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INTRODUCTION 

The current Analysis and Evaluation of the needs and preferences of the senior tourists 

over 55 years in Vidin and Montana Districts is executed within project “Friendly 

Destinations for Senior Tourists Over 55 Years”, project code ROBG-436, co-financed by 

the European Union through the European Fund for Regional Development within 

Interreg V-A Romania-Bulgaria Programme. A leading project partner is Foundation 

"Phoenix - 21 century" - Vidin, Bulgaria, the Romanian Association for Technology 

Transfer and Innovation (ARoTT), Craiova, the Bulgarian Association for Regional 

Partnerships for Sustainable Development - town of Vidin. The purpose of the project 

is to improve the tourism proposals for senior people over 55 years old in the trans-

border region in Vidin and Montana districts in Bulgaria and Dolj County in Romania. 

The first activities upon the project foresee the execution of analysis and evaluation of 

the needs and preferences of the senior tourists over 55 years old and the studying of 

the development of tourism for the same category of tourists in Vidin and Montana 

districts (Bulgaria) and Dolj County (Romania). A strategy based on the results of the 

analysis and evaluation will be elaborated for the senior tourists over 55 years old 

targeting the business and the public, and private sectors in Vidin and Montana districts 

(Bulgaria) and Dolj County (Romania). 

The purpose of the analysis is to be identified, analyzed and evaluated the main needs, 

necessities, preferences, problems, limitations, motives, and expectations of the 

tourists over 55 years old when choosing a trip and while traveling. The results of the 

analysis shall be used as a basis for the elaboration of new proposals for improvement 

of the services in all sectors connected to tourism for senior people 5over 55 years old. 

The importance of the segment of the senior people over 55 years old for the tourist 

market and the necessity to adapt the tourist offers to the needs of the changing client 

is the subject of many studies. Of great interest are the common theories for the 

motivation for travel of tourists over 55 years old which can be applied to the current 
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analysis with specific adaptations. The study also presents the influence on the 

behavioral model of senior people.  

Main purposes of the Analysis:  

● To be identified, analyzed and evaluated the main needs, necessities, 

preferences, motives, and expectations of the tourists over 55 years old when 

choosing a trip and while traveling; 

● To be identified, analyzed and evaluated the main limitations and problems of 

the tourists over 55 years old while traveling; 

● To be identified, analyzed and evaluated the discrepancies between the 

offered and expected and needed services of the tourists over 55 years old;  

● To be formulated conclusions and recommendations for the elaboration of a 

tourist product for people over 55 years old adequate to the needs and 

preferences of the tourists over 55 years old;  

Target group: tourists over 55 years old /active tourists and potential tourists, 

representatives of a different type of populated place, different age, different 

education and social status/.  

Territorial expansion of the Analysis: the districts of Vidin and Montana.  

Period of the Analysis: 07.11.2018 - 15.05.2019. 

DESCRIPTION OF METHODOLOGY  

The scope of the analysis concerns the following target groups - people over 55 years 

old on the territory of the districts of Vidin and Montana.  

The analysis is based on the following methodology:  

To achieve the target and tasks of the Analysis is used a methodological triangulation 

or “cross-check” which means the use of more than one method for data gathering 
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(documentation research, surveys, and focus groups). The following activities in this 

connection have been executed: 

1. First, a qualitative study based on a vast study of the literature focused on the 

motivation, behavior, and requirements for travel, the behavioral model of the senior 

tourists. 

2. Second, a qualitative study including work into two focus groups, one in Vidin and 

one in Montana, each with 6 participants, people over 55 years old, according to the 

requirements of the Contractor. In these focus groups, the attention of the participants 

shall be oriented to the problematic questions. The group discussions shall provide the 

opportunity for cross-checking of the information gathered through other techniques to 

ensure diverse and reliable results. The accentuation of the focus groups shall be the 

identification, analysis, and evaluation of the main needs, necessities, preferences, 

motives, and expectations as well as limitations and problems of the tourists over 55 

years old when choosing a trip and while traveling. 

3. Third, a quantitative study, including 170 surveys (95 in the district of Vidin and 

75 in the district of Montana) among representatives of the target group, people over 

55 years old, according to the requirements of the Contractor. 

The excerpt is made through a stochastic (random) principle. This ensures the structure 

of the excerpt to re-create the structure of the whole general entity with a specific 

accuracy. The data in the survey is gathered through a targeted structural survey 

(questionnaire). 

Survey (direct questionnaire)  

A questionnaire is a form of written survey where the respondents reply in writing to 

questions and answers in a standard questionnaire form to gather primary information 

regarding the opinion, attitude, motivation, value orientation, social position and role  
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of the respondents. It takes on average around 20 minutes. The result from the 

processing of the information from the questionnaire shall serve as the basis and entry 

information database for preparation of the final Analytical analysis of the results from 

the research with conclusions and recommendations in connection to the elaboration 

of a tourism product adequate to the needs of people over 55 years old. 

Secondary data analysis 

There will be studied data from existing sources of information - statistics, past 

researches, articles, strategies, reports, etc. from the current study problem.  

● On the basis of the gathered information and the conclusions made will be 

formulated also concrete recommendations on how to be satisfied the actual 

needs of the tourists over 55 years old and how can be eliminated the limitations 

they stumbled upon while traveling, and last but not least, recommendations for 

the elaboration of a tourism product adequate to and suitable for tourists over 

55 years old. 

● The results shall be processed and analyzed in different directions according to 

the specific assignment, as well as in its entity to be guaranteed that there are 

no contradictions and all stated gaps are fixed. The statistical tables, percentage 

ratio of the opinions, statistical indicators, and coefficients, and comparative 

graphics are the result of the processing of the data in the questionnaires.  

The current Analysis contains a summarized study and analysis of the results of all of 

the executed research activities.   

 I.  THEORETICAL AND METHODOLOGICAL BASIS OF THE RESEARCH 

        1.1. Characteristics and features of tourism for people over 55 years old  

   The increasing importance of tourism activity for people and its spreading in all  
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parts of our world bears many challenges against modern society. The most important 

among them is reaching a stable development of tourism at the local, regional, 

national and global level. The purpose is to be ensured a tourism practice which 

satisfies the interests and benefits the well-being of the local population, while in the 

meantime preserves the natural, social and cultural resources of the local environment 

for future generations. 

The analysis of tourism in Bulgaria shows that with view of competitiveness, 

quality, and diversity of services and traditional destinations on the worldwide market, 

the Bulgarian tourist market holds an average development position compared to the 

developed tourist countries. The practice of the successful, competitive and 

efficiently developing tourist countries shows that whenever a specific segment is 

prioritized then it coordinates the national, regional and local policies. The 

requirements of the European Union are connected to the strengthening of the role of 

the regional structures, municipalities and town halls in the tourism sector. Currently, 

the municipalities have adopted more than 100 programmes and strategies for tourism 

development and its infrastructure, but, unfortunately, these are difficult to be 

realized. For state policy in the tourism sector for the future, a significant role has to 

play the local and state authorities as well as the non-governmental organization and 

businesses. To form a regional policy in the tourism sector it has to be counted the 

opinion of all participants in the elaboration of tourist product, including businesses 

offering tourist products, local authorities engaged in the establishment and 

maintenance of the infrastructure /social, transport, etc./, as well as the non-

governmental sector standing behind the will of the users of tourist products, namely 

the tourists.  

The population of the European Union is getting older. According to EUROSTAT 

the low birth rates and the higher average life expectancy change the form of the age 

pyramid of EU-28; possibly, the most important current and future change shall be the 

clear transition towards a structure of a very adult population which is already tangible 

http://www.interregrobg.eu/


                                                                        
 

 
 
 
 
 

          www.interregrobg.eu  

 
The content of this material does not necessarily represent the official position of the European Union 

  

 

in a couple of EU member states.      

Demographically speaking, the aging of the population turns out to be a long-

term and irreversible social process for the European countries including Bulgaria. 

According to EUROSTAT’ s prognosis, the share of the population in the Republic of 

Bulgaria aged over 65 shall increase up to 32,7% in 2060. The current demographic 

situation in Bulgaria is characterized by a continuing decrease and aging of the 

population, low birth rate, and a high death rate. The dis-balance in the territorial 

spreading of the population is also increasing. 

The most significant demographic tendency in population development is the 

process of aging. According to data from the National Statistics Institute (NSI) until 31 

December 2018, the population of Bulgaria is 7 000 039 people, which represents 1.4% 

from the population of the European Union. In comparison to 2017, the population in 

the country decreases with 49 995 people, or by 0.7%. Men are 3 395 701 (48.5%) and 

women - 3 604 338 (51.5%), or there are 1 061 women at 1 000 men. The number of 

men predominates within ages up to 53 years old. With the increase of age increases 

the relative share of women within the total population of the country. The process of 

aging of the population continues. At the end of 2018, the people aged 65 or older are 

1 493 119, or 21.3% from the population of the country. In comparison to 2017, the 

share of the population in this age group increases with 0.3%. The aging process is more 

visible among women than among men. The relative share of women aged over 65 years 

is 24.8% and of men 17.7%. This difference is due to the higher death rate among men 

and as a consequence the lower average life expectancy rate of men. In a regional 

aspect, the share of people at 65 or older is highest in the districts of Vidin (29.6%), 

Gabrovo (28.6%) and Kyustendil (27.3%). In twenty districts this share is above the 

average for the country. 

In total for EU-28 the relative share of the population, aged 65 and more is 19.7%. 

This share is the highest in Italy (22.6%), followed by Greece (21.8%) and Portugal 
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(21.5%). In eight countries in total, including Bulgaria, the share of the senior 

population is above 20.0%.  

 The share of people at working age in EU-28 decreases and the relative number 

of retired people increases. There is a tendency for an increase of the share of elderly 

people in the total future population number as in its greatest part the post-war birth 

boom generation reaches retirement age. This demographic development plays a 

significant role over many aspects of the life of each one of us, as well as brings direct 

consequences regarding the offering in the tourism sector and the necessity for 

adaptation of this same offering. 

This is why since 2012 the European Commission focuses to its greatest extent 

on senior tourists. Not accidentally 2012 has been nominated for European Year of the 

Senior People and Solidarity between Generations. As a reply to this the member-states 

of the EU support initiatives for encouraging tourism for senior people over 55 years 

old. In reality, some member-states are already active in this sphere while others are 

still preparing to undertake actions and initiatives in this direction. In this connection 

in 2019, Bulgaria prepares a National Strategy for Active Life of the Senior People (2019 

- 2030).  

The current demographic changes, which determine the increasing number of senior 

people with all consequences from that fact, are the main prerequisite for senior 

people to be studied from the point of view of users, to be identified their needs, 

habits, and requests, in order to be provided satisfactory goods and services for them. 

It is obvious that the senior users become a more and more important factor for the 

market and the diversity of goods and services. As a result, some sectors admit the 

importance of the demographic and economic tendencies described above from which 

the most important are tourism, recreation and financial services (Sudbury and 

Simcock, 2009). Despite this fact, tourist agencies continue to work while lacking the 

understanding of the preferences and needs of senior tourists. The existing tourist 
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products do not reflect the changing needs of senior tourists who look for tourist 

products which are attractive to them at a deeper level. Moreover, there are no 

strategies to attract senior tourists. Therefore, it is necessary to be understood and 

determined the preferences of senior people so that the providers of tourism products 

offer products replying to their needs. 

From the analysis of the behavior of tourists over 55 years old as users of tourist 

services, the main features that tourist service providers have to pay attention to can 

be outlined as follows: 

1. The purchasing potential of tourists over 55 years old is higher than 15-20 years 

ago; usually, they prefer shorter trips and social tourism, but it is not on rare 

occasions that they stay longer on holidays. The specialists estimate that their 

consumer potential shall increase four times until 2050. (Śniadek, 2006).  

2. Holidays are often connected to health benefits; tourists over 55 years enjoy 

good health and physical condition. Entertainment activities, traveling, 

recreational options and peace, walks, swimming, pure air, and other similar 

activities shall be included in the tourism offers for senior people. 

3. Senior tourists are not interested in the tourist season; they can travel during all 

seasons but try to avoid the periods when the weather is too hot or too crowded; 

and prefer periods out of the peak season to enjoy their holiday. This is a very 

important fact for the seasonality of the tourist activities concerning the possible 

increase of the busyness in the tourism sector during periods with lower tourist 

flow thanks to the tourists over 55 years old.  

4. Usually, senior people do not wish to travel alone; if not a couple they prefer 

groups to socialize, to share the same values, to talk about common topics, to 

go through hard moments, they even prefer to get acquainted with new people. 

This behavior has to be the basis for the elaboration of tourism packages for 

senior people. 

http://www.interregrobg.eu/
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5. Age, health condition or some illnesses can be an obstacle for the use of some 

types of transport. During the analysis, it was confirmed that senior tourists 

prefer to travel by personal vehicle or public transport, which gives them 

freedom and possibility to choose alone when to leave, what to visit and how 

much time to spend.   

6. Other behavior specific to senior people concerns the choice of destination for a 

holiday. As a common rule senior people are not interested in locations or 

countries considered undeveloped where they feel insecure about the proper 

medical aid or other services they may need. Also, they avoid countries and 

locations where senior tourists feel insecure or threatened by terrorist attacks 

or other hazards. 

7. Senior tourists become regular clients and promote destinations they have visited 

and have been satisfied with when they have found the conditions replying to 

their emotional needs when welcomed by polite personnel.  

The above-mentioned elements characteristic to the behavior of senior people 

can help the tourist services providers to get to know better the profile of this type of 

consumers and to prepare a special offer for them. 

As a conclusion of the exposed information above, we can state that the senior 

population is and will be an important factor for the tourism sector. The Bulgarian 

tourism market for tourists over 55 years old is still not very well studied; therefore, 

the main target of the current Analysis is to show the main models of traveling and 

behavior of senior tourists. Due to the specific characteristics of the tourist market for 

tourists over 55, one of the objectives of the Analysis is to get an idea of the main 

motives and constraints that influence the choice of tourists, preferred types of 

tourism, and their preferences for tourist activities.         

II. DEFINITION OF THE NOTION SENIOR TOURIST 

For the purposes of the Analysis, it is important to define the term adult or senior  
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tourist. Survey authors who also worked on the documentary study use different age 

thresholds for selecting a sample of senior tourists. In general, there is confusion in 

understanding the notion of a "third age" tourist. Some researchers set a lower limit of 

50 years, others of 55, third ones of 60, fourth of 65 years.  

In general, it can be concluded that most often a lower limit for people in pre-

retirement or early retirement age is 50 or 55 years (for example, Schoemaker, 1989; 

2000; 2002; Moschis, 1997; Müller and O'Kas, 2001, Kim, 2003). Another option is 

suggested by Whitford (1998), who uses the term mature market, which identifies 

people aged between 50 and 64 as people in retirement age and those aged 65 and over 

as retirees. In other respects, the chronological age definition, despite its widespread 

use, has been identified as a bad discriminator for elderly users and travelers, as age 

alone is not a very good criterion for use because of the high variability in aging 

(Moschis, 1997). Factors such as health status and degree of socialization appear to 

have a strong social impact on mature consumers (according to Moses and Matthew, 

1993). Patterson (2006) also admits that while two people can share the same date of 

birth, there are far more important parameters shaping the behavior of each individual 

to be addressed, such as health, psychological well-being, social and economic 

circumstances, social and family circumstances, gender, etc.  

Consequently, the concept of subjective age may seem more appropriate to depict and 

explain the differences between users of the same biological age. According to Müller 

and O'Casse (2001), the subjective epoch is “an aspect of the very concept that 

emphasizes how one feels, regardless of chronological age”. Also called Age Perceived 

or Knowledge Age, it appears to be more appropriate for the criterion of developing 

and promoting new tourism products for senior travelers by knowing their subjective 

ages (Müller and O'Kasse, 2001). The findings of the retail trade also show the growing 

importance of the segment of tourists over 55 years and confirm that the term 

perceived age, not chronological age, should be used when defining marketing 
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strategies (Meyers and Lumbers, 2008). Subjective age can be a valuable tool for 

designing successful travel services and sending appropriate communication messages. 

According to Sedgley (2011), the seniors are a diverse group, as well as any other 

category of demographic group, although in their case this is a significant age group. 

Clive (2000) offers the tourism market to adapt its offers for each segment of the tourist 

market for people over 55 years because they have different psychological needs, 

values and problems, and different behavior accordingly. It is therefore quite logical 

that the definition of seniors should also be different, such as: 

o Seniors aged 60 and over, who have the necessary financial resources and traveling 

time or who are approaching retirement age but have not yet retired; 

o Sociologically speaking, it can be considered as golden-aged or empty nest tourist 

(lacking family responsibilities or care for offspring); 

o Usually, they are passive tourists (most of them travel to destinations where their 

families live or take holiday, prefer to drive to the location, look for good 

accommodation, prefer an intimate family atmosphere). 

According to Snidek (2006), the senior's category starts at the age of 60 and may be 

divided into several subcategories: 

Senior Population 

55 – 64 

Pre-retirement 

and early 

retirement age 

65 – 74 

Retirement 

age 

75 – 84 

Retired or 

senior retired 

85 and over 

senior 

   

It is noteworthy that individuals included in the adult category have several common 

features: 

• From an economic point of view most of them are retired and have more time because 

they are more flexible; 

• From a medical point of view they may face poor health or physical fitness; 
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• From a social point of view, most of them have no more obligations to their children, 

but they are primarily responsible for their grandchildren, they are grandparents; 

• From a cultural point of view, they are interested in history, customs, traditions, 

culture. 

Many studies have shown that older people over the age of 55 are now different from 

those in the past, they are healthier, spend more money, and travel more often at both 

close and long distances. 

All these factors should be taken into account when preparing a travel offer for tourists 

over 55 concerning services and goods appropriate for the seniors. 

From the above, we can conclude that there is increasing interest at an international 

level in studying the senior population from several points of view: demographic, 

health-related services, insurance, and other financial services, consumer behavior, 

tourism and recreation, transport, etc. 

In recent years there is a tendency that senior people over 55 years, who have both 

time and money and are still healthy and active, to show significant potential for the 

tourism services market. It is estimated that the senior population will be tripled by 

2060, which is why it is expected the impact of the tourist segment over 55 years on 

the tourist market to significantly increase. This requires rapid adaptation of the 

tourism sector to the new conditions if it wants to remain competitive. 

 

III. LITERATURE AND DOCUMENTATION STUDY FOR THE PREFERENCES AND 

LIMITATIONS OF THE ELDERLY TOURISTS WHILE TRAVELLING 

   

During the analysis, we were able to identify over 40 studies that examined the tourist 

travel motives from a practical point of view and in terms of demand and supply of 

travel services. In particular, we focus on studies providing analytical results based on 

facts to identify the main factors determining the choices of the seniors. In most cases, 

a specific emphasis is placed on the interest or approach associated with the journey, 
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identifying and discussing the reasons (such as gender issues, quality of life or preferred 

transport used during tours). It is noteworthy that all surveyed authors, during their 

researches, develop questionnaires and use them as a basis for empirical evidence. 

After that, these questionnaires are given to a group of senior people to fill it in during 

a trip. As expected due to the obvious differences in the questionnaires used, the 

research analyzes provide several identified factors that are subjectively interpreted 

and named by the respective authors. 

Applied scientific literature provides a wide array of attempts to classify the motivation 

of seniors while traveling. Guanyin, for example, (1980) sets five main types of factors 

influencing the choice of senior tourists and according to him, these are rest and 

recreation, family and friends meetings, physical exercise, new experience, 

achievement. 

Later more similar classifications were made - for example, Snapendrer (2006), 

identifies four main motives (personal search, personal escape, interpersonal search, 

and private search). Besides, passenger segmentation (using analytical techniques) has 

also been used in numerous studies (e.g, Wang, 2008, Ward 2014). The authors point 

out that researching the motives of senior travelers from the Western countries 

generates similar results as to the ones from Asian countries.  

For the purposes of this analysis and according to the results of various studies, we have 

deduced the three most important factors that determine the motivation of the senior 

people to travel. This includes most often culture and nature and all the factors related 

to the interest in cultural and natural resources; the desire to acquire a new experience 

or go to an adventure that includes experimental motives (e.g, Sangikul 2008), and rest 

and tranquility, and escape from daily life in connection to relaxation (for example, 

Clever, 1999). Macro-factors associated with socialization and self-realization is less 

common. 

When exploring motivation, it is important to distinguish between the motives that push 

you to take a particular journey and those that restrict and restrain you.  
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The first ones refer to the needs of the individual and his desires. They are internal (or 

inherent) and give satisfaction at an emotional level (Carneiro, 2013). They are 

intangible, common attributes. As such, they represent a real motivation for travel 

based on the individual needs and this is where literature has focused on details over 

the recent years. On the other hand, there are significantly fewer studies that focus on 

motivation that discourages individuals from taking a particular journey. Most often 

behind these motives are hidden risk factors of the destination or obstacles when 

traveling. 

Surveys focused on tourists over 55 highlights some specific behaviors of this age group 

of the population that should be used to attract tourists and develop appropriate 

services for older people over the age of 55. The already familiar stereotyped image of 

the seniors as weak, poor, isolated, uninspired, easily affected, is no longer applicable. 

The real profile of the seniors today is very different: they are demanding and 

sophisticated consumers with a lot of experience, good health, and fitness, ready for 

new experiences and adventures. 

 

 IV. ANALYSIS OF THE RESULTS.  

IV.1 FOCUS GROUPS WORK 

 

In the past 20 years, interviews with focus groups have been widely used as a form of 

qualitative analysis during research. The focus group is defined as a group of people 

who discuss a particular topic and express their attitudes and opinions in an interactive 

way. Kruger and Casey (2000) point out that focus group interviews began in the late 

1930s because several sociologists had doubts about the accuracy of traditional 

methods of collecting information and started using and conducting interviews with 

focus groups. Stuart and Shamdasani (1990) 
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According to Kruger and Casey (2000), in the 1950s, market researchers began to use 

focus groups as a research tool to identify the attractiveness of their products and the 

preferences of related customers. 

The focus group is used for interaction in a small group of people. All participants have 

the opportunity to respond and to further develop what others say in the group. It is 

believed that this synergistic approach generates more in-depth information and 

encourages the participants in the discussion to give more honest answers. Focus groups 

are characterized by the presence of a moderator and the use of a discussion manual. 

The moderator encourages discussion among group members instead of interviewing 

individual members as each participant is encouraged to express his/her views on each 

topic and to respond to the views expressed by the other participants. For participants 

in the focus groups to feel comfortable, the moderator assures them that there are no 

correct or wrong answers. 

To objectively identify the preferences and motivations of the senior tourists, the main 

problems and constraints they encounter during a tourist tour, as well as the 

discrepancies between the services offered and the services they expect and need 

during excursions, we have worked in two focus groups that followed the same 

methodology. In the focus groups, we included representatives of the Tourist Club of 

the Veterans, representatives of active tourist groups from pensioners' clubs, as well as 

people in pension and early retirement age who are representatives of the analyzed 

tourism segment. Each of the two focus groups included 6 participants, 55-year-olds 

with different levels of education, different locations, active tourists and those who 

would like to tour around in their free time. At the beginning of each focus group, the 

moderator was tasked with making a brief introduction by presenting the rules for work 

in the focus group, the project within the framework of this analysis, and the objectives 

of the discussion. Through the focus groups, we aim to gather information and get a 

better idea of the design of the questions and conceptual explanations for the target  
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audience that we will include in the next stage of the research. Combining focus groups 

with quantitative techniques is an extremely useful way to address certain research 

issues. Interviews in focus groups serve many purposes. They target the main potential 

users of tourist services, namely, senior travelers over 55 years of age. Focus groups 

aim to discuss what preferences and motivations the senior tourists over 55 years have 

to choose for a tour or excursion, what problems and limitations the senior travelers 

over 55 years of age encounter during a tourist tour. Secondly, the focus groups are 

aimed at identifying the inconsistencies between the offered services and tourism 

services that senior tourists expect and need, to explore ideas on what a tourist product 

should look like, what should be included in the service for it to be considered 

appropriate. Key questions with open responses were prepared for this purpose. 

The questions discussed at the meetings were: 

1. Question 1: What is your vision for tourism product for people over 55 years old? 

What has to be included into a tourism product for people of 55 years old? 

2. Question 2: What do you expect, look for and need when visiting a tourist 

destination? 

3. Question 3: What are your motives and factors when choosing a destination? 

4. Question 4: What is the reason or problem to decide not to travel? 

5. Question 5: Does the quality of the offered services in the tourism sector in Vidin 

and Montana districts comply with your expectations? 

Targets of the focus group: 

1. To determine a vision for the elaboration of a tourism product for people over 

55 years old that is approved by all participants in the discussion; 
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2. To identify key motives and decisive factors when choosing a tourist destination 

for people over 55 years old; 

3. To determine the reason or the problem which influence the decision of a person 

over 55 years old not to travel; 

4.     To determine whether the quality of the offered services in the tourism sector in 

Vidin and Montana districts complies with the expectations of the tourists over 55 years. 

We will use the in-depth analysis of focus groups to assess preferences, motives, 

obstacles, problems and behavioral patterns of senior tourists during travel, which 

would help to improve the tourist offers for tourists over 55 years of age. 

Goal 1: To determine a vision for the elaboration of a tourism product for people over 

55 years old that is approved by all participants in the discussion. 

The participants in the two focus groups united around the following definition of vision 

that they followed in their work: 

The vision is a picture or an image of the desired future. It can be based on hopes and 

dreams, but also on concerns and fears related to problems or imaginary threats that 

we do not want to become reality. The vision is a mental idea of success in the future. 

A vision should: 

• be determined; 

• be shared; 

• be positive; 

• be emotional. 

At the beginning of the discussion, after agreeing on the definition of vision, all 

participants were presented the two visions from both focus groups. The visions that 

reflect the opinion of the participants in the focus group are: 

VISION 1 - from the work of the focus group in Vidin 

The tourist product for tourists over 55 should include a combination of beautiful 

nature, tranquility and relaxation, more recreation places, easy access to natural and 
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cultural landmarks, a guided tour with the necessary expertise, leisure time with 

family, cultural activities, good service, good quality of accommodation, hygiene, route 

within 1 and 3 days or 3 and 5 days, not very long distances, adequate resting time 

through all seasons and last but not least affordable prices. 

VISION 2 - from the work of the second focus group in Montana 

The second focus group in Montana has broadly indicated the same elements. According 

to the participants in the focus group in Montana, an adequate tourist product for 

people over 55 years should include the following: peace and relaxation, affordable 

price, include a visit to cultural and historical landmarks (accessibility information for 

people with walking sticks, crutches, walkers and wheelchairs to be available at the 

sites), information about parking places around the sites, visits to new places, good 

service, good cuisine, spa procedures, places for recreation near the sightseeing, a 

route with a duration within 1 and 3 days or 3 and 5 days, available information for 

difficulty of the route, not very long distances, adequate time for rest through all 

seasons. 

2. Key motives and decisive factors when choosing a tourist destination for people over 

55 years old: 

The participants in the focus group in Vidin indicated as key motives when choosing a 

tourist destination for people over 55 years old the following: a desire to rest and relax, 

spending more time with family and friends, diversity, visiting new places, learning 

interesting new customs, stories, acquaintance with new people, spa procedures. 

As key factors when choosing a tourist destination, the participants in the focus group 

in Vidin indicated the following: affordable prices, an interesting combined route, a 

combination of recreation with walks and sightseeing; 

2. Key motives and decisive factors when choosing a tourist destination for people over 

55 years old: 

The participants in the focus group in Montana identified similar key motives in choosing 

a tourist destination for people over 55 years old: a desire to spend more time with 
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family and friends, rest, diversity, visiting new places, getting acquainted with new 

people, spa procedures. 

As key factors in the choice of a tourist destination, the following have been mentioned: 

affordable prices, visiting cultural and historical landmarks; 

3. Reasons or problems which influence the decision of a person over 55 years old not 

to travel; 

The next question that was discussed, the participants into Vidin’s focus group shared 

the view that the main barriers that determine the decision not to travel are primarily 

limited financial resources, secondly, concerning health problems, third - the lack of a 

company, fourth - the lack of an interesting and appropriate tourist offer adequate to 

their needs. 

On this issue, Montana’s focus group participants outlined the following obstacles: they 

pointed out first of all the financial reasons followed by the state of health, while the 

third reason indicated the lack of sufficient information about the destinations, as well 

as the fact that not all sites are accessible to people with walking sticks, crutches, 

walkers and wheelchairs (poor accessibility). 

4. Quality of the offered services in the tourism sector in Vidin and Montana districts 

and the expectations of the tourists over 55 years; 

Determining whether and to what extent the quality of services offered in the tourism 

sector in Vidin and Montana corresponds to the expectations of the tourists over 55 

years was the fourth issue discussed during the focus groups sessions. The advantages 

of the offered services are the following: rich accommodation options and various 

cuisines. The disadvantages are lack of sufficient advertising, poor service, and lack of 

tourist products that are suitable for tourists over 55 years old needs. 

The participants in the group agreed that there is a need to be developed a new tourist 

product for people over 55 years old, but it is very important to carry out relevant 

marketing studies and analyzes to develop it adequately to the needs of tourists over 

55 years old. 
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The participants in the discussion focused on the development of a product that 

combines rest with the exploration of cultural and historical landmarks. They 

emphasized that they are looking for unique and authentic experiences. Some of the 

participants in the focus group had good knowledge of the cultural and historical 

heritage of both regions and are already experienced, tourists. They said they wanted 

to get more of their vacations, not just fun and rest, they wanted to learn something 

new and expand their understanding of the region's heritage while traveling. Tourists 

need information about the history of a cultural-historical site or a natural 

phenomenon, information about the city or the populated area they visit, such as 

history, life, interesting facts, etc. Too many objects are devoid of a real historical 

basis, there are interesting but unrelated exhibits - here an old suit, there an old sewing 

machine, stitches in the corner, a photo of the local revolutionaries. And when visitors 

leave, they know vaguely a little more than they did before, except, of course, that 

there are many things in the house. According to tourists over 55 years, the historical 

sights and beautiful scenery are considered to be the most attractive places to visit. 

Adults also highly appreciate the cultural experience, competitive prices, and friendly 

staff. The quality of the transport, the local guides, the lectures, and the local cuisine 

are also highly appreciated by the tourists. Unfortunately, they point out that neither 

culinary nor service nor guides are at the required level. It is necessary to work towards 

improving the quality of this kind of services.   

IV.2 ANALYSIS OF THE SURVEY 

 

The analysis is based on a developed questionnaire. It is mainly divided into three 

parts:  

1. Demographics: covers basic gender issues, age, education, marital status and 

place of residence; 
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2. Factors to visit: this section discusses the usual travel issues, preferences with 

whom to travel, preferred tourist destinations and types of tourism, preferred travel 

season, travel organization, source of pre-journey information, preferred ways of 

transportation and the importance of tourism topics, preferred accommodation, 

preferred travel time, financial resources necessary for travel, problems and barriers 

during the trip, interests as well as the key factors such as quality and availability of 

infrastructure and facilities; 

3. Evaluation of the quality of the services offered in the tourism sector in the 

regions of Vidin and Montana and the description of the expectations that tourists have 

during a tour. The questionnaire is designed to be easily filled in for about 20 minutes, 

contains 29 questions, mainly with bookmarks (some of them allow multiple choices 

where available) and several open ones (e.g. Please write down your expectations when 

visiting a particular tourist destination). The questionnaire is presented by our expert 

to each interviewed participant on paper or interviewed by phone. 

The survey cards are filled-in duly and in good faith. In each region have been 

interviewed representatives of villages, small towns, municipalities and district towns. 

In terms of age, respondents are aged from 55 to over 75 years with different 

educational and marital status. The respondents are people with an affinity to tourism 

as well as potential tourists, aiming to cover a wide target group to identify different 

motives and patterns of behavior. Given the fact that the Northwest region has a lower 

purchasing status, we have included people with high, medium and low financial 

resources in the analysis. In the tables below, the calculated arithmetic average scores 

are given by area, so that comparisons can be made and existing discrepancies are 

detected. Thus, the results of the survey will help the contractor to build a realistic 

picture of the basic needs, necessities, preferences, motives, and expectations as well 

as the limitations and problems of tourists over 55 years old in choosing tours and while 

traveling. The data presented in the tables are arranged by order (sorted) to make it 
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easy to understand and, most importantly, to establish certain regularities. 

1. Demographic data 

Distribution of respondents by gender: The results of the first question of the 

survey give information about the gender of the respondents and are directly related 

to the purposes of the survey. 

Most of the responses are taken from women from the Vidin and Montana districts (61% 

of respondents, quite in line with the general trend of the population). It is difficult to 

state the exact reason for this (for example, older women are more numerous than 

older men, older women are more active than older men, tourism is a sector where 

women are more active). It is important to provide data on the distribution of gender 

interviews to analyze whether there may be gender differences in answers to additional 

questions. 

Table 1. Distribution of the respondents from Vidin per gender 

   

1. Male
39%

2. Female
61%

1.Question. You are

1. Male

2. Female
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 Table 2. Distribution of the respondents from Montana per gender 

   

Gender plays a very important role in segmenting the motivation of tourists over 55 

years old. Research in this direction shows that the social roles of both men and women, 

and more specifically the roles of knowledge and experience, influence the motivation 

and judgment of a particular tourist product or influence also the choice of a particular 

tourist product or route. The results of the research practice in this area can be 

summarized as follows: 

Compared to men, women process more detailed information about each product. 

From what has been said so far, it can be concluded that gender is one of the key 

indicators for segmentation of tourists over 55 years. The different mechanisms for 

processing information, as well as the different values and priorities of men and 

women, determine the need for companies and organizations providing services in the 

tourism sector to take into consideration the preferences and tastes of tourists of both 

genders. 

1.Male 
39%

2. Female
61%

1. Question. You are

1.Male 2. Female
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The second issue of the questionnaire specifying the profile of the participants is a 

question related to the age category. The question is closed-ended and gives several 

alternative answers: 

A) 55 - 65, B) 65 - 70 years, B) 70 - 75 years, D) over 75.  

This question is important to understand the relationship between recreational trips 

and active aging. 

Table 3. The ratio of the respondents from Vidin per age 

   

 

As it can be seen from the graphics, the participants in the survey are people of 

different age groups, which gives us a piece of clearer information about what type of 

tourism people from different age groups over 55 years preferred. In Vidin, respondents 

from the pre-retirement age group (55 - 65 years old) were 64%, followed by  

1.   from 55 to 
65 years old                          

; 48; 64%

2.    from 65 to 
70 years old                           

; 13; 17%

3.    from 70 to 75 years 
old                             ; 9; 12%

4.    over 75 
years old                                  

; 7%

2 Question. What is your age?

     1.   from 55 to 65 years old

     2.    from 65 to 70 years old

     3.    from 70 to 75 years old

     4.    over 75 years old
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respondents from the retirement age group ranging from 65 - 70 years of age - 17 %, 

followed by the respondents from the age group 70 - 75 years - 12% and the lowest 

number of respondents are people over 75 years - 7%. It can be concluded that the 

average age of respondents is 55 - 65 years. The analysis of the demographic data shows 

that people in pre-retirement age are the most active and often participate in 

excursions and tours. The other age groups are less active, they are less likely to take 

part in excursions and tours, and prefer to enjoy the peace and relax, combined with 

spending time with family and friends during tours. 

   

Table 4. The ratio of the respondents from Montana per age 
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Similar to Vidin, Montana respondents from the pre-pension age group (55 - 65 years) 

seem to have been the most willing ones to take on the survey - 58%; however, unlike 

Vidin, following are the respondents from the age group of 70 - 75 years - 16%, then are 

the respondents from the retirement age group, ranging from 65 to 70 years of age and 

once again the lowest number of respondents gives the group of the 75 years old - 11%. 

Age is a commonly used segmentation indicator. It is appropriate for the a priori 

approach to segmenting the tourist preferences of people over 55 years, because with 

age, preferences, opportunities, lifestyles, and ultimately habits change. Senior 

tourists over 55 years of different ages vary in the way they perceive the environment, 

which also reflects their motivation when choosing a destination. While working on this 

study, in the analysis we tried to include people from different age groups. 

The efficiency of segmentation of senior tourists over 5 years by gender and age 

increases significantly when other demographic variables are included in the 

segmentation process. 

Education, marital status and residence factors are also useful for the purposes of 

segmenting tourists over 55 years because they are used in combination to perform the 

so-called multifactor segmentation. They provide a detailed description of the surveyed 

tourists over 55 years and thus ensure their deeper insight. Therefore, the third 

question on the questionnaire specifies the education of the respondents. 
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Table 5. Distribution of the respondents from Vidin per educational level 

 

 

 

 Most of the respondents have secondary education - 70%, participants with higher 

education form 17%, semi-higher 8%, and primary education 5%. This ensures a good 

representation of senior people with different levels of education. 

 

 

   

Table 6. Distribution of the respondents from Montana per educational level 

 

1.    higher                    
17% 2.   semi-

higher           
8%

3.   secondary                                
70%

4.    
elementary                                 

5%

3. Question. What is your education?

     1.    higher

     2.   semi-higher

     3.   secondary

     4.    elementary
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The situation is the same in Montana with most of the respondents with secondary 

education - 52%, with higher education 36%, semi-higher 9% and primary education only 

3%. The surveyed group is a good representative sample of people with different 

degrees of education. 

The following table shows the answers covering the family situation: 

 

 

Table 7. Distribution of the respondents from Vidin per marital status 

 

1.    higher                   
36%

2.   semi-
higher                     

9%

3.   secondary                                  
52%

4.   elementary                                
3%

3. Question. What is your education?

     1.    higher      2.   semi-higher

     3.   secondary      4.   elementary
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The majority of respondents from Vidin are family members - 70%, 15% are widowed, 

13% are divorced and the smallest group form the unmarried, only 2%, which is also 

explained by their age category. 

 

Table 8. Distribution of the respondents from Montana per marital status 

   

   

1.    single                   
2%

2.    married                     
70%

3.    divorced                                 
13%

4.    widowed                               
15%

3. Question. What is your marital 
status?  

     1.    single      2.    married

     3.    divorced      4.    widowed

1.    single                           
4%

2.     married                      
71%

3.    divorced                                
10%

4.    widowed                                 
15%

3. Question. What is your marital 
status?  

     1.    single

     2.     married

     3.    divorced

     4.    widowed
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Summing up the family status criterion, the respondents from Montana and those from 

Vidin are predominantly part of families - 71%, followed by 15% of widowed people, 10% 

divorced and the smallest group once again are the unmarried, only 4% which is also 

explained by their age category. This question is essential for the analysis as it gives an 

idea of what preferences people with a different family status have in the field of 

tourism. It is a positive signal that unmarried people, as well as widowed, participate 

in the sample, which will help us to identify what kind of tourism they prefer and what 

motivates them to travel. The analysis shows that they prefer organized trips with 

duration of between 2 and 5 days with people they know and are of their age 

(Retirement Club, friends, neighbors, etc.). During the excursion, they expect to visit 

new places, communicate with friends, diversify their everyday life and enjoy relax and 

recreation. 

The study shows that married couples are more likely to travel than the non-married 

ones. Perhaps this is defined by the fact that older travelers over 55 years feel safer 

when they are in a company. This is why even unmarried couples prefer to travel in an 

organized group that ensures some security. 

The fifth question gives us information about the place where the respondents live. 

  

Table 9. Distribution of the respondents from Vidin per residence 

   

http://www.interregrobg.eu/


                                                                        
 

 
 
 
 
 

          www.interregrobg.eu  

 
The content of this material does not necessarily represent the official position of the European Union 

  

 

   

The excerpt of respondents is balanced, 37% of the respondents are from a large city, 

35% are from a village and 28% from a small town. The research of this topic will tell us 

whether people who live in a big, small town or village have the same preferences in 

the field of tourism. 

   

Table 10. Distribution of the respondents from Montana per residence 

 

 

   

   

1.    a big city                      
37%

2.    a small 
city                      

28%

3.   a village                             
35%

5. Question. Are you from:

     1.    a big city

     2.    a small city

     3.   a village

1.    a big city                  
36%

2.    a small 
city                    

56%

3.    a village                              
8%

5. Въпрос. Вие сте от :

     1.    a big city      2.    a small city

     3.    a village
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 Unlike Vidin, in Montana, the majority of respondents come from a small town - 56%, 

people from a large city are 36% and only 8% live in a village. It is noteworthy to mention 

that survey respondents from the villages are directing their choice of tourism to 

cultural-historical or cognitive tourism combined with recreational one, while the 

respondents from the cities give their preference to ecotourism. 

This question was the last question that gave basic information about the participants 

in the survey, such as gender, education, age, marital status and place of residence. 

After identifying the participants, we continue to ask questions about the self-

assessment of the respondents, about how well they are aware of the tourist potential 

of Vidin and Montana, what are the expectations, obstacles, and needs of the tourists 

over 55 years during a tour. 

The next question is to study the opinion of the respondents of how familiar they are 

to the tourist potential of Vidin and Montana region. 

    

Table 11. Replies of the respondents from Vidin to the question Are you acquainted 

to the tourism potential of Vidin and Montana districts? 

     

1.    a little                   
25%2.   to some 

extent                    
39%

3.    yes                                      
33%

4.    not at all                            
3%

6.Question. Are you acquainted to the tourism 
potential of Vidin and Montana districts?

     1.    a little      2.   to some extent

     3.    yes      4.    not at all
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The question aims to determine how many respondents are aware of the tourist 

potential of the two areas. The most important conclusions that can be made are that 

39% of the respondents are well aware of the tourism potential in the districts of Vidin 

and Montana, 33% are sufficiently acquainted, 25% know a little and only 3% are not 

aware at all. The analysis of the replies to this question shows that the tourism potential 

of Vidin and Montana districts is well known to the respondents. 

Table 12. Replies of the respondents from Montana to the question Are you 

acquainted to the tourism potential of Vidin and Montana districts? 

 

   

In Montana, however, the situation is different. 27% of the respondents are aware of 

the tourist potential of both districts, 39% are familiar enough, 21% know a little and 

13% are not aware at all. Compared to those surveyed in Vidin, Montana has a relatively 

high percentage of people who are not familiar with the tourist potential of both areas. 

It is a positive side that in both areas there is a relatively high awareness of the local 

potential of the two regions.  

1.    a little                  
21%

2.   to some 
extent                
27%

3.   yes                               
39%

4.    not at all                          
13%

6. Question Are you acquainted to the 
tourism potential of Vidin and Montana 

districts?

     1.    a little      2.   to some extent

     3.   yes      4.    not at all
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From the replies received in both areas, it can be concluded that the respondents are 

generally aware of the tourist potential of the two areas. However, if this information 

is correct, it is a matter of more in-depth research that we will carry out through the 

following questions. 

The next question from the questionnaire gives information about the respondents' 

opinion, in particular, whether they have been traveling for pleasure in the last five 

years. The question is closed-ended and gives two alternative answers: yes and no. 

 

Table 13. Replies of the respondents from Vidin to the question Have you traveled 

in the last 5 years for pleasure? 

 

   

   

As seen from the table, most respondents from Vidin state that they have been traveling 

for pleasure in the last five years - 71.70%, only 28.30% say they have not had the 

opportunity to travel. With the following questions, we will pay special attention to 

Yes 71,70 %

2. No; 28,30%

7.Question Have you traveled in the last 5 years 
for pleasure?

1. Yes 2. No
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this 28.29 % to understand the reasons for the lack of organization of holidays in recent 

years. 

The following table illustrates the answer to the same question in the Montana District.  

   

Table 14. Replies of the respondents from Montana to the question Have you 

traveled in the last 5 years for pleasure? 

   

   

In Montana and Vidin, most respondents say they have been traveling for pleasure in 

the last five years - 80.75%, only 19.25% say they have not been able to travel. 

The next few questions that are included in our survey provide information about the 

motivation and needs of senior tourists during excursions. We have chosen to get the 

information through closed questions that include choices between fixed alternatives 

and anyone can indicate the level of agreement with certain questions or put their 

preferences in order. We have also allowed everyone to express a different opinion 

from what we have put forward in the columns. With the following questions, we focus 

Yes; 80,75; %

2. No; 19,25%

7.Question  Have you traveled in the last 5 
years for pleasure?

1. Yes 2. No
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on in this part of the analysis concerning more the common patterns of the traveling 

seniors. 

The next question is to give us information about with whom and how senior travelers 

prefer to trip. 

Table 15. Replies of the respondents from Vidin to the question When you are on 

holiday, you travel with… 

 

   

From the results illustrated in the table, it can be concluded that almost 50% of the 

senior tourists travel most often with their families, 24% of the respondents travel with 

a group of people they know, 14% prefer to travel with a spouse or a partner, 7% prefer 

to travel with grandchildren and only 6% travel with people they do not know. We have 

provided an option for an open answer to this question, but none of the respondents 

took advantage of this opportunity. From the answers, we can conclude that senior 

people prefer to travel with family or friends. Adults must know in advance, with whom 

14 %

49 %

7 % 

24 %

6 % 

0

0 10 20 30 40 50

1. a partner

2. my family

3. my grandchildren

4. in a group of people I know
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they will travel as this gives them security and peace. The fact that among the 

respondents there are unmarried and widowed people explains the answers that 

indicate that they are traveling in a group of people they have not met before. While 

travelling they see the opportunity to meet new people, to diversify, to escape from 

gray everyday life and loneliness, and are therefore inclined to take such a journey. 

 

 

Table 16. Replies of the respondents from Montana to the question When you are 

on holiday, you travel with… 

 

  

In Montana, respondents have given similar answers, again almost 50% of the senior 

tourists prefer to travel with their families, 20% prefer to travel with a group of people 
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they know, 14% prefer to travel with a spouse, 8% prefer to travel with grandchildren 

and only 4% travel with people they do not know. From Montana, 5 people took the 

opportunity to respond differently than the set options. Four people said they prefer to 

travel alone and one has indicated that they do not travel in general. Three respondents 

from Montana gave two responses. One of the respondents said he was traveling with 

his family and partner, the other said he was traveling with family and people he knew, 

and the third one said he was traveling with both his family and people he had not met. 

The conclusion from the analysis of the results is that even in Montana, senior people 

prefer to travel with family or friends and rely on safety. This gives them security, 

which is a key factor for tourists over 55 years of age. 

The 9th question is essential for the purposes of the analysis. The question aims to 

establish what kind of tourism the senior tourists prefer to develop an adequate tourist 

product. We have chosen to get information on this topic through a closed question 

that includes choices between fixed alternatives where anyone can give his 

preferences. We have allowed everyone to express a different opinion than the answer 

options we offer and to propose another type of product he/he prefers or a combination 

of several types of products. 

 

Table 17. Replies of the respondents from Vidin to the question What kind of 

tourism do you prefer? 
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The answers show that senior tourists from Vidin prefer mainly cultural and historical 

tourism - 42%, 33% are up to spa tourism as this is not a surprise, given their age and 

health. 17% of the respondents prefer eco-tourism, 6% event tourism, and only 2% 

gourmet tourism. This shows that tourists over 55 years of age are interested in history, 

culture, healthcare and do not pay much attention to visiting entertainment programs 

or culinary destinations. Surprisingly, none of the respondents has picked up religious 

tourism. We expected that given the age group there would be interest in religious 

tourism, but this expectation was not confirmed by the results. Also, none of the 

respondents indicated any other type of tourism, choosing only the types of tourism we 

mentioned, which means that we have managed to cover all types of tourism that are 

of interest to the senior users. 

 

33 %

42 %

0

17 %

2 %

6 %

0

0 5 10 15 20 25 30 35 40 45

1. Rehabilitation/SPA

2. cultural/historic

3. religious

4. ecotourism

5. gourmet tourism

6. events

7. another type of tourism

9. What kind of tourism do you 
prefer?

http://www.interregrobg.eu/


                                                                        
 

 
 
 
 
 

          www.interregrobg.eu  

 
The content of this material does not necessarily represent the official position of the European Union 

  

 

Table 18. Replies of the respondents from Montana to the question What kind of 

tourism do you prefer? 

   

The analysis of the results shows a slightly different picture in Montana. Nearly 50% of 

the respondents gave their preferences for spa tourism; the next most preferred 

tourism is again the cultural-historical one with 39%, followed by ecotourism - 13%. 

Event tourism and gourmet tourism in Montana do not attract special interest among 

senior tourists. Only 2% have given their preferences for event tourism and 1% for 

gourmet tourism. And here too none of the respondents indicated any preferences for 

other types of tourism. However, six of the respondents gave more than one answer. 

One of the respondents indicated that he preferred spa and cultural-historical tourism, 

another said he preferred cultural-historical and event tourism, the third expressed his 

preferences for cultural-historical and eco-tourism, the fourth had declared an interest 

in cultural-historical and gourmet tourism, and the fifth is interested in the spa, 

cultural-historical tourism, and event tourism. Interesting is the fact that in Montana,  
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none of the respondents have marked religious tourism. This reinforces our view that 

tourists over 55 years are not interested in it. They prefer mainly spa, cultural-historical 

and eco-tourism combined with recreation and relaxing time with friends and relatives. 

The tenth question will tell us where adult tourists like to travel. 

 

Table 19. Replies of the respondents from Vidin to the question Where do you 

travel most often? 

   

   

The answers show that the senior tourists from Vidin prefer to travel most often in 

Bulgaria - 74%. Their choice is determined by security, they feel more relaxed and 

confident when they are in their own country, and the lower prices of tourist services 

and short distances also have an impact. Senior tourists do not like to travel for a long 

period; they prefer short trips with more breaks. 22% of the respondents prefer to travel  
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within their own region. The reason for their choice is again security, short distance, 

limited financial resources they have to spend, and the familiar places, which also give 

them a sense of security. One of the respondents said he generally does not travel. Only 

4% of the respondents express their preference to travel abroad. The low percentage 

of those wishing to travel abroad is determined by several factors such as the lack of 

foreign language skills, the fear of thinking about the unknown and the need of higher 

financial resources, also air travel, which most often hinders seniors. The closed areas 

of the airports where they have to walk long distances and the closed space on the 

plane create a sense of anxiety in seniors. 

Table 20. Replies of the respondents from Montana to the question Where do you 

travel most often? 

   

Quite theoretically similar are the results of the analysis of the respondents from 

Montana. Senior travelers surveyed in Montana prefer to travel most often in Bulgaria –  
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73%, the difference is just one percentage point below the results of Vidin. 19% of 

respondents prefer to travel to their own region. Only 8% of the respondents give their 

preference to travel abroad. Four of the respondents indicated that they prefer to 

travel both within Bulgaria and abroad, and one has indicated that he/she prefers to 

travel in Bulgaria, the region and abroad. 

The conclusion is that mainly senior tourists prefer to in Bulgaria, which shows that 

during their holidays, the seniors have the important market potential for the 

development of tourism in Bulgaria. According to the analysis, trips in their own region 

are not very popular, and trips abroad are single cases. It is a fact that inland tourism 

is an important segment of the tourism sector, but trips in the region are still not very 

popular or are not regarded as the right choice for travel by the respondents. This is 

somewhat determined by the fact that the region is not well-known to the respondents, 

there is no information about interesting sites and places to visit despite their own 

appreciation that they are well acquainted with the region. 

Question 11 aims to provide us with information about the preferred transport during 

tours. 

Table 21. Replies of the respondents from Vidin to the question What type of 

transport do you use? 
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 Among the preferred means of transport, as shown in the table, private transport was 

the first choice of the respondents - 73%. The other choice is public transport, the 

smallest percentage of the respondents - 8% - think that organized transport is suitable 

for holiday trips. The result is interesting as we expected a higher rate of choice for 

organized transport because many of the respondents said they preferred to travel with 

a group of acquaintances and friends. Moreover, the data shows that many of the 

respondents prefer public transport. Here, it is important to note that among the 

respondents who gave this answer people between 55-65 years old are predominant. 

They are still active and in good physical condition, yet have no problem with carrying 

the luggage and with changing the means of transport during the trip. 

Table 22. Replies of the respondents from Montana to the question What type of 

transport do you use? 
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In Montana, as well as in Vidin, the most preferred transport is private transport - 58%. 

Unlike Vidin, the second most preferred mode of transport in Montana is the organized 

one - 31%. The smallest percentage of respondents believes that public transport is best 

suited for leisure travel - 11%.The conclusion is that senior tourists mainly choose to 

travel to the desired destination by private transport, which gives them security and 

independence. Interesting is the second choice for preferred transportation during 

trips, Montana respondents choose organized transport. Their choice is determined by 

the fact that this mode of transport gives them security and tranquility, they prefer to 

travel in a group of familiar people with a clear route and clear information about the 

places to be visited and the places where they will be staying. Unlike Montana 

respondents though, the participants from Vidin prefer public transport rather than 

organized and their choice is determined by the fact that this type of transport gives 

them independence. They can change the time of the trip, the vehicle or even the 
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destination at any time, which is not possible with organized transport. Public transport 

is preferred by more adventurous tourists and tourists between 55 and 65 years of age. 

Question 12 is key to our research because it aims to give us information about the 

criteria for choosing a tourist destination. From the answer to this question, we will get 

an idea of what importance respondents attribute to the sights, nature, infrastructure, 

fun activities and services. Each respondent should give an answer or multiple answers, 

focusing on the most preferred options by tourists aged 55 and over. This answer will 

help us understand the attitudes and expectations that will affect the motivation and 

desire to take part in a particular tour. 

The table illustrates the results of the preliminary expectations of tourists over 55 

years: 

Table 23. Replies of the respondents from Vidin to the question What are your 

criteria when choosing a destination? 
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The results from Vidin’s respondents to Question 12 show that nature, cultural and 

historical sites, quality of services and easy transport links, as well as the diversity of 

different cultural and entertainment events, and the hospitality of the hosts are the 

five most attractive criteria for the senior tourists when choosing a tourist destination. 

Based on the analysis, we can say that the perfect offer for senior tourists can include 

elements of the five factors listed above. The answer to this question reinforces the 

answers to the previous questions, which have been mentioned as important factors 

during tourist visits - safety, easy access, quality of services, nature and historical sites; 

we can say that senior travelers can be attracted by these factors. Also, the answers to 

this question leave the impression that local culture is of interest to the respondents. 

It should be emphasized that, along with natural and cultural attractions, respondents 

are looking for quality service and accommodation. 

 

Table 24. Replies of the respondents from Montana to the question What are 

your criteria when choosing a destination? 
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The analysis of the respondents from Montana found that preference was given to 

cultural heritage, infrastructure and accommodation, followed by natural heritage, 

hospitality and culinary. Last but not least, respondents are looking for cultural events, 

which suggests that senior travelers over 55 years are not interested in event tourism 

unless they combine it with other types of tourism. Three of the respondents from 

Montana have taken advantage of the opportunity of the open question and have added 

that fishing, spa procedures and recreation are important to them. Several respondents 

gave more than one answer. It is noteworthy that the main preferences of senior 

tourists are nature and culture, the quality of infrastructure, accommodation, and 

cuisine. 

The conclusion is that senior tourists seek a combination of natural and cultural-

historical sights and recreation. Depending on age, some pay more attention to spa 

tourism and healing procedures, mostly the group over 70 years. It is noteworthy that 

they focus on their health and well-being, so infrastructure, accommodation, and 

cuisine are essential for them. The age group of 70 years is more interested in 

sightseeing, discovering new places combined with recreation and entertainment. 

Question 13 focuses on determining the specific factor that influences the choice of 

destination. 

 

Table 25. Replies of the respondents from Vidin to the question Which factor 

determines the choice of destination?  
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Most of the respondents noted down more than one answer. Three of the respondents 

have indicated other factors that influence their choice of a tourist destination. One of 

the respondents pointed out that the duration of the trip is an important factor, a trip 

of not more than 4 - 5 hours a day with more frequent breaks is fine, another has 

pointed out as an important factor the positive attitude among the group of tourists 

and the good weather, a third one indicated that he/she does not travel. Table 25 

shows the analysis of the results of the answers and the factors that determine the 

destination of the senior tourists over 55 years from Vidin. As the most important factor, 

respondents determine affordable service rates and easy access to landmarks. Next, 

they rank the quality of the accommodation, the availability of benches, seating, and 

toilets around the sights. The quality of the tourist services is less important for senior 

tourists as well as the quality of the facilities and culinary services. 

The analysis concludes that easy access and affordability are of utmost importance for  
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tourists over 55 years. Of course, the quality of the accommodation, as well as the 

hygiene of the premises, is important aspects for people of all ages, along with the 

availability of lavatories and resting benches. The most unimportant were the business 

hours of the sites, the cuisine and the shopping options during the tours. Given that 

most tourists prefer to rest after 5 pm and have dinner at 6 pm, the business hours of 

the tourist sites up to 5 pm or 6 pm seem acceptable to them. They make the trip to 

visit new places and sights, to socialize and rest, not for shopping purposes, such as 

young people, so they rank shopping as the least important. 

   

Table 26. Replies of the respondents from Montana to the question Which factor 

determines the choice of destination?  
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  As the most important factor in the choice of destination, respondents from Montana 

point out to be the affordable service prices, the easy access to the sights, the quality 

of the accommodation, the quality of the facilities and the presence of benches and 

toilets near the sights. As less important, as also the respondents from Vidin noted, 

they determine the quality of the guided tours, the cuisine and shopping options, as 

well as the business hours of the sights. Among those surveyed in both areas that with 

age there is a tendency for some factors to become less important, except for easy 

access and the financial factor. 

 

Table 27. Replies of the respondents from Vidin to the question. 14. Please 

evaluate the importance of the following topics with points from 1 to 5: Common 

factors and tourist infrastructure (1 = not important and 5 = very important) 
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In question 14 the respondents should evaluate the factors that determine the choice 

of destination on the scale from 1 to 5 as 1 is not important and 5 is very important. 

The way we set the five-digit scale used in the survey allows us to highlight the positive,  
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negative and average values of the given answers. Closed questions make it possible to 

understand the importance of the topics, activities, and services of the tourism sector 

for the respondents. Based on their answers, they should have focused on the most 

preferred options. From the analysis of the results in the table of the respondents from 

Vidin, we can conclude that some of the most important factors in planning a vacation 

for senior tourists are hygiene, low prices of the tourist services, easy accessibility to 

the places for dining, accommodation and sightseeing, availability of medical services, 

quality of the accommodation, the availability of correct tourist information, natural 

and cultural-historical sights and the quality of the food. The remaining factors receive 

a lower and approximately average rate of interest, with a score between 1 and 3. As 

non-essential factors that are not relevant to the organization of trips, senior travelers 

accept transport, telecommunication services and the availability of the Internet. 

Tourists over 70 years could say that they do not use the Internet as a means of 

information, so they rank it with lower points. On the other hand, the generation from 

the pre-retirement and early retirement age need relaxation, so they prefer to be as 

far from technology as possible during their holiday. That's why they rank the Internet 

with the lowest points possible. 

Table 28 illustrates the analysis of the results of the respondents in Montana. These 

results are similar to the ones obtained from the respondents in Vidin. For senior 

tourists, low prices, hygiene, landmarks, tourist services, easy access to dining and 

accommodation, sightseeing, availability of healthcare and medical services, quality of 

accommodation are among the most important factors when choosing a particular 

tourist destination as well as the availability of correct tourist information, the natural 

and cultural-historical sights and the quality of the food. As less important factors that 

influence travel arrangements, senior travelers point transport, telecommunication 

services and the availability of the Internet. 
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Table 28. Replies of the respondents from Montana to the question. 14. Please 

evaluate the importance of the following topics  
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The analysis of the answers to question 14 confirms the answers to some of the previous 

questions where easy access, quality of services, nature and historical sights, good 

cuisine were also shown as important factors in the organization of excursions, so we 

can categorically say that tourists of Vidin and Montana districts can be attracted by 

these factors. Examining the average estimate and the coefficient of variants by the 

collected responses, the result is that hygiene, low prices and easy accessibility, and 

the quality of accommodation score the highest among 4 and 5 on a scale from 1 to 5, 

which is obviously the most important for the senior people when choosing a holiday 

destination. The welcoming personnel and the availability of reliable tourist 

information score roughly the same (with average points between 3 and 5 respectively). 

Interesting in this case is that respondents ranked as less important healthcare and 

medical services. For senior tourists, these aspects seem to be less significant given the 

entire sample is taken into account (scores between 2 and 5 respectively). It seems 

that the importance of the availability of specialized medical staff is decreasing and 

the availability of services has increased over the years. They are very important mainly 

for the age group for over 70 years. Local cuisine is ranked with fewer points whereas 

with the lowest points at the bottom of the list are telecommunication services and 

local transport. Tourists do not attach importance to these factors; this is mainly 

explained by the fact that most prefer to use private transport or organized transport, 

making them independent of public transport. Most respondents do not use or rarely 

use the Internet, travel with their family, so there is no one to call, which also makes 

them independent of telecommunication services - this is why they rank them with the 

lowest points. 

The conclusion is that the following specific factors lead to the choice of holiday 

destinations: 

1. Low or more affordable prices, tailored to the financial capabilities of tourists 

over 55 years of age; 

2. Hygiene of accommodation and visiting sites; 
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3. Easy access to cultural, historical and natural sites, and places for 

accommodation and dining; 

4. Staff courtesy and quality of service in accommodation and dining; 

5. The availability of reliable and useful tourist information; 

6. Presence of tranquility and beautiful scenery; 

It can be concluded that if tour operators wish to attract senior tourists, they should 

develop a tourist route that combines affordable prices, beautiful scenery, easy access 

to cultural and historical sites, quality of service and food. Tour operators shall offer 

places that are relaxing and provide a safe environment for the seniors. Natural and 

cultural heritage, the cleanliness of sites and easy access to them are important aspects 

for tourists of all ages. 

The next 29th question is key to the survey because it will give us information about 

the problems and barriers that determine the decision of tourists over the age of 55 

not to travel for tourism purposes. 

Table 29. Replies of the respondents from Vidin to the question.  15. Please 

classify the issues which determine your choice of destination 
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  The majority of respondents from Vidin state as main problems that influence the 

choice of destination their health condition, the poor organization, the lack of 

information, the poor accessibility to the sites and the impossible access for people 

with crutches, walking sticks and wheelchairs. As a lesser problem, the senior people 

point the lack of good transport links, the social and cultural barriers and the lack of 

attractive and professional offers. 
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The conclusion is that senior people prefer to travel in groups (not only) looking for 

safe resting places where they can get all the necessary quality services they need, 

they also prefer destinations with easy accessibility, as well as to get a complete 

information package in advance about the destination they are about to visit. They are 

worried about the unknown, the problems with accessibility to the sites, the long and 

tiresome trips. 

  Table 30. Replies of the respondents from Montana to the question. 15. Please 

classify the issues which determine your choice of destination 
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Like the respondents from Vidin, the ones in Montana also note that the main problems 

that affect the choice of destination are the health condition, the bad organization, 

the lack of information, the poor accessibility and the impossible access for people with 

crutches, walking sticks and wheelchairs, also the lack of information on the availability 

of staff that helps tourists and the lack of convenient transport links. As a minor 

problem, the seniors in Montana similar to the ones in Vidin point out the lack of 

attractive and professional offers. This proves that tourist destinations have been 

successfully advertised so far. 

It is also important to note that for many senior people the lack of interesting and 

useful tourist information that evokes interest and desire to visit a destination is also a 

barrier. This highlights the fact that it is important to explore the real needs, interests, 

and motivation of senior people so that we develop the products they are interested in 

and which they would benefit from. 

The next 16th  issue tells us how tourists over 55 years find tourist offers and tourist 

information. 

 

Table 31. Replies of the respondents from Vidin to the question What source of 

information did you use when planning your trip? 
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  In this category, we will receive information about the source of information that is 

used to organize travel and accommodation. The results illustrated in the table show 

that in spite of the numerous advertisements senior tourists are not influenced by ads 

in their choice of destination but rely more on the recommendations and feedback of 

relatives and friends, they also check out information on the Internet rather than to 

trust other tools such as media, guides, brochures, and even travel agencies. Over 60% 

rely on information about a tourist destination that is told by a friend or family member, 

or the Internet. A mere 12% of the respondents trust travel agencies. This choice is 

somewhat explained by the fact that tourists over 55 years need safety during the trip, 

they are interested in easy accessibility to accommodation, price affordability and 

quality of service, so they rely more on first-hand information about a given destination 

when provided by a relative or a friend. 

 

Table 32. Replies of the respondents from Montana to the question . 16. What 

source of information did you use when planning your trip? 
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The preferences of the respondents in Montana lead to the fact that when choosing a 

destination, senior tourists mainly rely on information received by relatives and 

acquaintances, and from the Internet. Unlike the respondents in Vidin, 18 % of those 

from Montana trust travel agencies. 

The conclusion is that family and friends are the most important sources of information 

for decision-making on upcoming travel for seniors. Media is not a suitable source of 

information, although senior tourists also trust the information found on the Internet. 

Interestingly, about 20% of tourists over 55 years trust the Internet as a source of 

information. This shows that the older generation has the necessary computer skills, 

enabling them to take advantage of all the benefits of computers and, above all, 

information over the Internet. 

Given the answers to the questions so far question 17 turns out to be essential for the 

survey because more than 50% of respondents pointed out the price of tourist services 

as an important factor when choosing a tourist destination. 

 

Table 33. Replies of the respondents from Vidin to the questioн. 17. What is the 

influence of the price when choosing a destination? 
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The answers to the previous questions as well as to this one show that seniors are open 

to travel in the country, in the region and abroad, but do not expect to spend a lot of 

money during their holiday, whether they are retired or not. The affordability of tourist 

services is essential. Financial reasons are the main travel barriers for the respondents. 

The Northwest region is one of the poorest in Europe, which explains the importance 

of the financial resource for the seniors. The lack of sufficient financial resources also 

qualifies as the main obstacle for people over 55 years to go on tourist trips. 

 

Table 34. Replies of the respondents from Montana to the question. 17. What is 

the influence of the price when choosing a destination? 
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the choice of destination. It is a fact that pensioners in Bulgaria have limited financial 

opportunities to travel, which becomes an obstacle for taking tours. It is the financial 

resource of the population that is the main factor for inclusion or exclusion from tourism 

activities. The majority of the senior population in Bulgaria has average incomes, which 

allows these people to go only on domestic (national or regional) tours. 

Question 18 already provides us with more specific information on what amount of 

financial resources the seniors are willing to spend on their holiday. This is important 

information for tour operators because it will give them guidance on the price range 

they can assume while preparing an adequate tourism package. 

 

Table 35. Replies of the respondents from Vidin to the question. 18. What are 

your daily expenses when traveling? 
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As a whole, senior people in retirement age have more free time but insufficient 

financial resources. In the years right after retirement, retirees have more savings and 

free financial resources and are willing to take excursions. After 65 years of age, most 

pensioners in Bulgaria have lower purchasing power, which explains the results - 77% 

are willing to spend up to 50 BGN per day when on holiday. Between 50 and 100 BGN 

per day tend to spend people in retirement and early retirement age. Only one of the 

respondents said he was willing to spend over 200 BGN per day on holiday and he was 

also in pre-retirement age. 

   

Table 36. Replies of the respondents from Montana to the question. 18. What are 

your daily expenses when traveling? 

   

The analysis of the results of the interviewed people from Montana shows that in 

general people in early retirement age have more savings and fewer financial 

commitments, and tend to spend between 50 - 100 BGN per day - 24% of the 

respondents, but the majority of people over 55 years have limited financial resources  
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and can spend up to 50 BGN per day for rest - 65%. Only 10% tend to spend between 

100 and 200 BGN and they are also in pre-retirement age and again 1% are willing to 

spend over 200 BGN per day. 

  Table 37. Replies of the respondents from Vidin to the question. 19. What do you 

spend most about? 

 

 35 respondents answered with more than one answer to this question. Considering the 

answers to the previous questions, tourists over 55 years pay close attention to 

accommodation conditions and quality of service. That is why it is logical that the 

biggest financial resources during their holiday go for accommodation and food. Most 

tourists over 55 years of age prefer to stay in guest houses or more modest locations; 

although over the years comfort becomes more and more important. Nevertheless, the 

greatest financial resource goes for food and accommodation because these services 

are also the most expensive. The next item, which requires a significant amount of 

money, are the fees for sightseeing and spending on entertainment and relaxation. The 

least money spent is for visiting cultural events. It can be concluded that tourists over 

55 years seek tourist packages and promotions that guarantee them an exciting journey, 

quality accommodation and good service at a more affordable price. 
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  Table 38. Replies of the respondents from Montana to the question. 19. What do 

you spend most about? 

 

   

 As a whole, respondents from Montana said that most money is spent on food and 

accommodation. Here we notice that the respondents spend more money on 

sightseeing. The smallest funds are redeployed again to visit cultural events - only 3%. 

Table 39. Replies of the respondents from Vidin to the question. 20. What type 

of accommodations do you prefer? 
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Most of the respondents prefer to stay in hotels - 62% or guest houses - 32%. Only 5% 

choose to stay at a campsite or in a rental property - 1%. Age is also a determining 

factor in choosing a place to stay. Tourists over 55 years of age are looking for more 

comfort and convenience, so they prefer to stay in hotels and guest houses where they 

can receive a package service - accommodation and meals, quality and courtesy. 

  Table 40. Replies of the respondents from Montana to the question. 20. What 

type of accommodations do you prefer? 

 

  In Montana, respondents also give preference to hotels - 64% and guest houses - 25%.  
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Only 8% choose to stay on a camping site and 3% in a rental property. The small 

percentage that gives preference to camping and rental property is attributed to the 

fact that there are no basic conditions and amenities, as well as security. This type of 

accommodation is, therefore, the least preferred and the least popular. 

Table 41. Replies of the respondents from Vidin to the question. 21. What is the 

average duration of your trip? 

 

   

Choosing the duration of the trip is logical because most tourists over 55 years prefer 

to travel with their families over the holidays. That's why most of them prefer a travel 

journey of up to 3 days or up to 5 days, or up to 7 days as is the usual length of the 

holidays along with the merger of some of the business days. Most of the answers are 

for an average duration (up to 5 days - 31%), with about 30% of the people choosing a 

longer duration (up to 7 days). Relatively fewer - 28% prefer the weekend packages or 

the shortest holiday duration (up to 3 days). Only 11% choose a vacation with the longest 
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duration of more than 7 days. An important factor in determining the duration of the 

holiday is also the available financial resources and the availability of a company to 

travel with. 

   

Table 42. Replies of the respondents from Montana to the question. 21. What is 

the average duration of your trip? 

   

 

Similar is the situation with the analysis of the results in Montana. The majority of 

tourists over 55 years prefer to relax within 7 days or up to 5 days. Most of the answers 

are for an average duration (up to 7 days - 27%), with about 25% of respondents choosing 

the shorter duration (up to 5 days). An equal number of preferences are for the shortest 
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and the longest holiday time, respectively 24% prefer weekend packages (up to 3 days) 

and 24% prefer the longest duration over 7 days. 

The next question is very important for our analysis because it will give us information 

about exactly which season is preferred for the holiday by tourists over 55 years. 

 

 Table 43. Replies of the respondents from Vidin to the question. 22. Which season 

do you prefer for traveling? 

 

  Contrary to the expectations, the majority of senior tourists have mentioned that 

they prefer to go on vacation in the summer - 62%, autumn is a preferred season by a 

constant percentage of people - 20%, spring is preferred by 15% and winter is a 

preferred holiday season of only 3%. Winter is not a very good season for tourists over 

55 years because of their fear of falls and injuries, which explains the low rate. 

  Table 44. Replies of the respondents from Montana to the question. 22. Which 

season do you prefer for traveling? 
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In Montana, the majority of respondents have redefined summer as a favorite season - 

62%. The percentage is the same as for the respondents in Vidin. Spring is also a favorite 

holiday season for a constant percentage of people - 22%, 3% less than respondents in 

Vidin. Autumn is considered an appropriate season of 12% of respondents. It is no 

surprise that only 4% of Montana respondents give their preferences to the winter 

season as a favorite holiday season. Most tourists over 55 years are worried about falls 

and injuries in winter, from difficult road access and bad weather conditions, so this 

low rate is no surprise. The conclusion is that tour operators can take advantage of the 

fact that autumn is regarded as part of the weak season and they can prepare 

promotional offers for tourists over 55 years exactly in the weak season. 

   

Table 45. Replies of the respondents from Vidin to the question. 23 When 

organizing your holiday what do you prefer? 

22 %

62 %

12 %
4 %

0

10

20

30

40

50

60

1. spring 2. summer 3. autumn 4. winter

A
xi

s 
T

it
le

Axis Title

22. Which season do you prefer for 
traveling?

http://www.interregrobg.eu/


                                                                        
 

 
 
 
 
 

          www.interregrobg.eu  

 
The content of this material does not necessarily represent the official position of the European Union 

  

 

 

  In this category, preferences are related to the organization of travel and 

accommodation. The majority of respondents from Vidin state that they prefer to book 

and manage their trip on their own - 55%. Most respondents prefer to arrange their time 

and sightseeing themselves, so they prefer to choose their accommodation. They need 

to find a place near the places they want to visit. Not a small number of people trust 

all-inclusive packages - 45%. Most times they go cheaper, all they need is concentrated 

in one place, which is of great convenience for tourists over 55 years. 

 Table 46. Replies of the respondents from Montana to the question. 23  When 

organizing your holiday what do you prefer? 
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Similar is also the responses in Montana with the majority of respondents preferring to 

book and manage their trip alone - 53%, about 44% prefer all-inclusive packages. Only 

3% give preference to another type of trip organization, such as group or trip travel 

without any reservations or a preliminary plan. These are single cases and they are not 

usual for the travel behavior of tourist over 55 years. 

Personal interviews during the survey reveal that not a small percentage relies on travel 

agencies as well as travel organized by pensioners clubs or other types of organizations 

and associations. 

 

Table 47. Replies of the respondents from Vidin to the question. 24. What type 

of tourist product would you prefer? 
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Most of the respondents have given their preferences for a tourist product that is in line 

with their health status - 55%. The other respondents gave an almost equal number of 

preferences for a specific type of product according to their interests - 21% and an 

integrated product of several different types of tourism - 24%. It should be noted that 

not a small percentage is interested in an integrated product, i.e. tourists over 55 years 

of age prefer to visit sights, enjoy the beautiful scenery, and get quality service and 

good accommodation combined with excellent service and friendly staff. 
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Table 48. Replies of the respondents from Montana to the question. 24.  What 

type of tourist product would you prefer? 

 

   

The majority of respondents in Montana choose to rest on a particular type of product 

according to their interests during their holiday - 39% (cultural-historical, eco, gourmet, 

recreation or spa tourism, etc.). With almost a minor difference with the majority of 

respondents 37% would prefer to choose a tourist product that is in line with their health 

status. The remaining 24% are interested in an integrated product, a combination of 

several types of tourism. 
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The conclusion is that if a tourist agency wants to prepare an offer adequate to the 

needs of tourists over 55 years, the main thing to comply with is to prepare a route 

with easy accessibility to the sites, to combine sightseeing with beautiful scenery, to 

have an option for spa procedures and participation in a cultural program. Last but not 

least, we must emphasize the availability of friendly staff and good accommodation at 

affordable prices.  

   

Table 49. Replies of the respondents from Vidin to the question. 25.  Please 

evaluate the tourist potential of Vidin and Montana districts by the following 

indicators with points from 1 to 5 (1 = bad and 5 = excellent). 

 

 

0 10 20 30 40 50 60 70 80 90 100

1. transport accessibility

2. price

3. food and accommodation

4. service

5. natural sightseeing

6. historic sightseeing

7. cultural events

8. personnel service

9. hygiene

1. transport
accessibilit

y
2. price

3. food and
accommod

ation
4. service

5. natural
sightseeing

6. historic
sightseeing

7. cultural
events

8.
personnel

service
9. hygiene

1 8 5 1 4 3 0 2 4 5

2 11 1 6 5 2 2 3 5 8

3 31 35 16 24 5 3 22 22 26

4 31 29 41 30 28 22 30 29 21

5 14 25 31 32 57 68 38 35 35

25. Please evaluate the tourist potential of Vidin and Montana 
districts by the following indicators with points from 1 to 5 (1 = 

bad and 5 = excellent).

1 2 3 4 5

http://www.interregrobg.eu/


                                                                        
 

 
 
 
 
 

          www.interregrobg.eu  

 
The content of this material does not necessarily represent the official position of the European Union 

  

 

 Most of the respondents have scored with 4 and 5 points the availability of many 

historical and natural attractions, interesting cultural events, good service, good food 

and good quality accommodation in the regions of Vidin and Montana. With 2 and 3 

points, they have rated transport accessibility, price rates, and hygiene. Most of the 1 

point answers are given for transport accessibility to the region. The conclusion is that, 

according to the respondents from Vidin, the two regions have all the necessary 

prerequisites for their development as a tourist destination. There are historical and 

natural sights, which are a prerequisite for the development of cultural, historical or 

eco-tourism. In both regions, there are several cultural events during the different 

seasons, which are a prerequisite for the development of event tourism. To improve 

the tourism offering and attract more tourists to the region, service, food, 

accommodation, and hygiene should be improved. Accommodation places should be 

clean and available in several different price options. Besides, it would be better to be 

close to the attractions. Tourists prefer small, charming family hotels. Besides, tour 

operators have to prepare price offers that are adequate to the resources of tourists 

over 55 years. According to the results of the analysis, the respondents find that the 

prices are not affordable and do not correspond to the offered quality. Undoubtedly, 

the biggest problem in the region of Vidin is the poor transport infrastructure and the 

lack of adequate transport links. 

 Table 50. Replies of the respondents from Montana to the question. 25.  Please 

evaluate the tourist potential of Vidin and Montana districts by the following 

indicators with points from 1 to 5 (1 = bad and 5 = excellent). 
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Similar to the respondents in Vidin, those in Montana have given most 5 points to the 

natural and historical landmarks in the two regions. 4 and 3 points given to service, 

stay prices and cultural events. The hygiene, the food, and the accommodation are 

marked with 2 and 1 points. It is interesting that, unlike the respondents in Vidin, those 

in Montana believe that the transport accessibility to the two regions is relatively good 

and the prices of the services are relatively affordable. The explanation for this answer 

is that according to the respondents the infrastructure in Montana is slightly better than 

the infrastructure in Vidin. 
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Question 26 is key to the survey because it tells us what the obstacles are for tourists 

over 55 years when deciding whether to go on holiday or not. 

   

Table 51. Replies of the respondents from Vidin to the question . 26. If you 

decide NOT to go on holiday, which of the following barriers is the reason not to 

travel? 

 

   

The main problem raised by respondents about the decision not to travel is the financial 

status. Most retirees have a limited budget and the prices of excursions are not 

affordable to them. As a further obstacle, respondents point out the lack of adequate 

tourist packages and the availability of health problems. Their decision not to travel is 

less influenced by poor transport links and lack of company. As minor and unrelated to 

decision-making factors, they state the poor accessibility of the destination and the  
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safety concerns. Several of the respondents also mention other obstacles to their choice 

to travel as the journey duration - given the age, most tourists mostly over the age of 

70 do not stand for long trips and prefer weekend packages and frequent vacations 

during trips. 

  

Table 52. Replies of the respondents from Montana to the question. 26. If you 

decide NOT to go on holiday, which of the following barriers is the reason not to 

travel? 

   

  The majority of Montana respondents highlight financial issues as the main reason for 

choosing not to make trips - 62%. Health problems rank second - 17%. The lack of a 

suitable tourist package, which is adequate to their needs, is also one of the main 

obstacles not to participate in excursions - 12%. Just like Vidin respondents point out, 

the ones in Montana state the lack of a company, the poor accessibility of the 

destination and the poor transport links to be of minor importance. 
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Based on the analysis we can summarize that the lack of sufficient financial options and 

the health problems are the main barriers for travel of the respondents. The fact is that 

Northwestern Bulgaria ranks as one of the lowest income regions in Europe, which 

inevitably influences the results. 

As the third group of barriers, respondents included in their list the lack of an 

appropriate tourism package. A fourth obstacle is the lack of a co-traveler. Poor 

accessibility, lack of transport links, destination safety are not among the main 

obstacles. They are more related to the findings that they prefer to travel in groups 

(not alone), seeking safer resting areas where they can get all the necessary quality 

services. It is important to note that companies working in the tourism sector should 

pay more attention to what senior tourists want and look for during an excursion to 

develop a new tourist product adequate to their needs. 

The next question will give us an answer to what is important for tourists over 55 years 

when choosing a destination. 

    

Table 53. Replies of the respondents from Vidin to the question. 27. What are 

your motives when choosing a destination?  
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  The majorities of the answers indicate the most important motive for choosing a 

destination is peace and relax - 36% and sightseeing - 34%. Enjoyment and relaxation is 

the most important factor for adults when planning their vacations. This is important 

information for tour operators. They must offer destinations that are relaxing and 

provide a safe environment for the seniors. Sightseeing is also an important condition 

when choosing a holiday. It is advisable to choose destinations that combine nature, 

tranquility, and coziness, and landmarks to visit nearby. The family is also a major 

motivating factor for holidays - 19%, often holidays are the occasion for meeting with 

other family members and to spend more time with grandchildren. For senior people it 

is also important to avoid everyday routine actions, they want to experience something 

new, to visit a new destination - 7%, to get acquainted with new people. To get more 

realistic information, we have provided the opportunity to respond differently to our 

predefined questions. A relatively small percentage has benefited from this option - 

3%. They have indicated as possible motives for choosing a destination the following: 

expecting positive emotions and a desire to become acquainted with new customs and 

cultures. 

  Table 54. Replies of the respondents from Montana to the question. 27.  What 

are your motives when choosing a destination? 
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 The majority of respondents pointed out as the main motive the visit to landmarks - 

34%, as opposed to the respondents in Vidin, for whom the most important motive is 

peace and relaxation. Secondly, they see holidays as an opportunity to spend more time 

with the family - 28%. Only in third place is the time for peace and relax - 21%. It is also 

relatively important for them to visit a new destination. Interesting to note is that 

finding new friends or communicating are also important when choosing a destination.  

It can be summed up that while traveling tourists over 55 years are the ones most 

interested to visit sights while enjoying tranquility and peace, and having the 

opportunity to travel with family and friends, which guarantees a pleasant and relaxing 

rest on a new place. It is important to note that in the replies to this question, as 

already mentioned above, there are differences between the responses by region, as 

well as differences by age groups. 

  Table 55. Replies of the respondents from Vidin to the question. 28.  Does the 

quality of the tourist service in Vidin and Montana correspond to your 

expectations? 

   

   

This question provides an opportunity for an open answer to obtain an objective view  
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of whether the services offered in the tourism sector in the districts of Vidin and 

Montana meet the expectations of tourists over 55 years of age. Only 22% believe that 

services in the tourism sector do not meet their expectations. Therefore, only 22% of 

the respondents have taken advantage of the option for a different answer and have 

given the reasons for their opinion, why do they think the services offered do not meet 

their expectations. As a reason, they point to the following: inadequate prices of 

services offered, unfriendly staff, poor quality of service, hygiene problems, poor 

quality of accommodation facilities, lack of affordable price offers, bad infrastructure, 

lack of benches and toilets near some of the sights, lack of qualified guides, lack of 

information on upcoming cultural events and useful tourist information, poor 

advertising of destinations, lack of signposts, outdated vehicles of the public transport, 

poor accessibility to some of the sites. 

   

Table 56. Replies of the respondents from Montana to the question. 28.  Does the 

quality of the tourist service in Vidin and Montana correspond to your 

expectations? 

 

   

1.      Yes     ; 87%

2.      NO13%
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The responses of the participants in Montana are not surprising - 87% of them believe 

that the services offered in the tourism sector in the regions of Vidin and Montana meet 

their expectations. Only 13% said they did not meet their expectations and motivated 

this opinion with the following: the quality of the services offered is not at the required 

level, they concern a hygiene problem, a service problem and a problem in the quality 

of the accommodation.  

The last 29th question Please write down your expectations when visiting a particular 

tourist destination from the questionnaire is deliberately open-ended because we want 

to get quality data from it. By answering this question we will get an idea of all the 

opinions, expectations and requirements of tourists over 55 years when visiting a tourist 

destination. This question must be open because we can get information that we may 

not have been able to meet up to now. The fact that this question is open allows more 

freedom and allows respondents to say whatever they want. We have received different 

answers which can be grouped into several main groups. During a trip the respondents 

from Vidin expect the following: to visit cultural, historical and natural landmarks at 

affordable prices that correspond to the services offered, to be welcomed by courteous 

staff and be offered hygiene and good service in the accommodation and in the 

restaurants, to have more benches and recreation areas close to the sightseeing, to 

have more and more useful tourist information, peace of mind, availability of 

information on upcoming and current cultural programs, that there is a presence of 

guides, billboards, and more advertising. 

The analysis of the results shows that similar answers were also received in Montana. 

Responses can be grouped into several groups. Most of the respondents state that when 

visiting a destination they expect to visit sights with qualified guides, places where they 

can enjoy recreation and relaxation, to visit new places, to get more information from 

leaflets and brochures, to get receive service in the dining and accommodation 

facilities, and the services and tourist offer to be available at affordable prices.  
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From all of this, it can be concluded that tourists, depending on age, have different 

preferences, needs, and motives that influence their decision to take or not to take a 

particular journey. Some tourists consider their senior age if in good health to be the 

opportunity to visit new places and take on a well-deserved rest, others prefer not to 

take trips or if they take them to last no more than two or three days. 

   

V. MOTIVES WHEN CHOOSING A DESTINATION AND MOTIVATION FOR TOURISTS 

AGED 55 OR MORE   

Motivation is a state of need or a condition that drives the individual to certain 

types of actions that are considered likely to be satisfactory (Mutino, 2000). Motivation 

is also defined as a force within the individual that prompts him to do something to 

fulfill a biological need or a psychological desire (Friggin, 1996). The motivation for 

travel refers to clarifying the reason that makes people want to travel (Hsu and Huang, 

Raniy and Esqachihull, Special Edition, 2012 - 2008). Travel motivation covers a wide 

range of human behavior and human experience. The list of travel motives may include 

relaxation, meeting friends, adventures, family meetings, avoiding routine or stress, 

etc. 

Several studies help to understand seniors’ motivation for traveling. From the 

documentary study, our work with focus groups and the survey questionnaire, it can be 

concluded that tourists over 55 years of age accept the trip as a way of satisfying their 

curiosity to visit new places and to acquire new knowledge. Most of the tourists from 

the third age prefer to organize their trips themselves because they do not like 

stereotypical tours and they want to set the time and pick the places to visit 

themselves, as well as to combine sightseeing with recreation. In organizing their tour 

they rely on their experiences and impressions, information from close friends and 

family and, in rare cases, information from the Internet. Before traveling, they prefer 

to read useful information about the place they are about to visit. When they arrive at  
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the destination, they love to explore everything by discovering unusual local shops and 

restaurants, interesting architecture and places, mysterious streets that cannot be 

found in official guides and excursions. They like to immerse themselves in the 

atmosphere of the unknown place. They like to visit museums, galleries, theaters, and 

exhibitions. Some prefer to enjoy nature, mountains, hills, rivers, coasts, and lakes. 

Others want to spend some time in the urban environment and some time in nature. 

Others prefer to visit new places, enjoy local food, wine, and discover new cultures 

and new people. Third-generation tourists like to find commonplace things about the 

local ordinary people such as how they live, what they like, what their habits are and 

what they prefer.  

Also, respondents consider travel as an opportunity to spend more time with close 

friends, relatives, spouses, and children. As another travel motif, respondents note the 

possibility of going somewhere to find peace, relax physically and mentally. Therefore, 

most of the types of tourists who are looking for similar tourism choose to visit a spa 

resort or a guesthouse located in rural areas.  

As other motives when choosing a holiday destination, we identified that tourists over 

55 years prefer long walks, cycling, swimming, sunbathing. They do not accept the 

journey as a way of exercising or maintaining shape. What motivates them is to relax 

and improve their health. Changing the environment and escaping from everyday life 

helps tourists from the third age to “recharge their batteries”. While traveling, they 

can forget about everyday work, homework and bad news. Once a person changes the 

environment, he feels better and relaxes. Over the years, the habits and patterns of 

behavior change. Changes in the motives and factors influencing the travel choices of 

people under 65 and over 65 are noticed too. People aged over 65 and 70 do not travel 

as often as before and choose different destinations, mostly near their homes. They 

prefer picnics in nature and one-day, two-day excursions, i.e. weekend packages. Most 

of them prefer spa resorts where they undergo different therapies or treatments.  

Improving their health or maintaining it is often a travel motive for some of the older  
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people over 70 years of age. It is noticeable that tourists over 55 years are more 

demanding than before with view of travel and accommodation requirements. Most do 

not like to travel by bus for long, especially at night, and prefer to have pauses every 

two hours. This is why most tourists over 55 years of age avoid campsites as a holiday 

option because they prefer comfort, to have four walls, a comfortable bed, and a 

bathroom, as well as peace and tranquility. 

There is a tendency for most adults to travel with relatives, family or friends, or to 

organize an excursion with acquaintances. Others say they have no companions and 

travel alone. Among those who travel alone, some prefer group travel, while others are 

engulfed by the lack of a company and therefore do not travel. 

Another motivation for traveling is emotional satisfaction. Most respondents stated in 

personal interviews that they feel emotionally satisfied during a trip. 

Others prefer visiting new places, spending time with friends or family, or getting to 

know other people. 

Some of the respondents feel happy because they have learned and experienced 

something new and different on the trip. They have been acquainted with new cultures, 

new people, new sites, new food, and many more. Most tourists over 55 years seek 

intellectual benefit during travel or, as we have said above, emotional satisfaction. 

Some of the tourists at pre-retirement age mostly see the opportunity to relax, reduce 

stress, forget about work and everyday life. They tend to be physically more active 

because they are still in good physical shape and well-being. Therefore, they tend to 

choose more busy excursions with a longer duration between 3 and 5, and 5 and 7 days. 

During these excursions, they forget about their duties, work and other commitments. 

Interestingly, some point out personal growth as a reason for visiting a destination. 

They feel happy because they have managed to fulfill their wishes and visit places they 

wanted to see for a long time, but have not been able to do so for reasons such as lack 

of money, engagement to work or family, lack of company and others.  
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It should be noted that, contrary to the expectations, people in pre-retirement and 

early retirement age often take trips after recovering from an illness or a surgery, and 

this is an incentive for a new start, diversification, detachment from the problems, and 

we can also determine this fact as an incentive for travel. 

Other respondents over 55 years of age identified as motives for travel the opportunity 

to experience something with their family that will bring them closer together. 

Interestingly, Bacman's study (1999) identifies differences and similarities between pre-

retirement (55-64) and retired (65 or older) senior people. According to him, people in 

pre-retirement age are more interested in rest and recreation, while senior travelers 

over 65 years are more interested in cultural, historical or natural landmarks. Fleisher 

Pizam (2002) examines past studies and identifies recreation and relaxation, social 

interaction, physical exercise and learning, emotional satisfaction as the most common 

motives for seniors to travel. 

Similarly, Hornemann (2002) found that for seniors motivation has shifted to more 

active ventures with a strong emphasis on health and fitness and concludes that 

motivation to travel for education/leisure, relaxation/recreation, physical 

exercise/fitness and visits to friends and relatives is most often identified. 

According to Huang and Tzai (2003), travel motives can be classified as relaxation and 

recreation, social interaction, health, learning, exploration, escape, valuation of 

money, nostalgia and the opportunity to visit historical landmarks. According to 

Anderson and Langmeier (1982), Fleisher and Pizam (2002), the motivation for travel is 

similar. As a motivation, they define the desire for relaxation and recreation, which is 

one of the basic human needs, as mentioned in Pierce’s study (1992). According to 

Patterson (2002), the search for new things and experiences is a motivation for travel 

for senior tourists. Nowadays, people over 55 years are interested in discovering new 

things. 

Destination safety is the most important factor for respondents when choosing a trip 

according to Hsu and (2001) and Lindgwist and Bjork (2000). As age grows tourists attach 
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more and more importance to safety, which is, in fact, attributable to aging. 

Certainly, research on consumer motivation was also influenced by Maslow's Need for 

Theory (1973). This theory influenced to a great extent the theory for travel motivation. 

From this theory, the motives for relaxation and recreation as often expressed by 

tourists can be seen as responding to physiological needs and security needs. According 

to Mill and Morrison (1985), the desire for social connections is related to the third 

category of needs as belonging to a group. On the other hand, as Pierce (1982) points 

out, in societies where the development of the body and the mind are an important 

motivation, the need for mere updating can be also considered as motivation (Maslow, 

1973). 

Sightseeing and attractions are also considered to be one of the most important factors 

for seniors when choosing a destination according to Norman (2001). A large number of 

adult tourists still enjoy a holiday under the sun and by the beach, but they are single 

cases. Other tourists give their preference to the beauty of mountains and forests. 

In conclusion, on the basis of the documentary study and the analysis of the work of 

the focus groups from the survey, we can point out that as main reasons for the choice 

of a destination tourists over 55 years state price affordability, easy access to the sights 

and places of accommodation, peace and relax, visits to cultural and historical 

landmarks, safety, hygiene, useful tourist information, courtesy of staff and quality of 

places for accommodation and dining. Senior tourists seek to meet their hygiene and 

physiological needs and feel safe at the same time. Some features of the destination, 

such as climate, nature, and meeting new people, are also very important for senior 

travelers. They value the quality of the services they receive, including the services 

provided by the tour operator and the services provided during the sightseeing visit and 

in the accommodation. These services include transport, organization, attractiveness 

and program adequacy, price/quality, tourist attractions, safety, hygiene, reasonable 

prices, courteous staff, beautiful scenery, and detailed tourist information. When 

developing an adequate tourist package for people older than 55 years, tour operators  
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should focus their efforts on choosing hotels and restaurants that offer good quality 

combined with a good price adequate to the financial status of the seniors. It is also 

advisable to choose sights with easy access and to balance sightseeing with recreation 

and leisure, and entertainment and leisure. 

 

VI. BARRIERS AND LIMITATIONS OF THE TOURISTS OVER 55 WHILE TRAVELLING  

 

During the survey, we identified several barriers and problems encountered by seniors 

while choosing their destination and while on trips. The main obstacles we have 

identified are economic, socio-cultural and emotional, such as lack of information, 

transport, general travel, and organizational conditions, age discrimination, health 

care, and emergencies, accessibility, safety, road insurance, financial reasons and lack 

of attractive tourist offers adapted to their requirements.  

As the most significant barrier, we have to point out the limited financial resources of 

the people in the third age. Additionally, the obstacles for traveling in front of the 

senior tourists include a wide range of factors that influence their decision for traveling 

such as health, lack of information about the tourist destination, lack of adequate to 

their needs route, lack of security and safety. According to Pederson (1994), health 

constraints and concerns primarily affect senior travelers aged over 75 years. They take 

as a barrier to the lack of sense of safety and control. 

In his study, Blaise (1987) revealed that 25.6% of travel restrictions for adults are 

health-related, about 9% lacking energy for travel, while only 3% think they are too old 

to travel. This information confirms that health is one of the greatest limitations for 

seniors to travel. However, they still often choose to travel to refresh and improve their 

health. Pedersen (1994) also mentions that most of the senior tourists are concerned 

about comfort during their journey - they want to feel comfortable both physically and 

mentally. The study also shows that security and safety concerns are essential for most 

adults, so they prefer to travel in a group. According to Rose and Gruser (1981), the 
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most frequently cited travel restrictions for tourists over 55 years are the lack of time 

and budget, health reasons, age, family duties, etc. The McGuire survey (1984) has 

shown that external resources such as weather, social and physical well-being are 

among the travel restrictions. Blaise (1987) points to security, financial constraints, 

lack of time, lack of information, poor health and the perception of age as important 

limitations. Juan and Tsai (2003) point out as possible limitations of the seniors to be 

their physical ability, the fear of leaving their homes unattended, financial status, 

nutritional considerations, lack of information on where to go, and fear of bad 

meteorological conditions and losing money. He also points out that the fear of 

headaches and the constraints of age seem to be indirect problems to motivation to 

deny traveling. The Chen and Shoemaker survey (2014) identifies three major factors 

as travel restrictions for senior travelers: fear of headaches, physical constraints and 

time and financial problems. 

The analysis of the survey and the work in focus group work shows that complex trips 

involving switching of vehicles or lack of information make passengers over 55 years to 

b on the alert throughout the trip. Meeting many barriers during a trip can have a 

cumulative effect, which causes the passenger to reach a threshold beyond which it is 

no longer worth the effort to travel. Therefore, the motivation for travel will decrease, 

unless there are other alternatives. Past incidents during trips may also reduce the 

travel motivation for seniors.Experiencing several incidents while on the same trip can 

be considered as a traumatic experience for a senior and this may lead to a denial and 

even fear of traveling in the future. 

Switching many transport connections while traveling by train or bus is considered to 

be a complication - transporting luggage, getting on and off buses with crutches or 

walking sticks, finding the right platform at the train station on time generates stressful 

situations for the seniors and can make them unwilling to travel. Also, changing types 

of transport creates emotional anxiety for passengers who cannot manage all parts of 

the travel chain. 
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The fact that a larger amount of useful tourist information is available on the internet, 

including the option to choose and book online, is also a restriction on travel choices, 

mainly for the tourists over 65 years, who are not very well familiar with information 

technology, do not have their own computers and cannot work with the Internet. This 

leads to a long-term avoidance of travel, i.e. the fact that not everyone has a computer 

and not everyone can use the internet is not to be neglected. This is why we can 

recommend traveling agencies and accommodation places to allocate funds for 

advertising such as brochures, flyers, etc. 

Another important factor influencing the decision to travel is the sense of control. The 

detection of unpredictable events while on journey leads to critical reactions of 

uncertainty. Not knowing what is to be expected causes stress, especially if the risks 

include health issues such as the risk of falling. For example, senior travelers aged 

between 65 and 75, and over 75 years who use walking sticks or crutches are afraid of 

falling while getting off the bus or train when they visit a landmark site or head to the 

hotel. Likewise, some passengers do not trust escalators and elevators, and the inability 

to avoid them when visiting a site affects people’s choices to give up the site visit. 

The analysis also shows that for passengers trust is essential in their interactions with 

tourist service providers. There may be, at first glance, insignificant unpredictable 

events that occur in the tourist environment (e.g. driving style, rudeness, etc.), which 

can be of significant importance for senior tourists. 

Adaptation while traveling to other people's habits may also be a reason to reduce the 

frequency of travel, or the dependence on a company or at least a companion to travel 

with. Emotional reactions are also essential when observing traveling behavior. For 

some interviewees, a real critical reaction (such as stress and anxiety) becomes a travel 

barrier in itself, for example, if the person has health problems he will constantly worry 

about his health. Therefore, it should be noted that not only the incidents themselves 

but also the reactions to them, including emotions and attitudes, should be taken into 

account by transport and tourism service providers to better understand the behavior 

and needs of senior travelers. 
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The lack of personnel to assist senior tourists and to be available for them if needed is 

also perceived as a barrier to travel. The presence of such personnel is considered as a 

common security factor, which guarantees fair treatment because not all passengers 

have the same opportunities. The analysis shows that the availability of such staff 

during trips is more important for senior tourists over 65 years. Assessing more general 

basic human needs, such as the sense of control and security, respect, exploration of 

travel details, would be a step forward in identifying the areas for improvement 

improve of the offering for tourists over 55 years old and in reducing the limitations for 

their decision not to travel. 

Practice shows that motivation, behavior, and barriers to travel choices for tourists 

over 55 years are one of the reasons for travel decrease, especially for retirees. They 

have lower-incomes after retirement; some of them are still allocating funds to help 

other members of their family, which is also a barrier to travel. During the focus group 

work and the questionnaire, many respondents said they would travel more if they had 

more money. It has been found that the predictable tourist environment in which a 

vulnerable passenger perceives high levels of behavioral control is essential for making 

a travel decision. One way to achieve greater predictability and control by the traveler 

during a journey would be to provide alternatives, availability of support staff, and 

availability of help phones in strategic locations. 

The current study shows that the decision to make a trip is not based solely on rational 

decisions. Therefore, when designing services, account should be taken of the 

emotional experiences of passengers in the middle of the trip, the irrational decision-

making factors as well as other external factors. Not only the actual abilities of the 

passengers but also the image of their abilities, influence their choice to travel. 

Informing them before the trip that the staff will be present and visible and at their 

disposal will increase their motivation to undertake the journey. The option of choosing 

alternatives, the choice of a lighter route or staying in a leisure area instead of visiting 

a site during the trip would increase the passenger's sense of control and would help 
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 him/her alleviate situations of worry and stress as this would reduce the complexity of 

the trip and therefore effort, which frightens tourists over 55 years of age. Increasing 

the attractiveness of public transport to users would also influence the travel choices 

of tourists over 55 years.  

The analysis showed that tourists over 55 years old are willing to travel throughout all 

seasons, which could have benefited tourist service providers by developing an offer 

for them in the weak seasons such as autumn and winter. Of course, the development 

of a tourist product offseason hides its risks and puts a barrier to the choice of 

destination because often tourist attractions are closed during the weak seasons, 

transport to the location may also be complicated by the meteorological situation, as 

this should not be underestimated. 

In summary, it should be stressed that social-economic factors, behavioral change 

during the journey depend on psychological factors such as attitudes, perceived 

control, habits, and behavior from the past as well as intentional and emotional 

responses. It should be emphasized that interpersonal factors also influence travel 

behavior, including passengers' expectations for others and relations with service 

providers in terms of the trust. It is also important to note that regardless of whether 

two or more individuals have similar behavior, their motivation and intentions may vary 

and change. The information gathered for all the above-mentioned limitations that 

senior tourists face when choosing a trip should help the tourism industry to develop 

more than 55 products and services to meet the needs of tourists and to encourage 

senior travelers to overcome their travel barriers. 

   

VII. COMPARATIVE ANALYSIS OF THE SERVICES OFFERED BY THE TOURISTS 

PROVIDERS AND THE EXPECTATIONS OF THE TOURISTS OVER 55 

 

The adult population in the world is increasing every year. That is why the aging  
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population attracts the attention of the tourism industry, mainly due to the significant 

number of people over the age of 55. By focusing on the tourism industry, we can say 

that the tourist market for tourists over 55 years is very interesting because adults have 

time and relatively good purchasing capabilities for travel. However, it should be noted 

that this statement is valid mainly for senior people in developed countries, whereas in 

less developed countries, such as Bulgaria, they still do not have enough travel 

resources. Therefore, to attract tourists over 55 years, a new thematic tourist offer 

should be developed, which is adequate to the special needs, preferences, and 

requirements.  

Tourists over 55 years are customers-to-be-satisfied and when preparing offers for this 

target group, it should be borne in mind that the stereotyped image of a senior visitor 

is changing over time. In this context, experts note a decrease in tourists who are 

interested in holidays at the seaside, at the expense of tourists who pay more attention 

to the excursions during which they can visit the cultural, historical and natural 

landmarks of the destination. Therefore, companies working in the field of tourism 

should prepare a tourist product that corresponds to the desire of tourists to visit new 

places, to acquire new knowledge about the local culture and life, to try new food. 

 

Travel arrangements and accommodation requirements 

The study shows that senior people over 70 years of age prefer to rely on organized 

trips where everything is pre-arranged and set, and they should not take care of 

transportation, accommodation, meals, and any other logistics commitments. Some of 

these passengers have been looking forward to their retirement age to start exploring 

the world. They like to feel relaxed and travel without surprises, have all the necessary 

amenities during the trip such as a bedroom, a private bathroom, courteous staff, 

delicious food and all this has to be combined with affordable prices. Last but not least, 

we must emphasize that it is important for tourists over 70 years to have easy access  
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to sightseeing, accommodation, and dining. In this connection, tour operators, 

hoteliers, and restaurateurs have to offer to tourists over 55 years of services that are 

adequate to their needs. 

Older people in retirement and early retirement ages between 55 and 65 also have their 

peculiarities and requirements. For them, traveling is an activity that has been 

practiced for many years and has already become a necessity, so over the years they 

have become more and more demanding. They are more informed and better prepared 

to travel, often use the Internet to find information. They tend to choose more busy 

excursions with more visits to cultural and historical landmarks, have more financial 

resources, tend to organize their trips themselves, because they want to be 

independent and do not comply with timetables, transport, etc. They also require the 

quality of the services offered to be maintained, such as accommodation, dining, staff 

courtesy, and expert guides. 

Tourists aged between 60 and 70 are still dynamic and in good health, so they pay more 

attention to details, especially those related to comforts such as one-story 

accommodation, lighted and guarded car parking lots, availability of staff that helps 

with the luggage and accommodation. 

All that has been shown here proves the need for all operators working in the tourism 

sector to review their services and offers so that they can meet the expectations of 

heterogeneous customers. To be adequate to the searches and preferences of the 

tourists over 55 years, tourism service providers should above all be creative to attract 

the attention of customers who are no longer interested in classic things. They should 

make their offers more attractive to more demanding customers. It is important to 

comply with the third age model of behavior. They prefer to travel in pairs, with family, 

friends or acquaintances, or in rare cases alone. 

To develop a suitable offer for tourists over 55 years, it is important to assess the 

current tourism services and their compliance with the needs of the target group.  
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Existing services need to be enriched and adapted to new modern preferences and 

searches (for example, restaurants offer dietary menus; where there are no pools with 

mineral water or spa procedures to be set outdoor activities with healing gymnastics, 

sports walking, etc.), which would result in the satisfaction of tourists over 55 years 

old. 

The findings we have made regarding accommodation services are that there is a variety 

of accommodation options in Vidin and Montana with a quality range of 1-4 stars. As 

the number of four-star hotels is limited to one or two, hotels with one and two stars 

dominate. The size of the rooms is usually medium, with separate bathrooms, 

comfortable beds and bed linen depending on the star level. Most hotels have not made 

any changes to cater for senior people such as ramps, slippery walkways, auxiliary 

handles in the toilets, rooms on the ground floor, elevators and luggage assistance, and 

more types of services to help tourists over 55 years of age. The majorities of hotels do 

not have their private parking lots, restaurants, swimming pools and do not offer spa 

treatments and healing massages. In these cases, it could be considered cooperation 

for accommodation, restaurants, drinking, amusement facilities and attractions for 

tourists to provide discount cards. This would motivate tourists over 55 years to become 

loyal customers. 

On the other hand, in terms of accommodation senior travelers consider important the 

availability of private baths, easy access (stairs often create difficulties), facilities for 

disabled people and a janitor or other kind of luggage assistance service. The 

availability of parking places is also an important condition for choosing a hotel or 

landmark. During excursions, most adult tourists prefer to travel by car. It is more 

convenient, there is no prior booking of tickets. Private car breaks provide seniors with 

independence and flexibility. They can escape the crowd; plan their journey at a pace 

that suits them. The proximity of the parking lot to the room where they stay and the 

option to check on the car is taken as a plus. Therefore, the availability of parking 

spaces for the guests of the hotel or restaurant give priority to a given tourist services  
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provider to another. Hotels offering a package service such as accommodation and meal 

are regarded as an advantage and would help to increase customers and respectively 

revenues. The availability of catering for the tourists who stay there has significant 

benefits for the hotel, it means renting a large number of rooms and selling a lot of 

meals. Also, senior tourists regard it as positive feedback when free travel tips for 

travelers over the age of 55 are published on the hotel’s website, and when the hotel 

has brochures containing maps of sights and logistics tips for the elderly. The presence 

of special equipment and facilities for the seniors, such as ramps and trails with non-

slippery surfaces, auxiliary handles in the toilets also guarantees a revisit to the hotel 

by tourists over 55 years old. Each hotel should provide on its website information about 

the availability of the above-mentioned special facilities, and it is good that these are 

listed separately rather than generalized. 

Often, there is a tendency for senior people traveling in a group to have special 

requirements for hotel staff to facilitate their stay, such as the need to book in advance 

a certain number of rooms, possibly on lower floors with extra keys, as well as special 

arrangements for luggage assistance. This should also be borne in mind by hotel 

managers who could mention on their website that they offer individual (differentiated) 

package services for groups. 

   

Organization of trips and transport requirements 

Concerning transport options in Bulgaria, those are pretty various and tourists can 

choose to travel by bus, minibus, taxi or private car or train. It should be noted that 

not all vehicles have appropriate modifications for senior tourists; some are morally 

and physically obsolete. Transport companies need to upgrade their car park and repair 

their buses, and minibuses to be accessible to senior tourists; it is advisable to prepare 

special stairs for seniors, consider putting blinds on the windows. This would help bus 

transport become preferred for tourists over 55 years, instead of trains, for example.  
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Concerning the quality of the rail transport, according to a survey in 2017, Bulgaria and 

Romania ranked last in Europe with a total score of 1.9, with Bulgaria receiving 0.9 for 

the intensity of railway network use, 0.9 for quality and 0.1 for safety. Undoubtedly, 

the quality of services is not at the required level. Hygiene in the trains is also not at a 

high level, often delays, passenger safety is not guaranteed, the quality of the services 

is generally not good. 

Regardless of the quality of rail transport, the study shows that if they do not use a 

private car as a means of transport, tourists over 55 years give their preference to 

public transport, most of the time choosing namely rail transport, as well as traveling 

by bus. Train travel is considered more convenient, people can walk, stretch their legs, 

visit the dining room, communicate. It gives the passenger a good view of the landscape 

and panorama around, also the sensual satisfaction, as we must highlight the fact that 

the choice of the transport vehicle also has a great impact on the financial side 

considering the relatively low prices of train transport.  

Last but not least, the presence of the Danube River in the region of Vidin and Montana 

provides opportunities for a river-based voyage that is calm and offers a great 

opportunity for complete rest. Travel agencies could consider including such a service 

in their offers for tourists over 55 years of age. 

   

Organization of trips and requirements for eating places 

There are many restaurants and bars in the areas of Vidin and Montana as most of the 

restaurants offer both drinks and food. It can be noted that in both areas there are 

different types of restaurants for everyone’s taste, there are different menus with 

different price lists according to the customer's budget. The quality of service and 

hygiene in some restaurants and pubs is not at the necessary level. If you want to attract 

tourists over 55 years as regular visitors, it is advisable to work on improving food 

quality and service. 
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When choosing a restaurant, it is important to note that tourists over 55 years expect 

the food to be well prepared, which means it should be fresh and tasty. Dining in 

restaurants is supposed to be various and to include seasonal dishes, local specialties, 

gourmet and healthy cuisine, and to be served up until 6 pm. Other important 

requirements for restaurants that are important for the seniors are hygiene, eating 

hours, restaurant atmosphere (for example music offered to suit every taste and 

preference) and friendliness of the staff. 

   

Travel arrangements and stay requirements 

During the survey, we also found that travel agencies do not offer specialized tours and 

do not have special programs for tourists over 55 years. Most of the tours are organized 

around cultural sites or ecotourism sites and targeted the general tourist population. 

Moreover, 5-day, 7-day, and 10-day holiday packages and excursion offers are mostly 

available, according to the demand from the general public. 

Based on the survey results, we can recommend changing the approach to determining 

the duration of excursions, there should be flexibility and opportunity to choose 

excursions with a different duration between 2 and 3 days, 2 and 5 days and 5 and 7 

days. Tourists in pre-retirement age, given their work and social engagements, prefer 

weekend offers or offers with duration of between 2 and 5 days. Those in early 

retirement and late retirement age also prefer weekend packages and tourist offers 

between 3 and 5 days, which is determined by their financial capabilities and health. 

Tourists over 55 years will appreciate it if travel agencies offered them unique 

experiences combining adventure, nature, and culture with educational components 

and contact with locals. For example, this could be a cultural walk that includes visiting 

a local community. Inclusion of culinary components, visual arts or musical elements in 

the tourist offer will help create unforgettable experiences and attract tourists over 55 

years of age as this would generate their interest in practicing a traditional craft with 

locals because interaction with peers and enjoyment to your skills brings back happy 

memories and satisfaction. 
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Travel arrangements and requirements for financial terms 

It should be noted that in terms of price, suppliers also need to implement a more 

flexible policy with more discounts and promotions for senior people. Accommodation 

at lower and medium rates is preferred by senior tourists before lodging in luxury 

hotels. During their holiday, they seek comfort to a relatively acceptable quality, which 

they find at home, if possible at low prices. They also accept discounts for tourists over 

55 years as an excellent gesture, which makes them feel like valuable and desirable 

guests. At present, it is noticeable that tour providers do not have special offers and 

rates for senior people. The availability of a preferential tariff or promotion would be 

of interest to consumers over 55 years of age. In most cases, the attractiveness of the 

price is based on short stays or weekend packages that are widely demanded by senior 

users. The small financial capabilities of adult tourists could be offset by offering tourist 

packages for larger groups visiting offseason. 

   

Organization of trips and requirements for providing medical information 

Over the years, health problems of senior tourists increased, which is why they often 

ask for medical offices and hospitals close to the tourist destinations they are about to 

visit. Having such information would make them feel safer on their journey, so it is 

recommended that travel agencies provide medical information to tourists over 55 

years, which will be highly appreciated by them. 

   

Organization of trips and requirements for tourist services 

The providers of tourism services may conclude that if they want to be competitive, 

they need to apply a more active approach, such as the development of a 

comprehensive travel package that includes places to visit, accommodation and meals, 

transport and various preferential prices and discounts.  
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Tour operators and travel agents must include tours with a qualified tour guide. Guided 

tours are the natural alternative for adults who rely on new knowledge of new places, 

cultures, and lifestyles for a short time. The guide allows them to visit the most 

interesting places without excessive wandering around, which is important for senior 

tourists. It is advisable to have a structured timetable with a detailed plan of the things-

to-do and places-to-visit. Groups should be within 20 to 25 people, as tourists over 55 

years of age like to meet other people and feel safer in a group. 

Tourist companies should turn their attention to tourists over 70 years because they 

prefer to enjoy guided tours without any responsibility for transport, accommodation 

and leisure activities. Their choice to trust a tourist company to visit attractions is 

explained by the opportunity to learn interesting facts and stories about sites by expert 

staff. Besides, they feel secure in a large group of people and know that if help is 

needed they will have it. They also prefer to stop in fewer places that can be explored 

in-depth than having multiple shorter stops where a large amount of information cannot 

be utilized. 

Older people aged over 70 find that the services offered by travel agencies are valuable 

for the planning of vacations and trips to unfamiliar destinations or big trips. They find 

information about tourist bureaus from verified sources, such as relatives and friends, 

in rare cases when choosing an agency they trust the Internet, but this is mainly valid 

for people aged between 55 and 65. They need to book a vacation through a renowned 

travel agency with experienced and courteous staff who has the experience in 

organizing excursions for tourists over 55 years. The presence of such an experience 

would attract elder people.  

They are critical of travel insurances and perceive it as discriminatory. Travel agencies 

should be able to recommend travel insurance suitable to adults and also to be able to 

highlight the benefits of insurance and the security it provides. 

   

Organization of trips and used sources of information 
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As we have already mentioned the preferred sources of information by adults is 

generally the feedback they receive from relatives or acquaintances. It is noteworthy 

that older people over 70 years plan their trips over a longer period (three weeks or 

more in advance) before their departure, much longer than tourists in the age range 

between 55 - 65 years. It is generally noticed that adults do not seek information about 

where to travel as they already have a list of desirable destinations. They are rather 

looking for information when to go, how to get there, and what other experience shall 

add value to their journey. They use a wide range of information resources, including 

guides, tourist brochures, newspapers, and television, travel agencies, and information 

centers for visitors. However, it should be noted that oral information is the most 

appreciated source of travel information when shared by close and trusted people. 

 Policy analysis of tourism service providers for tourists over 55 years of age 

Unfortunately, some hoteliers do not take any action to attract senior people. The 

reason is probably not the fact that they do not appreciate the benefit that during the 

poor seasons they could have earned more if they had offers for tourists over 55 years 

old. Most hotels, restaurants and travel managers do not look at all at the advantages, 

disadvantages, and opportunities that would be revealed to them if they are preparing 

offers for tourists over 55 years, the reason is that they find the development of a 

special offer for tourists over 55 years to be an expensive and unnecessary service. This 

is the case with many hotels in small areas where there is no rich cultural or natural 

heritage, and which due to their small size cannot take into account the development 

of new offers. They show dissatisfaction with this type of users. However, they can 

choose other alternatives by contacting tour operators and presenting them with 

suitable offers for senior tourists. In case they decide to develop an offer for tourists 

over 55 years, they would have the opportunity to attract these customers through 

adequate offers, flexible prices and time providing useful tourist information. 
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Most hotel, restaurant and tourist managers who took participation in different surveys 

take their decisions based on extreme rationality and profit rates and, as much as 

possible, bet on a quick and secure profit. It is noticeable that managers are willing to 

offer some services without giving them the necessary attention and without trying to 

earn loyal customers. Unfortunately, no general action is taken, but only partial 

services or so-called auxiliary activities are offered. 

Of course, there are also hotels on the tourist market which, through their access to 

information, are aware of the economic potential of the segment of tourists over 55 

years, but they are only a couple. They have researched the needs of senior people and 

as a result, they are developing refined offers trying to seduce this kind of clientele. 

This kind of decision-making is related to the concept of rational expectation of Weber, 

Mutt, and Richard. Such hoteliers are very well aware that this clientele will occupy an 

important place in the future of tourism and therefore undertake many measures 

especially as regards to the structural level of their business. 

According to the research of Kaschel, Eckhegorie Pros and Summaron, 2015, the 

situation in more developed countries is similar, economic agents are not sufficiently 

concentrated in knowing the requirements and preferences of the seniors. They are 

still not convinced that they need to develop tourism offers for people over 55 years. 

In conclusion, if we want accommodation and travel agencies to attract a clientele 

over 55 years old, it is important to be prepared programs and services that are 

adequate to the needs and demands of the senior tourists. The provider must present 

a balanced offer that includes a combination of tranquility, relaxation, beautiful 

nature, the opportunity to spend enough time with family and friends, providing a 

comfortable environment that implies the availability of special places (sports halls, 

green areas, treatment rooms, etc.). It is also important to be organized sightseeing 

tours with easy access, which do not imply a tiring and busy route. It is recommended 

that the routes are with different complexity levels, but to reach the same tourist 

landmark. For tourists over 55 years, it is important to combine a transition with a 
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break. Older clients appreciate the hospitality, cleanliness, and attitude of the staff. 

It is also recommended that accommodation and travel agencies offer to all their guests 

and customers brochures with information about the region and the local attractions, 

landmarks, museums, and tourist sites business hours, and other interesting facts. It is 

advisable also that the leaflet material contains complete and reliable information on 

the characteristics of the terrain, recreation areas, problem areas or slippery road 

surfaces. 

   

CONCLUSION  

 

Based on the documentary survey, the analysis of the completed questionnaires and 

the work with the focus groups, we can make important conclusions on which to base 

our suggestions and recommendations on the future development of tourism for people 

over 55 years. 

The analysis results give us a comprehensive understanding of the motivation, needs, 

constraints, and patterns of tourist behavior over people over 55 years during tours. 

First of all, it is important to recognize that, despite some common features, the 

diversity of adult tourists is significant and their motivation for travel is also different. 

It is quite normal for people of one generation to think and act differently, to have 

different patterns of behavior, different requirements, preferences and views. It is 

important to identify the most common and most important requirements, motives and 

preferences, and the withstanding limitations. 

Based on the survey and focus groups, we have systematized several main motives and 

patterns of behavior during trips of senior tourists. As a whole, we can conclude that 

behavior and motivation are influenced by the characteristics of the generation itself. 
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In most cases, age is not an obstacle to practicing tourist activities, the analysis shows 

that even older respondents (over 75 years) are interested in tourism activities and 

want to receive specific services according to their needs and interests. It is important 

to emphasize that there are differences not only between senior people but as well as 

between individuals. From the analysis, we found that there should be different tourist 

services and tourist offers for younger tourists aged between 55 and 65 and older 

tourists between 65 and 75, and over 75 years of age as well as varied offers of different 

duration.  

Senior people over 55 years of age are open to travel in the country and the region, a 

smaller percentage are willing to travel abroad, so tourism providers must understand 

their specific needs and requirements. Regional strategies should also focus on 

attracting both local and international tourists over 55 years of age. Among the 

respondents, there was a large percentage of people who were willing to travel but 

could not afford it financially. Therefore, a tourist offer at affordable rates for middle-

aged and lower-income adults should be considered.  

It is noteworthy that seniors between 55 and 65 years of age prefer to organize their 

travel individually without the help of other institutions such as travel agencies. In the 

case of group travel, they prefer these to be organized by local organizations. Usually, 

they use a car, train or bus, avoid air transport, mainly for financial reasons, and travel 

in the country and region because of the short distance.  

Usually, they prefer to travel with family members or friends. Many of them are single 

or widowed and if so they prefer to travel in groups with acquaintances.  

Some of the respondents are still working, some are retired, and some are working 

pensioners. This may be due to financial reasons as well as the fact that they feel active 

enough to be still on the labor market. Due to employment engagements, these seniors 

cannot travel for a longer period, so it is important to prepare tourist offers with 
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different longevity (weekend package, three-day package, five-day package, and 

weekly package).   

Most tourists over the age of 55, say that summer is the most favorable travel season, 

a constant percentage of people give their preferences to autumn and spring. Tourist 

products aimed at tourists over 55 years provide a great opportunity to overcome the 

negative impact of seasonality. Therefore, it is important to develop tourist packages 

for the different age groups over 5 as they represent a diverse market segment. 

According to the results of this study, there is a potential for developing tourist offers 

for seniors outside the season as well as during all seasons as tourists over 55 years do 

not depend on time frames and can travel all year round; tourism service providers 

should benefit from this fact and develop this niche.  

The main obstacles encountered while deciding whether to make travel trips are 

financial reasons and health problems. Therefore, we would recommend the tourist 

providers to develop products and packages at affordable prices outside the season so 

that these groups can get involved in tourism too. This would be of positive benefit to 

tourism service providers because they have fewer guests in the weak seasons and have 

to decrease their staff and even close down. It is also important to note that for many 

seniors the lack of interesting offers to for new places combined with cultural, historical 

and natural landmarks, cultural events and tranquility in the wild is also an obstacle. 

This once again confirms that it is extremely important to explore the real needs, 

interests, and motivation of senior people to develop the products they are interested 

in. 

The analysis shows that tourists from the third age group use their own experiences or 

feedback from family members, friends, and acquaintances, the information in leaflets 

and brochures as their most important sources of information related to tourism. The 

people from this generation prefer to have everything visually, so maps, brochures, etc. 

are needed for the purpose. It is also still difficult for media to reach this target group. 
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Therefore, it is advisable to include in their programs interviews with providers of 

tourism services aimed at an unpopular tourist segment, such as tourism for people 

over 55 years of age. It would be useful to present a certain type of service through 

customer satisfaction. It is a positive tendency that a relatively high percentage of 

people use the Internet as a source of information. This is why it is important for tourism 

service providers to use different channels of communication such as the Internet, to 

invest, for example, in paper brochures, maps of landmarks, leaflets, etc.  

The most important motive for people over 55 years for rest are the rest itself, peace 

and relax, the meeting with family members, as well as the visit of cultural, historical 

and natural landmarks. Security, quality of service, hygiene of accommodation, fine 

cuisine and courteous staff are among the most attractive factors for the seniors.  

Health can be both a motivator and a constraint on leisure travel for senior tourists. 

Nowadays, senior travelers are more experienced than ones from previous generations. 

They are active, learn, discover and enjoy new experiences. Another key to engaging 

senior tourists is to pay attention to their feelings. They are willing to undertake a 

traveling experience that includes taste, touch, smell and/or sound more memorable.  

It is essential to understand the essence of this market segment to adequately meet 

the needs and expectations of people over 55 years, not only in terms of marketing and 

sales but also as a strategy for healthier aging. 

All the gathered information can be summarized in the statement that the market for 

senior tourists is one of the most challenging markets due to its inherent complexities. 

Undoubtedly, the evaluation of the needs, expectations, constraints, and desires of 

tourists over 55 years in a proactive way can contribute to the development of 

innovative services and offers to overcome some of the existing gaps.  
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The analysis information can help travel service providers to develop suitable tourist 

offers for seniors over 55 years. However, it is important to stress out that the results 

of the analysis cannot be fully summarized and unified because it mainly covers Vidin 

and Montana districts. Last but not least, it should be pointed out that the upcoming 

decades shall witness a remarkable increase in the importance of tourism for seniors 

over 55 years. It is therefore essential that tourism providers adapt their products to 

the needs of such tourists and start offering attractive and personalized travel packages 

for them. This may create clearer market benefits for certain tourism service providers. 

The potential of the tourist market for senior tourists is stable and is even growing, 

which ensures that an effective marketing strategy will be financially rewarded in the 

future.  

Investing in market research and continuous monitoring of the elderly tourist market 

can provide a solid basis for market success. In our opinion, this Analysis should be used 

as the basis for the preparation of Strategic Marketing Planning, which is a valuable 

tool for tourism stakeholders and will give them an advantage in the future. 
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