Contents

Part I Defining the Older Tourist Market
1 Population Aging: Challenges and Opportunities

for the Tourism Industry. .. ........ ... ... ... .. ........... 3

1.1 The Population Aging Phenomenon. . .......... .. .. ... ... 3

1.2 Toward a Definition of Older Persons . .. ................... 5

1.3 Major Challenges of Population Aging . .................... 7

1.3.1 Financial Security. .......... ... ... ... ... 7

132 Health. ... .. ... ... . . 7

1.3.3 Enabling Environments. . . ......... ... ... ... ....... 8

1.4 A New Approach to Older Persons: Promoting Active Aging. . . . 9

1.5 Older Persons as Consumers . ... .................coouo .. 11

1.5.1 The Ageism of a Youth-Centric Marketing ............ 11

1.5.2 Stereotypes About Older Consumers . ................ 13

1.5.3 Addressing the Older Consumer Market. . ............. 14

1.6 Aging and Traveling: Opportunities for the Tourism Industry . ... 16

1.6.1 Defining Older Tourists . ... ....................... 16

1.6.2 Emerging Trends in Older Tourists’ Behavior . ......... 18

References . ...... .. .. 18

2 Segmentation Approaches to Older Tourists . .................. 25

2.1 Segmentation in Tourism Studies. .. ....................... 25
2.2 A Classification of Segmentation Approaches in the Tourism

Literature . . .. ... ... 26

2.3 Segmentation Approaches to Older Tourists ................. 27

2.4 A Priori Segmentation Approaches . ........... ... ... ...... 28

241 AZe .o 29

2.4.2 Generation or Cohort . . .......... ... ... ... . ....... 30

2.4.3 Socio-demographics . .. .......... .. 32

2.4.4 Importance of Tourism Activities for Quality of Life. . . . . 34

Xiii



Xiv

2.5 A Posteriori Segmentation . .. ........... ... ... ... ...
2.5.1 Psychographics. .......... ... .. ... .. .. . ...
2.5.2 The Gerontographic Approach to Older Tourists . . . . .
2.5.3 Behavioral Variables ..........................

2.6 Conclusions and Directions for Future Research ... ........

References .. ... .. .. .

Part I Older Tourist Behavior: The Demand-Side Perspective

3 Older Tourists’ Travel Planning Behavior . . .. ............ ..
3.1 Understanding the Travel Planning Process . ..............
3.2 The Travel Planning Process Among Older Tourists . . ... ...
3.3 Determinants of Core Decisions: Internal Factors ..........

3.3.1 Travel Needs and Motivations . .. ................
3.3.2 Travel Constraints . ...........................
3.4 Determinants of Core Decisions: External Factors..........
3.4.1 Information Sources...........................
342 PullFactors ............ .. .. ... .. ... . . ... . ...
3.5 Core Decisions. . .. ......... ... .
3.5.1 Destination Choice............................
352 Lengthof Stay ........ ... .. ... .. .. .. .. ..
3.5.3 Travel Organization ...........................
3.5.4 Travel Companions ....................c.......
References . ... .. ... . . ... .. ...

4 Information and Communication Technologies: Impacts

on Older Tourists’ Behavior . .. ..........................

4.1 Information and Communication Technology Development

InTOUriSM . . . ..o

4.2 Information and Communication Technology Adoption

Among Older Persons . . ................ ... .. .......

4.3 The Impact of Information and Communication Technology

and Social Media on the Tourist Experience . .............

4.3.1 Micro-moments in the Tourist Experience:

The Role of Mobile Devices .. ..................

4.4 Information and Communication Technology and Social

Media in Tourism Activities ........... .. ... ... ......
4.4.1 Online Information Searching. . ..................
4.4.2 Online Information Sharing . ....................
443 Online Booking . ................. ... ... ......
444 EXperiencing. ... ............iiiiiiiii.,
References .. ... . ... . .

Contents

. T4
.. T4

... 8

... 85

o 87

... 88



Contents

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

5.1
52

53
54

5.5

Defining Hospitality. . ........... ... ... . . . . . ..
Older Tourists’ Preferred Types of Accommodation:
An OVEIVIEW . . ..o
Models of Service Quality and Satisfaction..................
The Importance of Hotel Attributes for Older Tourists’
Satisfaction . ... ..
5.4.1 A Focus on Hot Spring Hotels. . ....................
5.4.2 From Satisfaction to Delight: The Creation

of Memorable Service Experiences. . .................
Emerging Forms of Hospitality: Peer-to-Peer Accommodation . . .

References . .. ... . . . e

Part II Marketing To Older Tourists: The Supply-Side

Perspective

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

6.1

6.2

6.3

Purpose of the Study and Methodology. . ...................
6.1.1 A Qualitative Approach . ..........................
6.1.2 Case Studies Selection . .. .........................
6.1.3 Data Collection. . . ........... ...
6.14 Data Analysis. . ... ...t
ElderTreks—Small-Group Exotic Adventures for the Over 50. . . .
6.2.1 Company Profile. .. .......... ... ... ... .. ..... ...
6.22 The Target .. ... ... ..o
6.2.3 Positioning . ............. ...
6.2.4 Product or Services Offered . . ......................
6.2.5 Price Strategy . . ........ ...
6.2.6 Distribution Strategy. . . .. ...
6.2.7 Promotion Strategy. ............... ..
6.2.8 Active Aging and the Challenges

for the Next Decades . . ............ .. ... .........
Viaggi Floreali—Slowly Walking Among Flowers
and Gardens. . . ...
6.3.1 Company Profile. .. ......... ... ... .. ... .. ... . ...
6.3.2 The Target . ......... ... ...
6.3.3 Positioning . ........ ... .. ...
6.3.4 Product or Services Offered . . ......................
6.3.5 Price Strategy . . ... ...
6.3.6 Distribution Strategy. . . .. ........ ..
6.3.7 Promotion Strategy. ............... ...
6.3.8 Active Aging and the Challenges

for the Next Decades . . ...........................

XV

105
105

107
111

113
115

117
118
120



XVi

Contents
6.4 Algarve Senior Living—Accommodation Solutions
for Long-Term Stays . .. ......... .. ... ... . . . . .. 144
6.4.1 Company Profile. . . .............. ... ... ... ....... 144
642 The Target . ... ... ... i 145
6.4.3 Positioning . ........... .. ... .. 147
6.4.4 Product or Services Offered . .. ..................... 148
6.4.5 Price Strategy . .. ... ... 149
6.4.6 Distribution Strategy. .. .......... ... ... ... . ... .... 149
6.4.7 Promotion Strategy. ... ............. ... 150
6.4.8 Active Aging and the Challenges
for the Next Decades . . .......... ... ... .. ........ 150
6.5 DisCUSSION . .. ... 151
References . . ... . .. . 155
Strategic and Operational Marketing Tools for Older
Tourists . . . ... .. 157
7.1 Strategic Marketing for Older Tourists. . . ................... 157
7.1.1 Terminology Issues: Older, Senior, or ................. 158
7.1.2  Segmentation Approaches. . ........................ 160
7.1.3 Positioning . ............. .. 163
7.1.4 Service Design and Customer Care .................. 164
7.2 Managing the Marketing Mix .......... ... ... ... ... ... ... 166
72,1 Product........ ... ... ... 167
T2.2 Price..... ... 169
723 Place. .. ... 170
7.2.4 Promotion. . ...............iiiit 171
7.3 Limitations and Future Research Directions. .. ............... 172
References . . ... .. . 173



	Foreword
	Reference

	Preface
	Contents
	Defining the Older Tourist Market
	1 Population Aging: Challenges and Opportunities for the Tourism Industry
	Abstract
	1.1 The Population Aging Phenomenon
	1.2 Toward a Definition of Older Persons
	1.3 Major Challenges of Population Aging
	1.3.1 Financial Security
	1.3.2 Health
	1.3.3 Enabling Environments

	1.4 A New Approach to Older Persons: Promoting Active Aging
	1.5 Older Persons as Consumers
	1.5.1 The Ageism of a Youth-Centric Marketing
	1.5.2 Stereotypes About Older Consumers
	1.5.3 Addressing the Older Consumer Market

	1.6 Aging and Traveling: Opportunities for the Tourism Industry
	1.6.1 Defining Older Tourists
	1.6.2 Emerging Trends in Older Tourists’ Behavior

	References

	2 Segmentation Approaches to Older Tourists
	Abstract
	2.1 Segmentation in Tourism Studies
	2.2 A Classification of Segmentation Approaches in the Tourism Literature
	2.3 Segmentation Approaches to Older Tourists
	2.4 A Priori Segmentation Approaches
	2.4.1 Age
	2.4.2 Generation or Cohort
	2.4.3 Socio-demographics
	2.4.4 Importance of Tourism Activities for Quality of Life

	2.5 A Posteriori Segmentation
	2.5.1 Psychographics
	2.5.1.1 Subjective Age or Self-perceived Age
	2.5.1.2 Travel Motivations
	2.5.1.3 Travel Constraints

	2.5.2 The Gerontographic Approach to Older Tourists
	2.5.3 Behavioral Variables

	2.6 Conclusions and Directions for Future Research
	References

	Older Tourist Behavior: The Demand-Side Perspective
	3 Older Tourists’ Travel Planning Behavior
	Abstract
	3.1 Understanding the Travel Planning Process
	3.2 The Travel Planning Process Among Older Tourists
	3.3 Determinants of Core Decisions: Internal Factors
	3.3.1 Travel Needs and Motivations
	3.3.2 Travel Constraints

	3.4 Determinants of Core Decisions: External Factors
	3.4.1 Information Sources
	3.4.2 Pull Factors

	3.5 Core Decisions
	3.5.1 Destination Choice
	3.5.2 Length of Stay
	3.5.3 Travel Organization
	3.5.4 Travel Companions

	References

	4 Information and Communication Technologies: Impacts on Older Tourists’ Behavior
	Abstract
	4.1 Information and Communication Technology Development in Tourism
	4.2 Information and Communication Technology Adoption Among Older Persons
	4.3 The Impact of Information and Communication Technology and Social Media on the Tourist Experience
	4.3.1 Micro-moments in the Tourist Experience: The Role of Mobile Devices

	4.4 Information and Communication Technology and Social Media in Tourism Activities
	4.4.1 Online Information Searching
	4.4.1.1 Information Searching: The Case of the TripAdvisor Senior Travel Forum

	4.4.2 Online Information Sharing
	4.4.3 Online Booking
	4.4.4 Experiencing

	References

	5 Hospitality and Older Tourists: A Focus on Accommodation Choices
	Abstract
	5.1 Defining Hospitality
	5.2 Older Tourists’ Preferred Types of Accommodation: An Overview
	5.3 Models of Service Quality and Satisfaction
	5.4 The Importance of Hotel Attributes for Older Tourists’ Satisfaction
	5.4.1 A Focus on Hot Spring Hotels
	5.4.2 From Satisfaction to Delight: The Creation of Memorable Service Experiences

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

	Marketing To Older Tourists: The Supply-Side Perspective
	6 Understanding Marketing Approaches to Older Tourists: A Selection of Case Studies
	Abstract
	6.1 Purpose of the Study and Methodology
	6.1.1 A Qualitative Approach
	6.1.2 Case Studies Selection
	6.1.3 Data Collection
	6.1.4 Data Analysis

	6.2 ElderTreks—Small-Group Exotic Adventures for the Over 50
	6.2.1 Company Profile
	6.2.2 The Target
	6.2.2.1 Customers’ Expectations
	6.2.2.2 Customer Satisfaction

	6.2.3 Positioning
	6.2.4 Product or Services Offered
	6.2.5 Price Strategy
	6.2.6 Distribution Strategy
	6.2.7 Promotion Strategy
	6.2.8 Active Aging and the Challenges for the Next Decades

	6.3 Viaggi Floreali—Slowly Walking Among Flowers and Gardens
	6.3.1 Company Profile
	6.3.2 The Target
	6.3.2.1 Customers’ Expectations
	6.3.2.2 Customer Satisfaction

	6.3.3 Positioning
	6.3.4 Product or Services Offered
	6.3.5 Price Strategy
	6.3.6 Distribution Strategy
	6.3.7 Promotion Strategy
	6.3.8 Active Aging and the Challenges for the Next Decades

	6.4 Algarve Senior Living—Accommodation Solutions for Long-Term Stays
	6.4.1 Company Profile
	6.4.2 The Target
	6.4.2.1 Customers’ Expectations
	6.4.2.2 Customer Satisfaction

	6.4.3 Positioning
	6.4.4 Product or Services Offered
	6.4.5 Price Strategy
	6.4.6 Distribution Strategy
	6.4.7 Promotion Strategy
	6.4.8 Active Aging and the Challenges for the Next Decades

	6.5 Discussion
	References

	7 Strategic and Operational Marketing Tools for Older Tourists
	Abstract
	7.1 Strategic Marketing for Older Tourists
	7.1.1 Terminology Issues: Older, Senior, or …
	7.1.2 Segmentation Approaches
	7.1.3 Positioning
	7.1.4 Service Design and Customer Care

	7.2 Managing the Marketing Mix
	7.2.1 Product
	7.2.2 Price
	7.2.3 Place
	7.2.4 Promotion

	7.3 Limitations and Future Research Directions
	References


