the trip / stay (figure 39), there is a slight tendency to 
increase its duration, which is true of a classic consumption behavior, specific to older people. Thus, 
stays of up to 7 days are approved by 48.5% of the respondents, followed by those over 7 days, with 
24.2% of the answers. As it can be seen, 72.7% of the senior citizens of Dolj county choose long 
stays, compared to only 15.2% who do not exceed 3 days, or 12.1%, who plan a maximum duration 
of 5 days. 

 

Blue – Up to 3 days 
Red - Up to 5 days  

Orange - Up to 7 days 
Green – Over 7 days 

Figure 39 Average trip/stay duration 

 Another feature of senior tourism, recognized by most researchers and practitioners in this 
industry, is that it provides better coverage of accommodation capacities and activities at the end of 
the season or in the off-season. Question 22 is the one that pursued whether this feature is verified 
(Figure 40). 

Although the vast majority of respondents claim that summer is their preferred holiday season 
(63.6%), it is worth noting that spring (15.2%) and autumn (21.2%) represent busy periods from this 
point of view, considering that both account for 36.4% of all senior holidays. Considering the fact that 
many departures take place at the beginning and at the end of summer, in order to avoid the crowding 
and prices at the peak season, it turns out that the role of seniors in attenuating the seasonality in 
tourism is one that is verified. 

 



Blue-Spring 
Red – Summer 

Orange – Autumn 
Green - Winter 

Figure 40 The season preferred for travel 

 

The organization of the trip / stay by the elderly in Dolj county is the content of another 
question. Most of the respondents (figure 41) only deal with the book of travel and accommodation 
space (63.6%), while the "all inclusive" variant is approved by 27.3% of them. The 9.1% difference 
uses other formulas, accepting either breakfast, half-board and so on. 

 

Blue - Book only the trip and the accommodation space 

Red - Book an All-Inclusive package (trip, accommodation space, meals and excursions) 

Orange - Others  

Figure 41 Organization of the trip / stay by the elderly in Dolj County 

Regarding the tourism products preferred by the seniors in the sample (question 24), the 
attraction for some or other things is not decisive (figure 42). The specific type of tourism (health, 
cultural-historical, religious, events, and so on) is accepted by 45.5% of the members of the sample, 
while 30.3% prefer mixed formulas. A relatively large share of them (24.2%) say they decide to 
choose a tourist product or another depending on their health. 



 

A specific type of product, depending on your interests (medical, cultural-historical, religious, and 
so on) 
A product consisting of several types of tourism (eg medical, but also cultural and religious, and so 
on)  
A tourist product that is consistent with your medical condition 

Figure 42 Favorite tourist product 

 

 The area between the administrative boundaries of Dolj County is not recognized in our 
country as a well-known tourist destination and the results obtained in this area do not recommend 
it in this regard. However, its geographical position and its natural and cultural-historical potential 
can support in a very good conditions a long-term tourism development strategy. Therefore, question 
25, which uses an ordinal rating scale, also provides information on how senior citizens in Dolj county 
receive the wealth of the potential of their own area (Table 13). 

The boundaries between the characterization of the elements that determine the tourism 
potential of the county are entirely between the terms "neither poor nor rich" and "rich". Towards the 
upper limit of this interval, so towards "rich", the restoration and the part of the existing historical 
landmarks (3.73), the preservation of traditions (3.64), the services offered (3.58), but also the natural 
heritage and organization of various events (3,55) are quoted.  

Table 13  

Receiving the wealth of the potential of your own area 

No. Components of tourism potential Obtained 
score 

1. Accessibility to transport 3,45 

2.  Costs of stay 3,24 

3.  Food and accommodation 3,73 

4.  Services offered 3,58 

5. Natural landmarks 3,55 

6. Historical landmarks 3,73 

7. Cultural, sporting, historical events 3,55 

8. Preserving traditions 3,64 



 

 The accessibility to transport and the costs of the stay are components at which the recorded 
scores are at the lower limit of the range discussed above, which means that they do not represent 
advantages of the county's tourism potential. 

In order to identify the reasons for the decision not to go on holiday, in other words of the 
problems that determine it, question 26 offers a fairly wide range of acceptable solutions (figure 43). 
The most inoculated reasons are the financial ones (33.3%), followed by the lack of interesting 
tourism packages (30.3%), the health problems (24.2%) or the lack of companionship (15.2% ). At 
the "other" position, the high level (33.3%) has as main support the lack of free time and the 
occurrence of family events that do not suffer deferral.  

 

Financial reasons  
There was no tourism package to.. 
I had health problems 
I did not have proper links to... 
Poor accessibility (hard to reach) ... 
Others 
Figure 43 Reasons not to travel on holiday 

 The motivations for choosing a destination by senior citizens are analyzed through question 
27, which offers the possibility of multiple choice (figure 44). The most invoked position is that of 
testing a new destination (42.2%), followed by the freedom of the program for visiting the tourist 
attractions (36.4%), the joy of quiet and peace (36.4%) and the possibility of to spend leisure time 
with the family (30.3%). A positive evaluation also enjoys the opportunity to socialize (18.2%). Other? 
6.1% what?   



 

The program for visiting the tourist attractions 
The joy of quiet and peace 
Spending time with family 
Testing a new destination 
Socialization 
Others 

Figure 44 The reasons for choosing the destination 

 When testing the expectations of senior citizens regarding the quality of services offered by 
the tourism sector in Dolj county (figure 45), the answers are, by a large majority, positive (75.8%). 
As a very important part of the sample members did not agree with the first answer, the reasons 
invoked were quite different, but they can be grouped on the following topics: 

a) lack of quality infrastructure, covering both the roads, the accommodation places and the 
related parking spaces; 

b) lack of attractive tourist communications and information related to both accommodation 
and meal providers, and especially to the natural, cultural, historical, leisure atractions and so on.; 

c) relatively high rates for accommodation and meal services; 
d) lack of true hospitality, which will make a good impression and support the return of tourists 

to this tourist area; 
e) low interest of tourism providers in the development of the area, limited and relatively 

expensive offer, which must be enriched according to the current requirements of tourists; 
f) lack of qualified, quality staff, who offer promptness in services and attract the tourist 

customers in the area. 



 

Blue – Yes 
Red - No 
Figure  45 The expectations of seniors regarding the quality of the services offered by the tourism 

sector in Dolj County 

  
In order to complete and verify the answers to the previous question (28), the questionnaire 

was also requested the opinion of the respondents regarding their main expectations, when visiting 
a certain tourist destination. Equally various communicated, these desires target, in fact, after 
analyzing them, the following chapters of interest for tourism providers:  

a) Informational: better presentation of old and new places, of tourist attractions with their 
most suggestive and attractive history and legends, with the choice of the best promotional tools 
(written guide, classic maps, brochures, GPS, information centers, and so on 

b) Better services: the hospitality of the hosts, flexible visit and travel programs, decent 
accommodation, cleanliness, comfort, civilized treatment and respect from the hosts, a more varied 
and better meal, all for an acceptable price; 

c) Motivations: new things to learn, discovering new tourist attractions, history, culture and 
the beauty of the area, the satisfaction of some human curiosities, the joy of seeing and revisiting 
new destinations, the peace and attraction of places to visit, spending pleasant moments, and so on; 

d) Infrastructure: suitable roads up to the destination, good roads up to the destination, 
signaling the locations of tourist attractions, the use of pictures and suggestive icons for identifying 
areas of tourist interest, and so on.  
 

  



V.3. THE BASIC PROBLEMS AND CONSTRAINTS ENCOUNTERED BY THE ELDERLY 
+ 55 DURING TRAVEL 
 

 Older people are a large and growing group of consumers with significant purchasing 
potential. However, commercial offers for the elderly (including those for active leisure activities) are 
relatively limited. There are many reasons for such a situation, but the most important ones refer to 
the "cult of youth" and the specific qualities of this market. Young buyers attract producers, who 
design their marketing strategies specifically for them, while the needs of the elderly are not 
recognized or simply ignored. The market for the elderly is not homogeneous, it is made up of both 
the rich and the poor, the healthy and the sick, the educated and the less educated, the physically 
active and passive ones, the persons aging rapidly or slowly. A senior consumer is also because of 
his age, more experienced, acts rationally, is very demanding, needs a lot of information about the 
product offered and has sufficient time to verify the information obtained. In addition, the time taken 
to make a purchase decision is longer compared that of a young buyer. 

Given the purchasing potential of the elderly, as well as the free time budget available, it must 
be concluded that the increasing number of the elderly can become a great source of benefits for the 
tourism and leisure industry. Knowing and attracting this category of the population on the Romanian 
market is difficult, in particular, due to its specific characteristics, such as its complexity, the presence 
of diversified needs and preferences, as well as a heterogeneous financial potential. 

More and more business executives are interested in the senior market and are aware of the 
opportunity they represent for their business. Many of them are interested in the strategies to be 
applied in this regard. Should a company already exist in this market be purchased? Is it better to 
develop a range of products? When is it more interesting to create a new product? All these questions 
are legitimate. Indeed, the risks are numerous. Some fear "aging" the image of their society and run 
away from their regular clientele. 

Others, already evolving in the senior market, identify a new clientele that comes with baby 
boomers, whose expectations are different. Everyone agrees that the senior market is complex. Little 
studied, it requires knowledge and skills in several areas. 

Seniors are consumers with patterns of consumption, with specific needs and desires, but 
most do not want to be "ghettoized" - some marketing professionals offer simplistic and sometimes 
remedial solutions. By taking foreign experiences, they lead to failure, as is the case with the creation 
of products labeled "Seniors". Because the results of this procedure were supposed to be good in 
the United States, they should have been the same in France as well. Mistake! The vast majority of 
those over 50 do not want to be recognized as "seniors." Even in the United States, marketing 
managers no longer use this term.   
 Other proposed solutions refer to communicating with seniors without adapting the products 
for them, as they have a great consumer experience. Marketing "tricks" commonly used by young 
people do not work for seniors. However, there are many effective strategies for conquering the 
senior market, which vary depending on the objective, target and available resources. 

The decision-making process of senior citizens regarding the choice of destination was 
highlighted both by the introduction of direct questions and by the answers that the respondents 



offered to related topics, such as identifying the factors that determine this choice, the sources of 
information used especially, the reasons for the trip, the inhibiting elements, and so on. 

The senior citizens of Dolj County consider that the main problems they face in choosing and 
during their stays are many and important. The medical condition (score 4.61) is the most important, 
in their opinion, because the road is usually tiring and time is pressing in order to start the proposed 
program as early as possible. Routes to be made are also at the destination location, and they 
become a real challenge if they are longer. 

The lack of information (4.12) comes both from the fact that seniors do not use ICT tools on 
a large scale (internet, facebook), but also because of the lack or accessibility of fresh information, 
which is not found on the classic supports (posters, leaflets, portofolios, catalogs, books, brochures, 
maps, and so on) available at tourism providers. Also, classic supports, as well as information from 
museums, events, are available only in foreign languages, which are not known by a large part of 
the senior public.  

Table 14 
 

No. Problems that arise when choosing a destination Obtained 
score  

1. Medical condition 4,61 

2.  Lack of information 4,12 

3.  Lack of an attractive and professional offer 4,06 

4.  Improper organization 4,03 

5. Lack of accessibility  4,03 

6. Lack of information regarding the baggage handling system 3,42 

7. Lack of transport  3,42 

8. Socio-cultural barriers 3,33 

9. Possibility of access for people with disabilities 3,06 

 

 Most of the existing offers are not considered attractive and professional (4.06), and 
especially the senior ones. Apart from the accommodation and meal services, they do not come with 
additional proposals regarding the visit of cultural-historical, religious attractions, organizing events, 
and so on. Or many of the offers of hotels and pensions in Austria, for example, provide, in the 
package of services, a card that allows free transport at a reasonable distance, mountain access by 
aerial tramway, free entrance to museums, and so on. 

These realities are also revealed by other factors that prevent or give "low marks" to a 
destination for seniors, as is the case of improper organization or deficiencies manifested in terms 
of accessibility in the premises (4.03). In general, no elements that allow the access of the elderly 
(among which there may be many with different mobility problems) in the accommodation or dining 
places, have not come to the attention of the tourism providers, or are not subject to information 
strictly necessary for the elderly.  

Other problems that seniors face and which also do not come to the attention of the suppliers 
or are not well communicated enough, concern the assistance in moving to the premises or in 
handling baggage (3.42). These small details can cause a lot of discomfort to seniors and can lead 
to the choice or, on the contrary, the rejection of a destination, so as not to talk about sharing such 
negative experiences with friends and groups and avoiding them in future trips. 



Moving to the destination localities or their surroundings (3.42) is a first-rate necessity for 
most elderly people, regardless of whether they had the transport ensured or they arrived with their 
own vehicle. The existence of public transport routes is therefore a basic condition for seniors. In 
their absence, the use of taxis is not always an accessible solution for financial or comfort reasons 
for the movement of families or senior groups. 

As it was pointed out above, direct or indirect communication with seniors (by means of 
leaflets, maps, brochures, and so on) is difficult for destinations abroad, because they do not know 
the languages of international circulation, nor the customs and culture of the countries where they 
spend their holidays. 

The choice of a destination is not only based on theoretical factors, identified once and for 
all, because their evolution is continuous both according to the dynamics of the elderly citizens' 
preferences for tourist services, as well as to the permanent adaptation of the offer of the providers 
to these new requirements. 

The majority of senior citizens in Dolj county (60.6%) consider that the prices available for 
the services they receive are always in their attention, because there is a tendency for suppliers' 
offers to be overvalued from this point of view. Mostly, some services are not provided,and others 
have a quality that does not justify the tariff charged for them.  

On the other hand, the deficiencies manifested in the public transport also transfer their 
negative influence on the accessibility of the seniors to the tourist attractions in the destination area, 
claimed by 51.5% of the members of the sample. Often these goals have special rates only for 
learners and students, for organized groups, but not for seniors. 
 The facilities provided in the service offer are often not at a satisfactory quality level, since 
they are mentioned by 48.5% of the senior citizens of Dolj county. Here we can mention the TV 
services, which have few and common programs, the lower quality of bathrooms and toilets, daily 
cleaning, the change of supplies, the air conditioning, the poor and undifferentiated breakfast, and 
so on. 

On the same wavelength, the quality of accommodation is quite often found, which does not 
offer modern and comfortable furniture (39.4). This situation is also confirmed by answers similar to 
questions to supplement or verify the opinions of senior citizens of Dolj county. When asked to 
evaluate the importance of the elements on which the choices of their destinations depend, the 
seniors first mention the cleanliness of the accommodation, the locations (4.70), the politeness of 
the staff (4.58), the prices charged (4.45) and the lack of relevant information about destinations and 
their surroundings (4.30). 
 
V.4. THE IDENTIFICATION OF INCONSISTENCIES BETWEEN THE SERVICES REQUIRED BY 
THE ELDERLY AND THE SERVICES PROVIDED 
 

 Several researchers have investigated the tourist interests and demands of baby boomers 
(Elderhostel 2005; Jang and Wu, 2006), and Cleaver, Muller, Ruys, and Wei (1999) have also been 
interested in their travel preferences, the types of destination and their personal values and showed 
that they are quite heterogeneous, the conclusion being that the traveling seniors are not all the 
same. 



In their study, they formed four groups, namely the nostalgic persons, the friendly persons, 
the curious persons and the persons who seek rest. The nostalgic persons prefer to find familiar 
places and spend time with family. The friendly persons are looking to travel to meet new people and 
share common interests. The curious persons want to explore unfamiliar terrain, to seek adventure 
and learn new things. Finally, those who seek rest want to forget about their daily lives and 
responsibilities during the journey.  

Another study (Jang & Wu, 2006) examined the forces that drive middle-aged or elderly 
people from Taiwan to travel. Of the 23 socio-psychological factors analyzed, the most important 
ones proved to be information sharing, personal development, relaxation, socialization and self-
esteem. Regarding the destination factors, the most important ones were the cleanliness and safety, 
the facilities, the activities and the costs and the presence of natural and historical attractions.  

When examining the literature on motivation to travel, a distinction is first made between 
"push" and "pull" factors. Push factors refer to the fact that people are "pushed" to travel by internal 
forces, while "pull" factors imply that they are "pulled" to external forces, often related to the 
destination of the trip (Goosens, 2000). 

Fleischer and Pizam (2002) provided an overview of the research on the motivation of older 
people to travel and pointed out that rest and relaxation, social interaction, physical exercises, 
learning, nostalgia and enthusiasm were the most common. In the same sense, Horneman et al. 
(2002) showed that the most common motivations were: emotion / learning, rest / relaxation, exercise 
and fitness and visiting friends and relatives. They also showed that seniors' motivations are 
becoming more and more concentrated in the pursuit of health and physical condition. Finally, directly 
asking the elderly to explain why they travel (out of 12 possibilities), Huang and Tsai (2003) found 
that 36% of seniors choose "rest and relaxation" and that 20% choose " meeting and being 
acquainted with other people ". 

Extensive French studies on tourism after retirement (Pochet & Scheou, 2001; Direction du 
Tourisme, 2005) have also focused on the reasons for staying of the elderly. As they get older, certain 
types of stays become more frequent: health-motivated stays (thermal cures, spa treatments, in 
particular, almost 3/4 of consumers are 60 years old or older), cruises (64.7% among tourists are 
over 55 years old), pilgrimages (53.1% are over 55 years old) and stays related to volunteer activities 
(more than 50% are over 55 years old). Finally, more recently, Leroux (2010) conducted a discourse 
analysis and outlined a few terms that are especially noticeable when analyzing the travel motivations 
of seniors: "relaxation", "profit", "trip", "discovery", "" guarantee "," accommodation "," comfort "and" 
pleasure ".    

It is obvious that understanding the motivations of the elderly to travel is always instructive, 
but it raises the question of its purpose. First of all, it is clear that most of the research conducted on 
this topic aims indirectly to sell trips to seniors better: for this purpose, it aims at a better knowledge 
of a target, for a better attraction to it.  
 The reasons for using the tourism services are multiple and they depend, as previously 
pointed out, from country to country. In Romania, from a development of six such groups of 
motivations, the elections of the senior people from Dolj county had the following distribution. 

Testing new destinations (42.4%) is the main impetus for programming new trips, and it 
concerns both locations in the country, and especially those abroad. The relatively reduced free time 
budget, specific to the active persons, the family needs, which usually prevailed in a more modest 



financial budget, as well as the sacrificial habits for the school and the career of the children meant 
sacrifices on line of holidays and trips abroad of parents. Becoming pensioners, with children who 
can handle on their own, but also with more money, with a lot of free time, parents aim to see more 
and more destinations, which they only once had in their dreams. 

In the same logic of the sacrifice for the family, there is also the joy of quiet and peace 
(36.4%), through which the seniors want to try feelings of pleasure, comfort and come from the 
destination restored from a physical and psychological point of view. Their relationship with time, 
with the cycle of life causes them to recover what they have not experienced so far. Such an 
atmosphere is achieved, first and foremost, by appropriate accommodation and table conditions, by 
access facilities in hotels and pensions, by assistance with the transport and storage of luggage, by 
assistance services on the health line, by the existence of a permissive public transport and so on. 

The stay chosen by the elderly depends largely on the program of visit of the natural, cultural, 
historical attractions, made available by the tour operators (36.4%). An overloaded program of visits, 
which is tiring and does not allow seniors to fully accumulate experiences and feelings specific to 
particular events in their lives, will not be well received or promoted by them, but on the contrary. 
The choice of the means of transport, the places of accommodation, the meal places is another 
element that contributes largely to the creation of positive and unforgettable experiences for the 
elderly. Often, these traveling visits can be accompanied by unpleasant surprises for the elderly. 
Asking for additional amounts is not welcomed by tourists. Therefore, a total transparency from this 
point of view is welcome, in the sense that the total value of the stay / itinerary must be mentioned 
as such, without any ins and outs, since the choice of a destination by the seniors. 

For a good portion of seniors (30.3%), vacation can be an opportunity and sometimes a 
privilege to spend free time with the family or reunited families of their children. Active life offers much 
less opportunities of this kind, with holidays where parents, children and grandchildren can meet at 
a place where the socialization, which is whenever welcome, can strengthen even more an extended 
family. But such a motivation for going on holiday to a certain destination must meet all the conditions 
there in order to be accomplished. The accommodation and dining areas must be spacious, clean 
and well-staffed, the existence of well-arranged green / courtyard spaces for all ages is a positive 
thing, which can weigh heavily on choosing / re-choosing / promoting a tourist location. The location 
as such should facilitate access to the mountain, the sea or to the tourist attractions in the best 
conditions. 
 Another important motivation, which can determine the engagement of a senior holiday at a 
certain destination, is their need to socialize (18.2%). Its specificity and the difficulties of expressing 
in foreign languages of international circulation of the elderly determine its fulfillment mainly through 
domestic tourism, and less through holidays abroad. At the mountain, at the sea, for walks and rest, 
for sports or for treatment, and  so on, senior stays are an excellent opportunity to meet new people, 
to have different discussions and to socialize, coming out of the everyday life of the elderly, who feel 
the loss of relationships during their active life. 

The destinations that through their offer want to respond to such motivation will have to hold 
spaces, create events and an atmosphere that will facilitate the dialogue between seniors. Meeting, 
conference rooms, reading rooms, workshops or sports fields, water pools are the most important 
places where socialization can best occur. Neither are the spaces for serving and arranging their 
meals to be neglected from this point of view. 



The analysis above presents the main motivations that determine the choice / realignment of 
a tourist destination by the seniors from Dolj County. Therefore, it identifies the services that they 
want to be performed in the best conditions by the tourism providers in Romania and abroad. 
Accommodation, meal, existence of access facilities for people with mobility problems, sufficient 
space, cleanliness, facilities for spending their free time, program of trips and visiting the local natural, 
cultural and historical heritage, access in the surroundings with public transport, easy access to 
mountain and marine attractions and so on, represent so many problems that must be solved in the 
best conditions by the tourism actors. The differences required from other categories of tourists are 
not so great, but the easy access in the premises, the fair prices, the cleanliness, the peace and the 
possibility to visit natural, cultural and historical attractions, as well as the existence of social spaces 
are the hard core of the requirements and of the problems they face most often when meeting the 
offer.   
 

 

V.5 IDENTIFICATION OF THE COMPONENTS OF THE TOURIST PRODUCT WHICH ARE 
ESSENTIAL FOR ELDERLY TOURISTS + 55 YEARS OLD (WHAT THEY ARE LOOKING 
FOR, WHAT THEY EXPECT AND WHAT THEY NEED DURING THE TOURS) 
 

 The survey conducted among senior citizens from Dolj County presents a relatively low 
experience both in terms of their demand for specific tourism services and the offer that the young 
companies developed in this area try to consolidate, develop and then diversify depending on the 
evolution of the segments of tourism consumers. 
 The development of tourism for seniors took/takes place on coordinates insufficiently known 
even in the developed countries in this field, which are constantly innovating, taking into account the 
demographic developments and the forecasts regarding the structural changes of the consumer 
segments in favor of the elderly. The positive evolution of the consumption of the elderly, which will 
become a vector of the growth of the tourism in the world, is the main reason for which the attention 
of this important economic sector will have to turn towards the knowledge and attracting the elderly 
through suitable offers of products and services. 
 The situation of the elderly has not presented an interesting objective neither from the point 
of view of the demand, nor from the point of view of the offer, so that until now it is not possible to 
speak of specific concrete measures that will refine the answers of the Romanian economic agents 
to the requirements and preferences of the seniors. 
 Only one answer, but also one without too many elements of novelty, being inherited as such 
from the old regime, is represented by the offers of the houses of pensions for seniors, who offer 
tickets at various spa and recreational resorts, but which do not exceed a modest level of 
accommodation, dining and comfort conditions in general. Their prices are set according to the level 
of the pension, and since the basic level starts from the smallest pensions, it is possible for people 
with higher pensions to pay them at the market price, which is not at all convenient under the offered 
conditions. Many pensioners, under these conditions, prefer not to benefit from this state support 
measure. 
 Similar measures taken in other countries can become, through their content and objectives, 
examples to be followed both for the orientation of the demand, but also of the offer wanted by the 



elderly in Romania. Thus, the Agence Nationale pour les Chèques-Vacances in France supports 
several social action programs, including the " Seniors in Holiday ", for the elderly in a situation of 
economic and social fragility. This device allows pensioners to benefit from an all-inclusive stay, 
except transport, at a preferential price. The Agency finances part of the costs of the stay for the 
elderly, whose objectives are to prevent loneliness and isolation, to create social connections, to 
provide well-being and to combine pleasure with prevention. 
  All-inclusive stays are selected on the basis of a specification established by the agency and 
quality criteria: full board, daily activities, animated evenings, trips, transfer between the arrival 
station and the place of stay. They are organized in summer, except July and August, in France, to 
161 destinations to the sea, in the countryside, to the mountain and in the cities, holiday villages, 
pensions or hotels. 
 Specific stays are noted for their level of comfort, and the locations chosen meet criteria 
determined by the agency in terms of reception and accommodation. They should benefit from the 
medical center services and be adapted to the reception of persons with reduced mobility (T&H 
brand). 
 A convivial atmosphere. All such stays take place in groups to encourage exchanges and 
meetings. During the day and in the evening, ordinary activities are organized to promote sharing 
moments, respectively physical activities (gymnastics at the pool, yoga, hiking, and so on), tea 
dances, various tournaments (chess, bowling), songs, cabaret evenings, as well as trips established 
to discover new regions. 
 Flavors for all tastes. In this sense, the type of product is selected from quality products, 
which will allow the elderly to discover a rich and varied gastronomy: regional, traditional or dietary 
dishes. Dietary menus can be made upon request.   
 The statistics that have been drawn up subsequently, based on surveys, are edifying in 
respect of the opinions of the elderly. Thus, 96% of the elderly declare themselves satisfied with such 
a stay, 98% would recommend the program to their friends, 93% of the participants made contacts 
during the stay, and 51% of them kept them. Further, 93% of the participants estimated that the 
program has beneficial effects, 76% that they feel better in respect of the physical condition, and 
94% want to start again with such programs.  

Returning to the basic components of a tourism product for seniors, it should be mentioned 
that such a concept is not developed either in theory, and even more so in the practice of tourism 
activity in Romania, for reasons related to the level of development of demand and of the service 
offer. The Romanian senior does not have the experience developed in this regard, in order to be 
able to choose and request a more sophisticated tourism product, and the economic agents are 
starting to consolidate their business and diversify their offer to respond to tastes that are refined 
over time. 
  The survey carried out in this study, therefore, reveals a still unfulfilled behavior of the senior 
citizens of Dolj County, but it allows the establishment of essential components, from which the 
process of designing a product / service for the elderly should start. 

1. The senior tourist prefers an offer with an accentuated cultural-historical dimension 
(63.6%), next to the one that considers the preservation and care of personal health (45.5%) and the 
one in which various events are organized (30, 3%) 



2. His/Her favorite destination remains Romania (51.5%), but also stays / trips abroad 
(42.4%), a consequence of the old prohibition of the communist regime to travel abroad, but also of 
the lack of money. Currently, the budget has improved and the desire to see and know foreign 
countries is quite pronounced. 

3. Such a product must count on an organized transport (72.7%) and less on a personal one, 
given that the driving skills have been reduced. 

4. Another decisive criterion to which the tourist product for the elderly must respond is 
related to the reasonable price (60.6%), the hospitality and the corresponding culinary services 
(36.4%) that must accompany it. The quality of the accommodation (39.4%) and the cleanliness of 
the locations are on the same wavelength. 

5. In order to meet the specific requirements of the physical condition of the seniors and their 
mobility problems, the product offered must include precise information about the possibilities of 
access on the premises, about the support / accompaniment services of the elderly in the 
accommodation spaces.  

6. The senior tourist wishes to visit cultural and historical objectives around the place of stay, 
for which the information present at the destination, the local transport, the visitation programs and 
the facilities offered must be mentioned / provided within the offered product. 

7. The safety of the places of destination does not refer exclusively to the security of 
accommodation and travel of senior staff, but also to the possibility of responding to health problems, 
which are more common at a certain age. Therefore, an offer for seniors must ensure and gain 
access to health care centers as close and effective as possible to their interventions. 

8. In addition to the program designed by the chosen providers of the stay (36.4%), the joy 
of peace and quiet (36.4%) and spending time with the family (30.3%) were the most invoked 
motivations of the senior citizens of Dolj county. As evidenced by the programs offered by the Agence 
Nationale pour les Chèques-Vacances in France, the tourist product must ensure a friendly 
atmosphere, by organizing hiking, various cultural evenings, with competitions, artistic programs, 
and so on. 

9. Most of the respondents from Dolj county highlighted the need for the specific information 
to present the natural, cultural and historical attractions of the visited areas (firstly those of Dolj 
county) to be renewed and to contain interesting information that exists, but is not yet included in the 
present communication.  

10. In all open or semi-open questions, senior tourists from Dolj county highlighted that all 
destinations must maintain the quality and promises of their offer, to provide a fair and civilized 
treatment, hospitality to all the elderly, in other words, to make everything in order to maintain the 
confidence of customers in their services.  
  

 

  



V.6. COMPARATIVE ANALYSIS OF THE EXPECTATIONS OF ELDERLY TOURISTS + 55 
FROM THE PROPOSED PACKAGE TOUR AND THE REAL OFFER  
 

 Regarding the position of the economic agents on the issue of the supply of economic agents 
for seniors, the specialized literature identified two main types of decision. First of all, there are the 
hotel keepers that do not take measures to seduce the elderly. Often independent, they either do not 
realize the potential of these customers or do not want to target them. They are satisfied with small 
investments (rooms for people with reduced mobility), without trying to find out what these consumers 
really want. This type of decision is similar to what March theorizes about limited rationality. The 
decision makers do not compare the options and adopt the first solution without determining, at the 
same time, its advantages and disadvantages. They do not consider all the possibilities, because 
they often find them expensive. 
 This is the case of hotels from many locations that are not placed in areas with a rich heritage 
and which, due to their small size, cannot take new developments into account. They often express 
their indifference in respect of this public. Instead, they may have other alternatives, such as business 
tourism in large cities. Most of the managers questioned in various studies make their decisions 
based on a final rationality. 
 Some tourism companies would have the opportunity to attract these customers through their 
scope and environment. However, their managers are happy to offer them a few activities, without 
paying the necessary attention and trying to gain their loyalty. This action plan can be found in the 
hydrotherapy and thalassotherapy structures, which by their nature seduce people over 50 years 
old. However, at a material level, no action is taken, only ancillary activities being proposed.  
 In addition to these positions, which are found quite often in the senior tourist market, hotel 
keepers can be identified who, by their access to information, are aware of the economic potential 
of this segment. They know that they have a card to play in this market, they have studied the 
requirements of the seniors and they anticipate, through corrective actions, the offer which they are 
improving to seduce this clientele. This way of making decisions is related to the concept of rational 
expectation of Weber, Muth and Richard. Hotelier keepers of this type know very well that this 
clientele shall occupy an important place in the future of tourism and take many measures, especially 
regarding the structural level of their business.  
 As it can be seen from the above research (Canchel, Etchegorry Pors and Soumarmon, 
2015), the positions of economic agents in developed countries are not sufficiently concentrated in 
knowing the needs and preferences of the elderly and, as such, they are not sufficient convinced to 
respond to them with an appropriate offer. 
 It is therefore unlikely, on the one hand, that the proposed offer will fully satisfy them through 
the services and the program it contains and, on the other hand, it is possible that the content and 
quality of what is proposed may not be respected. 

1. As regards the travel of senior tourists to the places of destination, in the quite frequent 
cases in which the transport is ensured, the organization of trips abroad is not adequate through its 
duration and schedule. Often a trip to Greece, for example, involves a duration of more than 15 
hours, sometimes 20 hours, which means traveling at night, fatigue and missing a day from holiday, 
without even taking into consideration the way back. No matter how good the quality of the coach is, 



the fatigue of a long route is obvious. A schedule throughout the day would eliminate fatigue and 
also provide the opportunity to meet new landscapes. 

2. Whether or not explicitly included in an objective presentation, facilities such as 
accessibility to accommodation, assistance in the movement of people with mobility problems or 
handling luggage, are not found or are insufficiently supported on the spot. 

3. The sites of the accommodation spaces do not present the attractions of the area, and 
from this point of view the real offer is sometimes richer than the one included in the tourism packages 
sold to the seniors. They do not sufficiently promote cultural, historical and religious attractions, nor 
trips that are organized by other operators and which may be of interest to tourists. 

4. Local transport, which can provide access to various tourist objectives for many seniors, 
is often insufficient, too remote and does not offer the possibility of increasing the mobility of the 
elderly. 

5. The requirements regarding health care are much more present in the case of the elderly. 
The fact that the offers of the providers do not mention the access to medical services and health 
care centers indicates a weak interest for the elderly. 
 

6. The final motivation of a destination is closely linked, in the case of senior citizens, to the 
program of activities planned by the provider, the joy of peace and quiet and the possibility of 
spending more free time with the family. Ensuring such an environment presupposes the existence 
of special locations (gyms, recreation rooms, courtyards with green spaces, and so on), which are 
often missing or unfit to provide suitable conditions. 

7. Expectations of the elderly regarding hospitality, cleanliness and civilized treatment are 
not in line with the behavior of the suppliers of offers. Often cleaning and removing waste does not 
occur daily, as well as the change of bed linen, television programs are not adapted to the 
requirements of senior citizens. 

8. The communication with senior citizens, as with all the customers within pensions and 
hotels, is, in most cases, indirect, provided with leaflets, brochures, maps, which are of a certain age 
and are not present in the news that appear in the area. Direct information is often a problem for 
senior public who do not know the languages of international circulation, and service providers do 
not rush to provide them the necessary translation.  
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