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To my family



Foreword

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

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

and opportunities facing them in the future so they can more carefully segment the
market and better anticipate older individuals tourism and travel needs through a
customer-centered approach.

Dr. Ian Patterson

Associate Professor

(recently retired)

School of Business (Tourism Cluster), The University of Queensland
St. Lucia Campus, Queensland, Australia

Reference

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



Preface

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

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

Extant research on older tourists has focused on themes such as
socio-demographic and travel characteristics, travel motivations, and psychological
factors (Jang et al. 2009). Other scholars have focused on older tourists’ accessi-
bility requirements, perceptions of service features, and Information and
Communication Technology (ICT) adoption. However, despite its potential, the
older tourist market is still under researched, and stereotypical images of older
adults are still used in marketing practices. Even though a few scholars have
examined tourism organizations and their marketing strategies aimed at older
individuals, for example in the context of accessible tourism, the literature has
devoted limited attention to suppliers targeting older tourists. Overall, there is a
need for a comprehensive analysis of the older tourist market that considers both
tourists’ behavior as well as suppliers’ strategies.
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X Preface

This book aims to provide an in-depth analysis of population aging challenges
and opportunities from a tourism marketing perspective by combining a
demand-side and supply-side approach to older tourists. The methodological
approach used in this book stems from the consideration that tourism marketing
must be customer-centered if it is to be successful. Tourism organizations must
carefully segment their market and understand—or better, anticipate—their cus-
tomers’ needs and desires to provide successful product, price, place and promotion
strategies. In other words, the use of marketing tools should derive from scrupulous
and constant marketing research activity. Accordingly, this book first addresses
older tourists’ characteristics and travel behavior, and then discusses how tourism
organizations can develop their marketing strategies to target this specific market
segment.

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

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

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

From a methodological point of view, the first two parts of the book are the
result of an extensive literature review of the top international tourism and hospi-
tality journals and industry reports, as well as of empirical studies conducted by the
author during the last five years. In the last part, three original case studies are
developed following a qualitative research approach based on semi-structured
in-depth interviews. This method enabled a holistic understanding of respondents’
experiences that could not have been achieved otherwise, given that the suppliers’
perspective has hitherto been under-investigated. The book concludes by encour-
aging further research in this field in order to respond to the challenges and
opportunities of this rapidly increasing segment.



Preface xi

My interest in the older-market segment started in 2012. When talking about
macro-trends with my husband, he commented about Lombard Odier’s Golden Age
Fund, a global equity thematic fund designed to seize the opportunity of the
long-term aging population trend across multiple sectors. It invests in equities that
derive mainly from the aging population theme, including for example health care
products and services, healthy food, cosmetics, leisure, and financial planning.
Later, in early 2013, Liz Gill, a colleague from the University of Sydney, held a
seminar at the University of Verona and discussed a paper concerning older peo-
ple’s empowerment and social engagement, which stimulated me further to explore
the relationship between age and consumer behavior in a research area that has been
fascinating me since my master’s degree in tourism management.

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

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

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

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

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

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

Verona, Italy Vania Vigolo
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