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1.1 How to better Understand the Interest of 

Silver Tourist 

1.1.1. SILVER TOURISTS: AN INCREASING PART OF THE 

TOURISM MARKET. AN INTRODUCTION TO AGEING IN 

EUROPE. 
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More and more senior people in Europe 

Si lver  t ou r is ts  a re  an inc reas ing  pa r t  o f  t he  tour is t  marke t  fo r  two demograph ic  

reasons :  l onge r  l i fe  expec tancy  and l ower  b i r t h  ra tes .  Thus ,  t he re  a re  no t  on ly  

more  and more  e lder ly  peop le  bu t  they  a l so  cons t i t u te  a  b igge r  p ropo r t ion  o f  t he  

popu la t ion .   

Severa l  f ac to rs  exp la in  why  l i f e  expec tancy  i s  ra is ing :  main ly  dec l i n ing  mor ta l i t y  

ra tes  i n  the  in fan t  popu la t ions  and  more  and more  dec l in i ng  mor ta l i t y  ra tes  fo r  

e lde r l y  peop le ,  bo th  due to  be t te r  hea l thca re  and  l i fes ty l es  as  we l l  as  medica l  

p rogress .  H is tor i ca l l y ,  inc rease in  l i fe  expec tancy  was  on ly  exp la ined by  dec l in i ng  

o f  in fan t  mor ta l i t y  ra tes ,  dec rease  o f  e lde r ly  mor ta l i t y  ra tes  and  sen ior  peop le  in  

be t te r  hea l tha re  more  recen t  phenomena.   

I n fan t  mor ta l i t y  ra tes  have been rap id ly  dec l in i ng  ove r  the  l as t  decades .  In  2014,  

t h is  ra te  was  o f  3 .7  deaths  per  1  000  l i ve  b i r ths  in  the  EU -28 ,  whereas  i n  1994  tha t  

ra te  approx imated 7 .5 .   

S imi la r l y ,  be t te r  hea l thca re  and  improved  l i f es ty les  have  i n f l uenced l i f e  

expec tancy .  L i fe  expec tancy  a t  b i r th  in  the  EU -28 is  es t imated a t  80 ,9  years  

i n  2014  (83 ,6  fo r  women and 78 ,1  fo r  men) .  Be tween 2000  and 2014 ,  the  

r i se  i n  l i fe  expec tancy  var i ed  be tween 2 ,5  and 6 ,8  yea rs  depend ing on  the  

Member  Sta tes .  Eu ros ta t  has  been  ab le  to  ca lcu la te  l i f e  expec tancy  a t  65  

yea rs  o ld  based  on  the i r  demograph ic  da ta  wh ich  i s  represented  in  the  

fo l l owing f igure .  In  ave rage ,  i n  2014  in  t he  EU,  65 -yea r -o ld  peop le  can 

expec t  to  l i ve  a  fu r ther  20  yea rs  (18 ,6  fo r  ma les  and 21 ,6  fo r  f ema les ) ,  

whether  i t  be  in  good  hea l th  or  no t .   

F ig u re  1 :  L i fe  e xp e cta ncy  a t  6 5 - ye a rs -o ld  i n  2 014  

 

S o u rce :  E u ro s t a t ,  ( de mo_ m le xp ec  d a t ab as e)  
 

http://ec.europa.eu/eurostat/product?code=demo_mlexpec&language=en&mode=view
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More seniors in good and healthy conditions 

Fur thermore ,  no t  on l y  has  l i fe  expec tancy  i nc reased  but  hea l thy  l i fe  expec tancy  

too .  Accord ing  to  Euros ta t ,  l i f e  expec tancy  a t  a  ce r ta i n  age  is  t he  mean add i t iona l  

number  o f  years  tha t  a  person  o f  t ha t  age  can expec t  to  l i ve ,  i f  sub jec ted 

th roughout  t he  res t  o f  h is  o r  her  l i fe  to  t he  cur rent  mor ta l i t y  cond i t i ons  ( i . e .  death  

ra tes  observed  fo r  tha t  cu r ren t  pe r iod) ;  whereas  hea l thy  l i f e  years ,  a lso  ca l led  

d isab i l i t y - f ree  l i fe  expec tan cy  (DFLE) ,  i s  de f ined  as  the  number  o f  yea rs  tha t  a  

person  is  expec ted  to  cont inue to  l i ve  in  a  hea l thy  cond i t ion .  A  hea l thy  cond i t ion  i s  

de f ined as  one  wi thout  l im i ta t i on  in  f unc t ion ing  and  w i thou t  d isab i l i t y .  

I n  2014,  the  number  o f  hea l thy  l i fe  yea rs  a t  b i r th  was  es t ima ted  a t  61 .4  yea rs  fo r  

men and 61.8  years  fo r  women in  t he  EU -28 ;  th is  rep resen ted  approx imate ly  79  % 

and  74  % o f  to ta l  l i fe  expec tancy  fo r  men  and women .  

The  European  Innovat ion  Par tners h ip  on  Ac t i ve  and 

Hea l thy  Age ing  (EIP  on AHA)  i s  a  p i lo t  scheme tha t  a ims 

to  inc rease  the  ave rage hea l thy  l i f espan  o f  EU c i t i zens  by  

two years  by  2020.  Crea ted in  2011,  the  E IP on AHA is  a  

p i lo t  in i t ia t i ve  l aunched  by  the  Eu ropean  Commiss ion  to  

f os te r  i nnova t ion  i n  the  f ie l d  o f  ac t i ve  and  hea l thy  age ing .  

F ig u re  2 :  P op u l a t ion  p y ra m ids ,  E U - 28 ,  2 01 5  an d  2 0 80  ( %  o f  th e  to t a l  p opu l a t i on )  

S o u rce :  E u ro s t a t  (d emo_ p jan g ro up  da ta ba se )  an d  (p ro j _1 3np ms  d a t ab as e )  

Accord ing  to  Eu ros ta t ,  l onger  l i fe  expec tancy  and  l ower  b i r th  ra tes  have 

cont r i bu ted  to  a  g loba l  age in g o f  the  popu la t ion  over  the  years .  The popu la t ion  o f  

t he  EU-28  on 1  January  2015 was  es t imated a t  508 .5  mi l l i on .  Young peop le  (0  to  

14  years  o ld )  made  up  15.6  % o f  t he  EU -28 ’s  popu la t ion ;  wh i le  persons  cons ide red 

to  be  o f  work ing  age (15  to  64  years  o ld )  accounted fo r  65 .6  % o f  t he  popu la t i on ,  

and  o lder  pe rsons  (aged  65  or  ove r )  had  an  18 .9  % share .  The  med ian  age  o f  the  

EU-28 ’s  popu la t ion  was  42 .4  years  on  1  January  2015.  Th is  means  tha t  ha l f  o f  the  

EU-28 popu la t i on  was  o lde r  than 42 .4  yea rs ,  and  ha l f  you nger .  

https://ec.europa.eu/eip/ageing/home_en
https://ec.europa.eu/eip/ageing/home_en
http://ec.europa.eu/eurostat/product?code=demo_pjangroup&language=en&mode=view
http://ec.europa.eu/eurostat/product?code=proj_13npms&language=en&mode=view
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The med ian age in  the  EU  i nc reased by  4  yea rs  be tween 2001 and 2015 and 

meanwhi l e ,  the  ra t io  o f  o lder  persons  has  i nc reased f rom 16,6  % to  18 ,9  %.  The 

fo l l owing f igu re  shows the  age py ramid  o f  the  EU popu la t ion  i n  2015,  as  we l l  as  

the  p red ic t ions  fo r  2080.  

More senior tourists 

F ina l l y ,  changes  i n  men ta l i t i es  have a lso  l ed  s i l ve r  tour is ts  t o  be  a  b igger  par t  o f  

t he  tour is t  marke t  as  they  t rave l  a  l o t  and  s tay  ac t i ve  l onge r  t han before .  

Ev iden t ly ,  th is  va r ies  g reat l y  depend ing on  coun t r ies ,  soc ia l  we l fa re ,  and  the  

p ro fess iona l  ca tego ry  o f  popu la t i on  ( i t  doesn ’ t  app l y  a t  a l l  to  f a rmers  fo r  examp le) .  

We may  conc lude  tha t  s i l ve r  tour is ts  a re  ve ry  d ivers i f ied  and  essen t ia l l y  l i ke  any  

o ther  t ou r is t  except  t hey  a re  more  f lex ib l e  as  to  when  they  can t rave l  and  a re  o lder  

so  the  somet ime  p resent  wi th  hea l th  i ssues .   

Bo r ja  e t  a l .  (2002 )  have shown  tha t  the  segment  o f  adu l ts  ove r  55  years  o f  age wi l l  

i nc rease the  overa l l  vo lume o f  tour ism the  most ;  these adu l ts  a re  cha rac te r i sed  by  

ex tens ive  exper ience  in  t ou r ism,  m ak ing  them more  demanding  consumers  and 

a l lowing  demand  to  sh i f t  away  f rom peak  seasons  because  th is  i s  a  segmen t  o f  the  

popu la t ion  tha t  i s  o f ten  re t i red .  Th is  segment  i s  augmen ted by  d i sab led  peop le ,  

w i th  whom sen ior  c i t i zens  share  common needs ,  ma in ly  ac cess ib i l i t y .  Thus ,  th is  

po ten t ia l  segment  o f  tou r is ts  approaches  one  f i f th  o f  the  popu la t ion .  Access ib i l i t y  

improvemen ts  no t  on ly  benef i t  these groups  but  a lso  p regnant  women and those 

w i th  t emporar i l y  res t r i c ted  capac i t ies ,  such  as  ch i ld ren and fam i l i es .  In  gene ra l ,  

eve ryone benef i ts  f rom g reater  access ib i l i t y .   

F ig u re  3 :  S ha re  o f  th e  ag e  g ro up  in  t he  to ta l  nu mb e r  o f  tou r i sm  t r ip s  an d  in  

e x pen d i tu re ,  E U - 2 8 ,  2 014  (%)  

S o u rce :  E u ro s t a t  ( to u r_d em _e x ag e  d a t ab a se) ( tou r_d em _t ta ge  d a t aba s e)  

N o t e  :  E U- 28  a g g r eg a t e  c a l cu l a t ed  us i ng  20 13  d a ta  fo r  t h e  Un i te d  K i ng d om .  D u e  to  

r o un d i n g ,  d e v ia t i o ns  ca n  o c c u r  b e t w ee n  t o t a l s  an d  s u b to ta l s  

http://ec.europa.eu/eurostat/product?code=tour_dem_exage&language=en&mode=view
http://ec.europa.eu/eurostat/product?code=tour_dem_exage&language=en&mode=view
http://ec.europa.eu/eurostat/product?code=tour_dem_exage&language=en&mode=view
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Accord ing  to  Eu ros ta t ,  in  2015,  55 -65  yea rs -o ld  t ou r is ts  accounted  fo r  15 ,3% of  

t he  to ta l  tour i s t  market  and  65 -years -o ld  peop le  or  more  accounted fo r  17 ,7%.  The 

fo l l owing f i gu re  de ta i l s  t he  sha re  o f  each  group  i n  the  to ta l  number  o f  t ou r is t  t r ips  

and  in  expend i tu re  where  i t  i s  a lso  remarkab le  how impor tan t  the  sha re  o f  55+ i s  in  

t he  tou r ism sec to r .  

A  s tudy  f rom the  CBI ,  t he  Cen t re  fo r  the  Promot ion  o f  Impor t s  f rom deve lop ing  

coun t r i es ,  pa r t  o f  t he  Ne ther lands  Enterpr ise  Agency  and  funded  by  the  

Ne the r l ands  M in i s t ry  o f  Fore ign  A f fa i r s ,  ana lysed  the  tour is t  market  i n  Eu rope.  

They  conc luded  fo r  example  tha t  the  German and /o r  theUK sen ior  t rave l  markets  

have  the  l a rges t  vo lumes o f  po tent ia l  sen ior  t rave l le rs  in  Eu rope.  Fur the rmore ,  

t hese markets  a re  very  mature ,  and ma tu re  t rave l le rs  a re  gene ra l l y  more  l i ke ly  to  

t rave l  t o  deve lop ing  count r i es .  Fur thermore ,  sen io rs  in  smal l e r  Eu ropean  markets  

such  as  Norway ,  Luxembourg  and Swi tze r l and  gene ra l l y  have h igher  ne t  incomes 

than sen io rs  in  Eas te rn  and Sou thern  Eu ropean markets .  Tou r ism expend i tu re  i s  

a lso  expec ted to  be  h igher  among sen iors  f rom these  coun t r ies .  

Th ree  o f  every  10  European sen io rs  t rave l  abroad,  acco rd ing  to  s ta t i s t i cs  o f  

Eu ros ta t .  Whereas  long outbound  t r ips  decreased i n  a l l  age groups  between  2006 -

2011,  l ong  ou tbound  t r ips  by  sen ior  c i t i zens  inc reased  by  15%.  A l though  these  a re  

f igures f rom 2011,  i ndus t ry  expe r ts  expec t  th i s  t rend  to  cont i nue in  t he  l ong te rm,  

due to  the  age ing Eu ropean popu la t i on .  Th is  means  tha t  there  is  considerable  

potent ia l  fo r  increasing  the number  o f  fo re ign  t r ips taken by seniors .  

 

How are  s i lver  tour is ts  d i f ferent  f rom other  tour is ts?  What  a re  the  d i f fe rent  

mot ivat ions  o f  sen ior  tour is ts? Why do they t rave l? What  are  they look ing for  

when they  t rave l?  Even  i f  sen ior  tour is ts  remain a  very  he terogenous  group ,  

some tendencies can be descr ibed.  
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1.1.2. THE SPECIFIC INTERESTS OF SILVER TOURISTS IN 

GENERAL: MOTIVATIONS AND TENDENCIES TO TRAVEL 

AND WHEN DO THEY TRAVEL. 

Al l  k inds  o f  surveys  and  s tud ies  t ry  to  de te rmine when do s i l ve r  tou r is ts  t rave l  the  

most .  As  they  a re  h igh ly  f l ex ib le  a f te r  the i r  re t i rement ,  the i r  t r ips  and  ho l i days  

o f ten  depend  on  the  fa res  they  can  f ind  (o f f - season,  i n  au tumn o r  spr ing ,  ou ts ide  

o f  summer  ho l idays)  o r  the  mo t iva t i on  o f  the i r  t r ip  ( rang ing f rom summer  ho l idays  

w i th  the i r  g randch i l d ren to  a  d i scovery  t r i p  o f  South -Eas t  As ia ) .   

‚Des t ina t i on  persona l i ty ‛  i s  a  research  p ro jec t  a im ing  to  exp lo re  how we  can  bet te r  

measure  and  pred ic t  tour is t s ’behav iour  and  cus tomer  expe r ience  in  the  t rave l  

sec tor ,  look ing  a t  new da ta  d imens ions  o f  consumers  ( soc io -demograph ic ,  

persona l i ty ,  mot iva t ion ,  emo t ions , . . . )  and  p laces  (des t i na t ion /b rand  pe rsona l i ty  

i ndexes ) .  The  resu l ts  o f  th is  p ro jec t ,  wh ich  i s  a imed  a t  be ing  an  i nnovat ive  

expe r i ence wi th in  the  tou r ism sec tor ,  shou ld  be  c lose ly  mon i to red conce rn ing  

sen ior  t ou r is ts .    

F ig u re  4 :  S p ec i f ic i t y  o f  t o u r is t i c  a c t iv i t i e s  a cc ord in g  to  a ge  g roup  

 

S o u rce :  S i l v e r  Tou r i sm  p ro j e c t  

A wide range o f  i n te res ts  can mot iva te  sen io r  tour is t s  t o  go  on ho l idays .  A s tudy  o f  

t he  F rench  Min is t ry  o f  Economy  f rom Februa ry  2016  ana lyses  the  spec i f i c i ty  and 

the  f requency  o f  sen ior  ac t i v i t i es  dur ing  the i r  ho l i days .  Indeed,  the  s tudy  

segmented  the  popu la t ion  i n  two groups :  25 -61  years -o ld  and 62 -89 yea rs -o ld  and 

then ana l ysed wh i ch  ac t i v i t i es  one  g roup took  pa r t  in  more  than the  o the r  g roup 

and  a t  wha t  f requency .  Thus ,  t he  fo l lowing  f igure  g ives  an i dea o f  t he  ac t i v i t i es  
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http://home.mysmark.com/en/branddestination-personality/
http://www.entreprises.gouv.fr/files/files/directions_services/etudes-et-statistiques/4p-DGE/2016-02-4Pages-51-tourisme-seniors.pdf
http://www.entreprises.gouv.fr/files/files/directions_services/etudes-et-statistiques/4p-DGE/2016-02-4Pages-51-tourisme-seniors.pdf
http://www.entreprises.gouv.fr/files/files/directions_services/etudes-et-statistiques/4p-DGE/2016-02-4Pages-51-tourisme-seniors.pdf
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more spec i f i c  t o  the  62 -89 yea rs -o ld  g roup  wh ich  means  tha t  they  take  par t  i n  tha t  

ac t i v i ty  more  dur ing  the i r  ho l idays  than  the  younger  age  g roup .  

The  benef i ts  o f  t rave l l ing  a re  a lso  very  d ive rs i f ied  fo r  s i l ve r  t ou r is ts .  Hav ing  a  lo t  

o f  spa re  l e isure  t ime can  become lone ly  and  somet imes  even  bo r i ng ,  t rave l l ing  can 

be a  mean  o f  soc ia l  in te rac t i on  and a  coun te rac t  to  t he  fee l i ng  o f  l ack  o f  mean ing 

o f  l i f e  in  i t s  l a te r  s tages .  Stay ing  ac t i ve  he lps  counterac t  t he  age ing  p rocess ,  

p rov ides  necessa ry  soc ia l  i n te rac t ion  and  r i ch  l i f e  exper iences .  

Thus ,  the  l i s t  o f  poss ib le  mo t iv a t i ons  fo r  t rave l l i ng  i s  a  long one :  make the  mos t  o f  

t he i r  f ree  le isure  t ime wh i le  they ’ re  in  good hea l th ,  change f rom da i l y  rou t ine ,  

re l axa t ion ,  v is i t  p l aces  they  have a lways  wan ted to  or  rev i s i t  p laces  they  know 

(somet imes  accompanied by  nos ta lg ia  and  t he  fee l i ng  o f  ‚ th i s  i s  the  las t  t ime‛ ) ,  

soc ia l  i n te rac t ion ,  d iscover i ng  new th ings  and seek ing  knowledge ,  e tc .   

O f  cou rse ,  i n te res ts ,  ac t i v i t i es  and  mo t iva t i ons  va ry  accord ing  the  age group ,  the  

soc io -economic  p ro f i l e  and pe rsona l  p re fe rences  too .  The on l y  common a t t rac t ion  

fac to rs  seem to  be  natu re ,  sa feness ,  h is to r i ca l  s i tes ,  qua l i t y  o f  serv ices  and easy  

t ranspor ta t ion  connec t ions .  

I ndeed ,  sen io rs  a re  de f i ned  as  55+ yea rs  o ld  peop le  bu t  need less  to  say  be tween 

a  55-yea r -o ld  pe rson and a  cen tena r ian ,  ther e  are  many  d i f fe rences ,  a lso  

depend ing  on  the  genera l  ind iv i dua l  s ta te  o f  f i tness .  They  are  o f ten  3  sub -

 

 

The  European  In te r reg  p ro jec t  TOURAGE conduc ted  a  survey  am ong  1  436 

sen ior  tour i s ts  and came up wi th  the  fo l l ow ing conc lus ions .  On the  p ro jec t  

l eve l ,  en joy ing  res t  and  s i l ence  i s  t he  most  impor tan t  fac to r  f o r  sen iors  

when  they  are  p lann ing the i r  ho l idays .  I t  i s  an  impor tan t  cond i t ion  when a  

cer ta i n  reg ion  p lans  t o  ex tend  sen ior  tou r ism env i ronments .  Reg ions  

shou ld  o f fe r  p l aces  wh ich  are  re lax ing ,  and  p rov ide  a  sa fe  env i ronmen t  fo r  

sen iors .  Fami l y  i s  a lso  a  majo r  f ac tor  as  a  mo t iva t i ona l  fac tor  f o r  ho l i days ,  

i n  many  cases  fami ly  members  (ch i ld ren,  g randch i l d ren )  a r e  l i v i ng  ab road,  

and the  ho l idays  cou ld  be  a  way  to  meet  wi th  fami ly  members .  Fo r  sen iors ,  

i t  i s  a lso  impor tan t  t o  escape  da i l y  rou t i nes ,  improve  qua l i ty  o f  l i fe  and 

expe r i ence someth ing  new.  

The  su rvey  prov ided  an  oppor tun i ty  f o r  respondents  to  name any  m iss ing  

ho l i day  mo t iva t i ons .  The  responden ts  men t ioned tha t  they  a re  look ing  fo r  

new p laces  to  v is i t ,  and  espec ia l l y  men t ioned exp lor i ng  the i r  own  count ry  

(Greece,  La tv i a )  and  i ts  cu l t u ra l  and natura l  her i t age .  I t  was  noted  tha t  

one  impor tan t  goa l  was  no t  o n l y  to  spend  t ime wi th  fami ly  bu t  a lso  wi th  

f r i ends  on a  ho l iday .  In  a  few cases  spor t  (e .g .  go l f ,  sk i )  and cu l tu ra l  

ac t i v i t ies  (a r t  c lasses ,  dance)  were  a lso  ment ioned  as  ho l i day  mot iva t i ons .  

Hea l th  and  rehab i l i t a t i on  was  a lso  men t ioned toge the r  w i th  re l a xa t ion  and 

be ing  away  f rom da i l y  p rac t i ces .  

 

http://www.tourage.eu/
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catego r i es  o f  sen io rs  taken in to  accoun t  in  s tud ies  or  su rveys :  f rom 55 to  70 -

yea rs -o ld ,  70  to  85 -yea rs -o ld  and more  than 85 -yea rs -o ld .  Befo re  70 -yea rs -o ld ,  

s i l ve r  tou r is ts  a re  cons idered ac t i ve  and as  capab le  as  any  o the r  t ou r is t s ,  bu t  a f te r  

70-yea rs -o ld ,  i t  i s  more  common to  have groups  w i th  g reate r  phys ica l  cons t ra in ts ,  

and  even  more  a f te r  85 -yea rs -o ld .   

Moreover ,  re t i remen t  does  not  e rase  a l l  soc io -economic  d i f fe rences  and  the re  are  

seve ra l  p ro f i les  o f  s i l ve r  tou r is ts ’  ho l idays  f rom long a l l - inc lus ive  t r ips  to  fo re ign  

des t ina t i ons  fo r  t he  wea l th ie r  t o  camping  t r i ps  i n  the i r  reg ion  o r  count ry  o f  o r i g in  

f o r  t he  less  wea l thy  and/or  l ess  ‚adventurous ‛  tour is t s .  

A  ve ry  pa r t i cu la r  g roup o f  s i l ve r  t ou r is ts  wou ld  be those tha t  have j us t  re t i red  and 

a re  undergo ing  the  t rans i t ion  between  the i r  ac t i ve  l i f e  and  new re t i remen t  s tage.  

E f fec ts  o f  re t i r i ng  can  i nc lude  pa r t ia l  i dent i ty  d is rup t ion ,  dec is i on  para lys is ,  

d im in ished se l f - t rus t ,  expe r i ence o f  a  pos t  re t i remen t  vo id ,  t he  sea rch  fo r  

mean ing fu l  engagemen t  in  soc ie ty ,  deve lopmen t  o f  a  re t i remen t / l i f e  s t ruc ture ,  the  

conf luence  o f  ag ing  and  re t i remen t ,  death  anx ie ty ,  the  c r i t i ca l  nu r tu r ing  o f  soc ia l  

re l a t i onsh ips ,  a nd se l f -ac tua l i za t ion  (J .  W.  Osborne,  Un ivers i t y  o f  A lbe r ta ,  

Psycho log i ca l  e f fec ts  o f  the  t rans i t i on  to  re t i rement ) .  

The question of seasonality  

Senio r  peop le  t rave l  a l l  t he  t ime as  they  don ’ t  h ave  to  take the i r  ho l idays  when 

schoo ls  a re  o f f .  I t  doesn ’ t  mean  tha t  they  a re  spend ing  more  t ime  on ho l i days ,  bu t  

t hey  take the i r  t ime to  choose the  co r rec t  des t i na t ion  tha t  wi l l  bes t  answer  to  the i r  

expec ta t i ons .  Acco rd ing  to  a  s tudy  o f  t he  Eu ropean  In te r reg  pro jec t  TOURAGE,  

the re  a re  some reg iona l  d i f f e rences  in  p re fe r red  seasons ,  i . e .  i n  some count r ies  

w in te r  i s  a  usua l  ho l i day  pe r iod  a lso  fo r  sen io rs .  There  seems  to  be  poten t ia l  in  

deve lop ing  o f f -season tour ism o f fe rs  fo r  the  sen io rs  as  they  are  mos t ly  wi l l i ng  and 

ab le  to  t rave l  th roughout  t he  year .  

  I n  May -June and  Sep tember /Oc tobe r :  they  o f ten  leave  wi th  the i r  pa r tne rs  or  

w i th  f r iends  fo r  longe r  s tay  (a round 10 -15 days ) ,  p re ferab ly  on  p laces  

where  they  wi l l  f i nd  peo p le  o f  a l l  gene ra t ions .  They  en joy  reduced ra ted  by  

l eav ing  in  l ow -season and are  not  necessa r i l y  tak ing  ‚sen io r  packages ‛ .   

  Dur ing  schoo l  ho l idays ,  they  are  o f ten  t rave l l ing  wi th  the i r  g rand -ch i ld ren.   

 

 

 

http://files.eric.ed.gov/fulltext/EJ969555.pdf
http://files.eric.ed.gov/fulltext/EJ969555.pdf
http://files.eric.ed.gov/fulltext/EJ969555.pdf
http://www.tourage.eu/
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1.1.3. BETTER UNDERSTANDING THE INTERESTS OF 

SILVER TOURISTS: CONCLUSION. 

This  f i r s t  learn ing  e lement  exp la ins  the  demograph ic  change  tha t  has  been 

occu r r ing  in  Eu rope dur ing  the  l as t  decades  wi th  an  age ing o f  the  popu la t i on  due 

to  h ighe r  l i fe  expec tancy  and  l ower  mor ta l i t y  ra tes .  However ,  peop le  l i ve  l on ger  

bu t  a lso  hea l th ie r  and  s tay  ac t i ve  wh ich  i s  why  the  sen io r  market  i s  more  and  more  

impor tan t  fo r  the  tour ism economy.  Nowadays ,  sen io r  tour is t s  a re  cons ide red l i ke  

any  o the r  tour i s ts ,  espec ia l l y  be fo re  75 to  80  years -o ld  when hea l th  i ssues  beg in  

to  emerge more  f requen t ly .  Thus ,  t he  d i ve rs i ty  o f  th i s  g roup ,  in  the i r  mot iva t ions  

and in te res ts ,  mus t  be  cons ide red wi th  ta rge ted  tou r is t i c  o f fe rs ,  and the i r  spec i f i c  

age - re la ted  needs  mus t  be  me t  by  the  ac tors  o f  the  tour i sm sec to r .   
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1.1.4. HOW TO BETTER UNDERSTAND WHO THE SILVER 

TOURISTS ARE: INTRODUCTION TO THE INTERVIEW. 

The ob jec t i ve  o f  th i s  Un i t  i s  to  acqu i re  a  be t te r  unders tand ing about  the  

mot i va t ions ,  needs ,  and  expec ta t ions  o f  the  s i l ve r  tou r i sm as  an oppor tun i ty  to  

c reate  new exper iences ,  t ou r is t  packages  adap ted  to  t hem.  Des ign  Think ing  

methodo logy  wi l l  l ead us  to  know the  reasons  why  s i l ver  tour ism is  coming to  one 

spec i f i c  des t ina t ion  and they  buy  the  produc ts  o r  se rv ices ,  t h rough  the  in teg ra t ion  

o f  the  s i l ve r  tour is t  i n  the  c en t re  o f  the  ana lys is .  

The  exe rc ise  to  be  ca r r i ed  out  dur i ng  th is  Un i t  1  i s  f ocused  on  how to  empa th ize  

w i th  ou r  ta rge t  i n  o rder  to  know a l l  abou t  the i r  needs ,  des i res ,  mo t iva t i ons ,  e tc . ,  

wh ich  w i l l  he lp  us  c reate  a  spec i f i c  p ro f i le  to  be  used du r ing  the  r es t  o f  the  Un i ts  

t o  des ign  new expe r i ences ,  p roduc ts  and  se rv ices .   

The  f i r s t  s tep  to  empath ize  w i th  our  ta rge t  i s  t he  ‚ In te rv i ew‛  too l .  Th is  t oo l  i s  

c ruc ia l  i n  the  Empath ize  phase,  and the  bes t  way  to  hear  f rom ‚peop le ‛  in  the i r  

own words .  In  t h is  par t  o f  the  un i t ,  t he  oppor tun i ty  o f  s i l ve r  tou r i sm has  been 

demonst ra ted ,  as  a  b ig  marke t  bu t  w i th  some needs  wh ich  mus t  be  conve r ted  in to  

oppor tun i t i es .   

Un t i l  now,  in  th is  un i t  some gener ic  cha rac ter i s t i cs  have been descr ibed ( fa res ,  

mot i va t ions ,  s i l ve r  tour is t  ca tegor ies ,  ac t i v i t ies ,  e tc . ) .  Dur ing  the  res t  o f  Un i t  more  

cha rac te r i s t i cs  wi l l  be  put  f o rward ,  bu t  t o  c rea te  i nnova t ive  expe r i ence,  p roduc ts  

o r  se rv ices ,  i t  i s  necessa ry  to  know the  rea l  needs  o f  "YOUR" tour i s ts .  

Th is  i s  t he  momen t  to  s ta r t ! ! !  Le t ´s  go . . .  

F i r s t  o f  a l l ,  i t  i s  good  to  read  the  " In te rv i ew"  ca rd  be fo re  you beg in  to  c reate  your  

own ques t i onna i re .  Th is  ca rd  w i l l  g i ve  you ideas  abou t  how to  c reate  a  

ques t i onna i re  and how to  conduc t  an  in te rv iew.  Once you  have  read  the  card ,  i t  i s  

t he  moment  to  s ta r t  t o  c rea te  you r  ques t ionna i re  . . . ,  i nc l ud ing  the  main / re levant  

ques t i ons  about  the  cha rac te r i s t i c s  wh ich  have bee n j us t  desc r i bed dur ing  Un i t  1 .  

Du r i ng  the  res t  o f  Un i t  1 ,  more  cha rac te r i s t i cs  wh ich  must  be  inc luded in  t he  

ques t i onna i re  w i l l  be  desc r i bed .   

Once  the  ques t i onna i re  has  been comple ted (a t  the  end  o f  th i s  un i t ) ,  se lec t  a  

g roup  o f  peop le  tha t  you  cons ide r  t o  be  you r  ta rget ,  the  type  o f  t ou r is t  you  wou ld  

l i ke  to  a t t rac t  w i th  your  i nnovat ive  expe r iences ,  p roduc ts  or  se rv i ces ,  and then,  

conduc t  t he  in te rv i ew fo l lowing the  recommenda t i ons  o f  t he  In te rv iew card .  

 

 

 

 

 

http://www.campustop.academy/pluginfile.php/137/mod_folder/content/0/Silver_Tourism_DT_tools_Interview.pdf?forcedownload=1
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Reflective questions 

Do the  tou r ism t rends  fo r  s i l ve r  tour is ts  fo l low the  same pat te rns  as  fo r  o ther  

t ou r is ts?  Is  i t  poss ib le  to  l i nk  mot i va t ion ,  type o f  tour ism and  soc io -economic  

ca tego r i es? Is  the  tou r ism sec to r  ready  fo r  the  age ing  o f  t he  popu la t ion? What  i s  

t he  impac t  o f  s i l ver  t ou r is ts  on  o ther  ca tegor ies  o f  t ou r is ts?   

 

Further information and references for learning, teaching 

and assessment activities 

 On the topic of demography: Eurostat study, in Statistics Explained, “Population 

structure and ageing” 

 On the topic of senior traveller market: CBI factsheet, “Senior Travel from 

Europe” 

 On the topic of the merging silver economy: European Parliament briefing, “The 

silver economy – Opportunities from ageing” 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://ec.europa.eu/eurostat/statistics-explained/index.php/Population_structure_and_ageing
http://ec.europa.eu/eurostat/statistics-explained/index.php/Population_structure_and_ageing
http://ec.europa.eu/eurostat/statistics-explained/index.php/Population_structure_and_ageing
https://www.cbi.eu/sites/default/files/market_information/researches/product-factsheet-europe-senior-travel-2015.pdf
https://www.cbi.eu/sites/default/files/market_information/researches/product-factsheet-europe-senior-travel-2015.pdf
http://ec.europa.eu/research/innovation-union/pdf/active-healthy-ageing/eprs_silvereco.pdf#view=fit&pagemode=none
http://ec.europa.eu/research/innovation-union/pdf/active-healthy-ageing/eprs_silvereco.pdf#view=fit&pagemode=none
http://ec.europa.eu/research/innovation-union/pdf/active-healthy-ageing/eprs_silvereco.pdf#view=fit&pagemode=none
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1.2 Mobility of Silver Tourist and Accompanying 

persons 

1.2.1. THE MOBILITY PATTERNS TO GO TO A TOURISM 

DESTINATION REGARDING THE MEANS OF TRAVEL BUT 

ALSO THE TENDENCIES OF SENIOR TOURISTS TO 

TRAVEL IN GROUPS/ALONE/WITH FAMILY. 

Who do the senior tourists travel with? 

Usual l y  sen io r  tour i s ts  t rave l  w i th  f ami l y  members  and  f r iends .  Many  o f  them a re  

s i ng le  or  w idow(e r ) ,  the re fo re  spec i f i c  g roup  o f fe rs  shou ld  be  c reated fo r  t hem.  

However ,  many  sen io r  tour is t s  do  not  w i sh  to  t rave l  on ly  wi th  o ther  sen ior  tour is ts ,  

no t  on ly  do  they  no t  wan t  t o  fee l  o ld  and  pre fe r  mixed  groups  bu t  t hey  may  a l so  be 

t rave l l ing  wi th  ch i ld ren o r  g rand -ch i l d ren .   

Lone ly  women and more  genera l l y  sen iors  who have los t  t he i r  companions  

rep resen t  an  impor tan t  par t  o f  the  sen io r  t ou r is t s .  They  are  not  necessa r i l y  used  to  

t rave l  in  g roup  and they  don ’ t  necessar i l y  f ind  the  adequate  o f fe r  t o  answer  to  

t he i r  needs .  A  l one ly  woman  wi l l  t r y  to  mob i l i se  her  f r i ends  ( i n  coup le )  and her  

o ther  lone ly  f r iends  to  t rave l  w i th  them.  Bu t  f r iends  a re  not  a lways  the  bes t  op t ion  

(no t  the  same tas tes ,  no r  budget ,  no t  t he  same in te res ts ,  nor  t he  same ava i lab i l i t y )  

and t rave l l i ng  w i th  a  coup le  i s  no t  a lways  very  comfor tab le .  Thus ,  lone l y  women 

o f ten  pre fe r  smal l  g roups  w i th  themat ic  t rave ls  to  see secu red p laces  where  they  

w i l l  fee l  sa fe ,  where  they  cou ld  have  exchanges  wi th  o ther  peop le  dur ing  the  day .  

They  qu i te  o f ten  don ’ t  l i ke  sha r i ng  the i r  rooms w i th  un fami l ia r  peop le ,  thus ,  s i ng le  

rooms  shou ld  remain  ava i lab le  wi th out  a  l o t  o f  d i f fe rence  in  compar ison to  a  

doub le  room.  

How do the senior tourists travel? 

Accord ing  to  resea rchers  E l i sa  A lén ,  T r in idad Domínguez  and  Nieves  Losada  f rom 

the  un ivers i ty  o f  V igo  in  Spa in ,  i n  a  s tudy  ent i t l ed  ‚New oppor tun i t ies  fo r  the  

tou r ism market :  sen ior  t ou r ism and  access ib le  tour ism‛ ,  the  car ,  and i n  pa r t i cu la r  

t he  pr i va te  car ,  i s  the  p re fe r red  mode o f  t ranspor ta t ion  by  sen io r  c i t i zens  fo r  

l e isure  t rave l ,  f o l l owed by  p lanes  and t r a ins  even  i f  buses  are  more  and more  

used ,  espec ia l l y  by  sen io r  coup les .  Never the less ,  t he  type  o f  t r ip  s t rong ly  

de term inates  the  type o f  t ranspo r t  (espec ia l l y  rega rd ing  the  d i s tance  where  sen ior  

t ou r is ts  go ) .  P lanes  wi l l  be  more  used fo r  l ong -d is tance t rave ls  whereas  ca rs  wi l l  

be  more  used fo r  sho r t -d is tance t r ips .   

http://cdn.intechopen.com/pdfs-wm/35523.pdf
http://cdn.intechopen.com/pdfs-wm/35523.pdf
http://cdn.intechopen.com/pdfs-wm/35523.pdf
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The TOURAGE pro jec t  has  conduc ted  a  survey  on 1704  sen io r  c i t i zens  i n  11  

Eu ropean reg ions .  The  ana lys is  o f  t he  s tudy  shows tha t  ‚Sen iors  pre fe r  to  

o rgan i se  the i r  t rave l  ind iv i dua l l y  w i thou t  the  he lp  o f  o ther  i ns t i tu t ions  l i ke  t rave l  

agenc ies .  In  case o f  g roup t rave l ,  they  p re fe r  to  pa r t i c ipa te  th rough loca l  sen ior  

o rgan i sa t ions .  They  a re  usua l l y  us ing  the  bus  a s  a  t ranspo r ta t i on  mode ,  bu t  fo r  

abroad a  g rowing  number  o f  t hem a re  us ing  a i r  t rave l  as  we l l . ‛  
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1.2.2. THE NECESSITY TO DEVELOP INNOVATIVE AND 

ALTERNATIVE TRANSPORT MEANS, ESPECIALLY IN 

RURAL AND MOUNTAIN AREAS. 

The  main  bar r i e rs  o f  t rave l  a re  f inanc ia l  reasons  and  hea l th  p rob lems ,  wh ich  i s  

why  more  soc ia l  suppor t  schemes  o r  o the r  sen ior  d iscoun ts  or  a f f o rdab le  o f f -

season p roduc ts  and packages  shou ld  be  c rea ted to  make i t  poss ib le  f o r  these 

g roups  to  ge t  i nvo l ved  in  t ou r ism.   

I n  pa ra l l e l ,  sus ta inab le  mob i l i t y  shou ld  now be  encou raged  wi th  the  deve lopment  

o f  so f t  mob i l i t y  so lu t ions ,  on -demand  so lu t i ons ,  i n te r -moda l i ty  and pub l i c  

t ranspor ts  tha t  w i l l  bene f i t  bo th  to  l oca l  c i t i zens  and tou r is ts .  Focus ing  on 

a l t e rnat i ves  to  ind iv idua l  ca r s  fo r  t rave l  up  to  des t ina t i on  ( i . e  up  to  t he  f ina l  

k i lomet er  o f  the  tour is ts ’  t rave l )  i s  i nhe rent  t o  t he  sus ta inab le  t rans i t i on  and  can 

be  encou raged by  the  deve lopmen t  o f  combined  ‚ t ra in  /  bus  pass‛  packages  a t  

reduced pr ices  fo r  example .  As  tou r is ts  a re  p lann ing the i r  t rave l s  by  d is tance,  

f requen t ly  us ing  the  In te rnet ,  improv ing  the  p rov is i on  o f  i n fo rmat ion  on the  pub l i c  

t ranspor t  op t i ons  fo r  t rave l l ing  to ,  f rom and  wi th i n  a  des t i na t ion  i s  equa l l y  

necessa ry .  

The  ques t ion  o f  access ib i l i t y  and  access  to  pu b l i c  t ranspo r t  i s  gene ra l l y  more  

cha l leng ing  i n  ru ra l  and  mounta in  a reas  where  l onger  d is tance  and fewer  

popu la t ion  a re  two exp lana t ions  o f  l ess  dens i ty  pub l i c  t ranspo r t  ne tworks .  

Never the less ,  good p rac t i ces  can be i den t i f ied ,  such as  in  the  Move on  Green  and 

Access2Mounta in  p ro jec ts  (see Annex  1 ) .  

Move  on  Green  (MOG)  is  an  INTERREG IVC pro jec t  (2012 -

2014)  wh ich  a imed to  improve  the  des ign  and e f fec t i veness  o f  

reg iona l  po l i c i es  on  sus ta inab le  t ranspo r t  i n  ru ra l  and 

moun ta in  a reas .  MOG t r ied  to  con t r ibu te  to :  reduc ing  

emiss ions  and was te  and m in im iz i ng  the  impac t  on  both  the  env i ronment  and l oca l  

l andscapes ;  a l l owing  the  bas ic  needs  o f  bo th  ind iv idua ls  and  soc ie ty  t o  be  met  

sa fe ly  and  in  a  manne r  cons is ten t  wi th  human and  ecosys tem hea l th ;  suppor t ing  

compet i t i ve  economy op t i ons  as  we l l  as  ba lanced deve lopmen t  i n  ru ra l  a reas ;  and  

o f fe r ing  a  number  o f  t ranspor t  a l te rnat i ves  ( co -shar ing ,  mu l t imoda l  t ranspo r t ,  

t ranspor t  on  demand)  wh ich  a re  a f fo rdab l e  and  ope ra te  e f f i c ien t l y .  The  pro jec t  

o rgan i zed  exchanges  o f  expe r i ences  on sus ta inab le  mob i l i t y  be tween the  13 

par tners  i nvo lved.  Based  on  the  examples  ana lysed ,  each reg iona l  par tner  

a f t e rwards  prepa red an  ac t i on  p lan  on  sus ta inab le  t ranspo r t  t o  imp leme nt  loca l l y .  

The  p ro jec t  ACCESS 2  MOUNTAIN  

(2011 -2014)  a imed to  ach ieve 

durab le ,  env i ronmen ta l l y  f r iend ly  

t ou r ism,  as  we l l  as  to  ensu re  access ib i l i t y  and connec t ion  to ,  be tween  and in  

sens i t i ve  reg ions  o f  t he  A lps  and the  Carpa th ians .  I t  wanted  bene f i t  a l l  (po ten t ia l )  

http://www.euromontana.org/projet/move-on-green/
http://www.access2mountain.eu/en/project/default.html
http://www.access2mountain.eu/en/project/index.html
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use rs .  Wi th  the  l ong - te rm pe rspec t i ve  o f  inc reas ing  sus ta inab le  tour is t  mob i l i t y ,  

ra i lway  and  mu l t imoda l  connec t ions  wi l l  be  improved  and a t t rac t i ve  o f fe rs  c reated 

v i a  p re - i nves tment  measures ,  p i l o t  ac t i v i t ies ,  and i nves tmen ts .  I t  was  cen t ra l  to  

t he  pro jec t ,  to  t rans fe r  expe r i ences  made and  knowledge ga ined i n  t he  A lps  to  the  

South -eas tern  European  reg ion .  I n  th is  rega rd ,  t he  t ransnat i ona l  coopera t i on  in  the  

f ie l d  o f  sus ta inab l e  reg iona l  deve lopment  p layed an  impor tan t  ro l e .  Tou r is t i c  

i n f ras t ruc tures  are  to  be  c rea ted o r  improved  in  a  sus ta inab le  manner .  Th is  paves  

the  way  fo r  ach iev ing  i n te rnat iona l  env i ronmen t  a ims  and  y i e ld  compe t i t i ve  

advantages .  

How can me develop sustainable alternative and innovative 

transport means to facilitate the mobility of senior tourists? 

Hereaf te r  a re  p resen ted  sus ta inab le  a l te rnat i ve  so lu t i ons  to  t he  car  f rom the  Move 

on Green  and Access2Moun ta in  pro jec ts .   

  Transpor t  on demand :  To  p rov ide  a  t ransp or t  se rv ice  fo r  smal l  i so la ted  

v i l l ages  wi th  poo r  connec t ions ;  the  a im  is  to  cove r  mob i l i t y  needs  fo r  

access  to  d i f fe rent  se rv i ces  by  max imis ing  ex is t i ng  se rv ices .  T ranspo r t  on  

demand  rep resen ts  an  in te res t i ng  oppor tun i ty  f o r  p laces  where  no pub l i c  

t ranspor t  i s  ava i lab le  or  where  the  few pub l i c  t ranspor t  don ’ t  answer  to  the  

spec i f i c  needs  o f  tour is t s  ( in  te rms o f  des t i na t ion ,  access ,  t im ing) .  I t  can be 

a lso  combined w i th  o the r  pub l i c  t ranspo r t  in  o rder  t o  f ac i l i t a te  t he  access  to  

t he  las t  k i lomet re  o f  a  des t ina t i on  and thus  encourages  tou r is ts  t o  t rave l  

w i thout  a  ca r .   

  Cycl ing:  Bo th  t rad i t i ona l  and e lec t r i c  

cyc l i ng  a rean  ac t i ve ,  age - f r iend ly  and ze ro  

emiss ion  so lu t ion  p romot i ng  a  sus ta inab le  

way  to  d iscover  a  des t ina t ion .  Cyc l ing  i s  

a lso  a  way  to  d iscove r  o ther  t rad i t i ona l  

rou tes  o r  t ra i l s  and have  access  to  a  la rger  

cu l t u ra l  and natura l  he r i tage tha t  i s  no t  

a lways  access ib le  wi th  o the r  t ranspor t  

means .  The e lec t r i c  so lu t i on  has  the  

advantage to  be  more  a t t rac t i ve  fo r  sen ior  

t ou r is ts  o r  to  t rave l  long d is tan ces ,  espec ia l l y  in  mounta in  a reas  w i th  

impor tan t  s lopes .   

  Mul t imoda l  t ransport :  Enhanc ing  connec t i v i ty  

be tween  the  d i f fe rent  t ranspor t  means  in  an  eco -

f r i end ly  way .  

  Car -shar ing  formula:  Imp lementa t i on  o f  veh ic l e  shar ing  to  reduce cos ts ,  

emiss ions  l inked  t o  underu t i l i za t i on  o f  veh ic les  and  favou r  soc ia l  

i n te rac t i on .  I t  i s  a lso  a  fas ter ,  cheaper ,  more  comfor tab le  way  o f  t rave l l ing  

wh ich  o f fe rs  more  connec t ions  than  pub l i c  t ranspo r t .  But  sen ior  peop le  
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seem so  fa r  more  re luc tan t  to  t h is  t rave l l i ng  pa t te rn ,  wh i ch  i s  no t  ve ry  

common fo r  many  o f  them.  

  Specia l  fare  schemes for  sen iors  in  publ ic  t ranspor ts :  As  an incent ive  to  

use pub l i c  t ranspo r t ,  to  be  taken i n to  accoun t  i n  the  ho l iday  budge t .  In  

some European  coun t r ies ,  spec ia l  pub l i c  t ranspo r t  fa res  have  been 

i n t roduced fo r  sen ior  c i t i zens .  For  examp le ,  i n  Budapes t ,  pub l i c  t ranspo r t  i s  

f ree  fo r  any  EU c i t i zen over  65 -yea rs -o ld .  The same app l i es  in  I re land  but  

on ly  to  I r i sh  sen ior  c i t i zens  to  t rave l  w i th i n  t he  count ry .  In  Be lg ium,  once 

you are  over  65 -yea rs -o ld ,  you  can go anywhere  wi th i n  t he  count ry  and 

back  fo r  on ly  6€ ,  i f  you  t rave l  a f t e r  9am on a  week  day .  
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1.2.3. HOW TO BETTER UNDERSTAND THE WAY YOUR 

SILVER TOURISTS TRAVEL: MOBILITY PATTERNS. 

Which are  the  p re fe rences  o f  your  s i l ve r  t ou r is t  f rom the  mobi l i t y  pa t te rns  po in t  o f  

v i ew? T rave l  w i th  fami ly ,  f r i ends ,  a l one? Shou ld  you  des ign  new and  innovat ive  

expe r i ence on ly  f o r  the  sen io r  tour is ts?  Or  i f  t hey  come wi th  t he  fami ly ,  c rea te  

more  g loba l  expe r iences  o r  separa te  expe r i ences  fo r  d i f fe re n t  pa r ts  o f  t he  fami l y?  

Are  you loca ted i n  an  i so la ted  v i l l age o r  in  a  c i ty?  I s  i t  ve ry  easy  fo r  t hem to  a r r i ve  

a t  you r  ho te l?  These ques t ions  a re  impor tan t  t o  c reate  new p roduc ts  or  se rv ices  

adapted to  s i l ve r  tou r is t  and must  be  known .   

Do  you r  tour is ts  c ome in  pr i va te  o r  pub l i c  t ranspo r t?  Dur i ng  the  un i t ,  t h is  ques t i on  

has  been tack led  desc r ib ing  tha t  the  access ib i l i t y  and  access  to  pub l i c  t ranspor t  i s  

genera l l y  more  cha l l eng ing  in  ru ra l  and mounta in  a reas  than  grea t  c i t i es .  Have you 

cons ide red th i s  aspec t  i n  the  ques t i onna i re??? You  can c reate  a  great  p roduc t  o r  

serv ice  bu t  i f  t he  f i na l  users  cannot  access  them. . .your  p roduc ts  or  serv ice  wi l l  no t  

be  success fu l .   

Check  your  ques t ionna i re  and be  su re  tha t  the  t ranspor t  needs  can  be de tec ted,  

bu t  be fore  th is . . .  i t  i s  impor tan t  t o  des ign  good  ques t i ons  in  o rder  t o  ge t  r i che r ,  

more  mean ing fu l  f eedback .  To  know more  about  good ques t i ons ,  read the  Ar t  o f  

Power fu l  Ques t i ons .  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://es.scribd.com/document/18675626/Art-of-Powerful-Questions#fullscreen&from_embed
https://es.scribd.com/document/18675626/Art-of-Powerful-Questions#fullscreen&from_embed
https://es.scribd.com/document/18675626/Art-of-Powerful-Questions#fullscreen&from_embed


Silver Tourism 

Developing Innovative Touristic Products for Silver Economy  

 

22 22 

1.2.4. MOBILITY OF SILVER TOURISTS AND 

ACCOMPANYING PERSONS: CONCLUSION. 

Senio r  t ou r is ts  tend to  p re fer  t he  use o f  the  car  o r  the  bus  fo r  t rave l l ing ,  

depend ing  on what  type o f  ho l iday  they  have p lanned and the  d is tance they  a re  

t rave l l ing  to .  The f i rs t  po in t  to  make  is  t ha t  in fo rma t ion  shou ld  be  eas i l y  access ib le  

t o  them conce rn ing  the i r  t rave l l i ng  opt i ons ,  espec ia l l y  i f  the  book ing  op t i ons  are  

on ly  access ib le  v ia  the  ICTs  as  i t  w i l l  be  d iscussed la te r  i n  th i s  Un i t .  

Fu r thermore ,  t ranspo r t  in  a  key  e lement  in  t he  sus ta inab le  t rans i t i on  and  so f t  

mob i l i t y  mus t  be  adapted  to  sen ior  needs .  Many  good  p rac t i ces  ex is t  fo r  l ow 

carbon ,  cheap,  connec ted,  easy -o f -use,  comfor tab le ,  i n te rac t i ve  t ranspor t  

so lu t ions  as  a l te rna t i ves  to  the  pers ona l  car .  
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Reflective questions 

How to  inc rease  awareness  o f  sen io r  tour is t s  abou t  sus ta inab le  mob i l i t y?  Which  

fu r ther  s teps  cou ld  be  taken  to  make  tour is t i c  des t ina t i ons  more  access ib le  to  

s i l ve r  tour is ts?   

 

Further information and references for learning, teaching 

and assessment activities. 

  Fur ther  Move  on  Green good p rac t i ces :  Good  p rac t i ces  co l lec t ion  

  On the top ic  o f  sen io r  t rave l  pa t te rns :  TOURAGE p ro jec t  pub l i ca t ion ,  Repor t  

on  the  resu l t s  o f  the  ques t i onna i re  fo r  f o re ign  sen iors  on  tou r i sm  

  The Wor ld  Hea l th  Organ iza t i on  webs i te  ”  An age - f r i end ly  wor l d :  

h t t ps : / / ex t rane t .who. in t /age f r iend lywor l d /  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.euromontana.org/wp-content/uploads/2014/07/mog_good_practices_collection.pdf
http://www.tourage.eu/uploads/TOURAGE%20ForeignSeniorQuestionnaire%20REPORT_FINAL.pdf
http://www.tourage.eu/uploads/TOURAGE%20ForeignSeniorQuestionnaire%20REPORT_FINAL.pdf
http://www.tourage.eu/uploads/TOURAGE%20ForeignSeniorQuestionnaire%20REPORT_FINAL.pdf
https://extranet.who.int/agefriendlyworld/
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1.3 Health-Care and Accessibility of Silver 

Tourist 

1.3.1. THE ECONOMIC INTEREST IN DEVELOPING MORE 

ACCESSIBLE TOURISM. 

The European Network  fo r  Access ib le  Tour ism (ENAT)  re fers  to  Access ib le  Tour ism 

as  the  se t  o f  ‘serv ices  and fac i l i t i es  (such as  phys ica l  env i ronment ,  t ranspor ta t ion ,  

in fo rmat ion ,  communica t ion)  wh ich  enab le  persons  wi th  spec ia l  access  needs ,  

e i ther  permanent  o r  t emporary ,  to  en joy  a  ho l iday  and le isure  t ime wi th  no  

par t i cu la r  bar r ie r  o r  p rob lem. ’  

The lack  o f  in f ras t ruc ture ,  serv ices  and in format ion  adapted to  d isab led  peop le 

o f ten  prevents  them f rom t rave l l ing ,  o r  a t  leas t  cons iderab ly  l im i ts  them .  ‚Economic 

impac t  and t ravel  pa t te rns  o f  access ib le  tour ism in  Europe‛  is  a  comprehens ive 

research s tudy  tha t  was  car r ied  out  a t  the  European leve l  by  GfK Be lg ium,  t he  

Un ivers i ty  o f  Sur rey ,  Neumann Consu l t  and ProAso lu t ions .  I t  shows tha t  there  i s  a  

huge demand on access ib le  in f ras t ruc tures  and serv ices  in  the  tour ism sec tor .  I t  

a lso  proves  tha t  accessib le  tour ism can inc rease incomes o f  tour ism opera tors .   

A market with “spill over effects” 

The above -ment ioned s tudy  revea ls  tha t  in  2012,  in  the  European  Un ion,  the 

demand fo r  access ib le tour ism ‚by  peop le  wi th  spec ia l  access  needs  was  17.6 

mi l l i on  t r ips ,  o f  wh ich  7 .2  mi l l i on  were  taken by  peop le  wi th  d isab i l i t i es  and 1 0.4 

mi l l i on  by  the e lder ly  popu la t ion‛ .  Indeed,  persons  who need speci f i c  access ib i l i ty  

in f ras t ruc tures  and serv ices  inc lude not  on ly  d isab led  peop le  but  a lso  those who 

present  d i f f i cu l t ies  to move,  such as  o lder  o r  in ju red peop le .  Bes ides ,  fami l ies  wi th 

young ch i ld ren and pushcha i rs  a re  very  l i ke ly  to  book  the i r  ho l idays  in  access ib le 

des t ina t ions .  ‚Overa l l ,  the  d i rec t  cont r ibu t ion  o f  EU27’s  access ib le  tour ism demand 

to  the  EU’s  economy was  es t imated to be  approx imate ly  352 b i l l i on Euros  in  te rms 

o f  the  economic  output  o r  g ross  tu rnover  o f  tour ism -re la ted  serv ice  prov iders .  (…)  

Tak ing  a l l  the  d i rec t ,  ind i rec t  and induced e f fec ts  in to  cons idera t ion ,  access ib le 

tour ism demand wi th in  the  EU genera ted a  to ta l  economic  cont r ibu t ion  o f  786 

b i l l i on  Euros  in  te rms o f  economic  output  (…)  and 394 b i l l i on  Euros  in  te rms o f  

GDP‛1.  

A mains t ream approach in  access ib i l i t y  i s  very  impor tan t  when d isab led  peop le 

t rave l :  i f  a  res taurant  i s  access ib le bu t  the  museum nex t -door  i s  no t ,  the 

des t ina t ion  might  no t  be  re levant  fo r  t hem.  Yet ,  accord ing  to  surveys  and ana lys is  

f rom the  s tudy ,  the  more  access ib i l i ty  serv ices  are  prov ided,  the  more  d isab led 

                                                           
1Economic impact and travel patterns of accessible tourism in Europe, by GfK Belgium, the 

University of Surrey, Neumann Consult and ProAsolutions, page 8 

http://ec.europa.eu/DocsRoom/documents/5566/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/5566/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/5566/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/5566/attachments/1/translations/en/renditions/native
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peop le  are  wi l l i ng  to  t rave l .  Some d isab led  peop le  a lso  sa id  they  wou ld  inc rease 

the i r  budget  i f  tour ism was more  access ib le ,  and 80 % of  them wou ld  go back  to the 

same des t ina t ion  i f  they  are  sa t i s f ied .  The economic  income wou ld  a lso  be fu r ther  

ampl i f ied  cons ider ing tha t  d isab led  peop le  t rave l  w i th  a  companion in  most  o f  the 

cases .  Accord ing  to th is  same s tudy ,  on  average,  each ind iv id ua l  w i th  spec ia l  

access  needs  ( in  the  EU and beyond)  t rave l led  wi th  1 .9  companions .  Ind iv idua ls  

wi th  d isab i l i t i es  tend to  t rave l  w i th  s l igh t ly  more  companions than the  e lder ly  

popu la t ion .  Th is  represents  an  impor tan t  po tent ia l  source  o f  incomes fo r  the 

tour ism opera tors .   

I f  we cons ider  peop le  t rave l l ing  the  same way  and as  much as  they  do,  and ‚based 

on the  fo recas ted growth  o f  the  e lder ly  popu la t ion  and the  growth  o f  ind iv idua ls  

wi th  d isab i l i t i es ‛ ,  ‚ the  demand fo r  EU access ib le  tour ism wi l l  cont inue to  gr ow to  

about  862 mi l l i on  t r ips  per  year ‛2 by  2020.    

The inves tments  made in  access ib i l i t y  wou ld prov ide  th ree leve ls  o f  economic 

benef i ts :  

  Tourists  d i rect  spending:  serv ices  or  p roduc ts  d i rec t l y  bought  by  d isab led  

peop le  when they  t rave l  (ho te ls ,  res tauran ts ,  museums)  wi l l  b r ing  incomes 

to  tour ism opera tors .   

  This  demand fo r  access ib i l i t y  wi l l  i nc rease the  number  o f  p roduc ts  and 

serv ices  tha t  shou ld  be prov ided to  tour is ts .  As  a  resu l t ,  tour ism opera tors 

wi l l  have to  inc rease the i r  in teract ions and economic  t ransact ions  w i th  

o ther  tour ism ac tors  or  wi th  o ther  sec tors :  fo r  i ns tance,  d isab led  peop le  are  

wi l l i ng  to  s tay  in  a  c i ty  where  severa l  serv ices  are  access ib le  such as  

museums,  ca fes ,  shops .   

  To face th is  inc reased demand,  tour ism opera tors  wi l l  have to  h i re more 

employees .  The consumption of  these addi t ional  tour ism employees  w i l l  

i nc rease the  genera l  economic  growth .   

A market that needs to be further strengthened 

Even i f  tour ism s takeho lders  are  we l l  aware  tha t  access ib le  tour ism is  a  bus iness 

oppor tun i ty ,  they  o f ten face a  lack  o f  coord ina t ion  in  many areas ,  par t i cu la r l y  

be tween the  pub l i c  and the  pr i va te  sec tors .  Th is  prevents  them to  deve lop fu l ly  

access ib le  tour ism des t ina t ions .  Communicat ion is  a lso underest imated:  

accessib i l i ty  is  main ly  understood as  a  feature  for  d isabled  guests  and a lmost  

never  understood as  a  p lus in  comfort  and  serv ice and,  therefore ,  nei ther  used  

in  market ing nor  in  advert is ing.   

Some Member  Sta tes  d id  work  on t ry ing  to  c l ose the  access ib i l i t y  gap.  However ,  

they  have to  es tab l i sh  bet te r  s t ra teg ies  on how to  reduce th is  gap by  exchang ing 

ideas  and in format ion ,  by  moni to r ing  and fo l lowing -up the i r  work  wi th  tour ism  

opera tors .  The la t te r  ones  need a lso  to  be  fur ther  in fo rmed on the  adv isab i l i t y  o f  

                                                           
2idem, page 4 
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th is  market .  Dec is ion  makers  shou ld  encourage them to  inves t  in  access ib i l i t y  and 

in  mains t reaming.  Network ing  and coord ina t ion e f fo r ts  a re  impor tan t ,  par t i cu la r l y  to 

promote  par tnersh ips  between var ious  sec tors .   

In  order  to  understand  the di f f icul ty  to  have real  accessible  dest inat ions,  th is  

is  important  to  consider  the most  common heal th  problems that  senior  people  

are fac ing.  Several  don’ t  embed them to t ravel ,  but  requi re  some adaptat ion in  

the serv ices provided.  
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1.3.2. WHAT ARE THE MOST COMMON HEALTH 

PROBLEMS THAT PREVENT SENIOR PEOPLE TO TRAVEL? 

Even i f  sen ior  tour is ts  can have very  d i f fe rent  leve ls  o f  hea l th ,  they  do represent  a 

more  f rag i le  g roup tha t  the  o thers  and the access ib i l i t y  remains a  key  i ssue tha t  

embeds  severa l  sen ior  tour is ts  to  do  the  ac t i v i t ies  they  wou ld  l i ke  to  do .   

The fo l lowing f igure  shows tha t  hea l th  i ssues  become a  much more  predominant  

reason not  to  t rave l  in  the  65+ popu la t ion  ca tegory .   

F igure  5 :  Ma in  reasons  repor t ed  fo r  no t  pa r t ic i pa t ing  in  tou r ism by  ag e  g ro up ,  E U-

28 ( ¹ ) ,  2013  (%)  

 
Source: Eurostat 

Notes: EU-28 aggregate estimated for this publication, not including Belgium, Sweden and the 

United Kingdom. Percentages do not add up to 100% due to multiple answers possibility. 

Heal th  concerns  can s t imu la te  t rav e l  in  those who fear  tha t  they  may not  be  we l l  

enough to  t rave l  la te r  o r  who want  to  en joy  the  exper iences  desp i te  poor  hea l th .  

O ld  age can a lso  mot ivate  a  person to  t rave l  to  see p laces  o f  in te res t  ‘be fore  I  d ie ’ .  

On the  o ther  hand,  poo r  hea l th  can be  a  d eter ren t ,  though the  r i sk  o f  be ing  unab le 

to  ge t  care  is  reduced when o lder  tour is ts  t rave l  in  o rgan ised groups.  

Another  idea cou ld  be  to  propose th e  lasotherapy  or  massages  to  recover  f rom the 

fa t igue.  You cou ld  a lso  sugges t  d i f fe rent  a l te rnat i ves  fo r  the  persons  in  a  group.  I f  

a  g roup is  aged -mixed,  the  tour is t  opera tor  cou ld  sugges t  to  have d i f fe rent  types  o f  

ac t i v i t ies  (o r  no ac t i v i t ies )  dur ing  a  par t  o f  the  day  to  a l low some nap and some 

re laxat ion  before  do ing  o ther  ac t i v i t ies .  
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F igure  6 :  M a in  hea l th  co ncerns  fo r  s i lve r  tour i s t s  

 

Source :  S i lve r  Tou r ism pro jec t  

Heal th  prob lems can a lso  be the  reason o f  the  t r ip  i t se l f :  hea l th  tour ism,  wi th  the  

deve lopment  o f  thermal  tour ism,  espec ia l l y  in  mounta in  areas ,  represent  an 

impor tan t  par t  o f  the  t r i ps  fo r  the  tour is ts  in  bad hea l th .   

 

Being aware of  these heal th  d i f f icul t ies ,  how do the Si lver  Touris t  Expert  g ive 

enough informat ion to  the future  tour ist  to  reassure him and to  encourage him 

to come to h is  dest ina t ion?  

 

 

 

 

 

 

 

 

• Need more seats and places to rest (for instance in the 
museums) or in the public buildings (like tourism offices). 

• Short breaks should be scheduled to let them rest and relax

• In the train stations, airports and hotels, some services to 
carry luggage are appreciated

Tiredness, 
fatigue

• Signage should be written big enough in order to be able to 
see it, and this is the same for leaflets and brochures and for 
websites

Vision

• Avoid steps when possible

• Use ramps and rails to avoid climbing up staires

• For  those with more mobility problems, this is very important 
to have access paths and accessible parking

Rheumatism 
and arthrosis

• Specific hearing devices during visits

•Calm places to rest could be proposed during breaks in the 
activities

Hearing 
impairment

• Be aware of the availability of doctors/pharmacies

• Between the food allergies, the specific diet and the diabetes,  
food safety is important for senior tourists, who are not always 
willing to try new culinary experiences to avoid bad digestion or 
other problems. 

Food safety
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1.3.3. HOW TO PROVIDE ENOUGH INFORMATION TO 

ANSWER TO THE NEEDS OF SENIOR TOURISTS? 

The lack  o f  in fo rmat ion  represents  the  main  and key  cha l lenge for  the  tour ism 

opera tors .  How can the  S i l ver  Tour is t  Exper t  g ive  enough in format ion  to  reassure  

the  potent ia l  tour is t?  More  and more  spec ia l i sed webs i tes  or  associa t ions  prov ide 

spec ia l i sed in format ion  regard ing  access ib i l i t y ,  wh ich  i s  h igh ly  regarded by  tour is ts  

wi th  mob i l i t y  o r  behav ioura l  i ssues  and compensate  the  lack o f  genera l  serv ice 

prov iders .  But  these data  on acc ess ib i l i ty  genera l l y  don ’ t  appear  in  the  

mains t reamed webs i tes,  soc ia l  med ia  or  app l ica t ions  or  i f  they  appear ,  they  are  

qu i te  o f ten  not  updated nor  accura te  and ob l ige  the  potent ia l  tour is t  to  go  to 

spec ia l i sed webs i tes .   

F igure  7 :  The  S ix  Ph ases  o f  the  V i s i to r  J ourney ,  Cons ider ing  the  Need  fo r  

In fo rmat ion  about  Ac c ess ib i l i t y  and  App ropr ia te  Access  Mea sure s  (Lane  2007 ,  

D ickson  and  Da rcy  2 009 )  

Source :  ex t rac t  f rom E uropean  Commiss ion ,  M app ing  sk i l l s  and  t ra in i ng  needs  to  

improve  a ccess ib i l i t y  in  tour ism se rv i ce ,  20 14 :  p age  16  

This  graph represents  the  6  phases  o f  the  V i s i to r  Journey  f rom the  moment  the  

tour is t  env isages  to  go to  a  des t ina t ion ,  to  h is  t rave l ,  and h is  way  back  home.  In 

order  to  an t i c ipa te  the i r  spec i f i c  needs ,  the  tour is ts  wi th  spec i f i c  d isab i l i t i es  expect  

to  be  ab le  to  have enough in format ion  on the i r  journeys  to  see how easy  and 

comfor tab le  (o r  no t ! )  i t  w i l l  be  fo r  them.   

Dur ing  the  f i rs t  s tep ,  the tour ist  ant ic ipates  his  t ravel :  he  co l lec ts  in fo rmat ion 

and data  on the  d i f fe rent  access requ i rements .  The main bar r ie rs  cons is t  in  the 

lack of  avai labi l i ty  of  informat ion  (no t  pub l i shed on the  In ternet  o r  the  serv ice  

prov iders  don ’ t  know i f  the i r  serv ices  are  access ib le  or  no t ) ;  the lack of  accurate  

and precise informat ion  due to  the  lack  o f  t ra in ing  o f  the  serv ice  prov iders .  A 

https://www.google.be/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiQsdeJl4_QAhUCRhQKHYeXBUkQFggdMAA&url=http%3A%2F%2Fec.europa.eu%2FDocsRoom%2Fdocuments%2F5568%2Fattachments%2F1%2Ftranslations%2Fen%2Frenditions%2Fnative&usg=AFQjCNHEuszR-VNFCCYXzr5eDMURm8vp5Q&sig2=u9_HU6c0elxskZPxSWO8kQ
https://www.google.be/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiQsdeJl4_QAhUCRhQKHYeXBUkQFggdMAA&url=http%3A%2F%2Fec.europa.eu%2FDocsRoom%2Fdocuments%2F5568%2Fattachments%2F1%2Ftranslations%2Fen%2Frenditions%2Fnative&usg=AFQjCNHEuszR-VNFCCYXzr5eDMURm8vp5Q&sig2=u9_HU6c0elxskZPxSWO8kQ
https://www.google.be/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwiQsdeJl4_QAhUCRhQKHYeXBUkQFggdMAA&url=http%3A%2F%2Fec.europa.eu%2FDocsRoom%2Fdocuments%2F5568%2Fattachments%2F1%2Ftranslations%2Fen%2Frenditions%2Fnative&usg=AFQjCNHEuszR-VNFCCYXzr5eDMURm8vp5Q&sig2=u9_HU6c0elxskZPxSWO8kQ
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hote l  can ’ t  be  fu l l y  access ib le  i f  the  e levator  i s  too  smal l  to  we lcome a  whee lcha i r  

o r  i f  there  are  even one or  two s teps  to  go  to  the  res taurant .  

The format  of  the informat ion  p rov ided  remains  qu i te  o f ten  convent i ona l :  Bra i l l e ,  

la rge  s ign ,  aud io  record ings  are  o f ten  absent  and serv ices  remain  inaccess ib le .   

Dur ing  the  second s tep ,  the tour ist  should have enough informat ion to  be abl e  

to  take the decis ion to  t ravel ,  mean ing tha t  he  needs  to  know tha t  he  can eas i ly  

book  h is  t rave l  and accommodat ions .   

Then,  the tour is t  travels to the destination:  enough serv ices  should be prov ided in 

order to accompany the d isabled persons (ass is tance to take the means of  

t ranspor t ) .  The main bar r iers  descr ibed are those in the a i rports  and the  f l ights .  This  

is  a lmost  impossib le to use a  low -cost  f l ight  when you are  in a  wheelchai r  fo r  

instance.  The websi tes  general ly  don’ t  g ive  the possib i l i ty  to reque s t  for  speci f ic  

ass is tance fo r  d isabled persons ,  requi r ing a  long booking  system through the 

agencies and not  through the  websi tes  as for  the  other customers.  Dur ing  these 

cal ls ,  people wi th  speci f ic  needs  are  of ten  asked uncomfortable quest ions regarding  

thei r  level  of  independence,  level  o f  heal th or  speci f ic  equipment they need.   

More  than phys ica l  barr ie rs ,  the at t i tudina l  barr iers  a re  the  most  uncomfor tab le 

and bad ly  perce ived by  the  tour is ts  who need access ib le  serv ices :  s ta f f  no t  t ra ined 

to  the  spec i f i c  requ i rements  ( fo r  ins tance,  imposs ib le  to  go  to  the  bathroom),  

d is respec t .  The tour is ts  wi th  spec i f i c  needs  who have a  bad exper ience won ’ t  be  

wi l l i ng  to  buy  aga in  the  produc t  and serv ice .    

In  genera l ,  pas t  research ind ica tes  tha t  phys ica l  access  bar r ie rs  are perce ived as 

greater  obs tac les  when compared to  a t t i tud ina l  bar r ie rs  in  the  accommodat ion 

sec tor .  Yet ,  fo r  European t rave l ers ,  phys ica l  access  bar r ie rs  are  ranked as  be ing  

equa l l y  impor tan t  compared to  a t t i tud ina l  bar r ie rs .    

Whi le  prev ious  resear ch h igh l igh ted tha t  the  food and beverage sec tor  causes  the 

greates t  number  o f  barr ie rs  to  ind iv iduals  wi th  access needs ,  European t rave lers 

wi th  mob i l i t y ,  sensory ,  behav ioura l  and hidden res t r i c t ions  fe l t  tha t  the  t ranspor t  a t  

the  des t ina t ion  i s  the  sec to r  where  most  bar r ie rs  are  encountered.  Yet ,  fo r  peop le 

wi th  sensory ,  communica t ion  and h idden l im i ta t ions ,  bar r ie rs  encountered in  the  

food and beverage sec tor  a re  encountered s ign i f i cant l y  more  o f ten than in  the  

accommodat ion  sec tor .    

As  par t  o f  the  a t t r ac t ion  sec tor ,  na ture -based ac t i v i t ies  are  in  h igh  demand by  

peop le  wi th  access  needs .  Yet ,  these ac t i v i t ies  are  accompanied by  the  most  

bar r ie rs .  On ly  fo r  ind iv i dua ls  wi th  sensory  and behav ioura l  d i f f i cu l t ies ,  bo th  nature  

and shopp ing oppor tun i t ies  are  eq ua l l y  impor tant  bar r ie rs  in  the  a t t rac t ion  sec tor .    

The c ross -sec tor  compar isons  revea led that  overa l l ,  a t t i tud ina l  bar r ie rs  are 

encountered more  o f ten  than phys ica l  access  bar r ie rs  ac ross  a l l  sec tors  by 

ind iv idua ls  wi th  d i f fe rent  types  o f  access  needs .  B ar r ie rs  exper ienced in  the  

t ranspor t  (a t  the  des t i na t ion)  s tage are  faced more  o f ten  compared to  o ther  

sec tors ,  par t i cu la r l y  fo r  ind iv idua ls  wi th  mob i l i ty ,  sensory ,  behav ioura l  and h idden 

l im i ta t ions .    
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Dest ina t ion  spec i f i c  d i f fe rences  were  a lso ident i f ied  when inves t iga t ing  the 

impor tance o f  access ib le  to i le ts  ac ross  a l l  key  tour ism sec tors .  Thus ,  a l l  sec tors 

must  s t rengthen the i r  e f fo r ts  to  improve the  ava i lab i l i t y  o f  to i le ts  and bathrooms as 

an ind ispensab le  e lement  fo r  peop le  wi th  access  needs  when be in g  on  ho l iday .   

Dur ing  h is  s tay ,  he  shou ld  enjoy the exper ience of  t ravel l ing ,  so  have enough 

in format ion  on the  poss ib le  ac t i v i t ies  (museums,  ou tdoor  ac t i v i t ies ,  v is i t ing  natura l  

and cu l tu ra l  landscapes,  access  to  res taurants and to i le ts )  he  can eas i l y  do .  The 

impor tance o f  hav ing  t ra ined s ta f f ,  we l l  aware  o f  the  d i f fe rent  p roduc ts  and serv ices 

o f fe red in  the  reg ion ,  bu t  a lso  o f  the  d i f f i cu l t ies  fo r  the  main  hea l th  prob lems,  i s  

par t i cu la r l y  impor tan t  in  o rder  to  adequate ly  answer  to  the  ques t ions  o f  the  sen ior  

tour is ts .   

The tour is t  then goes  back at  home  and  needs  to  have enough in fo rmat ion  to  be  

ab le  to  leave and take aga in  the  means  o f  t ranspor t .   

F ina l l y ,  he  comes back at  home and can share his  exper ience wi th  other 

persons  (comments  on the  hote ls  fo r  in s tance)  o r  on  soc ia l  med ia .  Wi th  the 

inc reas ing  use o f  soc ia l  med ia ,  a  good but  a lso a  bad exper ience can become v i ra l  

very  qu ick ly  and can black l i s t  a  serv ice  prov ider  very  qu ick ly .   

 

Apart  f rom the di f f icul ty  to  have re l iable ,  accurate  and up - to-date  informat ion,  

what  are  the other  pr incipal  bar r iers  and di f f icul t ies  to  have a  serv ice or  

product  real ly  accessible  for  a l l?  How can the Si lver  Tourist  Expert  can 

overcome the di f fe rent  barr iers  to  have an accessible  serv ice and product?  
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1.3.4. WHAT ARE THE DIFFICULTIES AND BARRIERS TO 

OVERCOME TO HAVE AN ACCESSIBLE SERVICE OR 

PRODUCT? 

In  i t s  s tudy  ‚Mapp ing and Per formance Check  o f  the  Supp ly  o f  A ccess ib le  Tour ism ‛ ,  

a  survey  was done on 143 persons to  be t ter  assess the  main d i f f i cu l t ies  and 

bar r ie rs  encountered by  the  SMEs in  order  to  make the i r  serv ices  more  access ib le .   

F igure  8 :  Supp l ie rs '  Percep t ions  o f  Ba r r ie rs  Inh i b i t ing  Acces s ib le  Tou r is m Se rv ice s  

 

Source :  European  Comm iss ion ,  Mapping  and  Performance  Check  of  the Supply  of  

Accessible  Tourism  Se rv ice s ,  201 5 ,  Pag e  5 9  

Note :  Grou p  1  =  bu s ine ss es  wh i ch  ca te r  ex c lu s i ve l y ,  o r  mo s t l y  t o  t h e  a cce ss ib i l i t y  marke t ;  

G roup  2  =  bus in ess es  wh i ch  ca te r  t o  ev e ryone  i nc lu d ing  ( some o r  com p le t e )  p rov i s ions  fo r  

acces s ib le  t ou r i sm  

First barrier: lack of knowledge and skills in disability 

issues 

The f i rs t  bar r ie r  perce ived was  the  lack  o f  knowledge and sk i l l s  in  d isab i l i t y  i ssues 

and requ i rements .  In  o rder  to  an t i c ipa te  the  needs  o f  d isab led  tour is ts ,  s ta f f  

work ing  on tour ism opera tors  need to  be  t ra ined to  have enough sk i l l s ,  

competences  and knowledge to  ass is t  and accommodate  a l l  v i s i to rs .  Th is  t ra in ing 

shou ld  focus  on bet te r  unders tand ing the  spec i f i c  needs  o f  these tou r is ts ,  bu t  a lso  

encourage pro fess iona l  and respec t fu l  behav iours .   

http://ec.europa.eu/DocsRoom/documents/10421/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/10421/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/10421/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/10421/attachments/1/translations/en/renditions/native
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Accord ing  to  the  s tudy ,  the  Eu ropean Commiss ion  ident i f ies  seven key  sk i l l s  on 

wh ich  the  s ta f f  shou ld  be  t ra ined to  be t te r  take in to  account  the  needs  o f  d isab led 

peop le :   

 

Some organ isa t ions  have a l ready  done mass ive  e f fo r ts  to  t ra in  the i r  s ta f f .  Th is  i s  

the  case o f  the  Hermes Ai rpor t  in  Cyprus ,  where  a  t ra in ing  programme has  been 

imp lemented fo r  two a i rpor ts .  They  have consu l ted  the  loca l  d isab i l i t i es 

organ iza t ions  to  br ing  the  knowledge needed on access ib i l i t y  and have done some 

ro le  p lay  to  be  in  the  shoes  o f  a  d isab led  person.  Tra in ing  thousands  o f  peop le  

work ing  in  the  a i rpor t  was  a  very  d i f f i cu l t  task .  To do so ,  the  companies  work ing  in 

the  a i rpor ts  have sent  the i r  f ron t - l i ne  s ta f f  to  be  t ra ined.  These employees  have 

then been ab le  to  t ra in  o ther  g roups  o f  peop le  in  d i f fe ren t  sess ions .  

Th is  i s  a lso  the  case in Por tuga l  where  a  s tudy  on inc lus ive  tour ism was conduc ted 

by  the  company  Per f i l  to  be t te r  unders tand the  dynamics  o f  p rov id ing  hosp i ta l i t y  

serv ices  to  peop le  wi th  d isab i l i t i es .  Th is  company  c reated a  t ra in ing  package to  

enab le  tour ism pro fess iona ls  to  rece ive  people  wi th  spec ia l  requ i rements .  Th is  

t ra in ing  package was  success fu l  and used to t ra in  bo th  s tudents  and pro fess iona ls .  

I t  was  even  inc luded in  the  Catá logo  Nac iona l  de  Qua l i f i cações  ( the  Nat iona l  

Qua l i f i ca t ions  Framework)  wh ich  i s  the  s t ra teg ic  too l  tha t  the  Por tuguese 

government  uses  to  manage the  fo rmal  and vocat iona l  t ra in ing  fo r  p ro fess ional  

qua l i f i ca t ions .  

However ,  t ra in ing  peop le  i s  no t  su f f i c ien t  i f  tour is t  opera tors  are  not  aware  o f  the 

impor tance o f  access ib le  tour ism.  Thus ,  th e  assoc ia t ion  o f  ho te ls  o f  Por tuga l ,  

car r ied  out  workshops  a l l  over  the  count ry  wi th  s tudents  and pro fess iona l ,  to  ra ise 

awareness  o f  access ib le  tour ism and to  promote  t ra in ings  a t  the  same t ime.  

Second barrier: lack of funding 

The second main bar r ie r  to  d eve lop access ib le  des t ina t ion  was  the  lack of  funding 

and the addi t ional  cos ts  needed to  adapt  the  infrastructures or  the  serv ices to 

the needs of  d isabled tour ists .  

-Knowledge of disabilities: definitions, types of disability, accessibility requirements

-Barriers to accessibility & Design for All

-Strategic development of accessibility in business

-Skills to have proper etiquette for dealing with disabled persons

-Recognising and responding appropriately to people using personal support

-Principles of effective customer services to overcome obstacles

Service animals and assistive technology
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Severa l  loca l ,  reg iona l ,  na t iona l  and EU funds  ( the  European Reg iona l  Deve lopment 

Fund fo r  ins tance)  can he lp  to  f inance the  adapta t ion  to  more  access ib le 

des t ina t ions .  They  are a lso  severa l  poss ib i l i t i es  to  be  recogn ised as an access ib le  

des t ina t ion  and to  use th is  as  a  market ing  argument  to  we lcome more tour is ts .  A 

l i s t  o f  access ib le  des t ina t ions  can be found in  the  PANTOU network ,  such as  the 

ENAT one  or  severa l  des t ina t ions  rece ived the  EDEN award  o f  the  European 

Commiss ion .  These networks  cou ld  he lp  to  so lve  the  o ther  bar r ie r  cons idered by 

SMEs (d i f f i cu l ty  to  market  the  des t ina t ions) .   

In  any  case,  the  market  po tent ia l  o f  the access ib le  des t ina t ions ,  no t  on ly  fo r  the 

d isab led  tour is ts ,  bu t  a l so  fo r  the  accompany ing persons ,  the  persons  wi th  young 

ch i ld ren and sen ior  peop le  who sub jec t  to  t i redness  cou ld  be  an impor tan t  a rgument  

in  favour  o f  deve lop ing  more  access ib le  des t inat ions .   

  

Despi te  the  di f f icul t ies ,  many organ isat ions,  inc luding SMEs  have done the bet  

to  develop more accessible  serv ices as many good pract ices can i l lustrate  

(Annex 2) .   

 

Extreme Users  

Ext reme Users  are  those peop le  wi th  non -common behav iours  in  re la t ion  wi th  the 

use o f  p roduc ts  or  serv ices .  The ana lys is  o f  the i r  beha v iours  can be usefu l  to  

d iscover  needs  not  de tec ted when you are  th ink ing  in  common tour is ts  and these 

new reve la t ions  wi l l  improve our  p roduc ts  or  serv ices ,  Bes ides ,  the  innovat ions 

in tegra ted in  the  innovat ive  exper iences ,  p roduc ts  or  serv ices wi l l  be  us efu l  no t  

on ly  fo r  the  ex t reme users ,  bu t  the  res t  o f  tour i s ts  wi l l  a lso  benef i t  f rom them.  

In  sp i te  o f  i t  i s  poss ib le to  f ind  ‚Ex t reme users ‛  in  a l l  charac ter i s t i cs  descr ibed unt i l  

now,  i t  i s  a  good  moment  to  in t roduce th is  concept  due to  the  access ib i l i t y  i s  an  

impor tan t  aspec t  to  be  taken in to  account  in  th is  ta rget .   

Who are  your  ex t reme users? In  wh ich  areas . . . . ,  i f  you are  th ink ing  about  

access ib i l i t y ,  your  ex t reme users  can be fo r  ins tance,  the  tour is t  w i th  reduced  

mobi l i t y  o r  wi th  hea l th  prob lems. . . . ,  bu t  in  o ther  a reas ,  ex t reme users  can be 

peop le  wi th  needs  o f  low leve l  o f  spend ing capac i ty ,  o r  wi th  spec ia l  d ie tary  needs ,  

e tc .  

Have you taken in to  accounted th is  k ind  o f  users  in  the  ques t ionna i re?  I f  your  

answer  i s  "no t " ,  p lease read the  "Ex t reme users"  card ,  and then check  the 

ques t ionna i re  in  o rder  t o  ensure  tha t  the  needs  o f  these users  can be  ana lysed.  I f  

your  answer  i s  ‚yes‛ ,  read the  ‚Ex t reme users ‛  card  and see  th is  v ideo  to  improve 

your  ques t ionna i re .   

 

 

 

http://pantou.org/
http://www.accessibletourism.org/
http://ec.europa.eu/growth/sectors/tourism/offer/eden_en
https://euromontana-my.sharepoint.com/personal/marie_clotteau_euromontana_org/Documents/Projets/2_On-going%20projects/SILVER%20TOURISM/Intellectual%20OUtput%202/Silver_Tourism_DT_tools_Extreme_Users.pdf
http://www.designkit.org/methods/45
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1.3.5. HEALTH-CARE AND ACCESSIBILITY OF SILVER 

TOURISTS: CONCLUSION. 

The propor t ion  o f  d isab led  peop le  is  h igher  among the  s i l ver  popula t ion  wh ich 

makes  i t  an  impor tan t  aspec t  to  take in to  account  when ta rget ing  th i s  popu la t ion 

ca tegory ,  and espec ia l ly  in  the  tour ism sec tor .  Indeed,  tour ism is  a  non -essent ia l  

le isure  ac t i v i ty  so  i f  no t  per fec t l y  access ib le and adapted to  spec i f i c  needs ,  the 

sec tor  wi l l  no t  be  ab le  to  a t t rac t  th is  spec ia l  category  o f  c l ien ts  in  par t i cu la r .   

The most  recur rent  hea l th  i ssues  the  sen ior  tour is ts  wou ld  be  a f f l i c ted  wi th  are  

s igh t  and hear ing  impa i rment ,  fa t igue,  rheumat isms and spec ia l  d ie ts .  S i l ver  

tour is ts  must  be  assured tha t  spec i f i c  so lu t ions ex is t  to  face the i r  needs  every  s tep 

o f  the i r  ho l iday ,  so  access ib le  in fo rmat ion  is  a  f i rs t  s tep  to  inc rease t our is t i c  

a t t rac t i veness .  Lack  o f  s ta f f  t ra in ing  and funds  to  make in f ras t ruc ture  access ib le 

are  the  two main  bar r ie rs  ident i f ied  fo r  SMEs to  overcome in  order  to  inc rease 

access ib i l i t y  fo r  s i l ver  tour is ts .  
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Reflective questions 

Do access ib i l i t y  needs  d i f fe r  depend ing on the  tour is t i c  des t ina t ion  (mounta in  area,  

seas ide ,  deve lop ing  count ry ,  e tc . )?  S i l ver  tou r is ts  a re  not  the  on ly  par t  o f  the  

popu la t ion  concerned wi th  access ib i l i t y  i ssues and funds  are  scarce ,  wh ich  wou ld  

be the  most  e f f i c ien t  so lu t ion  to  accommodate the  la rges t  par t  o f  the  popu la t ion? 

Wi l l  there  be new hea l th  i ssues  ar is ing  in  the  upcoming years  and how shou ld  the  

tour ism sec tor  p repare  fo r  these?  
 

Further information and references for learning, teaching 

and assessment activities. 

  European Commiss ion ,  Mapp ing sk i l l s  and t ra in ing  needs to  improve 

access ib i l i t y  in  tour ism serv ice ,  2014 

  Economic  impac t  and t rave l  pa t te rns  o f  access ib le  tour ism in  Europe ,  by  GfK 

Be lg ium,  the  Un ivers i ty  o f  Sur rey ,  Neumann Consu l t  and ProAso lu t ions  

  European Commiss ion ,  Mapp ing and Per formance Check  o f  the  Supp ly  o f  

Access ib le  Tour ism  Serv ices ,  2015 

  European Commiss ion ,  Economic  impac t  and t rave l  pa t te rns  o f  access ib le 

tour ism in  Europe ”  F ina l  Repor t ,  2013  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://ec.europa.eu/DocsRoom/documents/5568/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/5568/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/5568/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/5566/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/10421/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/10421/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/10421/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/7221/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/7221/attachments/1/translations/en/renditions/native
http://ec.europa.eu/DocsRoom/documents/7221/attachments/1/translations/en/renditions/native
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1.4 Spending Power of Silver Tourist 

1.4.1. SPENDING CAPACITY OF SENIOR TOURISTS VS 

SPENDING CAPACITY OF OTHER TOURISTS. 

The Silver Economy 

To  ta lk  abou t  the  spend ing  power  o f  the  s i l ver  tour is t s ,  le t ’ s  f i rs t  take  a  l ook  a t  the  

s i l ve r  economy  concept .  I n  2015,  in  i t s  f i rs t  pape r  exp l i c i t l y  focused on the  top ic ,  

t he  Commiss ion  wro te ,  ‚The "S i l ve r  Economy"  can be def ined as  the  economic  

oppor tun i t i es  ar i s ing  f rom the  pub l i c  and consumer  expend i tu re  re la ted  to  

popu la t ion  age ing and  the  spec i f i c  needs  o f  t he  popu la t i on  over  50‛ .  

Eu ropeans  ove r  65a l readyhada spend ing capac i t y  o f  ove r€3 t r i l l i on  in  Ju ly  2015 

acco rd ing  to  the  Eu ropean  Commiss ion  and  th is  marke t  segmen t  i s  g row ing .   As  

the re  i s  an  inc reas ing  number  o f  o lde r  peop le ,  the  number  o f  peop le  wi th  age -

re la ted  impa i rmen ts  wi l l  a lso  grow,  mean ing the  marke t  fo r  goods  and serv ices  to  

min im ise ,  manage and  mi t i ga te  these impa i rments  w i l l  become b igger  s t i l l .  Eu ro  

moni to r  fo recas ts  t ha t  the  g loba l  spend ing power  o f  t hose  aged 60 and  above wi l l  

r eachUS$15 t r i l l i on  by  2020.  

F ig u re  9 :  Fa c t s  ab out  t he  S i lv e r  E c ono my  

 

S o u rce :  E I P - A H A  

http://ec.europa.eu/research/innovation-union/pdf/active-healthy-ageing/silvereco.pdf
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Impact of the seniors’ spending power on the tourism sector 

Senio r  tour is ts  have  a  lower  med ian income than the  res t  o f  t he  popu la t ion  but  

t end to  spend  more  on the i r  ho l idays .  A recen t  s tudy  (Decembe r  2016)  pub l i shed 

by  F rench sen io r -magaz ine  has  assessed tha t  sen iors  spend an ave rage more  30% 

on the i r  ho l i days  than o the r  tour is ts .   

Acco rd ing  to  Euros  ta t ,  be tween 2006 and 2011 ,  a  pe r iod  du r ing  wh ich  the  tou r ism 

sec tor  was  a f fec ted  by  the  c r i s i s ,  the  European  aged  65+  cont r i bu ted s i gn i f i can t l y  

t o  the  sec tor 's  su rv i va l .  I n  tha t  pe r iod ,  the  number  o f  tou r i s ts  d ropped  in  a l l  age 

g roups  excep t  fo r  the  65+ ,  where  10  % more pe rsons  pa r t i c i pa ted  in  t ou r ism i n  

2011  than  i n  2006 .  Admi t t ed ly ,  th is  age  g roup  inc reased by  6  % ove r  t he  pe r iod ,  

bu t  t he re  i s  s t i l l  a  c lear  ne t  e f fec t .  In  2011 ,  the  65+  made  29  % more t r ips  and  23 

% more  overn igh t  s tays  than  f i ve  yea rs  ear l ie r .  The i r  t ou r ism expend i tu re  grew by  

33 % and  accounted  fo r  20  % o f  a l l  tour ism spend ing  o f  Eu ropeans ,  compared wi th  

j us t  15  % in  2006.   

Silver tourists and social tourism 

Soc ia l  tour i sm re fers  to  f ac i l i t a t ing  access  to  tour ism fo r  low i ncome groups  and /o r  

t he  use o f  tour ism as  a  regenera t i on  and economic  s t imu la t i on  s t ra tegy .  

Ca lypso  i s  a  European Commiss ion  in i t i a t i ve  wh ich  focuses  on soc ia l  tour ism for  

sen ior  c i t i zens ,  unde rp r iv i leged young peop le ,  d isadvantage d fami l ies  and persons  

w i th  reduced mob i l i t y .  The  a im  is  to  enab le  as  many  peop le  as  poss ib le  t o  t rave l ,  

wh i le  a t  t he  same t ime  he lp ing  to  even  ou t  seasona l  imba lances .  G iven  the  

success  o f  Ca lypso  ove r  a  th ree -yea r  pe r iod  (2009 -2011) ,  the  Commiss ion  began  

co- f inanc ing  p i lo t  p ro jec ts  i n  2014 wi th  t he  a im o f  tack l i ng  seasona l i ty  by  ta rge t ing  

young peop le  and sen io r  c i t i zens  ( the  mos t  recent  inv i t a t i on  to  tende r ,  led  by  

COSME,  the  Execu t ive  Agency  fo r  Smal l  and Medium -s ized Enterp r ises ,  was  

i ssued on 30 June 2015) .  To  l ea rn  more  abou t  Ca lypso,  watch  the  v i deo  o f  the  

Eu ropean Commiss ion :  

 

 

 

  

 

 

 

 

 

 

https://www.senior-magazine.com/
https://ec.europa.eu/growth/sectors/tourism/offer/seniors-youth_en#calypso
https://www.youtube.com/watch?v=hWhON6mdf9E
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Perspectives 

Accord ing  to  the  CBI ,  d isposab le  i ncomes o f  sen io rs  are  expec ted to  dec rease as  

sen iors  a re  fac ing  pens ion  cu ts ,  h ighe r  cos ts  o f  l i v i ng ,  as  we l l  as  s t ruc tura l  

l i fes ty le  changes  (h ighe r  ra tes  o f  d ivo rce  nowadays  means  m ore  peop le  l i v ing  o f f  

one  sa la ry ) .  Th is  might  a f f ec t  the i r  tour i sm expend i tu re  as  the  leve l  o f  income has  

a  s t rong  impac t  on  whe ther  t hey  wi l l  t rave l  and how much  they  wi l l  spend.   

Fu r thermore ,  European res idents  who  wi l l  tu rn  65  du r i ng  the  nex t  t en  yea rs  might  

have  to  work  l onge r  as  the  pens ion  age  is  be ing  ra ised in  severa l  Eu ropean 

coun t r ies .  These  deve lopmen ts  can fo rm a  th rea t  to  t ou r ism p rov ide rs .  However ,   

many  sen iors  have  fewer  f inanc ia l  commi tments  such as  mor tgages  and  p re fe r  to  

spend  the i r  money  on  expe r iences  ra ther  t han  on  own ing  many  possess ions .  As  a  

resu l t ,  they  are  genera l l y  p repa red to  spend  a  l a rge r  amount  o f  the i r  d isposab le  

i ncome on ho l idays  than o the r  g roups .  The dec rease i n  d isposab le  income is  

t he re fo re  not  expec ted to  have a  se r iou s  e f fec t  on  sen ior  t rave l  to  deve lop ing  

coun t r ies .  

I n  any  case,  i f  the  tou r ism sec to r  were  to  be  a f fec ted  by  a  loss  o f  spend ing power ,  

D i rec t i ve  2011 /24/EU on the  app l i ca t i on  o f  pa t ien ts ’  r i gh ts  i n  c ross -bo rder  

hea l thca re  can then be seen  as  an oppor tun i ty  f o r  t he  deve lopment  o f  c ross -bo rde r  

sen iors '  hea l th  t ou r ism.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.cbi.eu/sites/default/files/market_information/researches/product-factsheet-europe-senior-travel-2015.pdf
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1.4.2. SPENDING CAPACITY OF SENIOR TOURISTS PER 

TYPE OF COSTS. 

St i l l  acco rd ing  to  Euros ta t ,  in  2011,  res idents  o f  the  European  Un ion  made an 

es t imated  473  mi l l i on  ho l iday  t r ips  o f  four  n igh ts  or  more .  91  mi l l i on  o f  these were  

made  by  tour i s ts  aged 65 or  ove r  „ 59 m i l l i on  o f  them in  t he i r  own  Member  S ta te  

and 32 m i l l i on  ab road.  I n  o the r  words ,  65  % o f  the i r  l ong  ho l iday  t r ips  were  

domest i c  t r i ps ,  wh i ch  i s  s l i gh t l y  above  the  popu la t i o n  average  o f  59  %.   

The  number  o f  n igh ts  spen t  by  tou r is ts  i n  t he  65+  age  group  was  a lmost  a  b i l l i on ;  

on  ave rage the i r  ( long)  t r i ps  took  in  11  n igh ts  away .  12n ights  were  spent  on  

ave rage on  outbound  t r ips  and  10 n igh ts  on  domes t ic  t r i ps .  The  d i f f e rence in  

dura t ion  be tween the  two types  o f  des t i na t ions  tended to  be  smal le r  than fo r  the  

o ther  age g roups .  More  than  €  53 b i l l i on  was  spen t  on  l ong  ho l iday  t r ips  by  

tou r is ts  aged 65  o r  ove r  (o r  20  % o f  the  to ta l  spend ing  o f  EU res idents  on  such 

t r i ps )  „ € 23.7  b i l l i on  on  domes t ic  t r i ps  (45  %)  and  €  29 .5  b i l l i on  on  outbound  t r ips  

(55  %) .  

I n  te rms o f  ave rage  expend i tu re  per  t r ip ,  the  o ldes t  age g roup spent  a  l i t t l e  less  

than  the  age  g roup  ’ 45 -64 ’ :  €  586  and  €  613  respec t i ve ly .  However ,  th is  i s  main ly  

because  the  youn ger  o f  the  two g roups  made re la t i ve ly  more  t r i ps  ab road (44  % o f  

t he i r  t r ips ,  compared  to  35  % fo r  t hose aged 65  o r  ove r ) .  Look ing  a t  domes t ic  t r ips  

and  outbound  t r i ps  sepa ra te ly ,  the  65+  reco rded  the  h ighes t  ave rage  spend ing  per  

t r i p :  €401 on a  domes t ic  t r ip  and  €934 on an outbound t r ip .  Expend i tu re  pe r  n igh t  

was  lower  fo r  t he  most  sen ior  tour is ts ,  bu t  th is  can be exp la ined by  the  fac t  t ha t  

t he i r  t r ips  were  l onger ,  mean ing  tha t  f l a t - ra te  cos ts  such as  t ranspo r t  we re  sp read 

ove r  more  n igh ts .  

I n  2011,  package t rave l  abso rbed 38 % o f  the  spend ing  by  o lder  t ou r is ts  on  long 

ho l i day  t r i ps ,  compared w i th  25  % fo r  the  fu l l  age range .  

Da ta  i s  l ack ing  on  the  deta i led  expenses  o f  s i l ve r  t ou r is ts ,  however  a  Euros ta t  

s tudy  revea ls  t ha t  “age made  a  s l i gh t  d i f f e rence  to  t he  average  expend i tu re  per  

t r i p ” .  On  average ,  accommodat ion  took  up  36  % o f  tour ism expend i tu re  in  2014 ,  

wh i le  t ranspor t  accoun ted fo r  32  % and  m isce l l aneous  o ther  cos ts  fo r  32  %.  

Look ing  a t  domes t ic  and ou tbound t r i ps  sepa ra te l y ,  the  share  o f  t ranspo r t  

expend i tu re  was  h igher  by  10 pe rcentage  po in ts  fo r  ou tbound  t r ips  than fo r  

domest i c  t r i ps .  The d i f fe rence  in  t he  sha re  o f  accommodat ion  expend i tu re  was  less  

s i gn i f i can t  (+6  pe rcentage po in ts  f o r  ou tbound  t r ips ) .  
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F ig u re  10 :  E xp end i t u re  b y  ty pe  o f  ex pe nd i tu re ,  E U - 2 8 ,  2 0 14  (% )  

 

S o u rce :  E u ro s t a t  

N o t e :  E U - 28  ag g r eg a t e  ca l c u l a te d  u s in g  20 1 3  da t a  f o r  t he  U n i te d  K in gd om  

On ave rage ,  expend i tu re  pe r  t r ip  was  h igher  fo r  t r ips  fo r  wh ich  the  main  

accommodat ion  was  ren ted (see F igu re  3 ) .  The average cos t  o f  t r ips  spe nt  a t  

ho te ls  was  EUR 545  (as  compared  to  the  overa l l  ave rage o f  EUR  341) ,  wh i l e  t r ips  

spen t  a t  an  own  ho l iday  home cos t  EUR  160  on  average  and  those spent  a t  

accommodat ion  p rov ided  f ree  o f  charge by  f r iends  or  re l a t i ves  cos t  EUR  150 .   

Fo r  t r ips  where  the  m ain  means  o f  accommodat ion  was  ren ted  accommoda t i on ,  the  

ave rage  expend i tu re  pe r  n igh t  on  accommoda t i on  was  EUR  41  ”  rang ing  f rom 

EUR 21 per  n i gh t  f o r  t r ips  spen t  ma in l y  a t  camps i tes  to  EUR  53 fo r  t r i ps  spent  

main ly  a t  ho te ls  (see F igure  4) .  

What the different reasons explaining why seniors spend 

less? 

F i rs t  o f  a l l ,  s i l ve r  tour is ts  tend  to  s tay  in  the i r  own  coun t ry  wh ich  reduces  t rave l  

cos ts .  For  example ,  the  F rench  webs i te  ve i l l e i n fo tour isme . f r  es t ima tes  tha t  in  

2014,  88% of  French  sen io r  t ou r is ts  s tayed  i n  F rance  fo r  t he i r  vacat ions .  Th is  can 

be because o f  t he  l anguage  bar r i e r  ou ts ide  o f  the i r  own count ry ,  f o r  budget  

reasons ,  because o f  access ib i l i t y ,  e tc .  Second ly ,  sen ior  tour is t s  tend to  spend 

the i r  ho l idays  in  t he i r  ho l iday  home i f  they  have  one  wh ich  reduces  accommoda t ion   

cos ts .  Th i rd ly ,  the  a l l - inc lus ive  so lu t ion  exp la ins  lower  accommodat ion ,  food 

serv ice  and  t ranspo r t  cos ts .  F ina l l y ,  t ra ve l l i ng  outs ide  the  schoo l  ho l i days  pe r iod  

a lso  con t r i bu tes  to  exp la in  smal le r  da i l y  expenses  as  the  p r i ces  wou ld  no t  be  a t  

t he i r  peak .  

 

http://www.veilleinfotourisme.fr/medias/fichier/2016-02-4pages-51-tourisme-seniors_1455875656077-pdf
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1.4.3. SPENDING POWER OF SILVER TOURISTS: 

CONCLUSIONS. 

The  S i l ver  Economy is  a  growing sub jec t  o f  in te res t  as  the  numbe r  o f  65+ 

i nc reases  pa ra l le l  to  t he i r  g l oba l  spend ing power .  However ,  mu l t ip l e  expend i tu re  

scenar i os  ex is t  rang ing  f rom soc ia l  t ou r ism to  a l l - inc lus ive  ou tbound vaca t ions .  

S i l ver  t ou r is ts  tend to  spend more  than younger  tou r is ts  du r ing  the i r  ho l idays ,  

no tab l y  f o r  accommoda t i on ,  bu t  don ’ t  go  as  fa r  wh ich  ba lances  ou t  t he  expend i tu re  

t rends .   
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Reflective questions 

Very  few s tud ies  ana lyse the  expend i tu re  o f  sen io r  tour is t s ,  can  we rea l l y  assume 

they  are  l i ke  ave rage expend i tu re? Wi l l  t he  g loba l  inc rease o f  Eng l i sh -speake rs  in  

a l l  European  count r ies  impac t  f u ture  tour is t i c  t rends  fo r  sen ior  tou r i s ts?  How can 

the  new economies  (sha r i ng  economy,  co l labora t i ve  economy ,  e tc . )  invo lve  s i l ver  

t ou r is ts  and reduce the i r  expend i tu re?  

 

Further information and references for learning, teaching 

and assessment activities 

  The  paper  on  S i l ver  Economy  o f  the  Eu ropean Commiss ion  

  Euros ta t  on - l ine  pub l i ca t ion :  Tour ism t r ips  o f  Eu ropeans  

  Euros ta t ,  S ta t i s t i cs  i n  focus  43/2012,  Chr is tophe Demunter  :  Eu ropeans  

aged 65+  spen t  a  th i rd  more  on tour ism in  2011  compared wi th  2006  

  European Par l i ament  f ac t  sheet  on  tou r is m ,  2017  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://ec.europa.eu/research/innovation-union/pdf/active-healthy-ageing/silvereco.pdf
http://ec.europa.eu/eurostat/statistics-explained/index.php/Tourism_trips_of_Europeans
http://ec.europa.eu/eurostat/documents/3433488/5585284/KS-SF-12-043-EN.PDF/0d45fd84-d6ad-4584-a800-2ac868f17e0c?version=1.0
http://ec.europa.eu/eurostat/documents/3433488/5585284/KS-SF-12-043-EN.PDF/0d45fd84-d6ad-4584-a800-2ac868f17e0c?version=1.0
http://ec.europa.eu/eurostat/documents/3433488/5585284/KS-SF-12-043-EN.PDF/0d45fd84-d6ad-4584-a800-2ac868f17e0c?version=1.0
http://www.europarl.europa.eu/ftu/pdf/en/FTU_5.6.13.pdf
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1.5 Potential of New Technologies 

1.5.1. THE INCREASING ROLE OF ICT IN THE TOURISM 

SECTOR. 

The In format ion  and communica t ion  techno log ies  ( fu r ther  ca l led ICT)  have been 

t ransforming the tour ism industry  s ince the  1980s ,  bu t  t he  exponent ia l  g rowth  o f  

the  In ternet  s ince the  second ha l f  o f  the  1990s  and the  emergence o f  the  so -ca l led 

Web 2.0  s ince the  second ha l f  o f  the  2000s  has  un leashed a  revo lu t ion ,  wh ich 

changed dras t i ca l l y  the  market  cond i t ions  fo r  tour ism organ iza t ions .  As  th is  i s  

reca l led  in  the 2010 Commiss ion Communica t ion  Europe,  the  wor ld 's  No 1  tour is t  

des t ina t ion  ”  a  new po l i t i ca l  f ramework  fo r  tour ism in  Europe ,  innovat ion  and ICT 

are  key  fac tors  to  s t imu la te  compet i t i veness  in  the  EU tour ism sec tor  and to  a t t rac t  

new tour is ts .   

ICT represent  5 .6% of  EU GDP (670 Bi l l i on  Eu ro)  and 5 .3% of  to ta l  employment  in 

2007.  Ha l f  o f  the  EU produc t i v i ty  g rowth  (1 .1% between 2000 and 200 4)  comes f rom 

ICT and 25% of  research expend i tu re  (2002 -2003)  i s  ded ica ted to  th is  sec tor 3.  

The Dig i ta l  Agenda fo r  Europe  ( fu r ther  ca l led  Dig i ta l  Agenda or  DAE)  i s  one 

f lagsh ip  in i t ia t i ve  o f  the  Europe 2020  s t ra tegy .  Through 101 ac t ions  d is t r ibu ted in  7  

p i l l a rs ,  the  DAE a ims a t  us ing  ICT to  he lp  Europe 's  c i t i zens  and bus inesses  to  get  

the  most  ou t  o f  d ig i ta l  techno log i es  and fos ter  economy.   

The European Commiss ion  has  es t imated tha t  the  fu l l  imp lementa t ion  o f  th is  

updated  Dig i ta l  Agenda wou ld  inc rease European GDP by  5%,  o r  1500€  per  person,  

over  the  nex t  8  years .  In  te rms o f  jobs ,  up  to  one mi l l i on  d ig i ta l  jobs  r i sk  g o ing 

unf i l l ed  by  2015 wi thout  pan -European ac t ion  wh i le  1 .2  mi l l i on jobs  cou ld  be 

c reated th rough in f ras t ruc ture  cons t ruc t ion .  Th is  wou ld  r i se  to  3 .8  mi l l i on  new jobs  

th roughout  the  economy in  the  long te rm.  

Thus ,  tour ism operators ,  inc luding the  smal l  one s needs to  acknowledge th is 

revolut ion  and takes  the best  out  o f  i t .  Indeed,  a l l  tour ism businesses need to  

develop an ICT  v is ion and expert ise  to  bet ter  market  thei r  serv ices and to  

successful ly  interact  wi th  customers,  inc lud ing the senior  ones.  

Even i f  sen ior  peop le  are ,  compared to  o ther  ca tegor ies  o f  popu la t ion ,  a  l i t t l e  less 

inc l ined to  use ICT,  the  ro le  o f  ICT too ls  i s  g row ing every  year .  

  

                                                           
3

D G  E n te r p r i s e :  h t t p : / / ec .e u r o pa .e u /e n t e r p r i s e / se c to r s / i c t / c om p e t i t i v en e s s / i c t -

b r ie f / i nd e x_ e n . h t m  

http://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52010DC0352&from=EN
http://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52010DC0352&from=EN
http://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52010DC0352&from=EN
http://ec.europa.eu/digital-agenda/digital-agenda-europe
http://ec.europa.eu/europe2020/index_en.htm#_blank
http://ec.europa.eu/enterprise/sectors/ict/competitiveness/ict-brief/index_en.htm
http://ec.europa.eu/enterprise/sectors/ict/competitiveness/ict-brief/index_en.htm
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C o nne ct ed  Yo ung  vs  Con ne ct ed  Se n i o rs  
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Accord ing  to  Eu ros ta t ,  i n  2014 ,  ren ted  tou r is t  accommodat ion  was  boo ked  on l i ne  

fo r  55  % o f  the  t r ips  made  by  res idents  o f  the  EU 4 .  The age  pat te rn  o f  on l ine  

book ing  o f  ren ted  accommodat ion  and  t ranspor t  was  in  l i ne  wi th  t he  overa l l  

i n te rnet  use  by  age  g roup:  the  sha re  o f  on l i ne  book ing  dec reased  s l i gh t l y  fo r  o l der  

age  g roups ,  bu t  s tayed over  40% fo r  accommodat ions  and  over  55% fo r  f l i gh ts  as  

shown  in  t he  be low f i gure .   

O n l i ne  bo ok in g  fo r  to u r is t  a cc omm od at i on  (%  o f  a l l  t r ip s  sp en t  a t  r en t ed  

a c com mod at io n )  an d  fo r  a i r  t r av e l  b y  ag e ,  E U -2 8 ,  20 1 4  

S o u rce :  E u ro s t a t  

Tour ism ac to rs  need  to  exp lore  the  poss ib i l i t i es  o f fe red  by  the  web  2 .0  too ls  and 

the  soc ia l  ne tworks  i n  connec t ion  wi th  a  more  ac t i ve  and cen t ra l  ro le  o f  tour is ts  in  

t he  p lann ing and  p romot ion  o f  the  l oca l  tou r i sm o f fe r .   

ICT are  more  and more  used  by  cus tomers  to  p r epa re  the i r  t rave l  and 

accommodat ion  be fo re  the i r  s tay ,  bu t  a l so  to  ge t  p rac t i ca l  in fo rmat ion  on  the i r  

mob i le  du r ing  the i r  s tay  and  to  share  the i r  impress ions  on the  v is i ted  des t ina t i ons  

dur ing  and  a f te r  t he i r  s tay ,  thanks  to  soc ia l  ne tworks  no tab ly .  The  c us tomer ’s  

i nc reas ing ly  in f l uen t i a l  ro l e  in  t he  tou r ism pu rchas ing  cyc le  has  resu l ted  in  a  

cons tan t l y  chang ing  market  p lace,  i n  wh ich  the  consumer /ac to r  i s  becoming  the  

most  impor tan t  p layer .   

So  fa r ,  there  is  st i l l  insuf f ic ien t  access to  the la test  informa t ion and 

communica t ion  technologies,  prevent ing  especia l ly  rura l  and  mountain  actors  

f rom deve loping indispensable  serv ices for  tour is ts .  There  a re  st i l l  severa l  

tour ism opera tors  who don ’ t  have a  websi te  or  can’ t  use the socia l  media  

ef fec t ive ly  in  order  to  marke t  the i r  p roducts  and  serv ices .  O the rs  don ’ t  even 

have  the  In te rnet  wh i ch  p reven ts  the  tou r is ts  to  use  the  app l i ca t i on  and  webs i tes  

they  l i ke .  

 

 

                                                           
4 Eurostats, Statistics on ICT use in tourism, May 2016, 

http://ec.europa.eu/eurostat/statisticsexplained/index.php/Statistics_on_ICT_use_in_tourism 
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This  gap  needs  to  be  f i l l ed  in ,  espec ia l l y  as   

  cus tomer  sa t i s fac t ion  depends  more  and more  on the  accu ra cy  and 

comprehens iveness  o f  in fo rma t ion  prov ided  and  on  the  ab i l i t y  o f  

o rgan i za t ions  to  reac t  ins tan t l y  to  consumer  reques ts ;  

  i t  i s  much  eas ie r  fo r  unsat i s f ied  cus tomers  to  vo ice  comp la in ts ,  wh ich  can 

have  a  h igh  v i s ib i l i t y  on  the  soc ia l  med ia  than  before .  Even i f  sen io r  peop le  

a re  no t  necessa ry  the  ones  wr i t ing  a  l o t  o f  comments  on soc ia l  med ia ,  they  

w i l l  be  more  inc l ined to  pay  a t ten t i on  to  the  comments  pos ted by  p rev ious  

consumers ,  t o  ensure  tha t  t he  qua l i ty  o f  t he  serv ice  i s  we l l  respec ted.   

 

ICT of fe r  new oppor tun i t ies ,  even  for  sen ior  people ,  tha t  tour ism operators  

have to  seize .  But  how can the S i lver  Tour ism Exper t  benef i t  f rom these 

tools?   
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1.5.2. HOW CAN ICT TOOLS ENGAGE TOURISTS TO HAVE 

MORE ACTIVE INTERACTIONS WITH THE TOURISM 

OPERATORS? 

To  accompany  the  tou r ism ope ra to rs  in  t he  adap ta t ion  

o f  th is  ICT revo lu t ion ,  t he  DANTE pro jec t  (D ig i ta l  

Agenda fo r  New Tour ism Approach  i n  European  Rura l  

and Mounta in  Areas)  has  deve loped an “ ICT 

phi losophy”  to  o rder  to  he lp  espec ia l l y  the  smal l  

ac to rs ,  i n  ru ra l  and mounta in  a reas  to  adapt  to  t hese 

techno log ies  and to  a t t rac t  v is i to rs .   

Be fo re  deve lop ing  new too ls ,  t he  tou r ism ac to rs  shou ld  bea r  i n  mind  th is  

ph i l osophy .  The tou r ism ac to rs  shou ld  be :   

  OPEN:  t he  h ie rarchy  o f  re l a t i onsh ips  changes :  t he  tou r is t  i s  ac t i ve  (sends  

p ic tu res ,  opens  b logs ,  sends  tour ism i n format i on  to  t he  communi ty ,  he  i s  

a lso  a  ‚b log - jou rna l i s t ‛ ,  he  cou ld  i n te rac t  a t  the  same leve l  t han  the  tour ism 

ope ra to rs ) ,  the  opera tor  shou ld  be  a b le  to  use ICT  too ls  to  keep  and  get  in  

t ouch wi th  t he  tour is t s  in  a  more  i n te rac t i ve  and  i ns tan t  way  than before .   

  IN  ( the  event ) :  w i th  ICT  and  espec ia l l y  soc ia l  ne tworks ,  th i s  i s  now eas i l y  

f eas ib le  to  comment  an  even t  wh i l e  l i v ing  i t  and  in te rac t  w i th  d i f fe rent  

par t i c ipants  o r  peop le  who a re  no t  necessa r i l y  phys ica l l y  pa r t i c i pa t ing  in  

t he  event ,  t hus  the  speed o f  i n fo rmat ion  and the  need to  answer  more  

qu ick ly  to  t he  demand o f  tou r is ts  i s  h i gher  t han be fo re ,  the  l anguage  to  use 

i s  d i f fe ren t  than  in  more  t rad i t iona l  med ia  and  shou ld  be  adap ted too .   

  CLOSE:  ICT  use  encourages  and  deve lops  a  language  ‚c loser  to  emot ions‛ ,  

t ou r is ts  exp ressed  more  the i r  fee l i ngs  and why  they  l i ke  (o r  don ’ t  l i ke  a  

p lace,  an  even t ,  an  a t t rac t i on ) .  The  language used  is  more  f r i en d ly ,  sha red 

w i th  f r iends  and acqua in tances ,  i n  rea l  t ime,  dur ing  the  moment  o f  the  

expe r i ence.   To  sha re  the  exper ience w i th  t he  tour is t ,  you  need to  

communica te  about  s to r i es ,  rea l  expe r i ence about  t he  l i fe  o f  t he  peop le .   

  LOW COST:  the  use o f  open  source  and  f ree  so f twa re  (ex .  ‚open s t ree t  

map‛)  and  open  data  dec rease  the  cos t  o f  in fo rma t i on  and  inc rease  i ts  

access ib i l i t y .  A l l  tou r is t  ope ra tor  can now have  soc ia l  med ia  o r  a  webs i te  

f o r  a lmos t  ze ro  inves tment .  But  t ime  is  needed  in  o rder  t o  adequa te ly  

an imate  these too ls .   

E lder ly  peop le  are  more  and more  us ing  soc ia l  med ia .  Accord ing  to  a  s tudy  f rom 

the  Pew Resea rch  Cen te r  on  Amer ican peop le ,  " usage  among those 65  and o lder  

has  more  than  t r ip led  s i nce  2010 when  11% used  soc ia l  med ia .  Today ,  35% of  a l l  

t hos e 65  and o lder  repor t  us ing  soc ia l  med ia ,  compared wi th  jus t  2% in  2005 " 5.   

 

 

                                                           
5

 A n d re w  P er r i n ,  S oc i a l  M e d i a  Us a ge :  2 00 5 - 2 015   65 % o f  a du l t s  no w u s e  s o c i a l  

n e t wo rk i ng  s i t es  ”  a  ne a r l y  t e n f o ld  j u mp  in  t h e  p as t  de c ad e ;  20 15  

http://danteproject.eu/
http://www.pewinternet.org/files/2015/10/PI_2015-10-08_Social-Networking-Usage-2005-2015_FINAL.pdf
http://www.pewinternet.org/files/2015/10/PI_2015-10-08_Social-Networking-Usage-2005-2015_FINAL.pdf
http://danteproject.eu/
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A m ong  a l l  Am e r ic an  a du l t s ,  %  w ho  u se  s oc ia l  n e t wo rk ing  s i te s ,  b y  ag e  

 
S o u rce :  P e w R es e a rc h  C e nt e r ,  An d re w  P e r r i n ,  S o c ia l  M ed i a  Us ag e:  2 00 5 -2 01 5   65% 

o f  adu l t s  no w u s e  soc i a l  n e t w o rk in g  s i t e s  –  a  ne a r ly  t en f o ld  j ump in  th e  pa s t  

d e cad e ;  20 15 ,  pa ge  5 .   

N o t e :  No  da ta  a v a i l a b l e  fo r  2 00 7  

Never the less ,  a  good ba lance mus t  be  cons ide red between  ICT  too ls  and  human 

i n terac t i ons .  The S i l ver  Tour i s t  Expe r t  needs  to  keep in  m ind  tha t  f o r  t h is  g roup o f  

consumers ,  ICT l i t e racy  may  be be low the  average  o f  the  popu la t ion  and to  be  ab le  

to  use  these  techno log ies ,  a  ve ry  good ,  easy  and f ree  access  to  High  Speed 

In terne t  i s  needed  fo r  the  tour i s ts .   

S i l ver  tou r is ts  can now access  spec ia l i sed webs i tes  such as  

h t tp : / /www.sen iorac tu . com/   i n  F rance  wi th  a  spec ia l  sec t i on  ded ica ted  to  Tour ism.  

These  webs i tes  seek  out  and  ana lyse  the  in fo rma t i on  fo r  the  sen iors  and  then 

g roup  i t  a l l  on  the  same webs i te  so  i t  i s  eas i l y  access ib le .   

Senior  peop le  represents  a  gr owing  marke t  fo r  soc ia l  media  and w i l l  be  more 

and  more  incl ined  to  use  them in  the  coming  years .  Thus ,  the  Si lver  Tourist  

xper t  can bear  in  mind  the key  pr inc ip les of  in te ract ion on  soc ia l  media  when 

communica t ing  on  soc ia l  media .  But  how can  we the  S i lve r  Tour is t  Expert  

concre te ly  implement  th is  phi losophy? What  are  the poss ib le  tools  he  cou ld 

implement?  

How technology can facilitate the travel and stay of senior 

people? Good examples 

Accord ing  to  a  TOURAGE s tudy ,  the  most  impor tan t  sou rces  o f  i n fo rmat i o n  fo r  

sen iors  re la t i ng  to  tour ism a re  the i r  own exper iences  o r  f ami ly  members / f r i ends .  

The  media  and soc ia l  med ia  does  not  reach  th is  t a rget  g roup success fu l l y  ye t .  

The re fo re ,  d i f fe ren t  communica t ion  channe ls  shou ld  be  used fo r  th is  age  g roup by  

tou r is t  se rv ice  prov iders .  (…)  I t  i s  impor tan t  to  i nves t  in  paper  brochu res  fo r  

example .  

http://www.pewinternet.org/files/2015/10/PI_2015-10-08_Social-Networking-Usage-2005-2015_FINAL.pdf
http://www.pewinternet.org/files/2015/10/PI_2015-10-08_Social-Networking-Usage-2005-2015_FINAL.pdf
http://www.pewinternet.org/files/2015/10/PI_2015-10-08_Social-Networking-Usage-2005-2015_FINAL.pdf
http://www.senioractu.com/Tourisme-et-loisirs_r13.html
http://www.senioractu.com/Tourisme-et-loisirs_r13.html
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Severa l  ICT can be used not  on ly  fo r  sen ior  tour is ts  bu t  fo r  a l l  types  o f  tour is ts .  

Never the less ,  some adapta t ions  are  somet imes  needed in  order  to  make them user -

f r iend ly  fo r  o lder  tour i s ts .  A lack  o f  ab i l i t y ,  awareness ,  wi l l i ngness  and t rus t  in  

us ing  the  ICT shou ld  o f ten  be overcome to  encourage more  sen ior  peop le  to  use 

these too ls .  For  ins tance,  f r iend ly  in te r faces  fo r  equ ipment  and e -serv ices ,  wi th  

s imple  des igns  and in tu i t i ve  nav iga t ion  sys tems are  he lp fu l .  

Before  des ign ing  a  webs i te  or  an  app l ica t ion  tha t  wi l l  be  wide ly  used by  sen iors ,  

the  recommendat ions  o f  the  WCAG /WAI  o f  the  Wor ld  Wide Web Conso r t ium (W3C)  

shou ld  be  respec ted to  ensure  a  fu l l  access ib i l i t y  o f  the  websi te  and the 

app l i ca t ion .  Discover  here  some t ips  to  make your  webs i te  more  access ib le .  C l i ck 

here  see the  v ideo.  

 

 
 

 

 

 

 

 

 

 

 

 

 

 

For  ins tance,  fo r  a  webs i te ,  i t  can inc lude notably :   

  The ReadSpeaker  too l ,  wh ich  i s  conver t ing  the  wr i t ten  content  in to  aud io 

content :  wh ich  makes  i t  eas ier  fo r  the  persons  who don ’ t  see we l l  o r  who are  

t i red  when read ing too  much tex t  on  a  sc reen  

  Videoconference poss ib i l i t i es  fo r  users  o f  s igns language  

  An easy  poss ib i l i t y  to  adapt  the  s ize  o f  the  charac ters  o f  the  tex t  to  

fac i l i ta te  the  read ing o f  the  tex t  

  Some keyboard  shor tcu ts  to  ease the  access  between the  d i f fe rent  

webpages  fo r  those who have d i f f i cu l t ies  in  us ing  th e  mouse and who are  

more  comfor tab le  wi th  the  sc reen.   

 

 

https://www.w3.org/WAI/intro/wcag.php
https://www.youtube.com/watch?v=s4M43iGnrRY
https://www.youtube.com/watch?v=s4M43iGnrRY
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One good example  o f  the  imp lementa t ion  o f  a l l  these recommendat ions  i s  the 

munic ipa l i t y  o f  B i lbao,  in  Spa in ,  has  deve loped a  c i ty  web por ta l  www.b i lbao.net  

wi th  i n fo rmat ion  on admin is t ra t i ve  procedures to  be  done a t  the  munic ipa l i t y  level ,  

t ranspor t  and le isure  ac t i v i t ies ,  wh ich ease the  s tay  o f  tour is ts .  The i r  webs i te  is  

a lso  fu l l y  ava i lab le  on  the  mobi le  phone.   

Users  who have a  success fu l  exper ience on the i r  f i r s t  v i s i t  to  a  webs i te  tend to  

re turn .  In  cont ras t ,  a  messy  des ign  wi th  unc lear  nav iga t ion  and descr ip t ions  tends 

to  des t roy  enthus iasm and enhance f rus t ra t ion .  Sen ior  peop le  are  us ing  the 

In ternet  less  than o ther  par ts  o f  the  popu la t ion ;  thus ,  th is  i s  par t i cu la r l y  impor tan t  

to  des ign  a  n ice  and p rac t i ca l  webs i te  in  o rder  to  be  sure  they  come back  aga in  on 

the  webs i te  to  buy  the  produc t  o r  serv ice  prov ided.    

 

 

 

 

 

 

 

 

 

 

 

 

But  most  of  the tour ism opera tors  a re  smal l  ones ,  wi th  less than 10 

employees,  wi th  not  a  lot  o f  t ime ,  nor  knowledge  to  an imate the soc ia l  media  

or  use  ICT.  So how can ICT  for  senior  tour ists  be  actua l ly  used and 

implemented  by SMEs too?   

 

 

 

 

 

 

http://www.bilbao.net/
https://www.youtube.com/watch?v=puioNV9lne8
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1.5.3. HOW CAN DIGITAL TOURISM BE IMPLEMENTED AT 

SME LEVEL? 

DG Growth  (p rev ious ly  DG Ente rp r ise  an d Indus t ry )  has  we l l  unders tood  the  

impor tance to  l ink  ICT and  tour ism and thus  has  imp lemented i n  2013 ,  a  spec i f i c  

p rogramme ca l l ed  ‚ ICT and Tou r ism Bus iness  Ac t i on ‛ .  Th is  in i t i a t i ve  has  3  main  

components :   

  Pol icy  componen t :  a  h igh - leve l  g roup (HLG)  o f  representa t i ves  f rom the  

f ie l ds  o f  tour ism,  ICT  and  o ther  re l evant  s takeho lde rs  wi l l  ana lyse market  

evo lu t i on ,  i dent i fy  needs  and  make recommendat i ons  fo r  f u tu re  po l i cy  

deve lopmen t .   

  Techno log ica l  componen t  TOURISMl ink :  th is  demonst ra t ion  p ro jec t  (2012 ”  

2014)  a ims  a t  l i nk ing  tou r ism p ro fess iona ls  w i th  the  d ig i t a l  marke t ,  by  

fac i l i t a t ing  ICT aspec ts  o f  coopera t ion  be tween companies  l oca ted a t  

d i f fe ren t  sec t ions  o f  the  tou r ism indus t ry 's  va lue  cha in ,  and ensur ing  tha t  

SMEs can  eas i l y  pa r t i c ipa te  in  the  d ig i t a l  va lue  cha in  wi thout  hav ing  to  bear  

heavy  cos ts .   

  Operat iona l  component  Tou r ism - IT :  a  po r ta l  to  ass is t  bus inesses  (main ly  

SMEs)  i n  each  s tep  o f  t he i r  bus iness  p rocesses .  I ts  a im  i s  to  become the  

one s top  shop ,  p rov id ing  SMEs  w i th  re levant ,  p rac t i ca l  in fo rma t i on ,  

i nc lud ing  up to  da te  ICT  bus iness  too ls ,  t u to r ia ls  and  t ra in i ng  to  he lp  any  

tou r ism company  se t  up ,  manage  and promote  the i r  bus iness  

V ideo  to  p romote  the  Tour ism Bus iness  Por ta l 6 :  

h t t ps : / /www.you tube .com/watch?v=k8m9EvQ2Bw4  

The  European  Commiss ion  has  l aunc hed a  se r i es  o f  web ina rs  to  f ocus  on d ig i ta l  

t ou r ism.  They  a im to  gu ide  the  SMEs to  be t te r  unders tand the  recen t  t rends  in  

t ou r is ts  use o f  techno logy  and they  c overed i ssues  such as  d ig i ta l  market ing  

s t ra tegy  o r  on l ine  reputa t i on  and use  o f  soc ia l  med ia  or  m - tou r ism (mob i le  t ou r ism 

through smar tphones ) .  These web ina rs  pr esen t  some bus inesses  t ips  fo r  

bus inesses .  Fo r  ins tance ,  t he  one  on  soc ia l  med ia ,  encou rages  to  be  v isua l ,  d i rec t  

and  fun  to  communica te  on  soc ia l  med ia .   

 

 

 

 

 

 

 

                                                           
6  T h e  T o u r i s m  B u s in e ss  P o r t a l  i s  o f f - l i n e  a t  t he  t im e  w e  a r e  wr i t i n g  th i s  MO O C ,  fo r  

m a in t en an c e  r ea s on s .  T he  E u ro pe a n  Co mm i s s i on  h a s  as s u r ed  u s  i t  i s  d o ing  i t s  b es t  

f o r  t h e  w e bs i t e  t o  b e  b ack  o n - l i n e  be f o re  th e  e nd  o f  2 0 17  

http://ec.europa.eu/enterprise/sectors/tourism/ict/index_en.htm
http://www.tourismlink.eu/
http://bluevista.ceros.com/segittur/tourismiting/page/1
https://www.youtube.com/watch?v=k8m9EvQ2Bw4
https://ec.europa.eu/growth/sectors/tourism/conferences-events/digital-tourism_en
https://www.youtube.com/watch?v=WlHDCL5RTVg
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Some suppor t  p rogrammes cou ld  be  a lso  ava i lab le  a t  reg iona l  l eve l  t o  he lp  the  

d ig i ta l i za t i on  o f  bus inesses ,  inc lud ing  in  the  tou r ism sec to r .  Th i s  i s  fo r  ins tance 

the  case o f  t he  Tour isma ’T IC example  in  t he  Mass i f  cent ra l  in  F rance.   

Tourisma’TIC 

Tour isma 'T IC  is  a  p rogramme targe ted  to  bus inessmen o f  the  ru ra l  tour ism sec tor .  

I t  a ims a t  he lp ing  them to  take grea te r  advantage o f  ICT  i n  the i r  ac t i v i t i es .   

Th is  p rogramme is  dec l ined  in  3  ma in  axes :  

  improv ing  the  management  o f  the i r  bus iness ;  

  i nc rease the  f requenta t ion  o f  the i r  s t ruc ture  by  deve lop ing  the i r  

communica t i on  too ls :   in te rnet ,  e  mai l i ng ,  soc ia l  ne tworks ;  

  o f fe r  new serv ices  to  c l ien ts  (WIF I , . . . ) .  

Cybermass i f ,  th rough  i t s  14  ICT  resource cen te rs  imp lan ted i n  Mass i f  Cen t ra l  

t e r r i to ry  in  F rance  (wh ich  i s  main ly  ru ra l ) ,  has  not i ced  tha t ,  in  recen t  yea rs ,  the  

tou r ism sec tor  in  t h is  a rea  was  ma in ly  composed o f  sma l l  p ro fess iona l  s t ru c tu res  

( less  than 10  peop le ) ,  o f t en  fami l y -owned and rare ly  up  to  da te  as  regards  the  use 

o f  ICT .  

Ba r r ie rs  t o  the  mass i f  use  o f  d i g i ta l  too ls  a re  re la ted  to  an  under -eva lua t i on  o f  

what  i s  a t  s take and to  a  l im i ted  knowledge  o f  ex is t i ng  so lu t ions  coup led w i th  a  

l ow l eve l  o f  genera l  cu l t u re  rega rd ing  ICT .  Th is  i s  why  Cybermass i f  has  deve loped 

a  p rogramme to  energ ize  th is  sec to r  wh ich  has  a  s t rong we ight  in  t he  loca l  

economy  o f  t hese te r r i to r i es .   

The  p rogramme has  two componen ts :  

  component  1 :  i n fo rmat ion  and  awareness  ra i s ing   

  component  2 :  accompany ing imp lementa t i on .  

https://www.youtube.com/watch?v=k8m9EvQ2Bw4
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The f i rs t  componen t ,  ded ica ted to  awareness  ra is ing  fo r  bus inessmen ,  cap i ta l i zes  

on  numerous  too ls  and  event  coo rd ina t ion  conten ts  t ha t  a re  ava i lab le  on  a  

p resen ta t ion  p la t f o rm access ib le  on - l ine .  

Th is  resou rce space on E - tour ism prov ides  the  ac tors  f rom the  sec to r  to  access  a  

documen ts  and  techn ica l  knowledge ,  such  as  fo r  examp le  themat i c  gu ides .  They  

can  a lso  t ry  so f twa res  and  par t i c ipa te  i n  awareness  ra is i ng  sess ions  v ia  a  web 

conference por t a l ,  wh ich  i s  pa r t i cu la r l y  in te res t ing  fo r  geog raph ica l l y  remote  

s t ruc tures .  

The  second  componen t  cons i s ts  i n  accompany ing ind iv i dua l l y  bus iness  ac to rs  f rom 

the  tou r ism sec to r  by  o f fe r ing  them ICT d iagnos is .  These  enab le :   

-  to  measure  the  cur ren t  leve l  o f  approp r ia t i on  o f  ICT by  the  tou r ism bus iness  

ho lder ;  

-  t o  measure  and  then  app rove the  techn ica l ,  market ing  and f inanc ia l  feas ib i l i t y  

o f  the  d ig i ta l  o r  web  p ro jec t  o f  the  bus iness  ho lder .  
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1.5.4. HOW TO UNDERSTAND WHO THE SILVER TOURISTS 

ARE: SPENDING POWER AND NEW TECHNOLOGIES. 

The  l as t  two pa r t s  o f  t he  un i t  has  been focused  on  the  spend ing  capac i ty  and  the  

poten t ia l  o f  new techno logy  in  s i l ve r  t ou r ism.  These two top ics  a re  ve ry  impor tan t  

f o r  you  due to  you r  i nnovat ive  p roduc ts  o r  serv i c es  shou ld  be  adap ted  to  th is  k ind  

o f  ta rget  bu t  shou ld  be  economica l l y  feas ib le  as  we l l .   

Bes ides ,  i t  mus t  be  taken  in to  accoun t  t he  new techno log ies  i n  o rder  to  connec t  

w i th  sen io r  peop le .  I f  you c reate  inc red ib le  exper iences  fo r  t hem,  but  they  do  not  

know any th ing  abou t  you . . . ,  o r  the  communica t i on  o r  paymen t  channe l s  are  not  

f r i end ly  fo r  them . . .  i t  i s  poss ib le  tha t  you have not  success fu l .   

Th is  i s  t he  l as t  chance to  rev i se  you r  ques t ionna i re  . . .  P lease,  check  i t  aga in  and 

be sure  tha t  these  two top ics  a re  inc luded  i n  the  f ina l  ques t i onna i re . . .  

One o f  t he  mos t  common m is takes  i s  be  focus  on  the  idea  o r  p roduc ts  and se t  

as ide  de  prob lem o r  the  need . . .  Des ign  Th ink ing  me thodo logy  i s  focus  on  th is  

par t . . . ,  i f  you do no t  know the  ‚REAL‛  p rob lem to  be  so lved  o r  the  ‚REAL‛  needs  o f  

you r  ‚Cus tomers ‛ ,  i t  i s  imposs ib le  to  g ive  them what  they  a re  look ing  fo r . . . . . .   

Le t ’ s  go .  
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Conclusions 

ICT a re  a  power fu l  too l  to  engage a l l  tour is ts  in  l i v i ng  an exper ience,  tha t  wi l l  

make  the i r  s tay  a  un ique  expe r ience .  Th i s  i s  a lso  t rue  fo r  sen ior  t our is ts .  

Never the less ,  the  spec i f i c  charac ter i s t i cs  o f  sen io r  peop le  (more  w i l l i ng  to  

main ta in  in te rac t i ons  wi th  peop le  and  no t  computers ,  l ack  o f  ab i l i t y  and  sk i l l s  to  

use  ICT)  ob l ige  the  tour ism opera to rs  t o  adapt  t h e i r  t oo l s  to  make  them more  use r -

f r i end ly  and used by  sen io r  tou r is ts .   

 

Reflective questions 

What  k ind  o f  p ro jec ts  can you  th ink  o f  l i nk ing  ICT and  s i l ve r  tou r ism? How is  i t  

poss ib le  t o  i n tegra te  i n  a  market i ng  s t ra tegy  use r - f r iend ly  ICT  fo r  s i l ver  t ou r is ts ,  

env i ronmenta l  sus ta inab i l i t y  ( so f t  mob i l i t y ,  l im i t ing  paper  use ,  e tc . )  and  tak ing  in to  

account  t he  h igher  need  fo r  s i l ve r  tour i s ts  o f  d i rec t  human  ass is tance?  

  

Further information and references for learning, teaching 

and assessment activities 

  Europea n Commiss ion ,  L ive  semina rs  on  d ig i ta l  t ou r ism,  2015:  

h t t ps : / / ec .eu ropa .eu /g rowth /sec to rs / tour ism/con fe rences -even ts /d ig i t a l -

t ou r ism_en ,  espec ia l l y  on  succeed ing  i n  soc ia l  and on  th ink ing  mobi l e  

  INTERREG IV  C pro jec t  DANTE ,  Gu ide  o f  Good  Prac t i ces  on  ICT  and  

tou r ism,  2013  

 EU consu l ta t ion  resu l ts  on  How can  we  g row Europe ’s  S i l ver  Economy? 

>Tour ism fo r  o l de r  peop le  

 

 

 

 

 

 

 

 

 

 

 

 

 

https://ec.europa.eu/growth/sectors/tourism/conferences-events/digital-tourism_en
https://ec.europa.eu/growth/sectors/tourism/conferences-events/digital-tourism_en
https://www.youtube.com/watch?v=WlHDCL5RTVg
https://www.youtube.com/watch?v=jNm4IyziTb0
http://danteproject.eu/sites/danteproject.eu/files/goodpractices/Guidebook_GP.pdf
http://danteproject.eu/sites/danteproject.eu/files/goodpractices/Guidebook_GP.pdf
http://danteproject.eu/sites/danteproject.eu/files/goodpractices/Guidebook_GP.pdf
https://www.discuto.io/de/consultation/tourism-older-people
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2.1 Silver Tourism Design Thinking 

2.1.1. IMMERSION PHASE 

The immers ion  phase has  been t rea ted in  the  f i rs t  un i t  o f  th is  course .  I t  has  t r ied  to 

unders tand the  d i f fe rent  in te res ts  o f  the  pub l i c  o f  sen ior  tour is ts ,  s tudy ing  aspec ts 

such as  the  mobi l i t y  o f  sen ior  tour is ts  and  the i r  companions ,  hea l th -care  and 

access ib i l i t y ,  and even the i r  spend ing capaci ty .  On the  o ther  hand,  aspec ts  re la ted  

to  ICT have been ana lyzed as  a  key  fac tor  fo r  the  fu ture  o f  the  sec tor .  

Immers ion  can be def ined as  the  s tep in  wh ich  the  des igner  (o r  p ro jec t  team)  is  

b rought  c loser  to  the  contex t  o f  the  p rob lem.  Immers ion  compr ises  the  s tages  o f  

empathy  and def in i t ion .   

In  the  immers ion  phase,  we have t r ied  to unders tand the  needs o f  the  s i l ver  tour i s t  

th rough the  use o f  too ls  such as  the  pro f i le  card .  Th is  pro f i le  wi l l  be  the  center  fo r  

the  des ign  o f  innovat ive  produc ts  and serv ices ,  be ing  cons idered the  bas is  on 

wh ich  to  deve lop the  ideat ion  phase.  

As  a  reminder ,  these were  the  four  most  re levant  De s ign  Th ink ing  tools  used in  the 

un i t  1  wh ich  are  fundamenta l  fo r  a  proper  immers ion  process :  In te rv iews,  Pro f i le  

Card ,  Empathy  Map and Ex t reme Users .  In  add i t ion ,  o ther  usefu l  tool ,  such as the 

Stakeho lders  Map,  wi l l  be  addressed la ter ,  in  un i t  4 .   

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Silver Tourism 

Developing Innovative Touristic Products for Silver Economy  

 

59 59 

2.1.2. IDEATION PHASE 

The ideat ion  phase seeks  to  genera te  innovat ive  ideas  tha t  serve  to  deve lop a  new 

produc t  o r  serv ice ,  based on the  exper ience ga ined in  the  immers ion  phase.  

The des ign  process  fo l lows  a  deve lopment  o f  d ivergent -convergent  th ink ing ,  where  

in  the  f i rs t  p lace there  i s  a  genera t ion  o f  i deas  and proposa ls  tha t  wi l l  l a te r  

mater ia l i ze  ex is t ing  poss ib i l i t i es ,  de f in ing  and pro f i l i ng  accord ing  to  the  needs  o f  

the  f ina l  cus tomers ,  resu l t ing  in  a  produc t  /  serv ice  wi th  the  h ighes t  va lue 

propos i t ion  fo r  the  c l ien t .   

Th is  s tep  i s  where  the  des ign  process beg ins ,  us ing  c reat i v i ty  to ana lyze the 

knowledge obta ined in  the  immers ion  phase and genera t ing  so lu t ions  adapted to  

tha t  contex t .  Th is  s tage def ines  the  concepts  and resources  needed to  laun ch a  

pro to type tha t  wi l l  o f fe r  innovat ive  so lu t ions .  

A l l  i deas  are  va l id  here and wi l l  combine both  unconsc ious  and consc ious  th ink ing;  

ra t iona l  thoughts  and imag inat ion .  I t  i s  a t  th is  s tage when bra ins torms wi l l  be 

deve loped and new ideas  wi l l  emerge f rom  the  prev ious  ones .  The  goa l  o f  th is  

s tage is  to  ach ieve a  great  number  o f  ideas  tha t  g ive  many  a l te rnat i ves  as  poss ib le 

so lu t ions  ins tead o f  f inding  a  s ing le  bes t  so lu t ion .  

Many  poss ib le  too ls  can be used,  f rom sketches  to  mind maps or  s to ryboards,  

a l though us ing  them a l l  w i l l  no t  guarantee success  and can even be 

counterproduc t i ve .  La ter  in  the  sec t ions o f  d ivergent  th ink ing (2 .1 .3)  and 

convergent  th ink ing  (2 .1 .4)  wi l l  be  exposed some too ls  cons idered o f  in te res t  to  the  

des igner  o f  S i l ver  Tour ism serv ices .   

At  the  same t ime,  i t  i s  a lso  necessary  to  c lear ly  d is t ingu ish  between the  genera t ion  

o f  ideas  and the i r  subsequent  eva lua t ion .  The genera t ion  o f  mul t ip le  ideas  a l lows 

address ing  d i f fe rent  goa ls :  

  Think  o f  obv ious  so lu t ions ,  thus  inc reas ing  the  potent ia l  fo r  innovat ion  on 

the  cur rent  bas is  o f  poss ib i l i t i es .  

  Make bet te r  use o f  the  d i f fe rent  v is ions  o f  each work - team a lso  by  us ing 

co l labora t i ve  work .   

  Discover  unexpec ted areas  o f  exp lora t ion  by  c reat ing  a  greater  range o f  

ideas  and  g reater  op t ions  fo r  innov at ion .  
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Creativity vs Innovation  

Creat iv i ty  can be descr ibed as  "a  process  o f  becoming sens i t i ve  to  prob lems, 

de f i c ienc ies ,  gaps  in  knowledge,  miss ing  e lements ,  d isharmonies ,  and so  on;  

ident i fy ing  the  d i f f i cu l ty ;  search ing  fo r  so lu t ions ,  mak ing gues ses ,  o r  fo rmula t ing  

hypotheses  about  the  def i c ienc ies :  tes t ing  and re tes t ing  these hypotheses  and 

poss ib ly  mod i fy ing  and re tes t ing  them;  and f ina l l y  communica t ing  the  resu l ts " 6.   

 “Creat i v i ty  i s  a  d r i ver  f o r  innovat ion  and a  key  fac tor  fo r  the  deve lopment 

of  persona l ,  occupat iona l ,  en t repreneur ia l  and soc ia l  competences  and the 

we l l -be ing o f  a l l  i nd iv idua ls  in  soc ie ty . ”  

    Creat iv i ty  and Innovat ion  European Year  2009  

The main  d i f fe rence between c reat i v i ty  and innovat ion  i s  the  approach.  Whi le  

c reat i v i ty  seeks  the  re lease o f  the  mind ’s  po tent ia l  to  c reate  new ideas ,  under  a  

pure ly  sub jec t i ve approach,  innovat ion  i s  c lear ly  measurab le  and seeks  to 

in t roduce changes  in  re la t i ve ly  s tab le  sys tems.  In  th is  contex t ,  a  S i l ver  Tour ism 

des igner  wi l l  on ly  ach ieve genu ine innovat ion  i f  i t  i s  ab le  to  imp lement  the  serv ices 

c reated.  

Lateral Thinking  

This  te rm was  promulga ted in  1967 by  Edward  de Bono in  h is  book  New Th ink :  The 

Use o f  La tera l  Th ink ing as  a  techn ique to  so lve  prob lems th rough an ind i rec t  and 

c reat i ve  approach,  us ing  reason ing tha t  i s  no t  immedia te ly  obv ious  and invo lv ing 

ideas  tha t  may  not  be  obta inab le  by  us ing  on ly  t rad i t iona l  "ver t i ca l "  logic .   

Whi le  c r i t i ca l  th ink ing i s  p r imar i l y  concerned wi th  judg ing  the  t rue  va lue  of  

s ta tements  and seek ing  er rors ,  th e  la te ra l  t h ink ing  i s  more  concerned wi th  the  

movement  va lue  o f  s ta tements  and ideas .  Some methods  to  use are :   

  Use random words  l inked in  some way  to  the  prob lem to  be  so lved  

  Dele te  any  charac ter i s t i c  o f  the  prob lem  

  Estab l i sh  ana log ies  wi th o ther  s i tua t io ns   

  Turn  the  prob lem ins ide  out  o r  ana lyze i ts  oppos i te    

  Spl i t  the  prob lem in  d i f fe rent  components  

 

 

 

 

 

                                                           
6 T o r ra n c e ,  P a u l .  " V e rb a l  T e s t s . F o r m s  A  a n d  B -F i g u r a l  T e s t s .  F o r m a  A  a n d  B " . T h e  T o r ra n c e  T e s t s  

o f  C r e a t i v e  T h i n k i n g -N o r m s -T e c h n i c a l  M a n u a l  R e s e a rc h  E d i t i o n .  P r i n c e t o n ,  Ne w  J e rs e y :  

P e rs o n n n e l  P re s s .  p .  6 .  
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F igure  11 :  Ve r t ic a l  Th ink ing  vs  La te ra l  Th ink ing  

 
Source :  W ik imed ia  Com mons ( F i le :Ve r t ica l_ th in k ing_p ic .png )  

Visual Thinking 

Visua l  Th ink ing  can be def ined as  the  u t i l i za t ion  o f  v isua l  tools ,  such as 

photographs ,  d iagrams and s t i cky  notes ,  a im ing to  c reate  mean ing and es tab l i sh  a 

debate  about  i t .  Serv ices  are  complex  busi ness  mode ls ,  in tegra te  a  sys tem 

composed by  some modu les  and the i r  in te rac t ions ,  wh ich  makes  i t  d i f f i cu l t  to  who l l y  

unders tand i f  no t  v isua l ized proper ly .  

Th is  representa t ion  c reates  a  tang ib le  mode l ,  open to  c learer  debate  and poss ib le 

changes .  V isua l  Tec hn iques  en l igh ten a  bus iness  mode l  and ease co l labora t i ve 

c reat ion .  The graph ica l  representa t ion  t rans forms mode ls  in to  a  permanent  ob jec t  

and a  conceptua l  anchor  tha t  serves  as  a  re ference po in t  fo r  the  d iscuss ions .  I t  is  

de f in i te ly  an  essent ia l  aspec t ,  a s  i t  embodies abs t rac t  concepts  and s ign i f i cant ly  

improves  the  debate  qua l i ty .  

V isua l  Th ink ing  fos ters s t ra teg ic  ana lys is ,  s ince i t  t rans forms the  abs t rac t  in to  

concre te ,  c la r i f i es  the  re la t ions  among the  d i f fe rent  e lements  and s impl i f ies  the 

complex .  

 

 

 

 

 

 

 

https://commons.wikimedia.org/wiki/File:Vertical_thinking_pic.png
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F igure  12 :  Ex ample  o f  V i sua l  Th ink ing  

 
Source :  F l ick r  -  Sach a  C hua;  Pa t r ic ia  Kambi tsch  ( photos /sachac /888 5680 756 )   

Radical Innovation vs Incremental Innovation 

I t  happens  inc rementa l  inno vat ion  when va lue i s  c reated f rom an a l ready  ex is t ing 

produc t ,  wh ich  i s  enhanced in  the  process .  Innovat ion  beg ins def in ing the  s tar t ing 

s i tua t ion ,  f rom where  i t  w i l l  seek  cer ta in  ob jec t ives  th rough c reat i ve  processes .  

Inc rementa l  innovat ion  i s  c lose ly  re l a ted  wi th  innovat ion  and techno logy .  As  the  

ava i lab le  techno logy  advances ,  the  organ isa t ions  are  fo rced to  innovate  to  avo id 

becoming obso le te  compared to  the  res t  o f  the  p layers .  

In  a  g iven serv ices  bus iness ,  inc rementa l  innovat ion  wi l l  a l low to  cont inua l ly  

improve the  qua l i ty  o f  the  serv ice ,  ach ieve a  proper  re turn  o f  inves tment  fo r  the 

company  (a l though not  as  h igh  as  in  the d is rupt i ve  innovat ion case),  as  we l l  as 

make re l iab les  and pred ic tab les  fo recas ts  o f  those inves tments  in innovat ions.  

Fur thermore ,  the  main  advantage o f  th is  type o f  innovat ion  l ies  in  the  cont inuous 

per fo rmance enhancement  o f  the  serv ice  in  economic ,  p rocesses  and cus tomer  

sa t i s fac t ion  te rms.  

An example  o f  inc rementa l  innovat ion  wou ld  be the  modi f i ca t ion  o f  a  res taurant  

menu to  inc l ude low-sa l t  food,  o r  even sa fe  fo r  d iabet i cs ,  s ince i t  j ust  requ i res  to  

mod i fy  par t  o f  the  prev ious ly  ava i lab le  d ishes .  

As  opposed to  inc rementa l  innovat ion ,  there  i s  the  rad ica l  o r  d is rupt i ve  innovat ion .  

I t  happens  when a  comple te ly  new product  i s  launch ed,  ab le  to  c reate  a  new market  

ca tegory .  Thus ,  th is  k ind  o f  innovat ion  invo lves  a  h igh  r i sk ,  a l though i t  genera tes  

impor tan t  market  oppor tun i t ies ,  be ing  ab le  to  mod i fy  in  a  shor t  per iod  o f  t ime the  

https://www.flickr.com/photos/sachac/8885680756
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prac t i ces  and processes o f  a  cer ta in  sec tor .  

Creat i v i ty  i s  key  in  rad ica l  innovat ion .  In  exchange fo r  a  h igher  r i sk  ( rad ica l  

innovat ion  expend i tu res are  s ign i f i cant l y  h igher  than in  inc remental  innovat ion) ,  i t  

a ims to  c reate  new markets ,  w i thout  pos i t ioned compet i to rs .  

An example  o f  d is rupt ion  in  the  tour ism sec tor  i s  the  in t roduc t ion  o f  Market ing  2 .0 

th rough the  use o f  soc ia l  med ia  (Facebook) o r  even spec i f i c  companies  o f  the 

sec tor  (Tr ipAdv isor ) .  Here ,  the  user  genera tes  a feedback  tha t  benef i ts  the  prov ider 

company ,  tu rn ing  the  user  in to  a  prescr iber  a lso .  In  th is  case,  soc ia l  med ia  c reated 

a  great  change in  the  tour ism sec tor ,  in  a  way tha t  now the  tour is t  manages  i ts  own 

serv ice  cont rac ts .  
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2.1.3. DIVERGENT THINKING 

Divergent  th ink ing  i s  a  thought  p rocess  used to  genera te  c reat i ve  idea s  by  

exp lor ing  many  poss ib le  so lu t ions .  I t  happens 

spontaneous ly ,  in  a  manner  in  wh ich  many  ideas  are  

genera ted in  a  shor t  per iod  o f  t ime,  uncover ing 

unexpec ted connec t ions  in  our  mind.  In  a s im i la r  way ,  

Edward  De Bono ta lked about  la te ra l  th ink ing  focused  

on the  des t ruc t ion o f  schemes.  Thus ,  d ivergent  th ink ing  

i s  no t  res t r i c ted  to  a  s ing le  p lane,  inc lud ing mul t ip le  

and s imul taneous  p lanes  tha t  enab les  approach ing a  

cha l lenge or  p rob lem f rom d i f fe rent  po in ts  o f  v iew.  

The d i f fe rence between d ivergent  th ink in g  and 

convergent  th ink ing  i s  the  key  to  unders tand how to  use  

the  c reat i v i ty  techn iques ,  wi th  the  a im o f  dea l ing  wi th  

and so lv ing  prob lems.  

F igure  13 :  D ive rgent  Th i nk ing  

Source :  W ik imed ia  Commons ( F i le :F ina l_d ive rg ent_ th ink ing . jpg )   

The main  too ls  used to  genera te  d ivergent  th ink ing  tha t  shou ld  be  used by  serv ices 

des igners  are  bra ins torming and scamper ,  wh ich  wi l l  be  exp la ined a t  the  end o f  th is  

chapter .  There  i s  a lso  a  wide a r ray  o f  too ls  and methods  tha t  the  c reat i ve  shou ld 

a l ready  know to  genera te  ideas .  There  are  some o f  them which  are  espec ia l ly  

usefu l  fo r  a  S i l ver  Tour ism Des igner :  M ind Maps,  365 Method and Six  Th ink ing 

Hats .  

Mind Maps 

Mind Maps is  a  graph ic  techn ique pop u lar i zed by  Tony  Buzan,  psycho log is ts  and 

inves t iga tor  o f  the  in te l l i gence f ie ld .  I t  cons is ts  in  a  d iagram tha t  represents 

d i f fe rent  e lements ,  used as  key  po in ts ,  wh ich  prov ide  spec i f i c  in fo rmat ion  about  a  

cer ta in  top ic .  Th is  d iagram is  centered in  a  main  idea,  f rom which  o the r  secondary 

ideas  spread out .  

  

https://en.wikipedia.org/wiki/File:Final_divergent_thinking.jpg
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F igure  14 :  Ex ample  o f  M ind  Map  

   
Source :  W ik imed ia  Com mons ( F i le :Tenn is -mind map .png )   

Buzan sugges ts  the  fo l lowing gu ide l ines  fo r  c r eat ing  mind maps:  

1 .    S tar t  in  the  center  wi th  an  image o f  the  top ic ,  us ing  a t  leas t  3  co lors .  

2 .    Use images ,  symbols ,  codes ,  and d imens ions  th roughout  your  mind map.  

3 .    Se lec t  key  words  and pr in t  us ing  upper  or  lower  case le t te rs .  

4 .    Each word / imag e is  bes t  a lone and s i t t ing  on i ts  own l ine .  

5 .    The l ines  shou ld  be  connec ted,  s ta r t ing  f rom the  cent ra l  image.  The l ines 

become th inner  as  they  rad ia te  ou t  f rom the  center .  

6 .    Make the  l ines  the  same length  as  the  word / image they  suppor t .  

7 .    Use mul t ip le  co lors  th roughout  the  mind map,  fo r  v isua l  s t imu lat ion  and 

a lso  fo r  encod ing or  g roup ing.  

8 .    Deve lop your  own persona l  s ty le  o f  m ind mapp ing.  

9 .    Use emphas is  and show assoc ia t ions  in  your  mind map.  

10 .  Keep the  mind map c lear  by  us ing  rad ia l  h ie r archy  or  ou t l ines  to  embrace 

your  b ranches .  

Before  c reat ing  a  mind map,  i t  i s  necessary  to  dec ide  wh ich  wi l l  be  the cent ra l  idea 

to  be  ana lysed.  The goa ls  o r  ob jec t ives  need to  be  c lear  enough.  

 

 

https://en.wikipedia.org/wiki/File:Tennis-mindmap.png
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For  example ,  there  i s  a  tour is t i c  serv ices company  tha t  o f fe rs  panoramic  v is ion 

th rough ba l loon r ides .  The c l ien ts  are  usua l l y  in  the  30  to  45  years -o ld  range,  

a l though in  tha t  zone there  are  a lso  many  v is i tors  be tween 55 and 65 years -o ld  tha t  

don ’ t  even ask  about  th is  serv ice .  The company dec ides  to  redesign  i ts  s erv ice  to 

approach th is  pub l i c ,  us ing  a  mind map as  a  s tar t ing  po in t  to  fu l l y  unders tand the  

prob lem.  The cent ra l  idea shou ld  be  something  s imi la r  to :  ‚o f fe r ing  a  ba l loon 

exper ience fo r  sen ior  pub l i c ‛ .  

The nex t  s tep  i s  to  draw some branches  spread ing out  f rom the  cent ra l  idea.  Each 

o f  these branches  wi l l  have a  keyword  wr i t ten  on i t ,  the  main thoughts  or  bas ic  

ideas  fo r  the  ord ina t ion ,  tha t  wi l l  be assoc ia ted wi th  the  map top ic .  Some examples 

are :  p lace,  in -s i tu  expe r ience,  subsequent  exper ience,  secur i ty ,  communica t ion , . . .  

From each o f  these secondary  ideas ,  thoughts  wi l l  be  proposed,  spread ing out  f rom 

each o f  the  branches  and so  on.  

Wi th  th is  method,  the  mind focus  on a  s ing le  word ,  open ing to  a l l  the  poss ib i l i t i es 

tha t  i t  sugges ts ,  and avo id ing  the  d ispe rsa l  of  thoughts  in to  d i f fe rent  keywords.  

Fur thermore ,  even i f  the  ideas  present  a  h ie rarch ica l  s t ruc tures ,  the  rad ia l  

spread ing suppress  the  pr io r i t i za t ion  on concepts  (p resent  in  o the r  methods  o f  

o rgan isa t ion) .  

Scamper 

SCAMPER is  an  acronym for  seven th i nk ing  techn iques  tha t  he lp  those who use 

them come up untyp ica l  so lu t ions  to  prob lems.  Us ing  any  or  a l l  o f  the  seven 

th ink ing  approaches  l i s ted  be low wi l l  he lp  those who use them produce surpr is ing 

and somet imes  very  usefu l  resu l ts :   

  Subst i tute .  Remove some par t  o f  the  accepted s i tua t ion ,  th ing ,  o r  concept  

and rep lace i t  w i th  someth ing  e lse .  

  Combine .  Jo in ,  a f f i l i a te ,  o r  fo rce  together  two or  more  e lements  o f  your  

sub jec t  mat te r  and cons ider  ways  tha t  such a  combinat ion  might  move you 

toward  a  so lu t ion .  

 Adapt .  Change some part of your problem so that i t  works where it  didn' t  before.   

  Modify .  Cons ider  many  o f  the  a t t r ibu te  o f  the  th ing  you ' re  work ing  on and 

change them,  arb i t ra r i l y ,  i f  necessary .   

  Purpose  (Pu t  to  o ther  use) .  Mod i fy  the  in ten t ion  o f  the  sub jec t .  Th ink about  

why  i t  ex is ts ,  what  i t  i s  used fo r ,  what  i t ' s  supposed to  do .  Cha l lenge a l l  o f  

these assumpt ions  and sugges t  new and unusua l  purposes .  

  El iminate .  Arb i t ra r i l y  remove any  or  a l l  e lements  o f  your  sub jec t ,  s imp l i fy ,  

reduce to  core  func t iona l i t y  

  Reverse .  Change the  d i rec t ion  or  o r ien ta t ion .  Turn  i t  ups ide -down,  ins ide -

out ,  o r  make i t  go  backwards ,  aga ins t  the  d i rec t ion  i t  was  in tended to  go  or  

be  used.  
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Six Thinking Hats 

I t  i s  a  techn ique c reated by  Edward  De Bono,  used a l l  a round the  Wor ld  to  ease 

prob lem so lv ing  and ana lys is  f rom d i f fe rent  po in ts  o f  v iew.  I t  represents  a 

f ramework  fo r  th ink ing  tha t  may  inc lude the  la tera l  th ink ing .  

The s ix  ha ts  represent  s ix  d i f fe rent  ways  o f  th ink ing ,  used proac t i ve ly  and not  

reac t i ve ly .  Consequent ly ,  they  are  use d as  gu ide l ines  to  th ink  about  the  prob lem 

and no t  as  mode to  des t roy  the  ideas  genera ted  by  o ther  ways  o f  th ink ing . 

Each o f  the  s ix  d i f fe rent  ways  o f  th ink ing  has  a  cer ta in  co lor  ass igned to  i t :  

  Managing  (B lue)  ”  Focus  on the  sub jec t ,  p rocess  and ob jec t i v es .  Can look 

a t  the  b ig  p ic tu re .  

  In format ion  (Whi te )  ”  Cons ider  pure ly  what  in fo rmat ion  i s  ava i lable  and 

what  a re  the  fac ts  

  Emotions  (Red)  ”  in tu i t i ve  or  ins t inc t i ve  gut  reac t ions  or  s ta temen ts  o f  

emot iona l  fee l ing ,  wi thout  any  jus t i f i ca t ion  

  Discernment  (B lack)  ”  Log ic  app l ied  to  ident i fy ing  reasons  to  be  caut ious 

and conservat i ve .  Prac t ica l  and rea l i s t i c .  

  Optimist ic  Response  (Ye l low)  ”  Log ic  app l ied  to  ident i fy ing  benef i ts ,  

seek ing  harmony.  Sees  the  br igh ter ,  sunny  s ide  o f  s i tua t ions .  

  Creat iv i ty  (Green)  ”  S ta tements  o f  p rovocat ion  and inves t iga t ion ,  see ing  

where  a  thought  goes .  Th inks  c reat i ve ly ,  ou ts ide  the  box .   

Regard ing  how to  pu t  th is  method in  prac t i ce ,  i t  can be used both indiv idua l l y  and 

in  group.  In  the  la t te r ,  a l l  the  ind iv idua ls  must  have the  sam e co lor  a t  the  same 

t ime.  

Other  ac t i v i t ies  wh ich  promote  d ivergent  th ink ing  inc lude bubb le  mapping,  keep ing 

a  journa l ,  ro le -p lay ing  games,  c reat ing  ar twork ,  f ree  wr i t ing ,  …  

Af te r  the  p rocess  o f  d ivergent  th ink ing  has  been comple ted,  ideas  and in format ion  

are  organ ized and s t ruc tured us ing  convergent  th ink ing .   

Braimstorming 

Bra ins torming i s  one o f  the  most  we l l -known and used c reat i ve  too ls .  I t  i s  a  process 

fo r  genera t ing  c reat i ve  ideas  and so lu t ions  th rough in tens ive  and f reewhee l ing 

group d iscuss ion .  Ever y  par t i c ipant  i s  encouraged to  th ink  a loud and sugges t  as 

many  ideas  as  possib le,  no  mat te r  seeming ly  how out land ish  or  b izarre .  Ana lys is ,  

d iscuss ion ,  o r  c r i t ic i sm o f  the  a i red  ideas  i s  a l lowed on ly  when the  bra ins torming 

sess ion  i s  over  and evalua t ion  ses s ion  beg ins .   
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635 Method 

This  c reat i ve  technique is  very  s im i la r  to  b ra ins torming,  deve loped by  Bernd 

Rohrbach.  However ,  i t  i s  focused on gather ing  innovat ive  ideas  f rom a  group o f  

peop le ,  in  a  s imple  and e f f i c ien t  way ,  wi th  t he  ob jec t i ve  o f  so lv ing  a  prob lem,  

deve lop ing  a  pro jec t  o r  enhance an ex is t ing  s i tua t ion .  

I t  cons is ts  o f  6  par t i c ipants  superv ised by  a  modera tor  who are  requ i red  to  wr i te  

down 3  ideas  on  a  spec i f i c  worksheet  wi th in  5  minutes .  Th is  i s  a lso  the  e tymology 

o f  the  methodo logy  name.  The out come a f te r  6  rounds ,  dur ing  wh ich  par t i c ipants 

swap the i r  worksheets  pass ing  them on to  the  team member  s i t t i ng  a t  the i r  r igh t ,  i s  

108 ideas  genera ted in  30  minutes .   
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2.1.4. CONVERGENT THINKING. 

Convergent  th ink ing  works  in  a  s ingle  p lane,  represent ing  a  too l  to so lve  we l l -

de f ined prob lems th rough reach ing a  un ique so lu t ion .  For  th is ,  conve rgent  th ink ing 

fo l lows  a  par t i cu la r  se t  o f  log ica l  s teps ,  f in ish ing  in  one s ing le  so lu t ion  tha t  in  some 

cases  i s  a  'cor rec t '  so lu t ion .  

As  opposed to  d ivergent  th ink ing ,  in  wh ich  any  so lu t ion  i s  poss ib le,  convergent  

th ink ing  represents  a  c losed un iverse ,  wi th  de f ined l im i ts .  There ,  the  asked 

ques t ions  leads  to  the  se lec t ion  o f  a  un ique answer  f rom var ious  def ined ones .  As  

a  resu l t ,  i t  i s  no t  a  method to  fo rmula te  respons es ,  bu t  to  ident i fy  wh i ch  o f  them is  

the  cor rec t  one.  

F ina l l y ,  the  las t  s tep  o f  the  ideat ion  c reat i ve  p rocess  i s  the  se lec t ion  and check ing 

o f  the  genera ted ideas group,  in  o rder  to  concent ra te  deve lopment  on  the  ideal  

so lu t ions .  For  th is ,  i t  i s  adv isab le  to  reuse the  too ls  Peop le  and/or  Ex t reme Users ,  

a l ready  used in  the  empathy  phase,  a iming to  adopt  the  ro le  o f  the  po tent ia l  users 

aga in .  

Other  in te res t ing  too ls  fo r  the  S i l ver  Tour ism serv ices  des igner  are  the  fo l lowing 

ones :  

4x4x4 

This  techn ique has  a  c l ear  g roup approach,  in te r leav ing  both  the  ideas  genera t ion  

and eva lua t ion  processes .  As  a  resul t ,  i n  case o f  want ing  to  employ o ther  d ivergent  

c reat i v i ty  techn iques ,  4x4x4 shou ld  be  used in  the  las t  p lace.  

In i t ia l l y ,  the  group produce ideas :  ind iv idua l l y  a t  f i rs t  and in  group la ter .  

Meanwhi le ,  a  fac i l i ta to r  wi l l  show the  changes  to  be  done in  6  to  10  minutes  

in te rva ls .  Each par t i c ipant  wr i tes  down  ind iv idua l l y  the  four  essent ia l  ideas  re la ted 

to  the  c reat i ve  focus  ( fo r  example :  ‚ ideas  o f  t ranspor t  serv ices  to  be  o f fe red to 

sen ior  tour is ts  in  the  reg ion‛ ) .  In  the  nex t  phase the  par t i c ipants  are  grouped in  

pa i rs ,  reach an agreement  and wr i te  down the  four  essent ia l  ideas  about  the 

c reat i ve  focus .  Af te r  tha t ,  they  fo rm groups  o f  four  peop le ,  and so on.  In  the  l as t  

s tage,  the  who le  group wou ld  have to  agree on the  four  main  ideas  o f  the  c reat i ve 

focus  or  the  prob lem.  These four  ideas  rep resent  the  qua l i ta t i ve  resu l t  o f  the  

commented per fo rmance.  

PNI 

PNI  i s  a  convergent  th ink ing  techn ique deve loped by  Edward  de Bo no,  tha t  enab les 

to  d iscover  the  potent ia l  o f  each idea  and avo ids  the  neg lec t ion  o f  poss ib le  adverse 

e f fec ts .  Th is  techn ique sha l l  be  used a f te r  f i l te r ing  the  genera ted ideas  and 

se lec t ing  a t  mos t  s ix  o f  them.  Each idea i s  ana lyzed tak ing  the  fo l lowing 3  po in ts  

in to  account :  
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-  Pos i t i ve  aspec ts  (P) :  St rengths  and  reasons  why  the  idea  may lead to  

success 

-  Negat ive  aspec ts  (N) :  Weaknesses  and reasons  why  the  idea might  no t  

work  or  tha t  shou ld  be  care fu l l y  taken in to  account .  

-  In te res t ing  Aspec ts  ( I ) :  i ssue s  to  be  cons idered,  and whether  may not  have 

pos i t i ve  or  negat ive  e f fec ts  or  may have both  o f  them.  

Potential vs Application Matrix 

This  convergent  th ink ing  techn ique,  c reated by  Dav id  Díez 7 ,  a l lows  to  eva lua te  

ideas  accord ing  to  two parameters :  

-  Creat i ve  potent ia l :  Measures  unt i l  what  po in t  a  cer ta in  idea i s  new (o r  even  

d is rupt i ve) ,  o r  i t s  u t i l i t y  to  genera te  new ideas  (ac t ing  as  a  br idge idea) .  

-  App l i cab i l i t y :  Eva lua tes  the  feas ib i l i t y  o f  pu t t ing  the  idea in to  prac t i ce .  

Prev ious ly ,  i t  i s  requ i red  to  make a  se lec t ion  of  ideas .  La ter ,  they  wi l l  be  a l loca ted 

in  a  dua l -en t ry  mat r i x :  

 

 

 

 

 

 

 

                                                           
7 h t t p s : / / ww w. n e u ro n i l l a . c o m / c u a d ro -d e - p o t e n c i a l - v e r s u s -a p l i c a c i o n /  

 Low potent ia l i ty  High potent ia l i ty  

High appl icabi l i ty  
Very  app l i cab le  ideas ,  bu t  

wi th  low potent ia l  

Ideas  hard  to  app l ica te  

and wi th  h igh  potent ia l  

( ideas  to  deve lop)  

Low appl icabi l i ty  

Ideas  hard ly  app l i cab le 

and wi th  a  low poten t ia l  

( ideas  to  ge t  r id  o f )  

Very  s t rong ideas but  

d i f f i cu l t  to  app l i ca te  ( ideas 

to  work  wi th  in  the  fu ture)  
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2.1.5. PROTOTYPE. 

This  s tage takes  p lace a f te r  the  ideat ion  phase.  I t  cons is ts  on  deve lop ing  a 

pro to type:  genera t ion  o f  a  tang ib le  mode l  f rom the  genera ted ideas  once they  were 

f i l te red  accord ing  to  the resources  and sk i l l s  possessed.  Thus ,  i t  a ims to  e labora te  

a  v iab le  propos i t ion  a f ter  the  c reat i ve  and ideat ion  process .  

Th is  pro to type i s  used to  va l ida te  genera ted ideas  and,  a l though located in  one o f  

the  las t  phases  o f  the  Des ign Th ink ing  Process ,  i t  can be used s imul taneous ly  wi th 

immers ion  and ideat ion .  

Pro to typ ing  he lps  to  th ink  as  c reators  and communica te  wi th  c l ien ts  or  users.  

Fur the rmore ,  i t  i s  the  cheapes t  method to  op t im ize  a  produc t  th rough  progress ive 

approaches  to  a  sa t i s fac tory  so lu t ion  u t i l i z ing  a t r ia l -and-er ror  p rocess .  

What to prototype for?  

  Faster  eva lua t ion  o f  a l te rnat i ves ,  avo id ing  the  deve lopment  o f  work  l ines  fo r  

much too  long .  

  Solu t ion  c reat ion  process  cont ro l ,  he lp ing  to  break  down a  produc t /serv ice 

in  d i f fe rent  par ts  tha t  can be ana lyzed and enhanced more  eas i l y .  

  Ease communica t ion and fac i l i ta te  conversat ions  wi th  o ther  users .  A p ic tu re  

i s  wor th  more  than 1 ,000 wor ds .  A pro to type i s  wor th  more  than 1 ,000 

p ic tu res .  

  Make mis takes  fas ter  and cheaper .  

How to prototype a service? 

To pro to type means  to  genera te  in fo rmat ion  e lements ,  such as  p ic tu res ,  dev ices  or  

ob jec ts ,  a im ing to  ob ta in  answers  tha t  wi l l  help to  reach the  f ina l  solu t ion .  That  i s ,  

i t  i s  no t  necessar i l y  an  ob jec t  bu t  any th ing  wi th  wh ich  in te rac t ion  i s  poss ib le .  For 

example ,  a  s to ryboard  wi l l  be  be ing  re f ined as  the  pro jec t  p rogresses .  

To dea l  w i th  a  p ro to type phase,  i t  i s  mandatory  to  bu i ld  a  mode l ,  devot ing  jus t  

enough t ime to  be  usefu l  fo r  the  goa ls ,  as  we l l  as  ident i fy ing  the  parameters  tha t  

a f fec t  i t .  A  SILVER TOURISM serv ice  requ i res  the  u t i l i sa t ion  o f  the  Customer  

Journey Map ,  descr ibed in  sec t ion  2 .3 ,  a l though when pro to typ ing  a  serv ice  o ther  

methodo log ies  such as Storyboard  and  Storyte l l ing (shar ing  s tor ies )  shou ld  be  

cons idered.  

Sharing of Inspiring Stories  

Al l  the  prev ious  learn ing  shou ld  make some sense.  One way  is  to  share  the  most  

impor tan t  s to r ies  heard  dur ing  the  prev ious  s tages ,  in  o rder  to  bu i ld  a repos i to ry  o f  

s to r ies  to  be re to ld .  Captur ing  those resonant  ideas  and fee l ings ,  and bu i ld ing  them 

in to  the  very  nar ra t i ve  o f  the  team’s  work  he lps  everyone down the  l ine .  
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For  th is ,  the  fo l lowing s teps  may be car r ied  out :   

1 )  Fixa t ion  a  la rge p iece o f  paper  to  the  wa l l  to  capture  a l l  the  team’s  s t i cky 

notes  and ideas  f rom the  s tory  in  one p lace.  

2 )  Tel l ing  the  most  compel l ing  s tor ies  f rom the  f ie ld  to  o ther  teammates ,  t ry ing  

to  be  both  spec i f i c  ( ta lk ing  about  what  ac tua l l y  happened)  and descr ip t i ve 

(us ing  phys ica l  senses to  g ive  tex ture  to  the  descr ip t ion) .  Repor t  on  who,  

what ,  when,  where ,  why ,  and how.  F ina l l y ,  inv i ta t ion  to  each of  the 

teammates  to  share  the i r  own insp i r ing  s tor ies .  

3 )  Wri t ing  down o f  no tes  and observat ions  in  s t i cky  notes  dur ing  the 

teammates ’  s to r ies .  Conc ise  and comple te  sentences  shou ld  be  used,  so  

everyone on the  team can f ind  i t  easy  to  unders tand.  Quotes ,  the  person ’s  

l i fe  h is to ry ,  househo ld  deta i l s ,  income,  asp i ra t ions ,  bar r ie rs ,  and any  o ther  

observat ions  shou ld  be  a lso  noted.  

4 )  Notes  shou ld  be  wr i t ten  wi th  la rge enough le t te rs ,  so  tha t  everyone can read 

them.  A l l  the  s t i cky  notes  wi l l  be  pos ted up on the  wa l l ,  o rgan iz ing  them in to 

separa te  ca tegor ies  fo r  each person tha t  the team in terv iewed and each 

p lace tha t  the  team v is i ted .  

5 )  At  the  end o f  s to ry  shar ing ,  there  wi l l  be  many  sheets  l ined up on the  wa l l  

w i th  numerous  s t i cky  notes .  Th is  shared in format ion  shou ld  be  cons idered 

as  a  who le ,  and represent  a  s ta r t ing  po in t  f rom which  imag ine oppor tun i t ies 

and so lu t ions .  

Storyboard 

Storyboard  i s  a  too l  tha t  p rov ides  knowledge about  the  user  exper ience wi th  a  

produc t  o r  serv ice ,  as  we l l  as  how the  proposed des ign  cou ld  he lp  them to  

accompl ish  the i r  ob jec t ives .  Th is  too l  was  in i t i a l l y  employed in  the  mov ie  indus t ry ,  

and he lps  to  descr ibe  the  in t e rac t ion  between the  f ina l  user and the produc ts  or  

serv ices  in  one or  more  f rames by  showing the  key  exper ience touchpo in ts .  

Storyboards  are  cons idered great  ways  to  share  a  concept  wi th  f ina l  users  and  
cus tomers  and make them unders tand des ign  ideas  and dec is ions .  They  can be 

used dur ing  des ign  workshops  in  order  to obta in  feedback  and he lp to  ident i fy  

a reas  o f  improvement  or  miss ing  e lements  o f  the  exper ience.  They  can be 

cons idered as  qu ick  pro to types  o f  the  exper ience,  wh ich  a lso  he lp  c l ien ts  to 

empath ise  wi th  the i r  cus tomers .  

There  are  many  d i f fe rent  ways  to  c reate  a  s toryboard .  The most  common is  a 

sequence o f  images  or  ske tches ,  accompanied by  a  shor t  descr ip t ion of  the  ac t ions 

the  user  i s  tak ing  in  each touchpo in t .  
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F igure  15 :  Ex ample  o f  St o ry boa rd  

 
Source :  S i lve r  Tou r ism pro jec t  

The pro to type phase wi l l  be  fu l l y  descr ibed la ter  in  sec t ion 2 .3 ,  when t rea t ing  the 

Bus iness  Mode l .   
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2.1.6. TEST. 

Test  i s  the  las t  s tage o f  the  Des ign Th ink ing  process ,  p rev ious  to  the  S i l ver  

Tour ism serv ice  f ina l  imp lementa t ion .  I t  can be summar ized as  fo l lows :  tes t ,  learn ,  

change and change.  That  i s  to  say  tha t  in  th is  phase the  des igned pro to type wi l l  be 

p laced in  the  market ,  so  the  users  wi l l  p rov ide  rea l  feedback  to  improve the 

pro to type,  o r  even s tep  back  to  re - ideate  the  serv ice .  Once the  pro to type resu l ts  

va l id  i t  w i l l  be  poss ib le  to  face the  imp lementa t ion ,  commi t t ing  resources  to  the  

serv ice  launch ing in  the usua l  background.  

Tes t  phase is  c lose ly  re la ted  wi th  the  market ,  and fo r  th is  reason i t  w i l l  be  fu l l y  

t rea ted in  the  chapter  3 .  
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Reflective questions 

Since the  Serv ice  Des ign process  i s  comple te ly  c l ien t -centered,  is  i t  poss ib le  to 

ac t i ve ly  imp l ica te  c l ien ts  in  phases  in  wh ich  they  don ’ t  take  p lace (de f ine ,  ideat ion 

and pro to type)? .  So l id  feedback  sys tems shou ld  lead to  ga ther ing  re levant  

in fo rmat ion  about  the  ta rget  pub l i c ,  how can they  be imp l i ca ted in  the  des ign  

process?.  How can  the  serv ice  des ign  process  be connec ted to  innovat ive  bus iness 

mode ls  such as  Lean?  

 

Further information and references for learning, teaching and 

assessment activities 

  Des ign Th ink ing .  (G.  Peter  Rowe,  1987)    

  Latera l  Th ink ing :  Creat i v i ty  Step by  Step.  (Edward  De Bono,  1970)   

  Visua l  Th ink ing  Is  … (Je f f  Bennet ,  D ig i ta lSp lashMedia ,  2012)     

h t tps : / /youtu .be/ I tnNf4 jHs iY  

  Innovat ion  and serv ice  exper iences  in  smal l  tour ism fami ly  f i rms  

Th is  paper  a ims to  exp lore  the  per t inent  i ssues  o f  innovat ion  and serv ice 

exper iences  in  fami ly  f i rms  in  the  tour ism in dus t ry ,  wh ich  are  most ly  

smal l -  and medium-s ized enterpr ises .  Des ign /methodo logy /approach:  

The conceptua l  paper ,  bu i ld ing  on soc ia l  ident i ty  theory ,  under takes a 

thorough rev iew o f  the  re levant  l i te ra ture  before  deve lop ing  propos i t ions 

regard ing  innovat ion  and serv ice  exper iences fo r  smal l  fami ly  f i rms in 

the  tour ism indus t ry .  F ind ings :  Smal l  tour ism fami ly  f i rms are  faced wi th 

de f i c i ts  in  s t ra teg ic  o r ien ta t ion  and innovat ion ,  and coopera t ion  seems to 

be  a  means  to  overcome s ize  def ic i ts  in  fami ly - run  bus inesses .  

Cus tomers  in tegra ted in to  the  serv ice  exper ience enhance innovat ive  

deve lopments  and foster  innovat ion  in smal l  tour ism f i rms.  As  a 

prerequ is i te ,  the  serv ice  exper ience must  be  appropr ia te ly  managed by  

co l lec t ing  and eva lua t ing  re levant  da ta on cus t omers ’  needs ,  

expec ta t ions  and sa t i s fac t ion .  An open -minded and consumer - focused 

market -dr i ven s t ra tegy  seems to  be  an advantage.  Prac t i ca l  imp l i ca t ions :  

Future  research shou ld  under take empi r i ca l  s tud ies  to  va l ida te  and/or  
modi fy  the  propos i t ions  presente d in  th is  conceptua l  paper .  
Or ig ina l i t y /va lue :  Th is  is  one o f  the  few s tud ies  to  have addressed the  

re la t ionsh ip  be tween serv ice  exper iences  and innovat ion  fo r  fami ly - run 

smal l  bus inesses  in  the  tour ism indus t ry .   

h t tps : / /www. researchgate .net /pub l i ca t ion /309523518_Innovat ion_and_ser

v ice_exper iences_in_smal l_ tour ism_fami ly_ f i rms   

 

 

 

 

 

https://youtu.be/ItnNf4jHsiY
https://www.researchgate.net/publication/309523518_Innovation_and_service_experiences_in_small_tourism_family_firms
https://www.researchgate.net/publication/309523518_Innovation_and_service_experiences_in_small_tourism_family_firms
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  A prac t i ca l  p ro jec t  o f  new serv ice  des ign in t he  tour ism indus t ry  :  Case 

Ant to lanhov i  

The top ic  o f  the  thes is  i s  new serv ice  deve lopment  in  the  contex t  o f  tour ism 

indus t ry .  The ob jec t i ve  o f  the  research i s  to  c reate  new ac t i v i t ies  tha t  the  

commiss ioner  can prov ide  to  i t s  cus tomers  outs ide  summer  seaso n,  when 

the  occupancy  ra te  i s  lower  than dur ing  the  peak .  The thes is  i s  done fo r  

Ant to lanhov i ,  a  tour ism resor t  loca ted c lose to  Mikkel i  on the  shore  o f  

Sa imaa.   

The research was  comple ted as  a  qua l i ta t i ve  case s tudy .  Methods  o f  user -

dr i ven innovat ion  were  used.  Cus tomers  were  inv i ted  to  par t i c ipa te  in  the  

pro jec t  th rough an open ca l l  fo r  innovat ion  and th rough group in terv iews.  In  

add i t ion ,  observat ion  and exper t  in te rv iew were  used.  Data  gathered th rough 

these methods  was  ana lyzed th rough content  ana lys is .  

The empi r i ca l  research ind ica tes  tha t  i t  is  no t  the  ac t i v i t ies  themselves  tha t  

c reate  prob lems fo r  the  case company.  There  seems to  be  space fo r  

s t ra teg ic  de f in i t ion  o f  ta rget  cus tomer  segments .  There fore ,  there  seems to  

be  cha l lenges  in  the  case company ’s  dec is ion  mak ing processes ,  speci f i ca l l y  

in  v iew o f  commi t t ing to long - te rm goa ls ,  wh ich  cou ld  a lso  c reate  h indrances 

es tab l i sh ing  a  recogn izab le  pro f i le .  I t  cou ld  a lso  pose cha l lenges  fo r  p roduc t  

deve lopment ,  i f  the  company  t r ies  to  prov ide  produc ts  tha t  su i t  a l l  

cus tomers '  needs .  The research ind ica tes  tha t  there  a lso  seems to  be  space 

fo r  enhanced communica t ion  about  the  ac t i v i t ies  ava i lab le .  I t  i s  sugges ted 

tha t  the  company  assesses  i ts  cur ren t  cus tomer  groups  and makes  a 

s t ra teg ic  dec is ion  about  wh ic h  groups  to  ta rget  in  the  fu ture .  Regard ing  

produc t  deve lopment  i t  i s  sugges ted tha t  in  t he  fu ture  the  memorab i l i t y  o f  

the  exper iences  i s  enhanced th rough s tory  based des ign .  

h t tp : / /www. theseus . f i /b i t s t ream/hand le /10024/81933/Rytkonen_Johanna.

pdf?sequence=1  

  

 

 

 

 

 

 

 

 

 

 

http://www.theseus.fi/bitstream/handle/10024/81933/Rytkonen_Johanna.pdf?sequence=1
http://www.theseus.fi/bitstream/handle/10024/81933/Rytkonen_Johanna.pdf?sequence=1
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2.2 Emotional Design for Silver Tourism 

2.2.1. UNDERSTANDING HOW EMOTIONS WORK 

In  the  market ,  cus tomers  o f ten  seem to  have a  cons tant  conf l i c t  be tween acqu i r ing  

a  func t iona l  p roduc t  o r  another  p roduc t  tha t  i s  more  a t t rac t i ve  to  them.  Th is  i s  due 

to  emot iona l  message tha t  some produc ts  o f fe r .  The we ight  o f  the  emot iona l  fac tor  

becomes even more  impor tan t  in  the  dec is ion to  purchase a  serv ice because  the 

key  e lement i s  the user exper ience.  In  the case o f  tour ism,  the user  exper ience is  

every th ing ,  and tha t  exper ience i s  made up o f  the  se t  o f  exper iences tha t  tour is ts  

l i ve  a long the i r  s tays ,  f rom exper ience in  t ranspor t  to  exper ience a t  hos t ing ,  a t  

shopp ing,  in  cu l tu ra l  v is i ts ,  o r  even in  the  res taurant .   

Consumer satisfaction 

The psycho log is t  Abraham Mas low argued tha t  human sat i s fac t ion  i s  on ly  temporary 

and tha t  fo l low a  h ie rarchy  so  tha t  on ly  when a  lower  need is  ach ie ved can cover 

another  super io r . 8 

In  2000,  Pat r i ck  W.  Jordan adapted the  Mas low's  h ie rarchy  o f  human needs  to 

app ly  fo r  the  needs  o f  consumers :   

F igure  16 :  H ie ra rchy  o f  needs  by  Mas lo w  

 
Source :  W ik imed ia  Com mons ( F i le :Mas low%2 7s _Hie ra rchy_of_ Needs .s v g )  

So,  th ree d i f fe rent  leve ls  a re  es tab l i shed to o f fe r  appropr ia te  so lu t ions  to  the  

consumers '  needs :  

 

 

                                                           
8 M a s l o w ,  A b ra h a m  H .  ( 1 9 4 3 ) ,  " P s y c h o l o g i c a l  Re v i e w  5 0  (4 )  3 7 0 -9 6  -  A  T h e o ry  o f  H u m a n  

M o t i v a t i o n " .  

https://en.wikipedia.org/wiki/Abraham_Maslow#/media/File:Maslow%27s_Hierarchy_of_Needs.svg
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 Leve l  1 .  Func t iona l i t y ,  where  a  produc t  o r  serv ice  meets  a  purpose or  

func t i on ,  so lv ing  a  par t icu la r  p rob lem.  

 Leve l  2 .  Usab i l i t y ,  where  the  produc t  o r  serv ice  i s  a lso  easy  to use,  

comfor tab le  and sa fe .  

 Leve l  3 .  P leasure ,  where  the  produc t  o r  serv ice  in  add i t ion  prov ides 

emot iona l  benef i ts  to  the  consumer .  

Emotion vs feeling 

But ,  what  a re  the  emot i ons? Are  fee l ings? Are  they  re la ted  to  the  senses?  

The emot ions  a re  psychophys io log ica l  reac t ions  tha t  a l low the  ind iv idua l  to  adapt  

to  s t imu lus  caused by  the  percept ion  o f  ob jec ts ,  persons ,  p laces ,  events ,  o r  even 

memor ies .  Emot ions  a l te r  a t ten t ion  re in forc i ng  cer ta in  behav iors  o f  ind iv idua l  

response and ac t i va t ing re levant  associa t ions  in  memory .  Thus ,  emot ions  serve  to 

es tab l i sh  pos i t ions  wi th  respec t  to  the  env i ronment ,  wh ich  leads  the  ind iv idua l  

toward  cer ta in  peop le ,  ob jec ts ,  ac t ions ,  . . . ,  and resu l t ing  as  a  repos i to ry  o f  innate 

and learned in f luences .   

On the  o ther  hand,  fee l ings  a re  the  resu l t  o f  emot ions ,  be ing  the  percept ion  tha t  

the  mind in terpre ts  o f  a  par t i cu la r  emot iona l  s ta te .  Whi le  emot ions  are  shor t  in  

t ime,  they  genera te  f ee l ings  tha t  las t  fo r  very  ex tended per iods .  In  th is  way ,  a  

fee l ing  i s  a  conceptua l i zed emot ion ,  tha t  can be expressed in  words .  The senses 

are  the  channe l  th rough wh ich  the  bra in  perce ives  the  env i ronment .  

Emotions and cognitive functions 

Emot ions  change the  way  in  wh ich  the  human mind so lves  prob lems,  such as  the 

dec is ion  to  buy  a  good or  use a  serv ice .  Thus ,  the  a f fec t i ve  sys tem is  ab le  to  

change the  opera t ing  mode o f  the  cogn i t i ve  system.   

Whi le  the  cogni t ive  system  i n te rpre ts  the  wor ld  in  a  way  tha t  a l lows  humans to 

unders tand and learn ,  the  af fect ive  system ,  based on emot ions ,  serves  as 

assessment  sys tem in order  to  he lp  the  human be ing  to  dec ide qu ick ly  and 

unconsc ious ly .  

D i f fe rent  exper ts  be l ieve  tha t  the  dec is ion  process  occurs  subconsc ious ly  be twee n 

80% 9  and 90% 10  o f  cases .  For  th is  reason,  i t  i s  impor tan t  to  know how emot ions 

in f luence the  dec is ion  process .   

 

 

 

                                                           
9
Pedro Bermejo, neurologist.President of Spanish Association of Neuroeconomics. 

10
 Aldo Rustichini, neuroeconomist. University of Cambridge. 
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The human be ing  makes i ts  dec is ions  based on th ree leve ls :   

 
Source :  S i lve r  Tou r ism pro jec t  

In  the  viscera l  level  the  f i rs t  impress ion  i s  c reated,  where  the  produc t  o r  serv ice 

prov ides  in i t ia l  impac t .  The bra in  i s  p rogrammed by  defau l t  to  ob ta in a pos i t i ve  or  

negat ive  response f rom the  v iscera l  leve l .  Thus ,  the  a t t rac t i ve  th ings  tend to  work  

bet te r ,  p roduc ing  pos i t i ve  emot ions  wh ich  in  tu rn  e ncourage c reat i v i ty  and 

to le rance to  advers i t ies .  

The behaviora l  level  i s  no t  consc ious .  I t  i s  tha t  wh ich  a l lows peop le  to  ac t  da i l y  in  

"au tomat ic "  mode.  The behav ior  leve l  occurs  when a  produc t  o r  serv ice  i s  used,  

bas ica l l y  re fer r ing  to  the  func t ion  fo r  w h ich  i t  was  deve loped.  However  a l though the  

ob jec t  o r  serv ice  per fo rms i ts  func t ion  proper ly ,  the  user  can have negat ive 

emot ions  i f  the i r  use i s  complex  or  pos i t i ve  i f  i t 's  fun .   

The re f lec t i ve  leve l  conta ins  the  contempla t i ve  par t  o f  the  bra in ,  and i s  us ed when 

i t  i s  necessary  to  s tudy,  in te rpre t  and re f lec t  on  someth ing .  Th is  leve l  i s  the  more 

prone to  change based on cu l tu re ,  exper ience,  educat ion ,  . . .  o f  the  ind iv idua l .  

Keep ing in  mind the three leve ls  o f  p rocess ing ,  d i f fe rent  ways  to  des ign  can be 

adopted:  v iscera l l y ,  behav iora l l y ,  o r  re f lec t i ve ly .  

The des igner  can concent ra te  on  deve lop ing  an aes thet i ca l l y  beaut i fu l  p roduc t ,  to 

awaken in  the  consumer 's  des i re  to  purchase.  Th is  i s  no t  fo r  i t s  beauty  bu t  fo r  the 

pos i t i ve  emot ion  tha t  p roduces  i t .  Or  the  designer  can concent ra te  on  deve lop ing  a 

produc t  tha t  i s  very  s imple  and usab le ,  so  i t  i s  very  easy  to  use by  the  consumer .  I t  

can be even fun  to  use.  In  many  cases ,  these fea tures  are  c r i t i ca l  to  meet  the  user .  

These leve ls  (v iscera l  and behav iora l )  a re  re la ted  wi th  the  " r igh t  now" ,  wh i le  the 

re f lec t i ve  leve l  works  in  the  long te rm,   in f luenc ing  sa t i s fac t ion o f  use (memory) ,  

how i t  i s  shown to  o thers ,  and i ts  in te rac t ion  wi th  the  own consumer 's  ident i ty .  

The f i rs t  impress ion  i s  p rocessed th rough the  v isce ra l  leve l .  Can you ident i fy  the 

fo l lowing e lements according to  the v iscera l  response?  Posi t ive  or  negat ive?  

Loud sound,  snake,  sweet  f lavor ,  heat ,  sharp  ob jec ts ,  symmetr i ca l  ob jec t ,  so f t ,  

j ung le ,  b r igh t  ob jec t ,  comfor t ,  happy  face,  crowds,  he igh ts ,  deser t ,  sour  tas te ,  

sp ider ,  s imp le  melody ,  ex t reme heat ,  ….  

Theories on emotion 

Paul  Ekman,  a  psycho log is t  and p ioneer  in  the  s tudy  o f  emot ions  and fac ia l  

express ion  says  tha t  there  are  un iversa l  emot ions  tha t  have a  b io log ica l  o r ig in 

above any  cu l tu ra l  aspec t .  H is  research f ind ings  led  h im to  c lass i fy  seven bas ic  

emot ions :  anger ,  d isgust ,  fear ,  happ iness ,  sadness ,  contempt  and surpr ise .   
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F igure  17 :  7  un ive rsa l  f a c ia l  exp ress ions  o f  emot ions  by  Ph D.  Pau l  Ekma n  

 
Source :  W ik imed ia  Com mons ( F i le :Un ive rsa l_em ot ions7 .JP G )  

Rober t  P lu tch ik  gave way  to  the  "wheel  of  emot ions"  tha t  compr ises  o f  e igh t  

p r imary  emot ions and eigh t  advanced emot ions grouped on a pos i t i ve or  negat ive 

bas is :   

Basic emotion Basic opposite 
Human feelings 

(results of emotion) 
Emotions Opposite 

Joy Sadness Optimism Anticipation + Joy Disapproval 

Trust Disgust Love Joy + Trust Remorse 

Fear Anger Submission Trust + Fear Contempt 

Surprise Anticipation Awe Fear + Surprise Aggression 

  Disapproval Surprise + Sadness Optimism 

  Remorse Sadness + Disgust Love 

  Contempt Disgust + Anger Submission 

  Aggressiveness Anger + Anticipation Awe 

The complex emot ions  cou ld  ar ise  f rom cu l tu ra l  cond i t ion ing or  assoc ia t ion 

combined wi th  the  basic  emot ions .  S imi la r l y ,  p r imary  emot ions  can b lend in  a 

greater  o r  lesser  p ropor t ion  to  fo rm the  fu l l  spec t rum o f  human emot iona l  

exper ience.   

F igure  18 :  Robe r t  P lu tch ik 's  Whee l  o f  emot ions   

 

 

 

 

 

 

 

 

 

 

 

 

 

Source :  W ik imed ia  Com mons ( F i le : P lu tch i k -whe e l .svg )  

https://en.wikipedia.org/wiki/Microexpression#/media/File:Universal_emotions7.JPG
https://en.wikipedia.org/wiki/File:Plutchik-wheel.svg
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In  2001 Par ro t  ident i f ied  over  100 emot ions  conceptua l i z ing  them as  a 3  s t ruc tured 

l i s t :  11 

Primary emotion Secondary emotion Tertiary emotions 

Love 

Affection 
Adoration, affection, love, fondness, liking, attraction, caring, tenderness, compassion, 

sentimentality 

Lust Arousal, desire, lust, passion, infatuation 

Longing Longing 

Joy 

Cheerfulness 
Amusement, bliss, cheerfulness, gaiety, glee, jolliness, joviality, joy, delight, enjoyment, 

gladness, happiness, jubilation, elation, satisfaction, ecstasy, euphoria 

Zest Enthusiasm, zeal, zest, excitement, thrill, exhilaration 

Contentment Contentment, pleasure 

Pride Pride, triumph 

Optimism Eagerness, hope, optimism 

Enthrallment Enthrallment, rapture 

Relief Relief 

Surprise Surprise Amazement, surprise, astonishment 

Anger 

Irritation Aggravation, irritation, agitation, annoyance, grouchiness, grumpiness 

Exasperation Exasperation, frustration 

Rage 
Anger, rage, outrage, fury, wrath, hostility, ferocity, bitterness, hate, loathing, scron, 

spite, vengefulness, dislike, resentment 

Disgust Disgust, revulsion, contempt 

Envy Envy, jealousy 

Torment Torment 

Sadness 

Suffering Agony, suffering, hurt, anguish 

Sadness 
Depression, despair, hopelessness, gloom, glumness, sadness, unhappiness, grief, 

sorrow, woe, misery, melancholy 

Dissapointment Dismay, dissapointment, displeasure 

Shame Guilt, shame, regret, remorse 

Neglect 
Alienation, isolation, neglect, loneliness, rejection, homesickness, defeat, dejection, 

insecurity, embarrassment, humiliation, insult 

Sympathy Pity, sympathy 

Fear 
Horror Alarm, shock, fear, fright, horror, terror, panic, hysteria, mortification 

Nervousness Anxiety, nervousness, tenseness, uneasiness, apprehension, worry, distress, dread 

Affective design 

Today ,  peop le  want  to  use produc ts  tha t  mus t  be  func t iona l  on  a  phys ica l  level ,  

usab le  on  a psycho logica l  leve l ,  and shou ld be  a t t rac t i ve  on the emot iona l  leve l ,  

wh ich  i s  obv ious ly  sub jec t i ve .  The emot iona l  des ign  s tud ies  the in te rac t ions 

between the  consumer  and the  produc t  focus ing  on the  re la t ionsh ip  be tween 

phys ica l  fea tures  and emot iona l  in f luence on the  user .   

                                                           
11P a r ro t ,  W .  ( 2 0 0 1 ) ,  " E m o t i o n s  i n  S o c i a l  P s y c h o l o g y " . P s y c h o l o g y  P r e s s .  P h i l a d e l p h i a .   
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Emot iona l  (o r  a f fec t i ve )  des ign  seeks  to  in tegra te  the  "a f fec t i ve  mean ing"  on 

produc ts  and serv ices ,  so  tha t  evoke emot ions  tha t  a l low produc ts  to  reach not  on ly  

the  bra in  th rough the  senses ,  bu t  a lso  to  the  hear t  th rough emot ions .   

The des ign  o f  p roduc ts (o r  serv ices)  fo l lows  s ix  phases .  Wi th in the  overa l l  des i gn 

process  and produc t  deve lopment ,  emot iona l  des ign  i s  invo lved main ly  in  the  f i rs t  

four  phases .  

F igure  19 :  Phas es  o f  de s ign  p roces s  12 

 

Source :  PRO DI NTE C  

S tar t ing  under  the  emot iona l  des ign  approach,  in  the  s tudy  phase (de f in i t ion)  the 

des igner  ob ta ins  s u f f i c ien t  in fo rmat ion  to  ident i fy  concepts and ideas  tha t  users 

must  perce ive ,  and tha t  wi l l  de f ine  the  produc t  (o r  serv ice ,  o r  bus iness)  a t  the 

s t ra teg ic  leve l .   

Dur ing  the  phases  o f  concept  des ign and deta i l ,  the  des igner  wi l l  i dent i fy  the 

proper t ies  tha t  mos t  in f luence a  cer ta in  percept ion ,  a l lowing to  se lec t  be tween  

d i f fe rent  ca tegor ies  o f  des ign  e lements .  

F ina l l y ,  a t  the  s tage  o f  p ro to typ ing  wi l l  be  launched s imula t ion  mechan isms before  

the  produc t ion  s tage in  order  to  tes t  the  produc t  o r  serv ice  deve l oped.   

 

 

 

 

 

 

 

 

 

                                                           
12

 Guía metodológica PREDICA de Diseño Industrial. Fundación PRODINTEC. 
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2.2.2. USER EXPERIENCE. 

The user  exper ience has  a  c lose re la t ionsh ip wi th  the  va lue  proposi t ion  s tud ied 

us ing  the  Canvas  model .  I t  i s  impor tan t  to  c la r i fy  tha t  i t  i s  no t  poss ib le  to  des ign 

the  exper ience i tse l f  because in  th is  case the  user  wou ld  be cont ro l led ,  a l though i t  

i s  poss ib le  to  eva lua te the  exper ience and t ry  to  promote  bet te r  exper iences .  In  

p rac t i ce ,  there  are  numerous  d i f fe rent  k inds  o f  peop le ,  p roduc ts  and env i ronments 

tha t  in f luence the  exper ience tha t  in te rac t ion  evokes .   

How emotions arise by the use?  

Pie ter  Desmet  sugges ts  tha t  there  a re  5  ca tegor ies  cover ing  emot iona l  responses 

tha t  p roduc ts  evoke in  peop le :  

 Instrumental  emot ions .  I t  i s  the percept ion  o f  the  user  to  ach ieve the goa ls  

tha t  the  produc t  mus t  per fo rm.   

 Aesthet ic  emot ions.  Th is  re f lec ts  the  potent i a l  o f  the  produc t  to  de l igh t  o r  

o f fend the  user  percept ion .   

 Socia l  emot ions.  I t  i s  the  eva lua t ion  per fo rmed by  the  user  in  re la t ion  to  

cer ta in  soc ia l  s tandards.   

 Surpr ise emot ions.  I t  re fe rs  to  the  percept ion  o f  nove l ty  tha t  a  produc t  o r  

serv ice  evokes  in  the  cus tomer .   

 In terest .  I t  re fe rs  to  the  percept ion  o f  cha l lenge combined wi th  promise.  I t  

imp l ies  the  a t t rac t ion  or  re jec t ion  o f  the  produc t .   

Usability vs UX 

Usabi l i ty  means  ease o f  use,  and re fers  to the  degree o f  e f fec t i veness ,  e f f i c iency 

and sa t i s fac t ion  wi th  wh ich  spec i f i c  users  can ach ieve spec i f i c  goa ls  in  spec i f ic  

contex ts  o f  use.  Usab i l i t y  eng ineer ing  and user -centered des ign  are  the  se t  of  

p rocess  and methodo log ies  tha t  ensure  usab i l i ty  leve ls  requ i red  fo r  the  produc t .  

F igure  20 :  Usab i l i t y  vs  U ser  Expe r ienc e  

 
Source :  Wo rdp ress  -  Us ab i l i t y  and  Use r  Expe r ie nce  (2011 /1 0 /19 )  

https://fule918.wordpress.com/2011/10/19/usability-user-experience/
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The user  exper ience (UX)  i s  the  ent i re  exper ience,  i nc lud ing  sensat ions ,  fee l ings ,  

emot iona l  responses ,  assessments  and user  sa t i s fac t ion ,  regard ing  a  produc t  o r  

serv ice  as  a  resu l t  o f  the  process  o f  in te rac t ion wi th  th is  p roduc t  o r  serv ice ,  as  we l l  

as  in te rac t ion  wi th  i t s  p rov ider .   

The UX represents  an  em erg ing  change o f  usab i l i t y ,  where  the  goa l  i s  no t  jus t  to 

improve the  per fo rmance o f  user  in te rac t ion  -e f fec t i veness ,  e f f i c iency  and ease o f  

learn ing -  bu t  t ry  to  so lve  the  prob lem o f  usefu lness  o f  the  produc t  as  we l l  as  the  

psycho log ica l  p rob lem of  p leasur e  and fun  use  by  the  user .  13  

The user  exper ience des ign  presents  a  h igh ly  in te rd isc ip l inary  approach tha t  

resu l ts  in  a  ho l i s t i c  v iew o f  des ign ing  produc ts  and serv ices .  Some o f  the  

d isc ip l ines  tha t  compr ise  are  as  fo l lows :  indus t r ia l  des ign ,  market ing ,  e r gonomics ,  

eng ineer ing ,  psycho logy ,  soc io logy ,  v isua l  a r ts ,  semant ic ,  bus iness  admin is t ra t ion ,  

… 

           F igu re  21 :  Use r  Expe r ience  Honeycomb  

 

 

 

 

 

 

 

Source :  Semant ic  Stud io s  ( user_ expe r i ence_d es i gn / )  

Key element: Interaction  

The User  Exper ience mode l  p roposed by  Arh ippa inen and Täht i  i s  qu i te  comple te 

and comprehens ive ,  c lass i fy ing  d i f fe rent  fac tors  in  f i ve  d i f fe rent  g roups :   

 

 

 

 

 

 

 

                                                           
13

http://www.nosolousabilidad.com/articulos/experiencia_del_usuario.htm 

http://semanticstudios.com/user_experience_design/
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F igure  22 :  Us e r  Expe r ie nce  Mode l  

 
Source :  A rh ippa inen  and  Täh t i  U X Mode l  ( 2 003 )  14 

In  th is  way  the  in te rac t ion  tha t  genera tes  the  user  exper ience takes  in to  account  

tha t  i t  i s  no t  on ly  de te rmined by  the  produc t  i t se l f  (o r  serv ice)  and the  user  p ro f i le ,  

bu t  a lso  by  the  ex terna l  env i ronment  (soc ia l  and cu l tu ra l  fac tors )  beyond our  

cont ro l  and the  c loses t  contex t  o f  use,  where  i t  i s  poss ib le  ac t  d i rec t ly .  

The user  exper ience i s  a  resu l t  o f  a  mot iva ted ac t ion  in  a  cer ta in  contex t .  Thereby ,  

p rev ious  exper iences  and expec ta t ions  in f luence the  present  exper ience,  as  we l l  as  

the  present  exper ience leads  to  more  exper iences  and modi f ied  expec ta t ions .  Th is  

cumula t i ve  e f fec t  a l lows  the  ent repreneur  t o  re ta in  users  th rough in tang ib le 

emot iona l  e lements  tha t  a re  d i f f i cu l t  to  emula te  by  compet i to rs .  

F igure  23 :  T ime l ine  o f  U s er  Expe r ienc e  

 
Source :  S i lve r  Tou r ism pro jec t  

                                                           
14

 Arhippainen, Tähti. (2003), Empirical Evaluation of User Experience in Two Adaptive Mobile 

Application Prototypes. http://www.ep.liu.se/ecp/011/007/ecp011007.pdf 
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Knowing the user 

A gu ide to  know the  user  emot iona l l y  i s :   

F i rs t ,  user groups  and the i r  emot iona l  needs wi l l  be  es tabl i shed accord ing  to  the i r  

charac ter i s t i cs .  Subsequent ly ,  an  approach th rough  observat ions  w i l l  beg in .  In 

these observat ions  we wi l l  pay  spec ia l  a t tent ion  to  the  easy  o f  access  to  the 

produc t  (o r  serv ice) .  That  i s ,  ease o f  use,  ease o f  learning and ease o f  

remember ing  how i t  works .  A lso  i ts  use ef f ic iency  and the  f requency  and degree of  

e r rors .  F ina l l y ,  we a lso  s tudy  the  subject ive  sat is fact ion  to  the  user .   

Dur ing  the  observat ions  we must  make an associat ion  be tween emot ions  and when 

they  occur .  To  ach ieve th is ,  a  f low char t  o f  in te rac t ion  process  wi l l  be  produced,  

ident i fy ing  when and what  emot io ns  occur .  

As  deta i led  above,  over  t ime emot iona l  responses  o f  users  ( in  tes ts )  may  fac i l i ta te 

sa t i s fac tory  user exper iences .  The a im in the  medium and long te rm is  to  ach ieve 

an emot iona l  re la t ionsh ip  be tween user  and  the  produc t  o r  serv ice  in  o rder  to  

ob ta in  the  bes t  resu l ts .   

F igure  24 :  Expe r i ence  o ver  t ime  

 
Source :  S i lve r  Tou r ism pro jec t  
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2.2.3. MEASURING EMOTIONS. 

The measurement  o f  emot ions  i s  essent ia l  in  o rder  to  unders tand them,  be ing  the  

f i rs t  s tep  fo r  mod i fy ing an emot iona l  des ign  tha t  w i l l  a l low improv ing  o f  tour is t i c   

p roduc ts  and serv ices .  But  th is  p rocess  i s  no t  easy  and usua l l y  re fers  to  pure ly  

sub jec t i ve  i ssues  tha t  resu l t  in  qua l i ta t i ve  va lues .  

Be low are  some methodo log ies  tha t  a l low us  to  t rans la te  emot ions  eas ier  in  o rder 

to  in te rpre t  how to  ach ieve our  goa ls .  

Method of Semantic Differential 

Char les  E.  Osgood deve loped in  1957 the  "Method o f  Semant ic  Di f fe rent ia l "  in  

wh ich  percept ions  o f  objec ts  were  quant i f ied .  Thus ,  the  idea o f  aes thet i cs  began to 

take par t  in  the  sc ien t i f ic - techno log ica l  contex t .   

Th is  too l  a l lows  to  know the  d i f fe rent  mean ings  around two conceptua l  d imens ions:  

denota t i ve  va lue  (wh ich  appears  in  the  d ic t ionary )  and connota t i ve  va lue  tha t  re fe rs  

to  the  persona l  percept ion  o f  a  par t i cu la r  ob jec t .  The connota t i ve  v a lue ,  s ince is  

re la ted  to  emot ion  can vary  i t s  in tens i ty  level .  Th is  degree o f  in tens i ty  can be 

v iewed when fac ing  oppos i te  concepts ,  p lac ing  each o f  them at  the  edge o f  a  sca le .  

To assess  the  degree o f  in tens i ty  o f  the  emot ion  tha t  p roduces  an ob jec t  can be 

used the  fo l lowing:  

 

These ad jec t i ves  can be ca tegor ized in to  3  d imens ions  as  fo l lows :  15 

▪  Evaluat ion ,  tha t  usua l ly  conta ins  word  pa i rs  tha t  a l low to  know a t t i tudes  

towards  the  concept  under  s tudy .  Examples :  good -bad;  beaut i fu l -ug ly ;  w ise -

foo l i sh ;  t ime ly -unt ime ly ;  e tc .   

▪  Potency ,  tha t  usua l l y  conta ins  word  pa i rs  tha t  re f lec ts  the  in t r ins ic  s t rength  

o f  ad jec t i ves .  Examples:  hard -so f t ;  la rge -smal l ;  s t rong -weak ;  e tc .  

▪  Act iv i ty ,  tha t  i s  charac ter i zed by  word  pa i rs  tha t  a l low to  know the  dynamics 

o f  ad jec t i ves .  Examples:  ac t i ve -pass ive ;  fas t -s low;  ho t -co ld ;  e tc .   

Th is  too l  requ i res genera te  a  da tabase main ta ined by  a  ser ies  o f  b ipo lar  ad jec t i ves,  

mak ing c lear  tha t  i f  the  amount  i s  g reater  more  f ine ly  tuned resu l ts  wi l l  be 

obta ined.  

 

                                                           
15  S c h ü t t e ,  E k l u n d ,  A x e l s s o n ,  Na g a m a c h i .  " Co n c e p t s ,  m e t h o d s  a n d  t o o l s  i n  K a n s e i  

E n g i n e e r i n g " . A r t i c l e  i n  " T h e o re t i c a l  I s s u e s  i n  E r g o n o m i c s  S c i e n c e "  -  M a y  2 0 0 4 .  
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Quality function deployment 

The Qual i ty  funct ion deployment  (QFD)  i s  a  method to  t rans form qua l i ta t i ve  user  

demands in to  quant i ta t i ve  parameters ,  to  dep loy  the  func t ions  fo rming qua l i ty ,  and 

to  dep loy  methods  o f  ach iev ing  the  des ign  qual i ty  in to  subsys tems and component  

par ts ,  and u l t i mate ly  to  spec i f i c  e lements  o f  the  manufac tur ing  process .  16 

Summar iz ing :  i t  i s  a  method tha t  t rans forms cus tomer  requ i rements  in  techn ical  

charac ter i s t i cs  fo r  the  des ign  o f  a  produc t  o r  serv ice .   

The process  beg ins  by  l i s ten ing  to cus tomers  in  o rder  to  det ermine the 

charac ter i s t i cs  o f  a  produc t  o r  serv ice .  Th is  in fo rmat ion  he lps  to  ident i fy  cus tomer 

requ i rements  by  us ing  o f  surveys ,  resu l ts  o f  compla in ts  and c la ims,  market  

research,  and ind iv idua l  and group in te rv iews.  In  add i t ion ,  the  charac ter i s t i cs  

shou ld  be  pr io r i t i zed accord ing  to  the  cus tomer 's  va lua t ion .   

Once the  techn ica l  requ i rements  tha t  re la te to  the  ach ievement  o f  cus tomer 

requ i rements  are  def ined,  may be dec ided the  most  impor tan t  charac ter i s t i cs  to 

ach ieve.    

Moreover ,  the  most  popu lar  too l  on  QFD,  the  House of  Qual i ty ,  cons iders  a 

produc t  compar ison wi th  the  compet i t ion  f rom the  perspec t i ve  o f  cus tomers .  Thus 

the  des igner  wi l l  unders tand bet te r  what  i s  the  re la t i ve  pos i t ion ing of  the  produc t  

aga ins t  the  compet i to rs  in  the  d i f fe rent  aspec ts  va l ued by  cus tomers ,  a l lowing a lso  

visualize the strengths and weakness in this dimension.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
16 A k a o ,  Y o j i .  ( 1 9 9 4 ) ,  " T h e  Cu s t o m e r  D r i v e n  A p p ro a c h  t o  Q u a l i t y  P l a n n i n g  a n d  De p l o y m e n t " .  
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F igure  25 :  QFD House  o f  Qua l i t y  fo r  En terp r is e  P roduct  De ve lopment  Pro cesses  17 

 
Source :  W ik imed ia  Com mons (A1_Hous e_of_Qu a l i t y .png )  

 

 

  

                                                           
17

 https://upload.wikimedia.org/wikipedia/commons/3/3e/A1_House_of_Quality.png 

https://upload.wikimedia.org/wikipedia/commons/3/3e/A1_House_of_Quality.png
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2.2.4. DESIGNING EMOTIONAL PRODUCTS AND SERVICES. 

Once the  d i f fe rent  emot ions  tha t  a  par t i cu la r  p roduc t  o r  serv ice  causes,  i t  i s  t ime to 

use those data  to  des ign  (or  re -des ign) .  

Eng ineer ing  takes  much advantage in emot iona l  des ign  ( re la ted to  produc ts ) .  Th is  

course  does  not  seek  to  ge t  in to  eng ineer ing  f ie ld  bu t  i s  more  or ien ted to  des ign 

tour is t i c  serv ices  a imed a t  sen ior  ta rget .  For  th is  reason,  on ly  a coup le  o f  methods 

tha t  can he lp  the  persons  concerned to  conduct  the i r  own s tud ies  wi l l  be  exposed,  

a lways  hav ing  in  mind tha t  these works  wou ld  be based on the i r  needs  and means .   

Kano model 

The Kano model  i s  a  theory  o f  p roduc t /serv ice  deve lopment  and cus tomer 

sa t i s fac t ion  wh ich  c lass i f ies  cus tomer  pre ferences  in to  f i ve  ca tegor ies :   

 Must -be Qua l i ty ,  a t t r ibu tes  tha t  a re  taken fo r  g ranted when fu l f i l l ed  but  

resu l t  in  d issa t i s fac t ion  when not  fu l f i l l ed .   

 One-d imens iona l  Qua l i ty ,  a t t r ibu tes  wh ich  resu l t  in  sa t i s fac t ion  when 

fu l f i l l ed  and d issa t i s fac t ion  when not  fu l f i l l ed .   

 At t rac t i ve  Qua l i ty ,  whose a t t r ibu tes  prov ide  sa t i s fac t ion  when ach ieved fu l l y ,  

bu t  don ' t  cause d issa t i s fac t ion  when no t  fu l f i l l ed .   

 Ind i f fe rent  Qua l i ty ,  tha t  re fer  to  aspec ts  tha t  a re  ne i ther  good nor  bad.   

 Reverse Qua l i ty ,  whose a t t r ibu tes  re fer  to  a  h igh  degree o f  ach ievement 

resu l t ing  in  d issa t i s fac t ion  and to  the  fac t  tha t  no t  a l l  cus tomers  are  a l i ke .   

F igure  26 :  Pe r fo rmance  t rend  o f  K ano  mode l   
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source :  W ik imed ia  Com mons ( F i le :Kano_Mode l . g i f ) 
  

https://commons.wikimedia.org/wiki/File:Kano_Model.gif
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The mode l  can be s t ruc tured in to  the  fo l lowing s teps :  

1 .  Def ine  the  charac ter i s t ics  or  per fo rmances  o f  the  produc t  o r  serv ice ,  wi thout  

fo rget t ing  the  most  bas ic  ( lega l  requ i rements ,  func t ion a l i t y ,  durab i l i ty ,  e tc . ) ,  

a long wi th  a l l  those to  be  cons idered in  the  new des ign .  

2 .  Deve lop a  ques t ionna i re  conta in ing  a  coup le  o f  ques t ions  fo r  each o f  the 

fea tures  or  per fo rmances  o f  the  produc t  o r  serv ice .  

3 .  Selec t  a  representa t i ve  sample  o f  the  ta rget  mar ket  segment .  

4 .  To s tudy  the  resu l ts  o f  the  survey ,  ob ta in ing  a  c lass i f i ca t ion  o f  the 

charac ter i s t i cs  or  per fo rmances  o f  the  produc t  in  the  fo l lowing  th ree leve ls  

(basic  qual i ty ,  on -qual i ty  and improved qual i ty ) .  

Thus ,  us ing  the Kano mode l ,  innovat ions imp l i c i t l y  demanded by  users are  detec ted 

and i t  i s  poss ib le  to  focus  a t ten t ion  on those e lements .  Have in  mind tha t  over  t ime 

innovat ion  becomes another  bas ic  need.   

Kansei engineering 

Kansei  i s  a  Japanese word  tha t  t rans la tes  as  "psycho log ica l  fee l ing" .  In  th i s  way ,  

Kanse i  i s  the  fee l ing or  s t imu lus  tha t  a  person might  have fac ing a  par t i cu la r  

p roduc t ,  env i ronment  or  s i tua t ion ,  when fu l l y  uses  h im/her  senses .  These Kansei  

a re  most ly  ad jec t i ves  a l though they  can a lso  be words  in  d i f fe rent  languages ,  fac ia l  

express ions  or  d rawings.   

Kansei  engineer ing  i s  a  methodo logy  fo r  deve lop ing  new consumer -or ien ted 

produc ts .  I t  was  deve loped by  Mi tsuo Nagamach i  in  o rder  to  fac i l i ta te  the 

t rans la t ion  o f  the  emot iona l  expec ta t ions o f  cus tomers  in techn ica l  des ign 

spec i f i ca t ions .  Kanse i  eng ineer ing  prov ides  the  methodo logy  to  in tegra te  the 

semant ic  space (Kanse i  va lues)  and a t t r ibu tes '  space (produc t  charac ter i s t i cs ) ,  

ana lyz ing  them by  us ing  s ta t i s t i ca l  methods ,  thus  obta in ing  usefu l  in fo rmat ion  fo r  

dec is ion -mak ing in  p roduc t  de s ign .   

─ 1s t  s tage.  The cus tomers '  fee l ings  on the  produc t  a re  co l lec ted us ing  the 

semant ic  d i f fe rent ia l  method (be fore  exp la ined) .   

─ 2nd s tage.  The re la t ionsh ip  be tween charac ter i s t i cs  o f  p roduc t  des ign  and 

the i r  fee l ings  (or  Kanse i  words)  i s  s tud ied .   

─ 3rd  s tage.  Sof tware  too ls  a re  used to  bu i ld  a  Kanse i  Eng ineer ing  f ramework 

tha t  a l lows  us ing  eas i l y  and sys temat ica l l y  the  re la t ionsh ips  found when  

des igns  were  ana lyzed or  p lann ing fu ture  deve lopments .  Th is  too l  shou ld 

a lso  a l low regu lar  updat ing  o f  fee l ings .   
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Reflective questions 

I s  i t  poss ib le  to  ex tend  the  emot iona l  aspec ts  to  complementary  serv ices ,  such as 

c l ien t  re la t ions  or  a f te r -sa les  serv ice?.  There  are  cer ta in  serv ices  where  emot iona l  

fac tors  are  e i ther  negat ive  or  harder  to  evoke.  Cou ld  be  found a l te rna t i ve  ways  to  

so lve  th is?  

 

Further information and references for learning, teaching and 

assessment activities 

▪  Norman,  Dona ld  Ar thur  (2005) .  Emot iona l  Des ign .  Bas ic  Books .   

▪  Emot iona l  Des ign  fo r  Hote l  Stay  Exper iences :  Research on Gues t  Emot ions 

and Des ign Oppor tun i t ies  

Hote l  gues t  emot ions  and des ign  oppor tun i t ies  in  re la t ion  to  ho te l  s tay 

exper iences  are  the  bas is  o f  th is  s tudy .  The  th ree - leve l  mode l  o f  emot iona l  

des ign  fo r  ho te ls  i s  proposed to  c la r i fy  the re la t ionsh ips  between hote l  

o f fe r ings ,  des ign  emphases ,  gues t  emot ions and gues t  percept ion,  wi th  

theore t i ca l  bas is  on  a  synergy  o f  knowledge in  emot iona l  des ign ,  exper ience 

des ign ,  and hosp i ta l i t y .  Th is  paper  a lso  out l ines  a  des ign  research s tudy  

tha t  a ims to  exp lore  sources  tha t  evoke gues t  emot ion s ,  uncover  concerns  

and mean ings  f rom the  t rave lers ’  perspec t i ve ,  and ident i fy  des ign  

oppor tun i t ies  wh ich  wi l l  l ead to  po tent ia l  i nnovat ions  in  bo th  tang ib le 

e lements  and in tang ib le  processes fo r  enhancement  o f  ho te l  s tay 

exper iences .  For  the  pu rpose o f  th is  s tudy ,  an  ana ly t i ca l  approach based on 

appra isa l  theory  in  psycho logy  i s  a lso  in t roduced fo r  examin ing  hote l  gues ts ’  

emot iona l  exper iences  and ex t rac t ing  re levant  ins igh ts  fo r  des ign .  

h t tps : / /www.sd.po lyu .edu.hk / iasdr /p roceed ing/papers /Emot iona l%20desig

n%20for%20hote l%20stay%20exper iences_%20Research%20on%20gues t

%20emot ions%20and%20des ign%20oppor tun i t ies .pd f   

 Emot ions  in  On l ine  Des t ina t ion  Management :  Towards  the  Deve lopment  o f  a  

Des t ina t ion  Webs i te  Emot iona l  Des ign  (W.E.D. )  Mode l  For  Romant ic  Trave l  

Consumers .   

With  the  inc reased use o f  the  in te rnet  fo r  in fo rmat ion  search,  en ter ta inment 

and purchas ing ,  e lec t ron ic  commerce has  s ign i f i cant l y  a l te red the  market ing 

env i ronment  fo r  tour ism produc ts  and serv ices .  As  peop le  spend  more  t ime 

on l ine ,  emot iona l  aspec ts  o f  Webs i te  in ter faces  are  becoming more  

impor tan t  (K im,  Lee & Cho i ,  2003) .  The research wi l l  seek to  promote  the  

des ign  o f  emot iona l l y  evocat ive  Webs i te  in ter faces  as  one s t ra tegy  tha t  

cou ld  be  used to  cur ta i l  the  dec l ine  in  v is i to rs  bu t  more  impor tan t l y ,  to  serve 

the  emot iona l  needs  o f  the  romant ic  t rave l  market .  Emot ions  have been 

ident i f ied  as  a  major  ca ta lys t  in  the  consumer  dec is ion  mak ing process .  The 
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proposed research wi l l  be  geared towards  the  deve lopment  o f  an "e -mot iona l  

sca le"  and mode l  fo r  des t ina t ion  Webs i te  emot iona l  des ign  (W.E.D. )  o f  

tour ism des t ina t ions .   

ht tps : / /www. researchgate .net /pub l i ca t ion /265986987_Emot ions_ in_Onl in

e_Dest ina t ion_Management_Towards_the_Deve lopment_of_a_Dest ina t io

n_Webs i te_Emot iona l_Des ign_WED_Model_For_Romant ic_Tr ave l_Consu

mers   

▪  The Dimens ions  o f  Tour  Exper ience,  Emot iona l  Arousa l ,  and  Pos t -

exper ience Behav iors :  A Research on Pamukka le  in  Turkey  

As  the  emot ions  se t t l i ng  in  the  center  o f  the  consumpt ions ,  the  leve l  o f  the  

emot iona l  a rousa l  d i rec t l y  a f fec ts  the  human  behav iors .  As  tour is ts  choose 

the  des t ina t ions  accord ing  to  the  emot ions  fo rmed by  pre -exper ience and the  

pos t -exper ience,  the  unders tand ing the  fo rmat ion  o f  the  emot iona l  a rousa l  in  

tour ism sec tor  has  been a  media tor  to  unders tand the  pos t -exper ience 

behav iors .  In  th is  contex t ,  the  purpose o f  t h is  s tudy  i s  to  ident i fy  the 

d imens ions  o f  tour  exper iences  and to  inves t iga te  the  re la t ionsh ip  be tween 

the  tour  exper ience d imens ions ,  emot ional  arousa l ,  and pos t -exper ience 

behav iors .  To examine the  re la t ionsh ip b e tween the  parameters ,  a  

ques t ionna i re  based on four  d imens ions  o f  the  4E mode l  (Escap ism, 

Educat ion ,  Enter ta inment  and Es thet i cs )  o f  P ine  and Gi lmore  (1998)  were  

conduc ted on tour is ts  who v is i ted  Pamukka le  popu lar  wi th  the  wh i te  te r races  

and Hierapo l i s  an c ien t  c i ty  in  Turkey .  The data was  ana lyzed wi th  St ruc tura l  

Equ i ta t ion  Mode l  (SEM).  Resu l ts  o f  th is  s tudy ind ica te  tha t  tour  exper iences  

can be represented in te rms o f  4E d imens ions  demonst ra t ing  adequate 

re l iab i l i t y  and va l id i ty .  As  the  tour  exper ience wa s  d isc losed in  4E mode l  

d imens ions ,  on ly  escap ism,  en ter ta inment  and es thet i cs  have pos i t i ve 

e f fec ts  on  emot iona l  a rousa l .  And a lso  i t  was  determined tha t  the  tour is ts ’  

emot iona l  a rousa l  a f fect  the  pos t -exper ience behav ior  pos i t i ve ly  as  be ing  a  

fundamenta l  de terminants  o f  sa t i s fac t ion  and pos t  exper ience in ten t ions.  

 h t tp : / /www.sc ienced i rec t .com/sc ience/ar t i c le /p i i /S1877042814051180 
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2.3 Business Planning 

2.3.1. RESOURCES AND PROCESSES.  

In  the  le f t  upper  par t  o f  the  Bus iness  Mode l  Canvas  there  are  th ree boxes  d i rec t l y  

re la ted  wi th  the  resources  tha t  the  organ izat ion  possess  and techno logy  and 

produc ts  tha t  the  organ iza t ion  knows.  Th is  i s ,  where  the  ava i lab le  resou rces  can be 

inves ted in .  The th ree boxes  are  the  fo l lowing:  

Key partners 

Any g iven SME,  pub l i c  admin is t ra t ion  focused on tour is t i c  sec tor  o r  independent  

p ro fess iona l  need to  know about  the  p layers  tha t  in te rac t  somehow wi th  the  

prov is ion  o f  the  serv ices .  T h is  i s  espec ia l l y  re levant  in  the  tour is t i c  sec tor ,  even i f   

the  S i l ver  serv ice  were  ent i re ly  p rov ided by  the  organ iza t ion .  S ince i t  i s  a  h igh ly  

f ragmented in  wh ich  the  c l ien t  va lues des t ina t ion  over  the  serv ice i tse l f ,  there  wi l l  

a lways  ex is t  the  par t i c ip a t ion  o f  ex terna l  agents :  p rov iders ,  marketers  or  even 

d i rec t l y  invo lved par tners .  

Bus inesses  assoc ia te  among them for  numerous  causes .  The most  common are  the 

fo l lowing ones :  

o  Opt imiza t ion  and economy o f  scale :  I t  i s  imposs ib le  fo r  a s ing le 

company  to  do  e very th ing  we l l .  O f ten  t imes ,  i t  i s  be t te r  to  focus  on  the  key 

e lements  o f  the  bus iness ,  leav ing  the  o ther  a reas  to  o ther  par tners .  

o  Risk  and uncer ta in ty  reduc t ion :  Somet imes i t  i s  poss ib le to 

co l labora te  wi th  d i rec t  compet i to rs .  Not  as  a  g loba l  a l l i ance,  bu t  more  as  a  

co l labora t ion  in  cer ta in  areas  to  reduce r i sks .  

o  Resources  and ac t i v i t ies  purchas ing :  In th is  way ,  the  organ iza t ion wi l l  

be  ab le  to  share  i ts  resources  to  ob ta in  a re turn ,  o r  u t i l i ze  ex terna l  

resources  wi thout  the  need o f  h igh  inves tments .  In  a  s im i la r  way ,  i t  w i l l  be 

poss ib le  to  drop cer ta in  non -key  ac t i v i t ies  and focus  on the  most  p ro f i tab le  

ones ,  o r  v ice  versa ,  work ing  to  comple te  the  serv ice  o f  the  o ther  company .  

In  th is  ac tua l  soc io  economic  scenar io ,  the  g loba l  t rend i s  to  inc rease  th is  k in d  o f  

re la t ionsh ips  in  bus iness  mode ls ,  and espec ia l ly  in  the  tour is t i c  sec tor ,  a im ing fo r  

f lex ib i l i t y  and e f f i c iency .  Hence,  bus iness  c reate  a l l i ances  to  op t im ize  bus iness 

mode ls ,  reduce r i sks ,  or  even acqu i re  resources .  There  are  four  d i f fe rent  types  o f  

assoc ia t ion  among businesses :  

o  Stra teg ic  a l l i ances  among non -compet i to r  bus inesses :  An example  is  

the  agreement  be tween  a  hos te l  tha t  o f fe rs  bed and break fas t  and a  nearby 

res taurant  tha t  o f fe rs  food serv ice  or  b reak fas t  ca ter ing ,  so  both  can benef i t  

f rom th is .  
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o  Coopet i t ion :  Th is  i s  a  te rm tha t  mixes  coopera t ion  and compet i t ion ,  

cons is t ing  in  the  es tabl i shment  o f  s t ra teg ic  par tnersh ips  among compet i to r  

bus iness .  An example  wou ld  be the  co l labora t ion  among hote ls  to 

co l lec t i ve ly  p romote  a  cer ta in  p lace.  Beyond  tha t ,  they  can a lso  co l labora te  

th rough t rans fer r ing  cus tomers  in  cases  o f  fu l l  occupat ion .  In  th is  way ,  

a l though those bus iness  are  compet i to rs ,  they  co l labora te  fo r  the i r  common 

benef i t .  

o  Jo in t  Ventures :  Th is  co l labora t ion  fo rmula  i s  usua l l y  employed fo r  the 

c reat ion  o f  new bus inesses .  Return ing  to  the  hos te l  and res taurant  example :  

one o f  them has  rooms  wh i le  the  o ther  has  d in ing - rooms.  A poss ib le  jo in t  

venture  wou ld  be the  c reat ion  o f  a  new bus iness  to  opera te  the  hos te l  ca fe ,  

combin ing  the  know -how o f  the  res taurant  and the  fac i l i t i es  o f  the  hos te l .  

o  Cl ien t -prov ider  re la t ionsh ips :  They  are  es tab l i shed seek ing  to 

guarantee supp ly  re l iab i l i t y .  That  wou ld  be the  case,  fo r  example ,  o f  a 

res taurant  tha t  o f fe rs  a  cer ta in  brand o f  fa i r  t rade in fus ions ,  es tab l i s h ing  a  

re la t ionsh ip  o f  t rus t  be tween the  prov ider  and the  hote l  es tab l i shment .  

Key resources 

Any bus iness  mode l  requ i res  the  use o f  resources  wh ich  are  key  to  c reate  and o f fe r  

a  va lue  proposa l  w i th  wh ich  obta in  incomes.  Each type o f  serv ice  wi l l  requ i re  

d i f fe rent  resources .  Fo r  example ,  a  camping  requ i res  a  land p lo t  and common 

serv ices  to  pu t  a t  the i r  c l ien ts  d isposa l ,  wh i le  a  cu l tu ra l  gu ide wi l l  on ly  need a 

pro fess iona l  w i th  a  good knowledge o f  the  loca l  her i tage.  

Key  resources  may be proper ty  o f  the  comp any ,  ren ted or  ob ta ined f rom the 

ident i f ied  key  par tners .  There  are  some types  o f  resources :  

o  Phys ica l  resources :  Inc lud ing  fac i l i t i es ,  mach inery ,  computer  

sys tems, . . .  The needed resources  wi l l  sure ly  be  very  d i f fe rent  accord ing  to 

the  case.  For  example ,  a  take away ca ter ing  serv ice  fo r  sen ior  cus tomers  

w i l l  requ i re  k i tchen,  p roduc ts  and mean o f  t ranspor t ;  wh i le  in  the case o f  a 

h i red  cook  i t  w i l l  be  the  c l ien t  who prov ides  these resources .  

o  In te l lec tua l  resources :  Main ly  re la ted  wi th  the  indus t r ia l  p roper ty ,  

commerc ia l  b rand,  in te l lec tua l  p roper ty  r igh ts ,  da tabases ,  e tc .  On the  o ther  

hand,  i t  i s  very  impor tan t  to  hand le  the  data  of  the  bus iness ’  c l ien ts ,  s ince 

they  represent  a  key  resource to  genera te  c ross -se l l ing  and c l ien t  loyal ty .  

o  Human resources :  They  a re  essent ia l  in  the  serv ice  por t fo l io .  Beyond 

hav ing  techn ica l  sk i l ls  to  p rov ide  the  serv ice ,  the  team shou ld  be 

spec i f i ca l l y  mot iva ted and t ra ined to  sa t i s fy  the  ta rget  c l ien t ,  o f fe r  

sa t i s fac tory  exper iences .  

o  Economic  resources :  Some bus iness  mode ls  requ i re  funds  ava i lab i l i ty  

o r  ex t raord inary  guaran tees .  For  example ,  t rave l  agenc ies  usua l l y  take out  

insurance to  opera te  in  the  market .  



Silver Tourism 

Developing Innovative Touristic Products for Silver Economy  

 

96 96 

Key activities 

Any company have i ts  own key  ac t i v i t ies :  they  are  the  secre t  o f  the  bus iness  and 

the  know-how tha t  makes  pos s ib le  to  prov ide  a  good serv ice .  Ac t i v i t ies  may be 

d iv ided in  the  fo l lowing ca tegor ies :  

o  Produc t ion .  Produc t ion  ac t i v i t ies  are  re la ted  wi th  des ign ,  deve lopment 

and produc t  de l i very  under  parameters  re la ted  wi th  quant i ty  o r  qua l i t y  leve l .  

Th is  k ind  o f  key  ac t i v i t ies  are  common in  fabr ica t ion  companies .  

o  Prob lem so lv ing .  These ac t i v i t ies  imp l ies  persona l i zed work ,  wh ich  

means  concre te  so lu t ions  fo r  each par t i cu la r  c l ien t .  Serv ices  bus inesses 

(consu l tancy ,  hea l th , . . . )  a re  usua l l y  d i rec ted to  th is  k ind  o f  ac t i v i t ies,  and 

there fore  the i r  members  need cont inuous  t ra in ing  and an e f f i c ien t  

in fo rmat ion  management  in  o rder  to  succeed in  the i r  bus iness  mode l .  

o  Pla t fo rm/network .  F ina l l y ,  there  are  bus iness mode ls  des igned fo r  the 

key  ac t i v i t ies  to  be  sub jec t  to  a  p la t fo rm or  ne twork .  That  wou ld  be  the  case 

o f  cer ta in  f ranch ises ,  e -commerce over  ex terna l  p la t fo rms or  te lemat ic  pay 

sys tems.  
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2.3.2. VALUE PROPOSITION. 

Bas ica l l y ,  the  value  propos i t ion  i s  the reason o f  the  ex is tence o f  a  produc t  o r  

serv ice .  I t  i s  the  so lu t ion  tha t  i t  o f fe rs  to  the  c l ien ts  in  o rder  to  sa t i s fy  the i r  needs  

or  so lve  the i r  p rob lem,  and shou ld  be  focused to  a  segment  o f  c l ien ts  o f  a  cer ta in 

market  ( in  th is  case:  sen ior  c l ien ts ) .  The best  way  to  ach ieve th is  is  th rough a 

c l ien t  centered bus iness  ph i losophy  and employ ing  Des ign Th ink ing  methodo log ies .  

The bas ic  gu ide l ines  o f  the  human mind are  avo id  pa in  and obta in  p leasure ,  so 

every th ing  the  organ iza t ion  can do in  those ways  wi l l  be  we lcome fo r  the  users .  

Th is  i s  the  key  po in t :  ident i fy  w hat  i s  the  most  impor tan t  th ing  to  do  to  ach ieve th is .  

Pr io r  to  s ta r t  de f in ing  the  va lue  propos i t ion ,  i t  i s  necessary  to  f ind  a  p rob lem which  

i s  wor th  so lv ing .  Th is  i s  a  prob lem s t i l l  no t  enough we l l -so lved by  the  cur rent  o f fe r ,  

o r  a  prob lem whose ex is t ing  so lu t ions cou ld  be improved or  one s t i l l  n t  so lved.  The 

harder  the  prob lem,  the  s t ronger  the  va lue  p ropos i t ion .  In  o rder  to  f ind  a  good 

prob lem to  so lve ,  i t  may be used the  un i t  1  (empath ize  and def ine) .  

Once located a su i tab le  prob lem,  i t  w i l l  be  necessa ry  to  f ind  a so lu t ion  fo r  wh ich 

the  c l ien t  shou ld  be  wi l l i ng  to  pay  fo r .  Depend ing on the  type o f  p roblem and the 

cur rent  ex is ten t  so lu t ions ,  i t  w i l l  be  needed:  

  An acceptable  solut ion:  I f  there  are  no produc t  o r  serv ice  ab le  to 

so lve  the  prob lem,  i t  may  be  enough to  jus t  o f fe r  a  f i rs t  acceptab le  so lu t ion .  

From th is  po in t ,  i t  can be improved when more  market  de ta i l s  were  known.  

For  example ,  i f  there aren ’ t  yoga/p i la tes  ac t i v i t ies  in  a cer ta in  zone,  they 

can be o f fe red even i f  the  company  has  not  enough exper ience.  

  A bet ter  solu t ion:  In  case there  are  ava i lab le  produc ts ,  the  company 

shou ld  concent ra te  on  improv ing  one or  some aspec ts  to  d i f fe rent ia te  f rom  

compet i to rs .  In  the  prev ious  example ,  i f  there a l ready  are  gyms tha t  o f fe r  

yoga/p i la tes ,  i t  can be created  an  ou tdoors  serv ice  fo r  smal l  g roups . 

  A cheaper solut ion:  Suppos ing  tha t  the  company  hard ly  can improve 

the  cur rent  so lu t ion ,  a  low -cos t  one can be in t roduced.  However ,  th i s  i s  a  

r i sky  s t ra tegy ,  s ince the  pr i ce  war  may lead to  bankruptcy  i f  g reater  

o rgan iza t ions  enter  the  compet i t ion .   

Once both  prob lem and so lu t ions  are  def ined,  the  most  impor tan t  i s  not  to  c reate  a 

summary  o f  charac ter i s t i cs  o f  bo th ,  bu t  to  expla in  how to  so lve the  prob lem o f  the 

potent ia l  c l ien ts ,  ma in ly  benef i ts  p rov ided and d i f fe rent i a t ion  f rom ex is t ing 

produc ts /serv ices .  In the  yoga/p i la tes  example ,  the  prob lem is  tha t  the  ex is t ing 

serv ice  doesn ’ t  sa t i s fy  the  needs  o f  the  sen ior  c l ien ts ,  who don ’ t  f i nd  i t  a t t rac t i ve  

the  gym’s  ambience.  The so lu t ion  i s  o f fe r ing  someth ing  more  spec i f i c  fo r  them,  

both  lud ic  and hea l thy ,  u t i l i z ing  outdoors  zones  and work ing  in  smal l  g roups .  The 

va lue  propos i t ion  in  th is  case i s  as  fo l lows :  ‚Do a  lud ic  and hea l thy  outdoor  ac t i v i ty  

among f r iends‛ .  As  s ta ted  before ,  a  va lue  propos i t ion  def ines  what  the serv ic e  can 

do fo r  the  c l ien ts  and how i t  can he lp  them to  so lve  a  prob lem for  wh ich  they  cou ld 

be  wi l l i ng  to  pay  fo r .   
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Value Proposition Canvas 

The Va lue Propos i t ion  Canvas  focuses on the two most  impor tan t  b locks  o f  the 

Bus iness  Mode l  Canvas:  Cus tomer  Segment  and Va lue Propos i t ion .  

F i rs t  o f  a l l ,  i t  is  about  knowing your  c l ien t ,  the i r  hab i ts ,  the i r  p rob lems and the 

benef i ts  they  get  when consuming your  p roduc t  /  serv ice .  A lexander Os terwa lder 

p roposes  to  de f ine  the  fo l lowing e lements  o f  each cus tomer  segment :  

-  Customer Jobs.  Regu lar  ac t i v i t ies  re la ted  to  your  p roduc t  /  serv ice 

tha t  your  cus tomers  are  t ry ing  to  do  regu lar l y .  

-  Pains .  S i tua t ions  or  undes i red  cos ts  exper ienced by  your  c l ien ts  when 

per fo rming the  above ac t i v i t ies .  

-  Gains.  Benef i ts  tha t  your  c l ien ts  expec t  to  ge t  f rom do ing these 

ac t i v i t ies .  

Second,  we wi l l  f i ne  tune our  p roduc t  /  serv ice  to  gu ide  the  cus tomer :  

-  Products /serv ices.  Those you o f fe r  your  c l ien ts  to  he lp  them wi th  t he 

ac t i v i t ies  ou t l ined.  

-  Pain re l ievers .  The  way  you so lve  the  prob lems  or  needs  o f  your 

cus tomers .  

-  Gain creators .  The way  you are  br ing ing benef i ts  to  your  cus tomers  

based on the  expec ta t ions  o f  your  cus tomers  ment ioned above.  

Th is  canvas  we have seen is  a  good complement  to  the  Bus iness  Mode l  Canvas ,  as 

i t  w i l l  a l low you to  f ind  the  Produc t -Market  F i t ,  s topp ing over  what  your  market  

rea l l y  needs ,  your  customers .  The Bus iness  Mode l  Canvas  wi l l  he lp  you f ind  a  

bus iness  mode l  tha t  is  sus ta inab le  and sca lab le .  Exerc ise  1  in  th is  chapter  is  

ded ica ted to  work ing  th is  too l .  
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2.3.3. MARKET. 

Observ ing  the  Canvas as  serv ices road map,  i t  fo l lows  tha t  s ta r t ing  f rom a  g iven 

resources ,  count ing  wi th  ex terna l  co l labora tors  and add ing the  work  o f  the  

organ iza t ion ,  i t  i s  ob ta ined a  va lue propos i t ion  wh ich  d i f fe rent ia tes  the  S i l ve r  

Tour ism serv ice .  Th is  wi l l  match  the  empathy ,  de f ine ,  ideat ion  and pro to typ ing 

phases .  The nex t  s tep i s  to  tes t  the  serv ice  and,  a f te r  tha t ,  imp lement  i t  i n  the 

organ iza t ion  usua l  ac t iv i ty .  That  means  to  pu t  the  serv ice  in  contac t  wi th  the  

market .  

Fo l lowing the  process ,  th ree can be found th ree boxes  tha t  de f ine  the  re la t ion  o f  

the  organ iza t ion  wi th  the  market .  

Customer relationship 

In  o rder  to  prov ide  a  serv ice ,  i t  i s  mandatory  to  de f ine  the  type o f  re la t ion  tha t  i s  

des i red  to  be  es tab l i shed wi th  each k i nd  o f  c l ien t .  Wi th  the  r i se  o f  the  ICT,  s t r i c t l y  

au tomat ised re la t ions are  ga in ing  impor tance,  open ing an oppor tun i ty  n iche for  

serv ices  o f fe r ing  a  more human re la t ionsh ip .  

C l ien ts  re la t ions  invo lve  new c l ien t  a t t rac t ion  ac t i v i t ies ,  loya l ty  o f  the ac tua l  o nes  

so  they  keep us ing  the  serv ice  in  the  fu ture ,  o r  add i t iona l  sa les  s t imu la t ion  (c ross -

se l l ing ,  consumpt ion  increase,  e tc . )  

I t  i s  poss ib le  to  d is t inguish  among the  fo l lowing c l ien t  re la t ion  ca tegor ies :  

o  Persona l  ass is tance:  Based in  human in terac t ion ,  in  wh ich  the  c l ien ts  

have an in ter locutor  to  he lp  them.  Th is  i s  the  typ ica l  communica t ion  wi th  

c l ien ts  in  sa le  po in ts  or  te lephone a t ten t ion  serv ices .  

o  Exc lus ive  persona l  a t ten t ion :  Is  the  case in  wh ich  each c l ien t  speci f ic  

have a  cer ta in in te r locutor ,  es tab l i sh ing  a c loser  and deeper  re la t ionsh ip .  

Examples  are  a  persona l  t ra iner  o r  a  f ree lance t rave l  agent .  

o  Sel f  serv ice :  th is  k ind o f  communica t ion  wi th  c l ien ts  lacks  o f  any 

d i rec t  re la t ion .  The serv ice  prov is ion l ies  in pu t t ing  a  ser ies  o f  serv ices  a t  

the i r  d isposa l ,  f rom which  they  can f ree ly  choose.  They  are  a lso  o f fe red 

too ls  in  o rder  to  he lp  them in  the i r  dec is ion  process .  

o  Automat ic  serv ice :  I t  i s  a  soph is t ica ted type o f  se l f  serv ice ,  in  wh ich 

types  o f  c l ien ts  are  ident i f ied  accord ing  to  the i r  d i f fe rent  char ac ter i s t i cs  and 

prov ided usefu l  in fo rmat ion  to  gu ide  them dur ing  the i r  se lec t ion .  

o  Communi t ies :  Th is  re la t ionsh ip  eases  the  re la t ions  among users  to 

share  exper iences ,  wh i le  enab les  the  company to  be t te r  know the i r  c l ien ts .  

o  Col lec t i ve  c reat ion :  Cons idered t he  most  e f fec t i ve  and usefu l  to 

p rov ide  va lue  to  a  cer ta in  serv ice ,  s ince c l ien ts  become par t  o f  the  

organ iza t ion  and co l labora te  to  des ign  the i r  own serv ice .  
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The main  too l  fo r  ana lyz ing  s takeho lders  i s  the  Stakeho lders  Map.  The  ob jec t i ve  o f  

the  Stakeho lde rs  Map too l  i s  to  map "who 's  who"  in  our  sec tor ,  ident i f y ing  potent ia l  

s takeho lders  to  ana lyze how they  can in f luence our  p ro jec t ,  how they  re la te  to  each 

o ther ,  o r  de te rmine the  degree o f  in f luence among a l l .  But  the  rea l l y  in te res t ing 

th ing  i s  to  be  ab le  to  es tab l i sh  a  connec t ion  or  s t ra teg ic  re la t ionsh ip  wi th  each one 

o f  them.  The process  fo r  conduc t ing  a  good s takeho lder  ana lys is  is  s imp le :  

-  Ident i fy  s takeho lders .  For  th is  you can use the s takeho lders  map.  

-  Pr io r i t i ze  them accord ing  to  the  in te res t  an d  power  o f  in f luence on your 

p ro jec t .  

-  Unders tand the  mot i va t ion  o f  each s takeho lder  in  re la t ion  to  your 

p ro jec t  and es tab l i sh  the  type o f  s t ra teg ic  re la t ionsh ip  fo r  each o f  them.  

Exerc ise  2  in  th is  chapter  i s  ded ica ted to  work ing  th is  too l .  

Channels 

Communica t ion ,  d is t r ibut ion  and sa les channe ls  permi ts  es tab l ish ing  the  contac t  of  

our  serv ices wi th  c l ien ts ,  represent ing  contac t  po in ts  per fo rming an essent ia l  ro le 

in  the  c l ien t  exper ience.  Channe ls  have 5  d i f fe rent  phases ,  a l though no t  a l l  o f  them 

must  be  car r ied  out :  

  In fo rmat ion :  Ways  to  make the  serv ice  known  

  Evaluat ion :  He lp  c l ien ts  to  cons ider  the  propos i t ion  o f  va lue  

  Acqu is i t ion :  How can a  c l ien t  have access  to  the  serv ice  

  Per formance:  Prov ide  a  c l ien t  w i th  the  propos i t ion  o f  va lue  

  Af ter -sa les :  Serv ices  prov ided once the  organ iza t ion  rece ived payment  

Regard ing  types  o f  channe l  types ,  there  are  numerous  ones  tha t  can be d iv ided in :  

  Di rec t  /  Ind i rec t .  An example  o f  d i rec t  channe l  wou ld  be sa le  and serv ice  in -

s i tu ,  wh i le  and ind i rec t  one cou ld  be  ant i c ipa t ed sa le  o f  t i cke ts  th rough an 

ex terna l  serv ice .  

  Own /  par tner -owned.  A  count ry  house tha t  on ly  accepts  book ing  th rough i ts  

own webs i te  cou ld  be  an example  o f  own serv ice .  Th is  bus iness  could  use 

an e -commerce s i te  as a  par tner  as  an addi t iona l  channe l ,  wh i ch sure ly  have 

a  bet te r  pos i t ion ing  and a  wider  serv ice  o f fe r ,  g rant ing  a  bet te r  access  to 

new c l ien ts  in  exchange fo r  a  commiss ion .  

When commerc ia l iz ing  a  va lue  propos i t ion ,  i t  i s  essent ia l  to  succeed in  se lec t ing 

the  bes t  combinat ion  o f  channe ls  to  appro ach the  c l ien t  p roper ly .  The organ iza t ion 

shou ld  f ind  the  equ i l ib r ium among d i f fe rent  channe ls  so  they  can be integra ted in  a 

way  tha t  ensures  a  sa t i s fac tory  exper ience fo r  c l ien ts .  
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Customer segments 

Every  bus iness  mode l  shou ld  be  c l ien t -centered,  s ince no  company can surv ive  fo r  

too  long wi thout  them.  Through segmenta t ion ,  an  organ iza t ion  improves  the 

sa t i s fac t ion  o f  h is  c l ients  o f fe r ing  them serv ices  tha t  meets  thei r  needs  in  a  h igher 

degree.  

S i l ver  Tour ism have i ts  own def ined  segmenta t ion  in  a  cer ta in  w ay ,  a l though i t  i s  

poss ib le  to  make a  fu r ther  segmenta t ion  to  prov ide  the  serv ice  o f fe r  wi th  a  h igher  

chance o f  success .  Cl ien ts  can be grouped in  segments  as  long as :  

1 )  Thei r  needs  requ i re  and jus t i f y  a  d i f fe rent  o f fe r  o f  serv ices  

2)  Requi re  d i f fe rent  channe ls  to  reach them 

3)  Need a  d i f fe rent  type o f  re la t ionsh ip  

4 )  Genera te  a  d i f fe rent  p ro f i tab i l i t y  

5 )  Have wi l l i ngness  to  pay fo r  d i f fe rent  aspec ts  

The fo l lowing k inds  o f  segmenta t ion  may be cons idered:  

o  Mass market :  There  is  no  segmenta t ion ,  d i rec t ing  the  serv ice to 

genera l  pub l i c ,  w i th  no  d is t inc t ions  

o  Market  n iche:  The bus iness  mode l  i s  o r iented to  a  spec i f i c  and 

spec ia l i zed market  segment ,  adapt ing  propos i t ion  o f  va le ,  channe ls  and  

re la t ions  wi th  c l ien ts  to  meet  the  requ i rements  o f  the  sa id  pub l i c .  

o  Segmented market :  Mo de l  focused to  d i f fe rent  market  segments,  

wh ich  present  s l igh t l y  d i f fe rent  needs  a  prob lems.  

o  Divers i f ied  market :  Through th is  bus iness ,  an  organ iza t ion  serves 

d i f fe rent  market  segments ,  a l though they  lack any  re la t ion  among them or 

have subs tant ia l l y  d i f fe rent  needs  and prob lems.  

o  Mul t i la te ra l  market :  Th is  i s  the  case o f  a  bus iness  mode l  focused to 

d i f fe rent  market  segments ,  a l l  served by  the  same serv ice .  For  example ,  a 

company  tha t  o rgan izes a  gas t ronomic  fes t i va l  needs  to  succeed a t t rac t ing  

pub l i c  to  the  event ,  o f fe r ing  them a p leasant  exper ience.  Fur thermore ,  there 

sha l l  be  a lso  co l laborat ing  companies ,  tak ing par t  on  i t .  Both  po in t s  are  

necessary  fo r  the  bus iness  mode l  to  work .  

Fur ther  in fo rmat ion  about  market  wi l l  be  prov ided in  un i t  3 .  
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2.3.4. FINANCIAL ISSUES. 

Prev ious  sec t ions showed the  process  s ince the  serv ice i s  de f ined unt i l  i t  i s  

p rov ided to  c l ien ts .  I t  was  s tud ied  f rom a  feas ib i l i t y  perspec t ive ,  cons ider ing  the 

ava i lab le  resources and techno logy .  On the  o ther  hand,  now i t  i s  the  t ime to  s tu dy 

tha t  p rocess  f rom a  f inanc ia l  po in t  o f  v iew.  The  two boxes  located a t  t he  bot tom o f  

the  Bus iness  Mode l  Canvas  are  re la ted  to  i t :  Cos t   St ruc ture  and Revenue St reams.   

Revenue Streams 

I f  the  c l ien ts  are  the  center  o f  a  bus iness  mode l ,  the  income sources  are  i ts  

a r te r ies .  A S i l ver  Tour ism des igner  must  es t imate  how much a  cer ta in  c l ien t  i s  

wi l l i ng  to  pay  fo r  the  serv ice .  I t  doesn ’ t  mean tha t  on ly  one fac tor  shou ld  be  taken  

in to  account ,  s ince i t  is  poss ib le to  segment  and se t  d i f fe rent  p r i ces accord ing  to 

the  employed channe l ,  type o f  re la t ion ,  e tc .  

Essent ia l l y ,  i t  i s  poss ib le  to  d i f fe rent ia te  two income sources  in  a  bus iness  mode l .  

1 .  Transac t ions  incomes,  der ived f rom c l ien ts ’  t ime ly  payments  

2 .  Recurr ing  incomes,  der ived f rom c l ien ts ’  per iodic  payments  in  exch ange fo r  

the  prov is ion  o f  a  va lue  propos i t ion  (common in  a f te r -sa les  serv ices)  

There  are  many  ways  to  genera te  incomes.  The most  impor tan t  a re  the  fo l lowing:  

o  Sale  o f  assets :  sa les  o f  p roper ty  r igh ts  over  a  produc t .  I t  i s  the  most  

common in  the  commerce sec tor .  

o  User  fees :  payment  o f  a  pr i ce  fo r  the  u t i l i za t ion  o f  a  cer ta in serv ice.  

An example  wou ld  be the  book ing  o f  a  ho te l  doub le  room for  one n igh t .  

o  Subscr ip t ion  fee :  payment  o f  a  pr i ce  in  exchange fo r  the  cont inuous 

access  to  a  serv ice ,  regard less  o f  the  us e .  

o  Loan/ rent ing / leas ing :   payment  o f  a  fee  tha t  g rants  exc lus ive  access 

to  an  asse t  fo r  a  l im i ted  t ime.  A  common example  i s  home ren ta l .  

o  L icens ing :  Somet imes,  the  in te l lec tua l  au t hor  t rans fer  the  r igh ts ,  w i th 

some res t r i c t ions ,  in  exchange fo r  a  payment .  T h is  i s  the  case o f  

f ranch is ing ,  tha t  t rans fer  the i r  b rand and know -how and rece ive  a  fee .  

o  Brokerage cos ts :  In  some cases ,  b rokers  car ry  ou t  opera t ions  on  

beha l f  o f  two or  more  par ts .  An example  wou ld  be a  t rave l  agency  tha t  ga in 

a  commiss ion  f rom sel l ing  f l i gh t  t i cke ts  

In  add i t ion  to  the  d i f fe rent  ways  o f  gene ra t ing  incomes,  p r i c ing  mechan isms fo r  the  

S i l ver  Tour ism serv ice  shou ld  be  taken in to  account .  

Pr ic ing  methods  are  based in  s ta t ic  var iab les ,  accord ing  to  produc t  charac ter i s t i cs  

( i .e . ,  a  bas ic  and a  premium serv ice) ,  the  market  to  wh ich  i t  i s  focused to  ( i .e . ,  a 

d iscount  to  recent  re t i rees) ,  o r  even the  vo lume purchased per  c l ien t  ( i .e . ,  4  n igh ts  

+  1  n igh t  fo r  f ree) .  
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Converse ly ,  dynamic  pr i c ing  methods  change accord ing  to  the  market .  Thus ,  they  

can depend on the  resu l t  o f  a  negot ia t ion  (se t t ing  a  pr i ce  and cond i t i ons  fo r  each 

case) ,  p ro f i t  management  (as  wi th  f l i gh t  t i cke ts ,  whose pr ice  var ies  depend ing on 

dates  and ava i lab le  seats ) ,  rea l - t ime market ,  o r  an  auc t ion .  
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2.3.5. CUSTOMER JOURNEY MAP. 

Once we have cons idered a l l  the  aspec ts  invo lved in  de f in ing  a  bus iness  mode l ,  we 

can get  a  g loba l  idea of  the  i t i nerary  tha t  a  cus tomer  i s  fo l lowing when rece iv ing 

the i r  S i l ver  Tour ism serv ice .  

The Cus tomer  Journey  Map can be used to  have a  v isua l  idea about  the  s teps  that  

your  cus tomer  goes  th rough as  they  exper ience your  p roduc t  o r  serv ice  and the 

impac t  o f  each.  Th is  knowledge wi l l  g ive  you in format ion  about  the  rea l  exper ience 

o f  them in  wi th  your  produc ts  or  serv ices ,  i t s  needs ,  mot iva t ions ,  and the  rea l  

contac t  be tween you and them.  

Two impor tan t  reasons  to  use Cus tomer  Journey  Map:  

 Ident i fy  a l l  the  touch poin ts  tha t  make up the  cus tomers´  exper ience of  

your  p roduc ts  or  serv ice,  in  o rder  to  improve i t  a t  these touch po in ts .  

 Unders tand the  emot iona l  impac t  the  in te rac t ions  between your  f ina l  

users  and your  p roduc ts  or  serv ices  in  your  ex is t ing  cus tomer 

exper ience.  

Exerc ise  3  in  th is  chapter  i s  ded ica ted to  work ing  th is  too l .  
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Reflective questions  

Si lver  pub l i c  i s  cons ider ed the  type o f  pub l i c  wi th  the  lowes t  use  o f  ICT.  Is  i t  any  

way  to  ease the  use o f  ICT new channe ls  o f  sa le  and communica t ion?.  How can be 

found a l te rna t ive  revenue s t reams to  f inance s i l ver  serv ices?  

 

Further information and references for learning, teaching and 

assessment activities 

  Bus iness  Mode l  Innovat ion  in  the  Tour ism and Exper ience Economy.  A Jo int  

Nord ic  Innovat ion  and OECD Programme on Innovat ive  Green Growth .  

Wi th  the  programme Bus iness  Mode l  Innovat ion  in  Tour ism and Exper ience 

Indus t r ies  (BMI  T our ism and Exper ience) ,  Nord ic  Innovat ion  and the  OECD 

in i t ia te  a  jo in t  coopera t ion  programme.  

The programme has  the  goa l  o f  c rea t ing   a  broad tes t ing  ground fo r  

bus iness  mode l  innovat ion  and green g rowth  i n  the  tour ism and  exper ience 

indus t r ies .  

The a im o f  the  pro jec t  i s  to  assess  a t  what  leve l  innovat ion  takes  p lace in 

the  Tour ism and Exper i ence indus t ry  today ,  inc lud ing  green innovat ion ,  and 

assess  what  lessons cou ld  be  drawn f rom get t ing  spec i f i c  Nord ic -OECD 

cross -nat iona l  company ins igh t  us ing  the  same  approach .   

h t tp : / /www.nord ic innovat ion .org /Documents /A t tachments /Bus inessModelTour

ismOECDx.pdf  

  Soc ia l  Ent repreneursh ip  and Tour ism Ph i losophy  and Prac t i ce .  Chapter :  

Bus iness  Mode ls  fo r  Soc ia l  Ent repreneursh ip  in  Tour ism.  Ed i to rs :  Pau l ine  J .  

She ldon,  Rober to  Dan ie le .  ISBN:  978 -3-319 -46516-6  (Pr in t )  978 -3 -319-

46518-0  (On l ine)  

Th is  book´s  chapter  examines  the  bus iness mode l  cons t ruc t  as  a poss ib le 

too l  to  ana lyze how socia l  en terpr ises  c reate  va lue  fo r  the i r  s takeho lders .  In  

par t i cu la r  i t  i dent i f ies  d i f fe rent  opera t iona l  mode ls  and examines  how they  

are  par t i cu la r l y  re levant  to  tour ism and  hosp i ta l i t y .  The chapter  f i rs t  rev iews 

the  ex tant  l i te ra ture  on  bus iness  mode ls  be fore  mov ing on to  examine the i r  

app l i cab i l i t y  to  soc ia l  en terpr ises .  Key  components  o f  the  business  mode ls 

are  then ana lyzed in  the  contex t  o f  tour ism soc ia l  en terpr ises .  These i nc lude 

the  ident i f i ca t ion  o f  a  va lue  propos i t ion ,  key  resources ,  key  networks ,  and 

an ana lys is  o f  economic  cap i ta l ,  revenue s t reams,  cos t  s t ruc tures ,  lega l  

s t ruc tures  and market ing  and d is t r ibu t ion  channe ls .  The paper ’s  conc lus ion 

argues  fo r  more  ex tens ive  use o f  the  bus iness  mode l  cons t ruc t  by  tour ism 

soc ia l  en t repreneurs  to  he lp  them become more success fu l  and sus ta inab le .  

Th is  wi l l  p rov ide  a  more  cons is ten t  approach to  ana lyz ing  in -depth  case 
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s tud ies  o f  tour ism soc ia l  en terpr ises  in  the  fu ture .  

h t tps : / / l i nk .spr inger .com/chapter /10 .1007/978 -3-319-46518-0_5 

  The Va lue Creat ion  o f  Soc ia l  Enterpr ise  in  Tour ism Indus t ry  

The purpose o f  th is  s tudy  was  to  f ind out  the  va lue  c reat ion o f  a soc ia l  

en terpr ise  and what  i s  the  advantage o f  the  soc ia l  en terpr ise  i f  the 

ent repreneur  wants  to  i nves t  in  i t .  Another  purpose is  to  s tudy  and ana lyse 

the  benef i ts  and c ompet i t i ve  advantage between soc ia l  en terpr ise and 

t rad i t iona l  bus iness .  This  in fo rmat ion  was  gathered f rom l i te ra ture ,  company 

pro f i les ,  annua l  repor ts ,  webpage and the  In ternet  in  unders tand ing the  few 

key  fea tures  o f  th is  thes is  wh ich  are  ent repreneursh ip ,  soc ia l  en terpr ise ,  

va lue  cha in  f ramework ,  the  case s tudy  example ,  the  Eden Pro jec t  and the  

app l i ca t ions  o f  the  theory  connec ted wi th  the  Eden Pro jec t  wh ich  i s  an 

ex is t ing  example  o f  a  soc ia l  en terpr ise  in the  tour ism indus t ry .  The 

recommendat ions  made as  a  resu l t  o f  th is  s tudy  have been imp lemented as 

the  ent repreneurs  now have the  unders tand ing o f  the  reason fo r  es tab l i sh ing 

the  soc ia l  en terpr ise  and how i t  i s  cont ras t ing  the  t rad i t iona l  bus inesses .  I t  

can be  unders tand a lso wi th  the  va lues  c reated to  c reate  soc ia l  en terpr ise 

as  a  new bus iness  idea so  there fore  they  are  ab le  to  make the  dec is ion  i f  

they  want  to  s ta r t  up  a  soc ia l  en terpr ise .  

h t tps : / /www. theseus . f i /b i ts t ream/hand le /10024/55387/Melody%20Lee%2

0Thes is .pd f?sequence=1  

  Bus iness  mode ls  among SMT Es:  ident i fy ing  a t t i tudes  to  env i ronmenta l  cos ts  

and the i r  imp l i ca t ions  for  sus ta inab le  tour ism 

Th is  paper  examines  how env i ronmenta l  resources  and cos ts  fea ture  in 

bus iness  mode ls  o f  smal l -  and medium-s ized tour ism enterpr ises  (SMTEs) .  

Severa l  s tud ies  hav e po in ted  to  the  genera l l y  pos i t i ve  nature  o f  the  

re la t ionsh ip  be tween the  economic  and env i ronmenta l  per fo rmance o f  

tour ism f i rms.  Yet ,  a l though bus iness  mode ls  ac t  as  a  vec tor  be tween  these 

aspec ts  o f  f i rm per fo rmance,  they  have been over looked in  sus ta i nab le 

tour ism d iscourse.  The paper  repor ts  f ind ings  f rom d iscuss ion  groups  o f  

SMTE bus inesses  in  South  West  Eng land dur ing  the  g loba l  economic 

downturn .  Env i ronmenta l  cos ts  and cos t  cont ro l  were  a f fo rded re la t i ve ly  

l i t t l e  impor tance in  te rms o f  va lue  c reat ion ;  converse ly ,  there  was  a  s t rong 

and pred ic tab le  emphas is  on  revenue genera t ion .  Ind i rec t  tac t i cs  emerged 

fo r  dea l ing  wi th  gues ts ’  env i ronmenta l  behav iours  wh ich  re f lec ted th is  

p reva i l ing  commerc ia l  log ic .  Green c redent ia ls  were  rou t ine ly  de -

emphas ized,  somet imes regarded as  l iab i l i t i es ,  in  a  fo rm o f  g reenhush ing.  

Responses  were  f ramed by  re ference to soc ia l  med ia and how on l ine 

rev iews may negat ive ly  impac t  on  fu ture  va lue  capture .  Conceptua l l y ,  the 

bus iness  mode l  emerged as  an impor tan t  l ens  fo r  unders tand ing how 

env i ronmenta l  resources  and cos ts  were  va lour ized.  The paper  h ighl igh ts  

the  need to  ensure tha t  contemporary  approaches  to  envi ronmental  

https://link.springer.com/chapter/10.1007/978-3-319-46518-0_5
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management  in  SMTEs re f lec t  the  cur rent  and fas t -chang ing cond i t ions  tha t  

f rame bus iness  mode ls .  

h t tp : / /www. tandfon l ine .com/do i /abs /10 .1080/09669582.2016.1221414 

  Bus iness  mode l  dynamics  in  the  tour ism indus t ry  

The tour ism indus t ry  is  sub jec t  to  cons tant  change,  espec ia l ly  s ince the 

emergence o f  the  in ternet  and new ICTs cha l lenge preva i l ing bus iness 

mode ls  and s t imu la te  the  deve lopment  o f  new organ iza t ions .  Throughout  the  

years ,  the  inc reas ing on l ine  growth  gave r i se  to  a  new bus iness mode l  o f  

on l ine  t rave l  agenc ies  wh ich  th reaten t ra d i t iona l  tour  opera tors  nowadays .  

Tour ism companies  are  exposed to  a  var ie ty  o f  ex terna l  and in terna l  fac tors ,  

wh ich  s t imu la te  a  cont inuous  need fo r  bus iness  mode l  innovat ions .  The most  

impor tan t  fo rces  can be ident i f ied  as  soc ia l  and techno log ica l .   

The fo rmer  descr ibes  the  change in  cus tomer  behav ior  in  regard  to  ever  

more  demanding t rave ler  in  te rms o f  des t ina t ions ,  va lue  fo r  money and the 

overa l l  exper ience.  On the  o ther  hand,  the  cons is ten t  deve lopment  o f  

techno log ies  and respec t i ve  on l ine  t rend requ i r es  companies  to  inves t  in  

bus iness  model  exper imenta t ions ,  i f  they  want  to  s tay  compet i t i ve  in  the 

f ie rce  t rave l  sec tor .  Based on two case s tud ies ,  th is  paper  exp lores how 

incumbent  and ent repreneur ia l  f i rms  are  a f fec ted by  ex terna l  p ressures.  The 

bus iness  mode l  evolu t ion  o f  the  ana lysed f i rms demonst ra te  tha t  over  t ime 

there  seems to  be  a  convergence between on l ine  and t rad i t iona l  t rave l  

agenc ies ,  wh ich  in  the  long run  can lead to  a  dominant  bus iness  mode l  in  

the  fu tu re .  

h t tp : / /essay .u twente .n l /65327/1 /Henne_BA_MB.pdf  

  Innovat ion  in  the  Tour ism Indus t ry :  the  Case  o f   Tr ipadv isor  

Th is  thes is  ana lyzes  the  evo lv ing  pat te rns  o f  bus iness  mode l  innovat ion  in 

the  tour ism indus t ry  a f te r  the  in t roduc t ion  o f  In fo rmat ion  Techno log ies,  

p lac ing  par t i cu la r  emphas is  on  the  case o f  Tr ipadv isor .  

h t tp : / / tes i .epr in ts . lu iss . i t /15272/1 /176581.pd f  
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2.4 External Context Analysis 

2.4.1. BUSINESS STRATEGY 

The process  o f  ana lyz ing  the  imp l i ca t ions  o f  ex terna l  changes  and modi fy ing  the 

way  tha t  the  organ isa t ion  reac ts  to  them is  known as  bus iness  s t ra tegy .  A good 

unders tand ing o f  the  appropr ia te  bus iness  ana lys is  techn iques  wi l l  he lp  the 

des igner  to  cont r ibu te  to  the  s t ra teg ic  dec is ion -mak ing processes .  

The process  to  imp lement  th is  bus iness  s t ra tegy  i s  as  fo l lows .  F i rs t l y ,  the  

ent repreneur  must  ana lyze the  ex terna l  env i ronment  to  ident i fy  those fac tors  that  

wi l l  have some leve l  o f  impac t  on  the  bus iness .  For  th is  s tep  i t  can be used the 

PESTLE too l  to  ana lyze the  macro -env i ronment  o r  the  Por ter 's  5  fo rces  ana lys is ,  

more  focused on the  mic ro -env i ronment .  

Porter’s five forces analysis 

This  mode l  p rov ides  a f ramework  fo r  ana lyz ing  the  leve l  o f  compet i t ion  wi th in  a 

spec i f i c  indus t ry ,  and serves  to  deve lop a  bus iness  s t ra tegy .  The Por ter 's  f i ve  

fo rces  inc lude th ree hor izonta l  fo rces :  th reat  o f  subs t i tu te  produc ts ,  th reat  o f  new 

compet i to rs  in  the  indust ry ,  and r i va l ry  be tween  compet i to rs ,  and a lso  compr ise  two 

ver t i ca l  fo rces :  barga in ing  power  o f  supp l ie rs  and barga in ing  power  o f  cus tomers.  

These 5  fo rces  opera te in  the  mic ro -env i ronment  o f  an  organ isa t ion  a f fec t ing  the 

ab i l i t y  o f  th is  to  sa t i s fy  the i r  cus tomers ,  and i ts  p ro f i tab i l i t y .  

F igure  27 :  A  d iag ram o f  M ichae l  Por t e r 's  F ive  Fo rces  b y  Den i s  Fadeev   

 
Source :  W ik imed ia  Com mons ( F i le : E lem ents_o f_ Indust ry_ St ruc ture .svg )  

Simul taneous ly ,  the  ent repreneur  must  ana lyze the  bus iness  in te rna l  capab i l i t y  to 

assess  i f  there  i s  enough e lements  fo r  adapt ing  to  the  market  changes .  The 

Growth -share  Mat r i x  i s  a  re levant  too l  to  do  th is .   

 

https://en.wikipedia.org/wiki/File:Elements_of_Industry_Structure.svg
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Growth-share Matrix 

Also known as  Produc t  Por t fo l io  Mat r i x  o r  Bos ton Box ,  the  Growth -share  Mat r i x  i s  

used  to  ana lyze produc t  and serv ice  l ines ,  a l though is   a  too l  deep ly  re la ted  to  the  

s t ra teg ic  market ing  f ie ld .   Th is  method use a  2x2 mat r i x  in  wh ich the ver t i ca l  ax is  

de f ines  the  market  g rowth  wh i le  the  hor izonta l  ax is  de f ines  the  market  share .  In  

th is  way ,  there  are  four  d i f fe rent  sec tors  to inc lude opt ions o f  deve lop ing :  s ta rs,  

ques t ion  marks ,  cash cows and dogs .  

F igure  28 :  G rowth -sha re  Mat r ix  

 
Source :  S i lve r  Tou r ism pro jec t  

Star  serv ices  shou ld  assume the  inves tment  p r io r i ty ,  in  o rder  to  t ry  to  tu rn  them  

in to  cow serv ices  when the  market  matures .  Simi la r l y ,  the  cows wi l l  be  mi lked to 

genera te  the  necessary l iqu id i ty  to address  new s tars .  Dogs  must  be  d iscarded for  

pure ly  economic  reasons ,  a l though they  can cont r ibu te  to  c reate  synerg ies  or  

p rov ide  soc ia l  benef i ts .  F ina l l y ,  ques t ion marks  are  bus inesses opera t ing  wi th  a  low 

market  share  in  a  h igh  growth  market  so  they  have potent ia l  to  ga in  market  share 

and become s tars ,  o r  degenera te  in to  dogs  when market  g rowth  dec l ines .  

Once these fac tors  has  been ident i f ied  and va lued proper ly  i t  w i l l  be  def ined a  

s t ra tegy  to  be  imp lemented in  our  bus iness ,  us ing  too ls  l i ke  the  SWOT ana lys is  o r  

the  Ansof f  Mat r i x .  

Ansoff Matrix 

Also known as  Produc t /Market  Mat r i x  o r  Growth  Vec tor ,  the  Ansof f  Mat r i x  i s  used to 

ident i fy  g rowth  oppor tun i t ies  in  the  bus iness  un i ts  o f  an  organ isa t ion ,  express ing 

poss ib le  combinat ions produc t /market  in  which  the  company can es tab l i sh  i ts  

fu tu re .  I t  can express  four  d i f fe rent  g rowth  a l te rnat i ves :  market  penetra t ion ,  market  

deve lopment ,  p roduc t  de ve lopment  and d ivers i f i ca t ion .  
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F igure  29 :  D iag ram sho wing  the  Ansof f  M at r i x  b y  Ja ison  Abey  Sabu  

 
Source :  W ik imed ia  Com mons ( F i le : Ansof f_Mat r i x .JP G )  

An ex terna l  ana lys is  wi l l  he lp  th e  des igner  to  de termine wh ich  oppor tun i t ies  and 

s t rengths  can be exp lo i ted  to  take advantage and obta in success fu l  

p roduc ts /serv ices ,  as  we l l  as  to  ident i fy  bo th bar r ie rs  (soc ia l ,  cu l tu ra l ,  . . . )  and lega l  

i ssues  wh ich  cou ld  hamper  deve lop ing  regu lar  t ransa c t ions .  
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2.4.2. PESTLE ANALYSIS. 

PESTLE is  an  ana ly t i ca l  too l ,  o f ten  used when launch ing a  new product  o r  serv ice ,  

wh ich  cons iders  a l l  ex terna l  fac tors  and the i r  impac t  on  a  loca t ion ,  o rgan isa t ion  or  

bus iness .  Represents  an  usefu l  method fo r  unders tand ing the  env i ronment  in  wh ich 

the  produc t /serv ice  i s  prov ided.   

Th is  i s  cons idered a  su i tab le  methodo logy  in  the  fo l lowing cases :   

  Plann ing to  launch a  new produc t  o r  serv ice  

  Sel l ing  to  a  new reg ion  or  count ry  

  Explor ing  a  new route  to  cur ren t  mar ket  

The main  ob jec t i ve  o f  PESTLE is  ident i fy ing  i ssues  tha t  fu l f i l l  one o f  these c r i te r ia :   

  they  are  beyond the  cont ro l  o f  our  o rgan isa t ion  

  they  wi l l  have some impac t  on  our  o rgan isa t ion  

To do tha t  i t  i s  necessary  be  aware  o f  the  spec i f i c  ex terna l i t i es  a f f ec t ing  espec ia l ly  

the  sen ior  ta rget  aud ience.  The PESTLE method compr ises  the  fo l lowing fac tors :   

 
Source: Silver Tourism project 

Regard ing  the  process  to  use the  PESTLE techn ique,  the  procedure  i s  as  fo l lows :   

1 .  L is t  key  i ssues  tha t  a re  outs ide  the  organ is a t ion 's  cont ro l .   

2 .  Ident i fy  the  imp l i ca t ions o f  each i ssue.   

3 .  Rate  the  re la t i ve  impor tance o f  each i ssue.   

4 .  Rate  the  probab i l i t y  o f  i t  to  occur .   

5 .  Cons ider  the  imp l i ca t ions ,  in  case tha t  i t  eventua l l y  occurs .   
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Don' t  confuse PESTLE and SWOT.  Whi le  SWOT is  a  f l ex ib le  too l  tha t  seeks  to 

measure  a  spec i f i c  p roposa l  (p roduc t  o r  serv i ce) ,  PESTLE measures  the  potent ia l  

o f  a  market  s i tua t ion ,  po in t ing  i ts  mode access ,  o f fe red potent ia l ,  and so  on.   

Political factors  

One o f  the  ex terna l  fac tors  to  cons ider  i s  the  po l i t i ca l  sphere .  Governments  p lay  a 

major  ro le  in  economic ac t i v i ty ,  espec ia l l y  regard ing  regu la t ion .  Equa l l y  impor tan t  

i s  the  pub l i c  ro le  as  a  supp l ie r  o f  pub l i c  serv ices  (d i rec t l y  o r  v ia  pub l i c  

p rocurements )  to  mi t igate  the  d i f f i cu l t ies  faced by  d isadvantag ed groups ,  such as 

re t i red  peop le .  Bus inesses  need to  be  ab le  to address  the  cur rent  s i tua t ion ,  as  we l l  

as  an t i c ipa te  to  the  fu ture  ad jus t ing  the i r  s t ra teg ies  accord ing ly .   

Some issues  to  have in  mind:   

  Pol i t ica l  s tabi l i ty .  The  EU prov ides  a  f ramework  o f  p o l i t i ca l  s tab i l i t y  

s ince a l l  i ts  members have f ree  and s t rong ly  conso l ida ted democra t i c  

sys tems in  add i t ion  to  deve lop a  po l i t i ca l  v is ion  s t rong ly  or ien ted to  sus ta in 

the  we l fa re  s ta te ,  a l lowing an appropr ia te  bus iness  c l imate  wh i le  avo id ing 

soc ia l  d ispar i t ies  tha t  cou ld  cause prob lems for  the  tour ism sec tor .  In th is  

regard ,  the  EU becomes  a  guarantee o f  secur i ty  fo r  tour is ts  g loba l l y .  

  Tax regulat ions.  Tax  regu la t ions  s igni f i cant l y  a f fec t  the  bus iness 

wor ld .  In  the  EU there  i s  a  wide d ispar i ty  o f  taxes  and fees  tha t  p roduce 

d is to r t ions  in  the  in te rna l  market  be tween reg ions  and o thers .   

  Employment  law.  Labor  leg is la t ion  i s  very  re levant  s ince human 

resources  are  key  to  the  e f f i c ien t  de l i very  o f  serv ices .  

  Trade rest r ic t ions.  The b i r th  o f  the  European Economic  Communi ty  

invo lved the  deve lopment  o f  a  common market  and a  cus toms un ion  o f  a l l  

members .  Regard ing  the  tour ism sec tor ,  the  EC Treaty  guarantee to  EU 

bus inesses the  f reedom to  es tab l i sh themselves  in  any o ther  Member  Sta te ,  

as  we l l  as  the  f reedom to  prov i de  the i r  serv ices  to  the  common marke t .  The 

EU a l lows f ree  movement  o f  goods  and serv ices  between the i r  count r i es ,  as 

we l l  as  peop le  in  the  f ramework  o f  the  Schengen area. 18 In  the  tour i sm 

sec tor ,  the  Schengen agreement  en ta i l s  f reedom and secur i ty  fo r  t rave l le rs ,  

inc lud ing  those f rom outs ide  the  EU.   

  Heal th  and safety  requirements.  I t  i s  a lso  very  impor tan t  the 

compulsory  soc ia l  cont r ibu t ions  tha t  serves pr imar i l y  to  pay the  we l fa re 

serv ices  l i ke  heal th  sys tem,  pens ions ,  soc ia l  and unemployment  benef i ts ,  …  

  Bureaucracy  issues.  One o f  the  key  i ssues  in  ob ta in ing  permi ts  and 

l i censes  is  the  bureaucra t i c  and admin is t ra t i ve  f ramework  wi th  wh ich  we wi l l  

meet .  

                                                           
18 h t t p : / / e c . e u ro p a . e u / d g s / h o m e - a f f a i r s / wh a t - w e -d o / p o l i c i e s / b o rd e rs -a n d -

v i s a s / s c h e n g e n / i n d e x _ e n . h t m  
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  Government  leadership.  The EU is  work ing  in  a  new po l i t i ca l  

f ramework  fo r  tour ism i n  Europe to  ach ieve tha t  Europe becomes the  wor ld  

leader  tour is t i c  des t ina t ion .  19  Fur thermore ,  European po l i c ies  "under l ines 

the  need to  ident i fy  the  d i f fe rent  g roups  wi th in  the  communi ty  o f  e l der ly ,  

de f in ing  the i r  market  p re ferences  and needs  in  order  to  deve lop bus iness 

p lans  ad jus ted to  ensur ing  the  bes t  poss ib le  deve lopment  o f  age - f r iend ly  

tour ism in  the  EU" .  20 

  Stabi l i ty  of  neighbors.  The s i tua t ion  o f  po l i t i ca l  s tab i l i t y  is  a lso 

def ined by  ne ighbor ing count r ies .  Phenomena such as immigra t ion ,  wars ,  

po l i t i ca l  ins tab i l i t y ,  te r ro r i sm,  e tc . ,  a f fec t  to  a  greater  o r  lesser  degree the 

tour is t  ac t i v i ty ,  e i ther  in  the  count r ies  o f  des t ina t ion  or  in  the  count r ies  o f  

emiss ion  o f  v is i to rs .  

  Corrupt ion levels .  C lose ly  re la ted  to  the  bureaucra t i c  sys tem,  the 

presence o f  h igh  leve ls  o f  cor rup t ion  mudd ies  the  bus iness  c l imate ,  

ser ious ly  a f fec t ing  i t .  

  Consumer protect ion laws.  O f  course ,  s t rong leg is la t ion  has  been 

deve loped fo r  consumer  pro tec t ion ,  so  tha t  in  add i t ion  to  meet ing  the i r  

needs ,  we must  cons ider  ex is t ing  leg is la t ion .  

Economic factors  

Economic  env i ronment has  a  s ign i f i cant  impac t  on  how an ent repreneur  does  

bus iness  and the  pro f i t s  tha t  can obta in .  These fac tors  can be d iv ided in to  macro -

economica l  and mic ro -economica l .  Whi le  macro -economica l  fac tors  dea l  w i th  the  

management  o f  deman d in  the  economy,  the  mic ro -economic  a t tends  to  the  way  in  

wh ich  peop le  spend the i r  incomes.   

Some issues  to  have in  mind:   

  Economic growth.  Economic  growth  i s  de termined by  the  inc rease of  

income or  va lue  o f  f ina l  goods  and serv ices  produced in  a  economy.  Thus ,  

economic  growth  o f ten  leads  coup led an improvement  in  the  s tandards  o f  

l i v ing  o f  the  popu la t ion (as  a  who le) .  However ,  to  have a  c lear  idea o f  how 

economic  growth  a f fec ts  i t  i s  needed have in  mind var ious  aspec ts  such as  

the  leve l  o f  d is t r ibu t ion  o f  wea l th ,  negat ive  ex terna l i t i es  tha t  occur  as  a  

resu l t  o f  g rowth  (main ly  env i ronmenta l  aspec ts ) ,  sec tora l  economic 

s t ruc ture ,  and so  on.  At  the  s t ra teg ic  leve l  i t  i s  a lso  very  impor tan t  to 

recogn ize  how much the  tour ism sec tor  i s  cyc l i ca l  and how the econo mic 

s lowdown may a f fec t  i t .   

  In f la t ion.  In f la t ion  i s  the  genera l i zed inc rease in  the  pr i ces  o f  goods 

and serv ices .  We must  take th is  fac tor  in to  account  when se t t ing  pr i ces ,  

                                                           
19CO M (2 0 1 0 )  3 5 2  f i n a l  -  E u r o p e ,  t h e  wo r l d ' s  No  1  t o u r i s t  d e s t i n a t i o n  -  a  n e w  p o l i t i c a l  f r a m e wo rk  

f o r  t o u r i s m  i n  E u r o p e  
20( 2 0 1 6 / c  1 2 0 / 0 3 )  O p i n i o n  o f  t h e  E u r o p e a n  Co m m i t t e e  o f  t h e  Re g i o n s  -  A g e - f r i e n d l y  t o u r i s m   
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espec ia l l y  i f  there  are  medium -  or  long- te rm commi tments .  

  Cost  of  l iv ing .  A lso  re la ted  to  in f la t ion ,  the  cos t  o f  l i v ing  re fers  to  the  

leve l  o f  consumpt ion  tha t  peop le  can a f fo rd .  Th is  fac tor  i s  dec is ive  in  the 

case o f  tour ism s ince i t  can s ign i f i cant l y  a f fec t  the  dec is ion  between 

des t ina t ions  due to  economic  advantages fo r  the  

t rave ler .  

  Exchange ra tes.  A  key  fac tor  to  take in to  account  

i s  the  e f fec t  o f  exchange ra tes  between  cur renc ies .  In  

th is  sense,  the  imp lementa t ion  o f  the  Euro  has  meant  on 

the  one hand access  to  a  la rge s tab le  marke t ,  and on 

the  o ther ,  a  cur rency tha t  i s  s t ronger  i n  re la t ion  to 

o thers .  

  Finance and  credi t .  We must  a lso take in to  account  the  fac i l i t i es  for  

ob ta in ing  c red i t ,  bo th  fo r  our  bus iness  and fo r  the  f inanc ing  o f  v is i to r  

consumpt ion  th rough var ious  f inanc ia l  ins t ruments .  

  Economic act iv i ty .  The  most  used economi c  ind ica tors  (GDP or  GNP)  

are  re la ted  to  the  va lue  o f  the  produc t ion  or  the  wea l th  o f  a  count ry .  I n  the  

case o f  tour ism,  the  access  to  pub l i c  goods  and serv ices  tha t  the  des t ina t ion  

can o f fe r ,  inc lud ing f rom means  o f  t ranspor ta t ion  or  hea l th  serv ices ,  to 

secur i ty  o r  cul tu ra l  her i tage,  a re  apprec ia ted .  In th is  sense,  a  h igher leve l  o f  

wea l th  or  h igher  p roduc t ion  usua l l y  en ta i l s  g reater  access  to  pub l i c  goods ,  

o r  the  prov is ion  o f  p r i va te  serv ices .   

  Global isat ion .  The economic  g loba l i za t ion i s  suppos ing  a  h igh  

impu lse  o f  the  t ra f f i c  o f  peop le ,  benef i t ing  the  tour ism sec tor .  

Social factors 

Soc io -cu l tu ra l  fac tors  invo lve  those areas  such as  shared be l ie f  and a t t i tudes  o f  the  

popu la t ion .  These fac tors  have d i rec t  e f fec t  on  what  d r i ves  cus tomers .  For  th is  

reason,  i n  the  f ie ld  o f  t our ism is  impor tan t  to  know not  on ly  the  loca l  popu la t ion  but  

a lso  the  soc ia l  and cu l tu ra l  charac ter i s t i cs  o f  the  t rave lers .   

Some issues  to  have in  mind:   

  Li festy le .  In  th is  sense,  i t  i s  impor tan t  to h igh l igh t  the  concept  of  

soc ia l  tour ism 21.  Accord ing  to  BITS (Le Bureau In ternat iona l  du  Tour isme 

Soc ia l ) ,  soc ia l  tour ism is  based on f i ve  c r i te r ia :  the  r igh t  o f  the  major i ty  to 

en joy  tour ism;  the  cont r ibu t ion  o f  soc ia l  tour i sm to  soc ia l  in tegra t ion ;  the  

c reat ion  o f  sus ta inab le tour ism s t ruc ture s ;  the  cont r ibu t ion  to  employment  

and economic  deve lopment ;  and the  cont r ibu t ion  o f  soc ia l  tour ism to  g loba l  

deve lopment .  

                                                           
21(2006/C 318/12) Opinion of the European Economic and Social Commitee on Social tourism in 

Europe 
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  Att i tudes and bel ie fs .  In  th is  sec t ion  we must  cons ider  f rom re l ig ious 

be l ie fs  to  the  predominant  cu l tu ra l  t rad i t ions  o f  bo th  des t ina t ions  and 

v is i to rs .  

  Histor ica l  issues.  The cu l tu re  and t rad i t ion  o f  the  peop le  is  

de termined in  many  cases  by  h is to r i ca l  i ssues .  

  Demographics.  With in  the  demograph ic  sec t ion  we must  cons ider  the 

age d is t r ibu t ion  (espec ia l l y  i f  we are  ta rget ing  sen ior  peop le ) ,  popu la t ion 

growth  ra te ,  soc ia l  mob i l i t y ,  e tc .  

  Educat ion.  With in  the  soc ia l  aspec ts ,  the  educat iona l  leve l  becomes 

espec ia l l y  re levant  as  i t  p rov ides  the  bas is  on wh ich  the  soc ia l  capaci ty  o f  

the  peop le  tha t  make up a  na t ion  i s  based.  

  Cross-cul tura l  comm unicat ion.  In  a  way  re la ted  to  educat ion ,  

in te rcu l tu ra l  communicat ion  i s  key  in the  tour ism sec tor  because i t  a l lows  

the  v is i to r  to  exper ience sa t i s fac t ion  o f  the  knowledge o f  a  d i f fe rent  cu l tu re .  

  Employment  levels .  Al though re la ted  to  t he  economic  sphere,  

employment  leve ls  are cons idered a  soc ia l  factor  s ince they are  re la ted  to  

the  poss ib i l i t i es  o f  the la rge mass  o f  popu la t ion  to  have the  capac i ty  o f  

consumpt ion  to  use in  tour ism.  

Technological factors 

The techno log ica l  innovat ion  i s  the key lever  tha t  p r ov ides  growth  and we l fa re  in 

the  cur rent  Knowledge Soc ie ty .  Inc reases  in produc t i v i ty  a re  becoming exponent ia l  

and i t  seems tha t  soc ie ty  f lows  a t  a  breakneck  pace.  Thus ,  spec i f i ca l l y  in  the 

tour ism sec tor ,  these changes  a f fec t  how the  opera tors  des ign  the i r  p roduc ts  and 

serv ices  incorpora t ing  new forms o f  p roduc t ion  (changes  in processes) ,  innovat ive 

des igns ,  new ways  o f  market ing  and d is t r ibu t ion ,  and espec ia l l y  new ways  o f  

communica t ion  to  cus tomers  (us ing  ICT too ls ) .  Some issues  to  have in  mind:   

  Research and development .  Economies  tha t  inves t  more  in  R  & D 

usua l l y  ach ieve h igher  leve ls  o f  wea l th  and compet i t i veness .   

  Rate of  change.  I t  re fe rs  to  the  ra te  o f  renewal  o f  economic  assets.  

For  example ,  i f  an  economy has  a  h igh  ra te  o f  change,  i t  w i l l  have  mor e  

innovat ive  equ ipment  and serv ices .  But  in  case o f  low ra te  o f  change,  i t  w i l l  

have them more obso le te .  

  Product ion  ef f ic iency.   D i rec t l y  re la ted to  inves tment  in  R & D and 

the  leve l  o f  innovat ion  o f  soc ie ty ,  e f f i c iency  in  the  economic  sys tem means 

an improvement  o f  the  overa l l  compet i t i veness o f  the  indus t ry  in  bo th  pr i ces  

and qua l i t y  leve ls .  

  Use of  outsourcing .  In  the  case o f  economies  wi th  greater  use o f  

ou tsourc ing ,  there  i s  usua l l y  g reater  f lex ib i l i ty  and adapta t ion  to  market  

changes ,  in  add i t ion  to  gr eater  compet i t i veness.  
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  Knowledge management  systems .  The  in tens ive  use o f  the  T ICs 

a l lows to  imp lement  be t te r  management  sys tems tha t  can t rans la te in to 

improvements  o f  compet i t i veness  and improvement  o f  the  user  exper ience.  

Legal factors 

I t  i s  c lear  tha t  bus inesses  need to  know what  i s  no t  lega l  in  o rder  to  t rade 

success fu l ly  in  the  market .  The European Un ion compr ises  a  broad set  o f  count r ies 

wi th  the i r  own leg is la t i ve  organ iza t ion .  Th is  means  tha t  there  i s  a  very  wide range 

o f  ru les  and regu la t ions  tha t  can a f fec t  var ious  bus inesses ,  no t  on ly  in  the  nat iona l ,  

bu t  a lso  reg iona l  and even loca l .  Never the less ,  the  EU sets  ou t  genera l  ru les 

app l i cab le  th roughout  the  Un ion.   

Some issues  to  have in  mind:   

  Taxat ion  

  Employment  

  Consumer  r igh ts  and adver t i s ing  laws  

  Heal th  and sa fe ty  

  Regula tory  bod ies  

Environmental factors 

Unt i l  recent  years  env i ronmenta l  i ssues  have not  ser ious ly  concerned about  the  

economic  leaders .  In  recent  t imes ,  i ssues  such as  a  growing shor tage o f  raw 

mater ia ls ,  the  need to  reduce CO2 emiss ions  to  the  a tmosphere ,  o r  new economic 

theor ies  tha t  incorpora te  env i ronmenta l  ex terna l i t i es  to  economic per fo rmance are 

assuming an inc reas ing pub l i c  concern  about  th is  themes.  Some issues  to  have in 

mind:   

  Energy.  In  th is  sec t ion  we can inc lude access  to  en ergy  supp ly  as 

we l l  as  i t s  economic  and env i ronmenta l  cos t .  

  Weather .  Cl imate  i s  a  key  fac tor  in  choos ing  a  ho l iday  des t ina t ion .  

  Contaminat ion.  Pol lu t i on  o f  a i r  o r  water  i s  a  ser ious  prob lem caused 

by  indus t r ia l i za t ion  and economic ac t i v i ty .  The new economi c  t rends t ry  to  

ca lcu la te  the  env i ronmenta l  cos ts  to  mi t iga te the  harmfu l  e f fec ts  th rough 

spec i f i c  po l i c ies  and legis la t ion .  

  In f rastruc ture .  The ava i lab le  pub l i c  in f ras truc tures  are  a lso  an 

env i ronmenta l  fac tor  s ince they  make up the  pub l i c  use o f  the  spac es .  In 

th is  sense,  a  pure ly  na tura l  space but  tha t  does  not  have easy  access 

supposes  an obs tac le  to genera te  tour is t  ac t i v i ty .  
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Here i s  a  sugges ted l i s t  o f  some i tems tha t  serves  to  ana lyze a  market :   

Political factors Economic factors 

o Government,policies 

o Trading policies 

o Funding, grants, public initiatives 

o Government changes and elections 

o Internal political conflicts and 

Terrorism 

o Bureaucracy and Government 

structure 

o Corruption levels 

o Lobbying and pressure groups 

o Governmental leadership 

o Foreign pressures 

o Wars and external conflict 

o Disposable income of consumers 

o Cost of living 

o Inflation rates 

o Unemployment level 

o Interest rates 

o Finance and available credit 

o Foreign exchange rates 

o International economic trends 

o Taxation system 

o Changes in specific fees 

o Local economic situation 

o Consumer and business confidence 

Social factors Technological factors 

o Demographics and Immigration 

o Ethnic factors 

o Education 

o History 

o Health 

o Consumer buying patterns 

o Buying access 

o Consumer opinions and attitudes 

o Mass media opinions 

o Lifestyle trends 

o Working attitude of people 

o Business management style 

o Cross-cultural communication 

o Ethical issues 

o Religious factors 

o Research and development 

o Global technological advances 

o Trends in technological development 

o Replacement technology 

o Associated technologies 

o Access to innovations 

o Changes in technology incentives 

o Information technologies level  

o Intellectual property laws 

o Licensing practices 

o Consumer preferences 

o Energy uses 

o Transportation 

o Waste removal 

Legal factors Environmental factors 

o Internal market legislation 

o Regulatory bodies  

o Tourism-specific regulations 

o Transport-specific regulations 

o Competition regulation 

o Consumer protection 

o Employment laws 

o Environmental laws 

o Health and safety regulations 

o Trends to apply in future laws 

o Environmental regulations 

o Stakeholders values 

o Population attitudes 

o Corporate social responsibility 

o Ecological movements 

o Customer values 

o Market value 

To ana lyze a  spec i f i c  env i ronment  i s  sugges ted us ing  o f  a  sheet  l i ke  th is :   

Description Time Scale Relevance Risk Action Plan 

News, indicators or 

anything indicators 

that must be 

analyzed 

Short, medium or 

long term ? When 

this indicator will 

affect us?  

What importance, 

impact or relevance 

has for us? Very 

high, high, medium, 

low, very low   

What is the 

probability level? 

High, medium or low  

What action we 

must do? Or at 

least, how could we 

address these 

factors?  
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2.4.3. EUROPEAN SCHEMES. 

A set  o f  EU Fund ing schemes fo r  the  new programming per iod  2014 -2020.  

In  the  prev ious  programming per iod  (2007 -2013) ,  the  s t ruc tura l  funds  (ERDF,  ESF) ,  

the  7°  Framework  Programme for  Research and Techno log ica l  Deve lopment ,  o r  the  

Compet i t i veness  and Innovat ion  Programmes (CIP)  were  the  main  EU funds  

suppor t ing  ICT and  tou r ism pro jec ts ,  w i th  some ac t ions  a lso  be ing  e l ig ib le  under 

the  Rura l  deve lopmen t  Fund (EAFRD) th rough i ts  economic  d ivers i f i ca t ion ,  

b roadband and LEADER measures .  

In  the  new programming per iod  (2014 -2020) ,  EU funds  and ins t ruments  wi l l  

cont inue to  suppor t  bo th  ICT deve lopment  and tour ism.  The s t ruc ture  o f  funds  has 

s l igh t l y  changed f rom the  prev ious  per iod .  

ERDF,  ESF and EAFRD together  wi th  the  Cohes ion Fund and the  Mar i t ime and 

F isher ies  Fund are  now l inked under  a  common European St ruc tura l  and Inves tment 

Funds  (ESIF)  umbre l la .  Imp lementa t ion  responds  to  a  common prov is ions  regu la t i on 

wi th  an  annexed Common s t ra teg ic  f ramework  (CSF)  wh ich  has  def ined 11 themat ic  

ob jec t i ves  fo r  concent ra t ion  o f  the  use o f  EU fund ing in  coherence wi th  the  EU 

2020 s t ra tegy .  ERDF fund ing must  be  concent ra ted  on four  themat ic  ob jec t i ves ,  a l l  

four  o f  wh ich  are  re levant  to  tour ism and ICT:  innovat ion  and research,  d ig i ta l  

deve lopment ,  SME compet i t i veness  and low carbon economy.  Ac t ions  to  be  

f inanced under  the  f i rs t  two ob jec t i ves  are  to  be  coherent  wi th  a  Research and 

Innovat ion  St ra tegy  fo r  Smar t  Spec ia l i s a t ion  (R IS3)  to  be  def ined a t  reg iona l  leve l .  

The RIS3 o f  te r r i to r ies  in  wh ich  DANTE par tners  are  inc luded shou ld  inc lude a 

d ig i ta l  g rowth  sec t ion  i f  par tners  wish  to  fund ICT pro jec ts  ( fo r  b roadband or  ICT 

serv ices  and produc ts )  th rough ERDF or  EAFRD,  pre ferab ly  ment ion ing  the  l ink  to 

tour ism.  In ter reg  Europe wi l l  he lp  to exchange and imp lement  good prac t i ces  on 

ICT and tour ism.  ESF wi l l  encourage e -sk i l l s  fo r  workers  and EAFRD wi l l  deve lop  

broadband and tour is t i c  in f ras t ruc tures  fo r  renewal  o f  v i l l ages  in  ru ra l  a reas .  

At  EU leve l ,  bus inesses  and ent repreneurs  w i l l  be  d i rec t l y  suppor ted  thanks  to 

COSME  ( th rough  grants ,  loan guarantee fac i l i t y  and the  equ i ty  fac i l i t y  fo r  Growth)  

to  fos ter  compet i t i veness  o f  en terpr ises ,  inc lud ing  in  the  tour is t i c  sec tor .  Mo b i l i t y  

o f  young ent repreneurs  wi l l  be  encouraged  th rough the  Erasmus fo r  young 

ent repreneurs  programme.   

F ina l l y ,  a t  EU leve l ,  two  fund ing schemes wi l l  d i rec t l y  focus  on ICT:   

“  The Connec t ing  Europe Fac i l i t y  wi l l  p rov ide  seamless  c ross -border  pub l i c  

serv i ces  such as  eProcurement ,  eHea l th ,  o r  Open Data .   

“  The new EU Research programme ‚Hor izon 2020‛  wi l l  fund research 

ac t i v i t ies ,  f rom fundamenta l  research to  c lose -to -market  innovat ion .  One ded ica ted 

work  programme on ICT wi l l  focus on how to improve ICT te chno log ies  and the 

fu ture  in te rnet  thanks  to  c loud deve lopment ,  improvement  o f  so f tware  deve lopment 

o r  wi re less  techno log ies.  
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Reflective questions 

Changes  in  ex terna l  fac tors  a f fec ts  bus inesses ,  somet imes  in unexpec ted ways .  

How cou ld  be  done fo recas ts  tha t  enab les  organ iza t ions  to  an t i c ipa te  to  those 

changes  and reac t  accord ing ly? .   

 

Further information and references for learning, teaching and 

assessment activities 

  Dav is ,  Ron (European Par l iamentary  Research Serv ice ,  2014) .  O lder  peop le  

in  Europe:  EU po l i c ies  and programmes.  

  (AGE Pla t fo rm Europe,  2012)  Ac t i ve  Sen ior  Ci t i zens  fo r  Europe:  A Guide to 

the  EU.   
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2.5 Sustainable Entrepreneurship 

2.5.1. UNDERSTANDING THE CONCEPT BEHIND TRIPLE 

BOTTOM LINE. 

TBL repor t ing  i s  de f i ned as  corpora te  co mmunica t ion  wi th  s takeho lders  tha t  

descr ibes  the  company's  approach to  manag ing one or  more  o f  the  economic,  

env i ronmenta l  and/or  soc ia l  d imens ions  o f  i t s  ac t i v i t ies  and th rough prov id ing 

in fo rmat ion  on these d imens ions .  Cons idera t ion  o f  these th ree d imens ions  of  

company  management  and per fo rmance is  somet imes  re fer red  to  as sus ta inab i l i ty  

o r  sus ta inab le  deve lopment .  

However ,  the  te rm TBL  is  used th roughout  th is  book le t .  In  i t s  pures t  sense,  the  

concept  o f  TBL repor t ing  re fers  to  the  pub l i ca t ion  o f  economic ,  env i ronmenta l  and 

soc ia l  in fo rmat ion  in an  in tegra ted manner  tha t  re f lec ts  ac t i v i t ies and outcomes 

across  these th ree d imens ions  o f  a  company 's  per fo rmance.  

Economic  in fo rmat ion  goes  beyond the  t rad i t iona l  measures  conta ined wi th in  

s ta tu tory  f inanc ia l  re por t ing  tha t  i s  d i rec ted pr imar i l y  towards  shareho lders  and 

management .  In  a  TBL contex t ,  economic  in format ion  i s  p rov ided to  i l l us t ra te  the 

economic  re la t ionsh ips  and impac ts ,  bo th  d i rec t  and ind i rec t ,  tha t  the  company  has  

wi th  i t s  s takeho lders  and the  co mmuni t ies  in  which  i t  opera tes .    

The concept  o f  TBL does  not  mean tha t  companies  are  requ i red  to  max imize  re turns 

across  th ree d imens ions  o f  per fo rmance -  in  te rms o f  corpora te  per fo rmance,  i t  is  

recogn ized tha t  f inanc ia l  per fo rmance is  the  pr imary  cons id era t ion  in  assess ing  i ts  

bus iness  success .  

F igure  30 :  Indust ry  Stan dard  -  Concept  o f  T r ip le  Bot tom -L ine  

 
Source :  S i lve r  Tou r ism pro jec t  
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Stakeho lders  typ ica l l y  inc lude the  fo l lowing groups :  

  Shareho lders  and inves tors ;  

  Employees ;  

  Customers ;  

  Suppl ie rs ;  

  Communi ty ;  

  Commonweal th ,  Sta te  and Loca l  governments ;  

  Other  s takeho lders ,  inc lud ing :  bus iness  par tners ,  loca l  au thor i t ies  and 

regu la tory  bod ies ,  t rade un ions ,  and non -governmenta l  o rgan iza t ions .  

I t  i s  imposs ib le fo r  a  company  to  accommodate the  o f ten -compet ing  in te res ts  o f  a l l  

s takeho lder  g roups  in  i t s  pub l i c  repor t ing .  Essent ia l l y  the  company  wi l l  seek  to  

pr io r i t i se  among these s takeho lder  g roups  and ta rget  i t s  repor t i ng  to  those 

s takeho lder  g roups ,  and on those i ssues  most  cr i t i ca l  to  the  company 's  success .  

As  TBL repor t ing  deve lops ,  inc reased a t ten t ion  wi l l  be  g iven to  i t s  ro le  as  par t  o f  

an  in tegra ted communica t ions  s t ra tegy  seek ing  to  meet  the  requ i rements  o f  key 

s takeho lder  g roups  -  t he  de l i very  o f  such 's takeho lder  appropr ia te '  repor t ing  i s  

seen to  prov ide  greater  va lue  to  the  repor t ing  company  and bet te r  communica te 

in fo rmat ion  to  the  respec t i ve  s takeho lders  to  whom the repor t ing  i s  d i rec ted.  

Br ie f l y ,  the  main  benef i t s  assoc ia ted  to  the  imp lementa t ion  o f  TBL repo r t ing  are  the  

fo l lowings :   

o  Improved re la t ion sh ips  wi th  key  s takeho lders  such as  employees,  

cus tomers ,  inves tors  and shareho lders .   

o  Enhancement  o f  reputa t ion  and brand;  

o  Secur ing  a  'soc ia l  l i cense to  opera te ' ;  

o  At t rac t ion  and re ten t ion  o f  h igh  ca l iber  employees ;  

o  Improved access  to  inves tors ;  

o  Reduced r i sk  pro f i le ;  

o  Ident i f i ca t ion  o f  po tent ia l  cos t  sav ings ;  

o  Inc reased scope fo r  innovat ion ;  

o  Al ign ing  s takeho lder  needs  wi th  management  focus ;  and 

o  Creat ion  o f  a  sound bas is  fo r  s takeho lder  d ia logue.  

F igure  31 :  3  P i l l a rs  o f  R e l iab le  P rospe r i ty  

 

 

 

 

 

Source :  S i lve r  Tou r ism pro jec t  
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2.5.2. ALIGNMENT OF THE TBL APPROACH WITH 

BUSINESS STRATEGY. 

A d ivers i ty  o f  fac tors  wi l l  de termine the  i n i t ia l  approach and path  fo rward ,  

inc lud ing :  

  Overa l l  company  s t ra tegy ;  

  The nature  and fo rm o f  any  env i ronmenta l  and soc ia l  repor t ing  th e  company 

has  a l ready  under taken;  

  Pr ior i t i sa t ion  o f  s takeho lders '  in fo rmat iona l  needs ;  

  Sector  spec i f i c  cons idera t ions ;  

  Company ob jec t i ves  in  re la t ion  to  pub l i c  repor t ing ;  and  

  Ex is t ing  capab i l i t y  to  repor t - resource ava i lab i l i t y ,  in te rna l  sys tems,  access 

to  da ta ,  and ava i lab i l i t y  o f  re l iab le  da ta  on  an  ongo ing  bas is . 

Whi ls t  the  in fo rmat ion  needs  and expec ta t ions o f  a  d iverse  range o f  s takeho lders 

cou ld  be  taken in to  account ,  companies  shou ld l im i t  the i r   repor t ing  to  in fo rmat ion 

tha t  i s  requ i red  by  key  s takeh o lders .  The de l i very  o f  such 's takeho lder  appropr ia te '  

repor t ing  i s  seen to  prov ide  greater  va lue  to  bo th  the  repor t ing  company  and the 

s takeho lders  to  whom the repor t ing  i s  d i rec ted.  

S imi la r l y ,  the  spec i f i c  mode o f  repor t ing  adopted shou ld  re f lec t  the  nat ure  o f  the 

company 's  bus iness  ac t i v i t ies .  For  example ,  a  f inanc ia l  serv ices  company  wou ld  be 

expec ted to  focus i ts  repor t ing  on communi ty  /  soc ia l  aspec ts ,  whereas  an o i l  

re f inery  wou ld  be expec ted to  focus  pr imar i l y  on  env i ronmenta l  aspec ts .  That  i s  no t  

to  d ismiss  the  impor tance o f  the  env i ronmenta l  impac ts  associa ted  wi th  the  

f inanc ia l  serv ices  indust ry  nor  the  soc ia l  impact  assoc ia ted  wi th  an  o i l  re f inery ,  bu t  

i s  i l l us t ra t i ve  o f  where  a l loca t ion  o f  resources  and e f fo r t  a re  l i ke ly  to  be  pr io r i t i sed.  

Cr i t i ca l  i ssues  fo r  cons idera t ion  in  the  deve lopment  and imp lementa t ion  o f  TBL 

repor t ing  inc lude:  c lear de f in i t ion  o f  the  ro le o f  TBL repor t ing  in  d r iv ing  s t ra teg ic  

bus iness  ob jec t ives ;  es tab l i shment  o f  the resource and cos t  requ i rements ;  

awareness  o f  assoc ia ted  lega l  imp l i ca t ions ;  and unders tand ing the  r i sks  invo lved in 

pub l i sh ing  TBL in format ion .  

Key  cha l lenges  associa ted  wi th  imp lementa t ion  inc lude:  

  Awareness  o f  re levant  i ssues  associa ted  wi th  TBL repor t ing ;  

  Unders tand ing s takeho lder  requ i rements ;  

  Al ign ing  TBL repor t ing  wi th  ob jec t i ves  and r i sks ;  and  

  Determin ing  and measur ing  per fo rmance ind icators .  

In  o rder  to  max imize  the  benef i ts  assoc ia ted  wi th  TBL repor t ing ,  deve lopment  and 

imp lementa t ion  o f  TBL repor t ing  shou ld  be  in tegra ted wi th  overa l l  bus iness  s t ra teg y 

and ob jec t i ves .  
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A dec is ion  to  move to  fu l l  TBL repor t ing  shou ld  no t  be  taken l igh t ly .   I t  mus t  have 

sen ior  management  endorsement  and commi tment ,  as  i t  may  have major  resource 

imp l i ca t ions ,  and a  ha l f -hear ted  approach is  l i ke ly  to  be  worse than not  adopt ing  i t  

a t  a l l .  

Key Challenge Approach to Overcoming Key Challenge 

Awareness of the relevance of 

TBL 

 Review of international, national and industry sector 

trends in TBL reporting 

 Review of competitor activity in TBL reporting 

 Assessment of the business implications for the 

company 

Understanding key 

stakeholder requirements & 

expectations 

 Identify stakeholders 

 Engage in dialogue with key stakeholders 

 Insight into stakeholder expectations 

Clarity in relation to objectives 

& risks 

 Engage senior executives in order to gain their 

perspective 

 Assess current capability to meet stakeholder 

expectations 

 Determination of objectives & awareness of risks 

Measurement of key aspects of 

Triple Bottom Line performance 

 Development of KPIs and metrics 

 Ensure alignment with stakeholder expectations and 

company objectives 
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2.5.3. FORMS OF TBL REPORTING. 

There  are  a  number  o f  d i f fe rent  op t ions  ava i lab le  fo r  any  company cons ider ing  TBL 

repor t ing ,  inc lud ing :  

  Inc lus ion  o f  env i ronmenta l  and soc ia l  in fo rmat ion  wi th in  annua l  r epor t ing  to  

shareho lders ;  

  A separa te  env i ronment  repor t  o r  communi ty  repor t ;  

  Separa te  env i ronment  and soc ia l  repor ts ;  

  Combined soc ia l  and env i ronment  repor t ;  

  Ful l  TBL repor t ;  and  

  Any o ther  fo rm o f  communica t ion  wi th  s takeho lders .  

Any  o f  these fo rms o f  repo r t ing  may be pub l i shed as  a  repor t ing  document  or  

maybe made publ i c l y  ava i lab le  on  the company webs i te .  Mos t  repor t ing  companies 

make hard  copy  pub l ica t ions  ava i lab le  and a lso  prov ide  access  to  the  repor t  

th rough the  company web s i te .  

The advantage o f  web -based repor t ing  i s  tha t  i t  can be kept  up to  da te on a  regu lar  

bas is  whereas  a  pub l i shed repor t  becomes out  o f  da te  over  t ime .The fo rmer  a lso 

a l lows eas ier  access to  s takeho lder  feedback  and the  poss ib i l i t y  o f  rea l  t ime 

engagement  on  i ssues  tha t  have cur r ent  impac t .  

A poss ib le  progress ion  over  a  number  o f  years  fo r  a  company  choos ing  to  

communica te  TBL - re la ted  in fo rmat ion  i s  se t  ou t  be low.  

1 .  Br ie f  market ing  pub l i ca t ions  inc lud ing  news le t ters  and brochures  

2 .  Inc lus ion  o f  l im i ted  env i ronmenta l /  soc ia l  in fo rmat io n  wi th in  s ta tu tory  

repor t ing  

3 .  Commencement  o f  cons is ten t  annua l  repor t ing  on env i ronmenta l /  soc ia l  

i ssues ,  p r imar i l y  descr ip t i ve  in  na ture  wi th  min imal  quant i ta t i ve  data  

4 .  Publ i ca t ion  o f  separa te  env i ronment  and/or  communi ty  repor ts  (emergence 

o f  independent  repor t  ver i f i ca t ion)  

5 .  Annua l  repor t ing  based upon deta i led  env i ronmenta l /  soc ia l  per fo rmance 

data  wi th  c lear  l i nkage to  ob jec t i ves  and outcomes.  The repor t  i s  

pub l i c i zed and prov ided th rough a  range o f  d is t r ibu t ion  channe ls  to 

s takeho lders  

6 .  In tegra t ion  o f  ec onomic ,  env i ronmenta l  and soc ia l  per fo rmance 

measurement  in to  a  s ing le  repor t  -  Tr ip le  Bot tom L ine  repor t ing  
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This  tab le  is  a  means  o f  ind ica t ing  tha t  there  i s  no  "one s ize  f i t s  a l l "  approach to 

communica t ing  TBL - re la ted  in fo rmat ion  to  s takeho lders .  As  d iscussed above,  fo r  

companies  to  der ive  max imum va lue f rom pub l i c  repor t ing ,  a l ignment  wi th 

s takeho lder  requ i rements ,  and main ta in ing the  qua l i ta t i ve  charac ter i s t i cs  o f  

repor ted  in fo rmat ion  i s  c r i t i ca l .  For  some companies ,  those fo rms o f  repor t ing  

ident i f i ed  in  the  ear ly  s tages  o f  the  progress ion  may be most  sui tab le  fo r  the 

s takeho lder  g roups  to  whom such repor t ing  i s  ta rgeted and,  accord ing ly ,  any 

progress ion  towards  fu l l  TBL repor t ing  i s  l i ke ly  to  be  inappropr ia te ,  a t  leas t  

in i t ia l l y .  
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2.5.4. LINKS BETWEEN TBL AND FINANCIAL REPORTING. 

The in format ion  conta ined in  a  TBL repor t  o f ten  examine mic ro -aspec ts  o f  

per fo rmance tha t  under l ies  some o f  the  in fo rmat ion  inc luded in  f inanc ia l  repor ts .  

Imp lement ing  TBL repor t ing  enab les  a  company  t o  ident i fy  speci f ic  aspec ts  of  

per fo rmance tha t ,  i f  mod i f ied ,  can dr ive  supe r io r  f inanc ia l  per fo rmance.  Bes ides ,  

env i ronmenta l  and soc ia l  r i sks  tha t  have the  capac i ty  to  mater ia l l y  a f fec t  f inanc ia l  

per fo rmance can be ident i f ied  and,  there fore ,  inc luded in  f inanc ia l  repor ts .   

TBL repor ts  usua l l y  conta in  bo th  qua l i ta t i ve  and quant i ta t i ve  in fo rmat ion ,  meet ing 

the  fo l lowing c r i te r ia :  re l iab i l i t y ,   use fu lness,  cons is tency  o f  p resenta t ion ,  fu l l  

d isc losure ,  reproduc ib le and aud i tab i l i t y .  

In  o rder  to  deve lop met r i c s  tha t  p rov ide  a  mean ingfu l  measure  o f  per fo rmance,  

companies  must  ident i fy  the  fac tors  tha t  d r i ve  bus iness  va lue  and unders tand the  

sources  o f  such va lue ,  main ly  re la ted  to  areas  o f  company  impac t :  economic ,  

env i ronmenta l  and socia l .  Per fo rmance ind ica tor s  are  deta i led  fo r  each o f  the 

aspec ts  de ta i led  in  th is  Tab le :  

Indicator  Type  Category  Aspect  

Econ omic  Pe r fo rma nce  

Ind ica to r s  

D i rec t  E conom ic  

Impac ts  

Customers; Suppliers; Employees; Providers of Capital; 

Public Sector;  

Env i ronmen ta l  

Pe r fo rma nce  

Ind ica t o r s  

Env i r onmen ta l  

Impac ts  

Materials; Energy; Water; Biodiversity; Emissions, 

effluents & waste; Suppliers; Products and services; 

Compliance; Transport;  

Soc ia l  Pe r fo rma nce  

Ind ica to r s  

Labou r  p rac t i c es  

and  dec en t  wo rk  

Employment; Labour management / relations; Health 

and safety; Training and education;  Diversity and 

opportunity;  

Human  r i gh ts  

Strategy and management; Non-discrimination; Labour 

/ management relations; Freedom of association; Child 

labour; Forced labour; Disciplinary practices; Security 

practices;  

Soc ie t y  

Community; Corruption; Political contributions; 

Competition and pricing; Customer health and safety; 

Products and services;  

The major  s teps  invo lved in  under tak ing  the  TBL repor t ing  process  are :  p lann ing fo r  

repor t ing ,  se t t ing  the  d i r ec t ion  fo r  TBL repor t ing ,  imp lementa t ion o f  TBL repor t ing 

s t ra tegy  and pub l i ca t ion o f  TBL repor t .  

In  o rder  fo r  TBL repor t ing  to  dr i ve  max imum va lue,  i t  i s  essent ia l  tha t  the 

in fo rmat ion  repor ted  a l i gns  wi th  bus iness  s t ra tegy  and ob jec t i ves  and accura te ly  

re f lec ts  the  focus  o f  company  ac t i v i ty  in  these par t i cu la r  a reas .  This  serves  to 

re in force  the  impor tance o f  companies  deve lop ing  ind ica tors  in  a  s t ruc tured way  

tha t  re f lec ts  the i r  ob jec t i ves  and the  requ i rements  o f  key  s takeho lder  g roups .  

Independent  ver i f i ca t ion  o f  TBL  repor ts  i s  sought  by  an inc reas ing  number  o f  

companies  to  prov ide  assurance about  the  re l iab i l i t y  and in tegr i ty  o f  the  repor t ing 

process  and to  enhance the  c red ib i l i t y  o f  the  repor t .   



Silver Tourism 

Developing Innovative Touristic Products for Silver Economy  

 

127 127 

Reflective questions 

How to  a l ign  the  TBL resu l ts  wi th  th e  organ iza t ion  ob jec t i ves?.  How to  pr io r i t i ze  

and measure  the  impac t  o f  per fo rmance ind ica tors  in  the  bus iness  s t ra tegy?.  

 

Further information and references for learning, teaching and 

assessment activities 

Other  in te res t ing  reads  to  ass is t  you in  segmenta t ion  o f  the  s i l ver  tour ism are :  

  In fo rmat ion  on market  oppor tun i t ies  wi th in  Europe ’s  S i l ver  economy: EPRS 

(2015)  The Si l ver  Economy.  Ret r ieved on November  15 ,  2016 f rom  

h t tp : / /ec .europa.eu / research / innovat ion-un ion /pdf /ac t i ve -hea l thy -

age ing/eprs_s i l vereco.pdf  

  Genera l  in fo rmat ion  on market ing  and produc t  deve lopment  fo r  the  sen ior  

market :  O ’Connor ,  Ja f fe ,  Ne i l  Lund,  Rogers  (2002) .  Market ing  and Produc t  
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  A Quant i f ied  Tr ip le  Bot tom L ine  (TBL)  fo r  Tour i sm  

The t rad i t ion  o f  tour ism bus inesses  and reg iona l  tour ism indus t r ies  i s  to  

measure  the i r  va lue  to  the  hos t  communi ty  by  jobs ,  wages ,  and tax  revenues 

even though every  member  o f  tha t  communi t y  i s  a f fec ted  on a  da i l y  bas is  

th rough a  broad var ie ty  o f  impac ts .  Th is  ar t i c le  demonst ra tes  a  conceptua l  

approach fo r  measur ing the  re la t i ve  impor tance o f  the  major  d imens ions  o f  

communi ty  qua l i t y  o f  l i fe  tha t  can be in f l uenced by  the  tour ism indus try  in 

o rder  to  ca lcu la te  an  ind ica t ion  o f  overa l l  impac t  on  the  we l l -be ing  o f  

communi ty  res idents .  Fur thermore ,  we  have fo rmula ted an example  con jo in t  

mode l  tha t  va lues  th is  overa l l  per fo rmance in  monetary  un i ts .   

Th is  mode l  i s  successfu l l y  imp lemented us ing  samples  o f  co l lege s tudents  and 

tour ism indus t ry  p ro fess iona ls  in  the  Un i ted  Sta tes  and Cyprus .  A  monetary  vers ion  

o f  t r ip le  bo t tom l ine  impac ts  i s  ca lcu la ted  fo r  the  impac ts  o f  changes  to  a  spec i f i c  

hypothet i ca l  tour ism bus i ness .  Recommendat ions  are  made fo r  the  ex tens ion  and 

app l i ca t ion  o f  th is  approach to  imp lement ing  susta inab le  tour ism.  

h t tp : / / journa ls .sagepub.com/do i /abs /10 .1177/0047287512465963 
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3.1 Market Segmentation 

3.1.1. HOW MARKET SEGMENTATION FITS IN WITH 

MARKETING – THE STP PROCESS. 

Market  segmenta t ion  i s  cent ra l  component  o f  t he  STP process ,  wh ich  re fers  to  the  

process  o f  (1 )  market  segmenta t ion ,  (2 )  ta rget ing  and (3)  pos i t ion ing .  The STP 

process  i s  cons idered a ke y  concept  in  the  s tudy  and app l ica t ion  o f  market ing .  Th is  

process  shows how an organ iza t ion  chooses  to  compete  wi th in  a potent ia l  ta rget  

market .   

The f i rs t  s tep  i s  to  segment  the  potent ia l  t a rget  market  in to  sma l le r  markets ,  

fo l lowed by  a  se lec t ion  o f  one or  more  o f  these smal le r  ta rget  markets .  Las t l y ,  the 

company  dec ides  on how to  pos i t ion  themselves  in  re la t ion  to  the  chosen markets .  

Th is  process  leads  to the  deve lopment  and imp lementa t ion  o f  an  appropr ia te  

market ing  mix .  

F igure  32 :  Ove rv ie w o f  t he  pos i t ion  o f  the  ST P p rocess  

 

 

 

 

 

Source :  ww w.segmenta t i ons tudygu ide .com    (n .d . )  

In  shor t ,  market  segmenta t ion  can be def ined as :  The process of splitting a market 

into smaller groups with similar product needs or identifiable characteristics, for the 

purpose of selecting appropriate target markets.  

Target  market ing  ( ta rget  market  se lec t ion)  can be def ined as :  An organ iza t ion ’s  

proac t i ve  se lec t ion  o f  a  su i tab le  market  segment  (o r  segments )  wi th  the  in ten t io n  o f  

heav i l y  focusing  the  f i rm ’s  market ing  o f fe rs  and ac t i v i t ies  towards  th is  g roup o f  

re la ted  cus tomers .   

Pos i t ion ing  re fers  to :  The ta rget  market ’ s  percept ion  o f  the  produc t ’ s  key  benef i ts  

and fea tures ,  re la t i ve  to  the  o f fe r ings  o f  compet i t i ve  p roduc ts .   

The STP process  can be broken down in  smal le r  s teps  tha t  shou ld  be unders tood 

by  the  s tudent  and i s  re fer red  to  as  The Fu l l  STP Process  Mode l .  Th is  mode l  does 

not  on ly  cover  s tep  3  and 4  o f  the  market ing  p lan  but  a lso  inc ludes  s tep  5  (The 

Market ing  Mix )  and s tep  6  (Mon i to r ing  and Rev iewing) .  In  th is  learn ing  e lement 

however ,  we on ly  cover  s tep  3  and 4  as  ear l ie r  ment ioned.   

 

 

The Marketing Mix 

The STP process 

Segmentation  Targeting  Positioning 

http://www.segmentationstudyguide.com/


Silver Tourism 

Developing Innovative Touristic Products for Silver Economy  

 

131 131 

F igure  33 :  The  fu l l  ma rk e t  ST P p rocess  

 

Source :  ww w.ma rke t ings tudygu ide .com  (n .d . )  
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3.1.2. THE DEFINITION AND BENEFITS OF MARKET 

SEGMENTATION 

“Market  segmenta t ion  is  the  process  o f  ident i fy ing  ind iv idua ls  or  o rgan iza t ions  wi th 

s imi la r  charac ter i s t i cs  tha t  have s ign i f i cant  imp l i ca t ions  fo r  the  determinat ion  o f  a 

market ing  s t ra tegy”  (Jobber  & Fahy ,  2012) .   

“Market  segmenta t ion  i s  the  process  o f  sp l i t t i ng  cus tomers ,  o r  po tent ia l  cus tomers ,  

i n  a  market  in to  d i f fe rent  g roups  or  segments ,  w i th in  wh ich  cus tomers  share  a 

s im i la r  leve l  o f  in te res t  in  the  same or  comparab le ,  se t  o f  needs  sa t i s f ied  by  a  

d is t inc t  market ing  propos i t ion”  (McDona ld  & Dunbar ,  2004) .  

“Market  segmenta t ion  invo lves  aggregat ing prospec t i ve  buyers  in to  groups  tha t  (1)  

have common needs  and (2)  wi l l  respond s imi la r l y  to  a  market  ac t ion”  (Ker in ,  

2008) .  

Al l  th ree def in i t ions  h igh l igh t  tha t  market  segmenta t ion  d iv ides the  who le  market  

in to  a  number  o f  smal ler  markets  wh ich  have the  same fea tures .  Another  ind ica t ion 

they  agree on i s  tha t  market  segmenta t ion  is  a  s tep  in  the process  o f  ident i fy ing 

and eva lua t ing  potent ia l  t a rget  markets  (see market ing  p lan  s tep  4 :  market  

ident i f i ca t ion) ,  wh ich  can be ach ieved by breaking  the  market  in to  smal le r ,  re la ted  

groups  o f  consumers .   

 

In  o rder  to  success fu l l y  market  a  produc t  o r  serv ice  o f  a  cer ta i n  bus iness ,  

knowledge is  needed on t he  pro f i le  o f  tha t  bus iness ’  po tent ia l  ta rget  market .  The 

s tudent  ga ined th is  knowledge in  Un i t  1 .  

And why  not  jus t  market  to  the  comple te  po tent ia l  market?  There  are  severa l  

reasons  and benef i ts  a re ,  such as :  

  Bet ter  match ing  o f  cus tomer  needs .  

  Enhanced pro f i tab i l i t y .  

  Enhanced oppor tun i t ies  fo r  g rowth .  

  Improved cus tomer  re ten t ion .  

  More e f fec t i ve  ta rget ing  o f  communica t ions .  

  Oppor tun i t ies  fo r  segment  dominance.  
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3.1.3. SEGMENTING CONSUMER MARKETS 

Accord ing  to  Jobber  and Fahy  (2012)  consumer  markets  can be segmented in to  

th ree main  groups :  

  Behav ioura l  segmenta t ion  ”  ident i fy  d i f fe rences  in  behav iour  tha t  a f fec t  

market ing  dec is ions  

  Psychograph ic  segmenta t ion  ”  group ing o f  peop le  accord ing  to the i r  l i fes ty le 

and persona l i ty  charac ter i s t i cs  

  Prof i le  segmenta t ion  -  g roup ing o f  peop le  in te rms o f  p ro f i le  var iables  such 

as  age and soc io  economic  group  

Behavioural  Psychographic  Profi le  

Benef i ts  sought  L i festy le  Demographic  

Purchase occasion  Personal i ty  Socio -economic  

Purchase behaviour   Geographic  

Usage   

Percept ions and be l ie fs    
Source :  Custome r  s egmenta t ion  (Fahy  &  Jobbe r ,  2012 )  

A l l  th ree segments ,  behav ioura l ,  psychograp h ic  and pro f i le ,  conta in  a  number  o f  

segmenta t ion  c r i te r ia  in o rder  to  spec i fy  the  segmenta t ion  process  fu r ther .   

CRITERIA  DESCRIPTION 

Behavioural  segmentat ion  

Benef i ts  sought  

The group ing o f  peop le  based on d i f fe rent  benef i ts  they 

seek  f rom a  produc t .  T he unders tand ing o f  why  peop le  buy  

in  a  market ,  and can a id the  ident i f i ca t ion  o f  oppor tun i t ies .  

Examples :  des t ina t ion  is  whee lcha i r  access ib le,  des t ina t ion  

i s  qu ie t  and reachab le  wi th in  ha l f  a  day .  

Purchase occasion  

Dur ing  wh ich  moment  is  the  purchase go ing  to  be  made and 

consumed.  Examples :  seasona l i ty  o f  sen ior  t r ip ,  

o f f l i ne /on l ine  purchase poss ib i l i t i es .  

Purchase behaviour  

Ind ica t ing  what  b rands peop le  buy ,  whether  they  s t i ck to  

one brand or  a lways  buy  d i f fe rent  ones .  

Examples :  cus tomers  loya l ty  s ta tu s .  

Usage 
Segment  consumer  on the  bas is  o f  how o f ten  they  buy .  

Examples :  consumers  can be heavy ,  l i gh t  o r  non -users .  

Percept ions  and  

bel ie fs  

Group ing peop le  based on the i r  percept ions  and be l ie fs .  

Examples :  re l ig ious ,  env i ronmenta l i s ts .  
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Psychographic  se gmentat ion  

Li festy le  

Group ing o f  peop le  accord ing  to  the i r  pa t te rn  o f  l i v ing  as  

expressed in  the i r  ac t i v i t ies ,  in te res ts  and op in ions .  

Examples :  hardwork ing ,  res igned,  exp lorer ,  ma ins t reamer .  

Personal i ty  
Group ing o f  peop le  based on the i r  persona l i ty  t ra i ts .  

Examples :  wise ,  log ica l ,  d ign i f ied ,  op t im is t i c .  

Prof i le  segmenta t ion  

Demographic  
Group ing o f  peop le  accord ing  to  demograph ic  var iab les .  

Examples :  age,  gender ,  mar i ta l  s ta tus ,  fami ly  compos i t ion .  

Socio-economic  

Segment ing  accord ing  to  wh ich  c lass  con sumers  be long.  

Pr imar i l y  g roup ing i s  based on the i r  occupat ion ,  bu t  i t  a lso 

he lps  to  unders tand wh ich  media  they  use.  

Examples :  unemployed ( lowes t  g roup) ,  company  d i rec tor  

(h ighes t  g roup) .  

Geographic  

At  bas ic  leve l  consumers  can be segmented based on 

coun t ry ,  reg ions  wi th in  a  count ry  o r  c i ty  s ize .  However ,  

more  popu lar  way  o f  segment ing  became geo -demograph ics 

( the  process  o f  g roup ing househo lds  in to geograph ic  

c lus ters  based on in format ion  such as  type o f  

accommodat ion ,  occupat ion ,  number  and age  o f  ch i ld ren,  

and e thn ic  background) .  

Source :  Jobbe r  &  F ahy  ( 2012 )  
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3.1.4. HOW TO SEGMENT SILVER TOURISM MARKETS - 

EXAMPLES.  

Based on research i t  i s  poss ib le  to g ive  examples  on how the  S i l ver  Tour is t  

consumer  market  cou ld  be  segmented.  As  a  S i l ver  Tour i sm exper t ,  these examples 

can be used by your  bus iness ,  bu t  none o f  the examples are  f ina l .  A lways  keep in 

mind tha t  every produc t  and serv ice  requ i res a d i f fe rent  fo rm and d i f fe rent  c r i te r ia  

when segment ing  the  potent ia l  market .   

Accord ing  to  a  s tudy  by  t he  la rges t  ho te l ,  tou r ism and le isure  consu l t ing  company 

Horwath  HTL,  the  emergence o f  S i l ver -Ha i r  Tour is t  i s  the  number  1  t rend tha t  i s  

and wi l l  be  shap ing the  tour ism demand in  the  mid -  and long - te rm.  Th is  s ign i f i cant  

tour is t  segment  has spec i f i c  des i res  and needs  in  te rms o f  cus tomizat ion ,  serv ice 

consumpt ion ,  secur i ty  and des i red  produc ts .  The on ly  demograph ic  var iab le  they 

cer ta in ly  share i s  age.  However ,  as  we have now a l ready  learned,  the s i l ver  tour is t  

can age f rom 50 years  onwards  wh ich  makes  the  t a rget  g roup  ex t remely  var ied .  As  

par tners  in  S i l ver  SUDOE pro jec t  found in  the  Hea l thy  Peop le ,  Hea l thy  Economy 

handbook,  in  case on ly  age is  cons idered ,  marke t  i s  usua l l y  d iv ided in to  four  

g roup ings  wi th  fo l lowing charac ter i s t i cs :  

  50 -  59  years  o ld  -  o f ten  s t i l l  ac t i ve a t  the  he igh t  o f  the i r  career ,  bu t  wi th  l i t t l e  

t ime ava i lab le ;  

  60 -  74  years  o ld  -  ou t  o f  debt ,  in  the  go lden age o f  d isposab le  income;  o f ten  

re t i red  they  inves t  in  the i r  f ree  t ime and vo lun tary  ac t ions ;  

  75 -  84  years  o ld -  thei r  ab i l i t y  and des i re  to  spend are  d imin ish ing  and they 

s tar t  to  have the i r  f i rs t  s igns  o f  loss  o f  au tonomy;  

  85+ years  o ld  -  a  h igh propor t ion  o f  them are  dependant  and have los t  some 

autonomy;  revenues  and ac t i v i t ies  are  reduced.  

Dr .  A i ja  van der  Ste ina  (2014) ,  research er  and head o f  the  Sc ien t i f ic  Ins t i tu te  o f  

Economics  and Management  a t  the  Un ivers i ty  o f  La tv ia  gave severa l  examples  o f  

sen ior  tour ism segmenta t ion  based on age,  segment  s ize ,  income leve l ,  househo ld 

s ize ,  l i fes ty le  and the  demand fo r  med ica l  & we l lness  p roduc ts .  She named as 

examples  o f  sen ior  segments  in  market ing  a  l i s t  o f  the  fo l lowing exist ing  

segments :   

  50+,  

  60+,  

  Old ies ,  

  Gold ies  or  Go ld  market ,  

  Selp ies  (Second l i fe  peop le) ,  

  Woopies  (Wel l  o f  o lder  peop le) ,  

  Yol l ies  (Young o ld  le isured 

peop le) ,  

  Wol l ies  (Wel l  income o ld  le isure 

peop le) ,  

  Grampies  (Growing re t i red  ac t i ve 

moneyed peop le  in  an  exce l len t  

s ta te) ,  

  Mature  consumers ,  
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  Grey  wave,  

  Busy  F i t  o ld ies ,  

  Mid agers ,  

  Master  consumers .  

Mos t  o f  these examples are  not  jus t  market  segmenta t ion  but  a lso  inc lude fo rms o f  

pos i t ion ing  and brand ing by  g iv ing a  market  segment  a  ca tchy  name.  More  on that  

in  the  pos i t ion ing  and brand ing e lements  o f  th is  un i t .   

She a lso  segmented the  sen ior  market  in to  four  d is t ingu ishab le  groups ,  based on 

the i r  l i fes ty les :  

  Hardwork ing  and home or ien ted (31% of  sen ior  market ) :  Se l f -sa t i s f ied ,  

scept ica l ,  do  not  l i ke  new th ings .  Persona l  secur i ty  i s  very  impor tan t .  Very  o f ten 

i so la te  themselves  f rom o thers .  

  Secur i ty  and togetherness  or ien ted (29% of  senior  market ) :  Cr i t i ca l  a t t i tude.  Do 

a l l  ac t i v i t ies  very  ser ious ly  and d isc ip l ined.  Are  not  spontaneous .   

  Res igned and reserved (15% of  sen ior  market ) :  L ike  garden ing and housework .  

Are  pess imis t i c ,  o f ten  a lso  lone ly  and res igned.  Secur i ty  i s  very  impor tan t .   

  Act ive  and youth fu l  sen iors  (25% of  sen ior  market ) :  Ac t i ve  le isure t ime.  Are 

in te res ted in  cu l tu re  and l i ke  to  d iscover  new th ings .  Take respons ib i l i t y ,  en joy 

l i fe  and seek  fo r  knowledge.   

Based on these four  typo log ies ,  a  marketer  cou ld  conc lude to  ta rget  the  group  o f  

ac t i ve  and youth fu l  se n iors .  Th is  group is  eas i l y  assessab le  and is  up  fo r  new 

produc ts ,  serv ices and exper iences .  A l though,  as  a  marketer  you have to  keep in 

mind tha t  th is  g roup o f  sen iors  i s  the  most  l ike ly  to  be  ta rgeted by  compet i t ion.  

There fore  somet imes  i t  i s  be t te r  to  t a rget  a less  compet i t i ve  segment ,  even though 

the  e f fo r t  o f  success fu l l y  market ing  a  produc t  o r  serv ice  to  these segments  can be 

harder .  For  example  when you want  to  market  a  ho l iday  to  the  segment  o f  secur i ty  

and togetherness  or iented sen iors  (29  % o f  sen ior  market ) ,  a  s t ruc tured ho l iday 

wi th  a  de ta i led  day - to -day  program might  work .  A lso  the  poss ib i l i t y  to  cus tomize a 

ho l iday  package to  the  needs  o f  th is  g roup  in  order  to  dea l  w i th  the  lack  o f  

spontane i ty  cou ld  be  a  perce ived benef i t .  Another  perce ived be nef i t  fo r  th is  g roup 

is  to  o f fe r  a  ho l iday  to  a  loca t ion  they  a l ready  have been to .  

Dr .  Ste ina  a lso  po in ted  out  th ree poss ib le  l i fes ty les  o f  2020.  These segmenta t ions 

are  based on the  fu ture  growth  o f  the  sen ior  market  segment .   

  Si lverpreneurs :  Pro fess iona ls ,  ac t i ve ,  new pro jec ts ,  new techno log ies .  L ike  new 

and innovat ive  produc ts.  Do not  be l ieve  in  adver t i s ing .  

  Super -grann ies :  Se l f -conf ident ,  soc ia l  and cu l tu re  or ien ted lad ies  (55+)  tak ing  

care  o f  fami ly  and themselves .  L ike  fash ion ,  t rave l  and shopp ing.  I mpor tan t  i s  

va lue  fo r  money  they  spend.  

  Grey-hopper :  Rea l  changes  in  l i fes ty le  and new ac t i v i t ies .  Keep themselves  in 

good menta l  and phys ica l  hea l th .  L ike  spor t  ac t i v i t ies  o f  young peop le .  Very  

impor tan t  i s  hea l thy  and eco - food.  
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Another  example  o f  Sen ior  segmenta t ion  was  done by  ESRI  (2012)  as  par t  o f  an 

ana lys is  o f  Amer ica ’s  chang ing demograph ics .  The research ob jec t i ve  was  to  f ind  

out  whether  ‚sen iors  can be seen as  one demograph ic  group. ”  A f te r  f ind ing  many 

d i f fe rences  in  no t  jus t  s imp le  geo -demograph ics  such as  age and reg ion  but  ra ther  

a  var ie ty  o f  d is t ingu ishab le  l i fes ty les ,  they  c lass i f ied  the  sen ior  popula t ion  o f  the 

Un i ted  Sta tes  o f  Amer ica  in  n ine  l i fes ty le  segments :  

  Prosperous  Empty  Nes ters :  Ac t i ve ,  a f f luent  marr ied  coup les  wi th  no  ch i ld ren a t  

home,  t rans i t ion ing  f rom ch i ld - rear ing  to  re t i rement ;  found th roughout  the 

Un i ted  Sta tes ,  w i th  many  located on each o f  the coas ts .  

  Si lver  and Gold :  Weal thy ,  educated seniors  re t i red  f rom pro fess iona l  

occupat ions ,  ha l f  o f  whose househo lds  cons is t  o f  marr ied  c oup les  who ’ve  never 

had ch i ld ren;  more  than 60 percent  loca ted in the  South ,  main ly  in  F lor ida ,  and 

25  percent  in  the  West ,  p r imar i l y  in  Ca l i fo rn ia  and Ar izona.  

  Rustbe l t  Ret i rees :  Marr ied  coup les  wi th  no  ch i ld ren,  o r  s ing les  content  to  s tay  

put  in  Rus tbe l t  indus t r ia l  c i t ies ;  67  percent  loca ted in  the  Nor theas t  and 

Midwest .  

  Ret i rement  Communi t ies :  O lder ,  educated s ing les  who l i ve  a lone in mul t iun i t  

bu i ld ings  or  ass is ted - l i v ing  fac i l i t i es ;  found most ly  in  c i t ies  scat te red around the 

Un i ted  Sta tes .  

  The Elders :  Ret i rees  in sen ior  communi t ies ,  pr imar i l y  in  F lo r ida ,  Ar izona,  and 

Ca l i fo rn ia .   

  Senior  Sun Seekers :  Fas t -growing market  o f  re t i red  or  soon - to - re t i re  res idents 

in  the  South  and West ,  espec ia l l y  in  F lo r ida .   

  Hear t land Communi t ies :  Smal l - town ne ighbourhoods  wi th  a  count ry  l i fes ty le  in 

the  Midwest  and South .  

  Simple  L iv ing :  Lower - income sen iors  who rent  in  US urban outsk i r ts  o r  suburbs .  

  Soc ia l  Secur i ty  Set :  Sen iors  subs is t ing  on very  low f i xed incomes in low -rent  

apar tments  in  h igh  r i se  bu i ld ings  in  la rge c i t ie s .  

As  we have seen,  there  are  var ious  poss ib i l i t ies  o f  segment ing  the  s i l ver  tour ism 

market .  The bet te r  we unders tand our  consumers  and the i r  needs ,  the  bet te r  we 

can serve  them.  The u l t imate  goa l  in  tour ism o f  the  fu ture  however  i s  to  c reate 

ind iv idua l  exper iences  fo r  ind iv idua l  gues ts .  
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3.1.5. SEGMENTING ORGANIZATIONAL MARKETS. 

In  many  cases  you are  not  on ly  se l l i ng  your  p roduc ts  and serv ices  d i rec t l y  to 

cus tomers  but  ra ther  to  o ther  o rgan iza t ions .  Take fo r  example  a  hote l .  They  se l l  

the i r  p roduc t  d i rec t l y  to cus tomers  th rough the i r  webs i te ,  bu t  in  o rder  to  make sure 

tha t  the i r  occupancy  ra te  i s  h igh  enough th roughout  the  who le  year ,  t hey  a lso  se l l  

the i r  p roduc ts  to  tour  opera tors .  In  o rder  to  f i nd  out  to  wh ich  tour  opera tors  they 

can success fu l l y  se l l  the i r  p roduc ts ,  a  segmenta t ion  o f  those organ iza t ions  needs 

to  be  made based on the  fo l lowing c r i te r ia :  

  Organ iza t iona l  s ize  ”  market  segmenta t ion  by  s ize  o f  buy ing  organ iza t ion.  

There  are  la rge,  med ium -s ized and smal l  o rgan iza t ions .   

  Indus t ry  ”  group markets  accord ing  to  the  type o f  indus t ry  they  be long.  

  Geograph ic  loca t ion  ”  group markets  by  the i r  loca t ion .  For  ins tance,  Eas tern ,  

Cent ra l  o r  Western  Europe.  Each market  in  d i f fe rent  loca t ion  requ i res  d i f fe rent  

approach.   

  Choice  c r i te r ia  ”  group ing markets  accord ing  to  the  var ious  a t t r ibu tes  (and 

benef i ts )  they  use when eva lua t ing  produc ts  and serv ices .  

  Purchas ing  organ iza t ion  ”  segmenta t ion  accord ing  to  the  way  by  wh ich  a  

company  purchase (cent ra l i zed purchas ing  and decent ra l i zed purchas ing) .  

To determine whether  a  company has proper ly  segmented i ts  market ,  f ive  

cr i ter ia  a re  usual ly  considered  

1.  Ef fec t i ve :  the  segments  ident i f ied  shou ld  cons is t  o f  cus tomers  whose needs  

are  re la t i ve ly  homogeneous  wi th in  a  segment ,  bu t  s ign i f i cant l y  d i f fe rent  f rom 

those in  o ther  segments .  I f  buyer  needs  in  d i f fe rent  segments  are  s im i la r ,  

then the  segmenta t ion  s t ra tegy  shou ld  be  rev ised.  

2 .  Measureab le :  i t  mus t  be  poss ib le  to  ident i fy  cus tomers  in  the  proposed 

segment ,  and to  unders tand the i r  charac ter i s t i cs  and behav iour  pa t te rns .  

For  example ,  some persona l i ty  t ra i ts ,  l i ke  ‘ex t rover t ’  o r  ‘ consc ien t ious ’ ,  

m ight  be  d i f f i cu l t  to  p i n  down,  whereas  var iab les  l i ke  age or  occupat ion 

wou ld  be more  c lear -cu t .  

3 .  Access ib le :  the  company  must  be ab le  to  fo rmula te  e f fec t i ve  market ing 

programs fo r  the  segments  tha t  i t  i dent i f ies .  In  o ther  words ,  i t  mus t  be  c lear 

what  k inds  o f  p romot iona l  campaign might  work  bes t  fo r  the  segment ,  how 

the  produc ts  might  bes t  be  d is t r ibu ted to  reach the  segment ,  and so  on.  

4 .  Act ionab le :  the  company  must  have the res ources  to  exp lo i t  the  oppor tun i t ies 

ident i f ied  th rough the segmenta t ion  scheme.  Cer ta in  segments  ”  fo r  

example ,  in  in te rnat iona l  markets  ”  might  be  ident i f ied  as  be ing very  

a t t rac t i ve  but  the  company  may not  have the  resources  or  knowledge 

necessary  to  ser ve  them.  
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5.  Prof i tab le :  mos t  impor tan t l y ,  segments  must  be  la rge enough to  be  pro f i tab le 

to  serve .  Th is  i s  what  i s  meant  by  the  c l i chéd express ion  ‘ Is  there  a  market  

in  the  gap? ’  Very  sma l l  segments  may be unpro f i tab le  to  serve ,  t hough 

advances  in  produc t i on  and d is t r ibu t ion  techno log ies  mean tha t ,  

inc reas ing ly ,  m ic ro -segments  can be pro f i tab le .  
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3.1.6. TARGET MARKETING. 

Af ter  d iv id ing  the  fu l l  market  in to  smal le r  segments  and eva lua t ing  these 

segmenta t ions ,  the  organ iza t ion  s tar ts  wi th  the  second s tep  o f  the  STP -process ,  

ta rget  market ing .  Target  market ing  i s  the  selec t ion  process  o f  one or  mul t ip le  

segments  as  the  focus  fo r  a  company ’s  o f fe r ing  o f  communica t ions .  Target  market  

se lec t ion  i s  the  cho ice  o f  what  and how many market  seg ments  in  wh ich  to 

compete .  In  theory ,  there  are  four  gener ic  ta rge t  market ing  s t ra teg ies :  

─  Undif ferent iated market ing  i s  a  market  coverage s t ra tegy  where  a  company 

dec ides  to  ignore  market  segment  d i f fe rences  and to  deve lop a  s ing le 

market ing  mix  fo r  the  wh o le  market .  The advantage o f  th is  method is  tha t  

there  i s  a  b igger  market  to  g rab a  share  f rom.  The d isadvantage is  tha t  

because you fac i l i ta te to  the  who le  market ,  pos i t ion ing  and branding o f  

p roduc ts  and serv ices  can be harder  wi th  a  negat ive  resu l t  tha t  no-one on 

the  market  i s  reached.   

─  Dif ferent iated market ing  i s  a  market  coverage s t ra tegy  where  a  company 

dec ides  to  ta rget  severa l  market  segments and to  deve lop separa te 

market ing  mixes  fo r  each.  The advantage is  tha t  by  ta rget ing  spec i f i c  

segments ,  the  produc t  o r  serv ice  can be branded and pos i t ioned in  a  way 

tha t  these segments  are  a t t rac ted by  i t .  The d i sadvantage is  tha t  bas ica l l y  a 

company  needs  to  make mul t ip le  market ing  p lans .  A lso  by  not  cover ing  the  

who le  market ,  they  can miss  out  on  potent ia l  cu s tomers .   

─  Focused market ing  i s  a  market  coverage s t ra tegy  where  a  company  dec ides 

to  ta rget  one market  segment  wi th  a  s ing le  market ing  mix .  Focused 

market ing  dea ls  wi th  the  same advantages  and d isadvantages  as 

d i f fe rent ia ted  market ing.  They  on ly  miss  out  o n  more  potent ia l  cus tomers 

but  can ins tead focus on on ly  one market ing p lan  cus tomized to  th is  spec i f i c  

segment .   

─  Customized market ing  i s  a  market  coverage s t ra tegy  where  a  company 

dec ides  to  ta rget  ind iv idua l  cus tomers  and to  deve lop separa te  market ing 

mixes  fo r  them.  A very  e f fec t i ve  s t ra tegy  because the  produc t  and serv ice  is  

ta i lo red to  the  consumer  and there fore  i t  i s  eas ier  to  ge t  loya l  cus tomers .  

The b ig  d isadvantage o f  th is  method is  tha t  i t  i s  t ime and cos t  ine f f i c ient .   
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Conclusion 

Market  segmenta t ion  i s  cent ra l  component  o f  t he  STP process ,  wh ich  re fers  to  the  

process  o f  (1 )  market  segmenta t ion ,  (2 )  ta rget ing  and (3)  pos i t ion ing .  The STP 

process  i s  cons idered a key  concept  in  the  s tudy  and app l ica t ion  o f  market ing .  Th is  

process  shows how an organ iza t ion  chooses  to  compete  wi th in  a potent ia l  ta rget  

market .   

Market  segmenta t ion  means  to  look  a t  the  d i f fe rent  needs  and pre ferences  tha t  may 

ex is t  in  the  market .  This  can be done in  th ree ways :  behav ioura l  segmenta t ion ,  

psychograph ic  segmenta t ion  o r  p ro f i le  segmenta t ion .   

Target  market ing  i s  the se lec t ion  process o f  one or  mul t ip le  segments as  the  focus 

fo r  a  company ’s  o f fe r ing  o f  communica t ions .  Target  market  se lec t ion  is  the  cho ice 

o f  what  and how many market  segments  in  wh ich  to  compete .  For  ta rg et  market  

se lec t ion  one can use four  s t ra teg ies :  und i f fe rent ia ted  market ing ,  d i f fe rent ia ted 

market ing ,  focused market ing  and cus tomized market ing .   

 

Further information and references for learning, teaching and 

assessment activities 

Other  in te res t ing  reads  to  ass is t  you in  segmenta t ion  o f  the  s i l ver  tour ism are :  

  In fo rmat ion  on market  oppor tun i t ies  wi th in  Eu rope ’s  S i l ver  economy:  EPRS 

(2015)  The Si l ver  Economy.  Ret r ieved on November  15 ,  2016 f rom 

h t tp : / /ec .europa.eu / research / innovat ion-un ion /pdf /ac t i ve -hea l thy -

age ing/eprs_s i l vereco.pdf   

  Genera l  in fo rmat ion  on market ing  and product  deve lopment  fo r  the sen ior  

market :  O ’Connor ,  Ja f fe ,  Ne i l  Lund,  Rogers  (2002) .  Market ing  and Produc t  

Deve lopment  fo r  the  sen ior  Market .  Ret r ieved on November  21 ,  2016 f rom 

h t tps : / /www.soa.org /L ib rary /Pro ceed ings /Record -Of -The-Soc ie ty -Of -

Ac tuar ies /2000 -09/2002/January / rsa02v28n3135pd.aspx  

 

 

 

 

 

 

 

 

 

http://ec.europa.eu/research/innovation-union/pdf/active-healthy-ageing/eprs_silvereco.pdf
http://ec.europa.eu/research/innovation-union/pdf/active-healthy-ageing/eprs_silvereco.pdf
https://www.soa.org/Library/Proceedings/Record-Of-The-Society-Of-Actuaries/2000-09/2002/January/rsa02v28n3135pd.aspx
https://www.soa.org/Library/Proceedings/Record-Of-The-Society-Of-Actuaries/2000-09/2002/January/rsa02v28n3135pd.aspx
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3.2 Positioning & Branding 

3.2.1. COMPETITOR ANALYSIS. 

In  fo rmula t ing  a  bus iness  s t ra tegy ,  managers must  cons ider  the s t ra teg ies  o f  the 

organ isa t ion ’s  compet i t o rs .  Even though in  h igh ly  f ragmented indus t r ies  a 

compet i to r  ana lys is  seems unnecessary ,  i t  i s  a v i ta l  par t  o f  the  s t ra teg ic  p lann ing 

wi th in  concent ra ted  indus t r ies  (Hoo ley ,  2012 ) .   

A compet i to r  ana lys is  has  two pr imary  ac t i v i t ies :  to  ob ta in  in fo rmat ion  about  the  

most  impor tan t  compet i to rs  and to  use th is  in fo rmat ion  in  o rder  to  pred ic t  the i r  

behav iour .  

The goa l  o f  a  compet i to r  ana lys is  i s  to  unders tand:  

  With  wh ich  compet i to rs  to  compete .  

  Compet i to rs ’  s t ra teg ies  and p lanned a c t ions .  

  How compet i to rs  might  reac t  to  a  company 's  ac t ions .  

  How to  in f luence compet i to r  behav iour  to  the  company ’s  own advantage.  

In  th is  case,  we use the  compet i to r  ana lys is  main ly  to pos i t ion  ourse lves  and 

deve lop our  b rand wi th in  the  S i l ver  Tour ism segm ent .  In  o rder  to success fu l l y  

conduc t  a  consumer  ana lys is ,  th is  un i t  e lement  in t roduces  a compet i to r  ana lys is  

templa te  tha t  can be f i l l ed  in  by the  marketer /manager  wr i t ing  the  market ing  p lan 

focus ing  on S i l ver  Tour is ts .   

The fo l lowing templa te  can be d i re c t l y  used,  fo l lowing the  ins t ruc t ions  be low:  

F igure  34 :  Compet i to r  A na lys is  Templa t e  

  Your 

company  

Compet i tor  

1  

Compet i tor  

2  

Compet i tor  

3  

Overv iew & Pro f i le      

Compet i t i ve  

Advantage  

    

Target  Market      

Market  Share      

Market ing  St ra teg ies       

Produc ts  & Serv ices      

Pr ic ing  & Cos ts      

Dis t r ibu t ion  Channe ls      

SWOT Ana lys is      

Source :  ht tp: / /b log.c l ien theartbeat .com/downloads/Compet i t ive -Analysis -Template .pdf  

http://blog.clientheartbeat.com/downloads/Competitive-Analysis-Template.pdf
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Instruct ions to  comple te  the Compet i tor  Analysis  Template  

1.  Compet i to r  Pro f i le   

Comple te  your  compet i to r  p ro f i le  and a  pro f i le  fo r  your  th ree most  impor tan t  

compet i to rs  ”  use sources  to  f ind  the  data  and t ry  and get  as  much in fo  as 

poss ib le .  

2 .  Compet i t i ve  Advantage  

Th ink  about  what  makes your  company  d i f fe rent  than your  compet i to rs .  Nex t ,  

do  the  same th ing  fo r  your  th ree compet i to rs .  I f  you ’ re  s t rugg l ing ,  p i ck  up  

the  phone and g ive  your  compet i to rs  a  ca l l  ”  jus t  ask  them!  Go one even 

s tep  fu r ther  and  ac tua l l y  ta lk  to  the i r  cus tomers.  

3 .  Target  Market   

Ident i fy  who your  ta rge t  market  i s  ( i f  you don ’ t  a l ready  know)  and then do 

some research on your  compet i to rs  to  see who the i r  ta rget  market  i s .  A good 

p lace to  s ta r t  wou ld  be the i r  webs i te  and look ing  a t  th e i r  adver t i s ing  

campaigns .  

4 .  Market  Share   

Comple te  a  market  share  ana lys is .  

5 .  Market ing  St ra teg ies   

Wr i te  down your  cur ren t  market ing  s t ra teg ies  and any  you have in  the 

p ipe l ine .  Now get  mov ing and see what  your  compet i to rs  are  do ing  ”  g ive 

them a ca l l ,  do  so me research on the i r  s i te  ”  do  whatever  you can to 

become more fami l ia r  w i th  the i r  s t ra teg ies .  

6 .  Produc t /Serv ice  Pro f i le   

Comple te  the  produc t /serv ice  mix ”  ra te  your  company ,  then your  compet i to rs  

on  a  cons is ten t  sca le  o f  1 -10 .  

7 .  Pr ic ing  and Cos ts   

Answer  a l l  these ques t ions  about  your  company  and your  compet i to rs .  

Pr ic ing  i s  an  observab le  source  so  you shou ld  be  ab le  to  ge t  most  o f  the  

answers  by  look ing  a t  your  compet i to rs  o f fe r ings .  

8 .  Dis t r ibu t ion  Channe ls   

Look  a t  your  company ’s  and your  compet i to r ’ s  d is t r ibu t ion  channe ls  ”  how 

many channe ls  and in termediar ies  are  be ing  used? Do they  spend more  t ime 

in  f ron t  o f  the  c l ien ts?  

9 .  SWOT Ana lys is   

Comple te  a  SWOT ana lys is  fo r  your  company  and your  compet i to rs .  
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3.2.2. SWOT ANALYSIS. 

SWOT ana lys is  i s  a too l  tha t  i s  used  to  eva lua te  one 's  St rengths ,  Weaknesses,  

Oppor tun i t ies  and Threats .  I t  i s  commonly used to  de termine the  pos i t ion  o f  a 

company ,  p roduc t  o r  p ro jec t  on  the  market ,  ident i fy  i t s  core  competences  and 

ana lyze how to  compete.  

SWOT ana lys is  cons iders  bo th  in te rn a l  fac tors  ( ie .  s t rengths  and weaknesses  o f  the  

organ iza t ion ,  p roduc t  o r  p ro jec t )  and ex terna l  fac tors  ( ie .  oppor tun i t ies and th reats  

presented by  the  ex terna l  env i ronment ) .  There  are  var ious  f ree  too ls  ava i lab le  on -

l ine .  

In  o rder  to  fu l l y  use the  potent ia l  o f  SWOT,  severa l  common mis takes  tha t  were  

ident i f ied  by  Chuchrová,  V i lamová,  and Koze l  (2015 )  were  t rans la ted  in to  ten  

mis takes  and how to  avo id  them.  S ince these mis takes  wer e  focused on the  

hea l thcare  indus t ry ,  the  authors  f ree ly  t rans la ted  the  mis takes fo r  use wi th in  the 

tour ism indus t ry .  A l l  t hese common mis takes  can be avo ided by  us ing  cont ro l  

ques t ions  tha t  can be found here :   

h t tp : / /www.unwe.bg/up loads /A l te rna t ives /A08_01.2010.pd f  (Va lkov ,  2012) .     

Mos t  common mis takes  in  SWOT ana lys is  a re :  

1 .  Subjec t i v i ty  a t  ident i fy ing  and eva lua t ing  the  factors .  

2 .  Incomple te  l i s t  and d is to r ted  sequence o f  eva lua t ion .  

3 .  Uni la tera l i sm in  the  se lec t ion  o f  the  in fo rmat ion  and in  the  eva lua t ion .  

4 .  Unfocused ana lys is .  

5 .  Lack  o f  quant i ta t i ve  evalua t ion  and benchmark ing .  

6 .  Unwi l l i ngness  to  de termine the  weaknesses  to  be  sought .  

7 .  Senior  management  per fo rms the  who le  ana lys is .  

8 .  The ana lys is  i s  no t  par t  o f  the  organ iza t ion  o f  the  management .  

9 .  Stra teg ic  ana lys is  wi thout  (s t ra teg ic )  da ta .  

10 .  Lack  o f  synchrony  between the  ana lys is  and any  changes ,  reduces  the 

s t ra teg ic  cho ice .  

 

 

 

 

 

http://www.unwe.bg/uploads/Alternatives/A08_01.2010.pdf
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3.2.3. PERCEPTUAL MAP. 

Based on the  compet i tor  and SWOT ana lys is ,  a  p erceptua l  map can be drawn up.  

The perceptua l  map is  a  usefu l  too l  fo r  de termin ing  the  posi t ion  o f  a  brand in  the 

marketp lace.  I t  i s  a  v isua l  representa t ion  o f  consumer  percept ions  o f  a  brand and 

i ts  compet i to rs ,  us ing  at t r ibu tes  (d imens ions)  tha t  a re  impo r tan t  to  consumers .  The 

key  s teps  in  p roduc ing  a  perceptua l  map are  as  fo l lows :  

1 .  Ident i fy  a  se t  o f  compet ing  brands  (compet i to r  ana lys is ) .  

2 .  Ident i fy  ”  us ing  qua l i ta t i ve  research (e .g .  g roup d iscuss ions)  ”  the  impor tan t  

a t t r ibu tes  consumers  use when choos ing  between brands  (d imens ions) .  

3 .  Conduc t  quant i ta t i ve  market ing  research where  consumers  score  each brand 

on a l l  key  a t t r ibu tes .  

4 .  Plo t  b rand on a  two -d imens iona l  map.  

In  a  f i c t iona l  example  be low,  severa l  ho te l  b rands  (cha ins)  a re  represented in  a  

perceptua l  map,  us ing the  d imens ions  o f  perce ived qua l i ty  (h igh or  low)  and 

perce ived pr ice  (h igh  or  low) .  By  c reat ing  a  perceptua l  map based on the  prev ious 

po in ts  and the  compet i to r  ana lys is ,  a  marketer  can f ind  out  eas i l y  wh ich  market  

pos i t ions  have a  lower  leve l  o f  compet i t ion .   

F igure  35 :  H ypothe t ica l  percep tua l  m ap  fo r  ho te l  cha ins  

Source :  h t tps : / / e t rave l w eek .com  

 
 

https://etravelweek.com/
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3.2.4. BRANDING. 

Af ter  we have ana lyzed t rends  in  our indus t ry ,  go t ten  to  know our  ta rget  cos tumers 

and the i r  behav iour ,  and unders tood both  our  compet i to rs  and ourse lves ,  we can 

s tar t  deve lop ing  our  b rand.  Le t 's  no t  confuse a  brand wi th  a  produc t  o r  a  serv ice  we 

are  se l l i ng  -  wh i le  a  produc t  i s  any th ing  tha t  sa t i s f ies  cos tumer  needs by  prov id ing  

benef i t  o r  va lue ,  a  brand d is t ingu ishes  our  company  f rom our  compet i to rs  and he lps 

us  compete  in  the  inc reas ing ly  aggress ive  marketp lace.  

Nowadays  brand ing i s  a l l .  S t rong brands  can great l y  inc rease va lues and pro f i ts  of  

companies .  The es t imated va lue  o f  Uber ,  the  b igges t  r i de  shar ing company  in  the 

wor ld ,  was  66 b i l l i on  do l la rs  in  June 2016 (a l though some exper ts  a rgue i t  i s  wor th  

"on ly "  28  b i l l i on  do l la rs )  whereby  the  company does  not  ever  own any  cars  nor 

d r i vers .  Brands  a lso  have pos i t i ve  e f fec ts  on  consumers '  percept ions  and 

pre ferences  wh ich  leads  to  consumer  loya l ty ,  a  much desi red  a t t r ibu te  in  tour ism. 

Consumers  are  normal ly  wi l l i ng  to  pay more  fo r  a  s t rong brand wh ich  resu l ts  in  

h igher  p ro f i ts  fo r  the  company .  Add i t iona l l y ,  a  s t rong core  brand is  a  great  base fo r  

b rand ex tens ions  tha t  au tomat ica l l y  rece ive  a  more  pos i t i ve  percept ion .  

Even though there  i s  no  ques t ion  about  the impor tance o f  b rand ing in  tour ism, 

Clarke  (2000)  ident i f ied  s ix  sal ien t  po in ts  regard ing  the  par t i cu la r  re levance of  

b rands  in  tour ism:  

1 .  Tour ism i s  typ ica l ly  a  complex ,  h igh - invo lvement  p roduc t ,  so  s t rong brand ing 

can he lp  s impl i fy  the  purchase dec is ion  by  reduc ing  the  cho ice  se t  and by  us ing 

the  logo as  a  t r igger  to  access  in fo rmat ion  about  the  company  and produc t  

a l ready  absorbed by  the  buyer ,  thu s  shor ten ing  the  usua l l y  ex tens ive  search o f  

in fo rmat ion .  

2. Branding can assis t in  countering the ef fects  of  in tangibi l i ty ,  from the basic  supply 

of a logo to the creation of a set of values in the potential  consumer 's  mind.  

3 .  Tour is t  exper iences  vary  ex t remel y .  Brand ing conveys  cons is tency  across 

mul t ip le  ou t le ts  and th rough t ime,  reassur ing  potent ia l  consumers  tha t  

s tandards  encountered wi l l  meet  the i r  expec ta t ions .  

4. Time became extremely valuable and an i l l -spent time through a poor hol iday 

decision can never be replaced. Branding can be used as a risk -reducing 

mechanism; it  can reduce the performance, social ,  psychological and economic r isk.  

5 .  Brand ing fac i l i ta tes  prec ise  segmenta t ion  and cont r ibu tes  to  the  task  o f  tour is t  

sa t i s fac t ion .  

6 .  Brands  he lp  peop le  to  wo rk  towards  the  same outcomes.  Wi th  a  h igh -contac t  

serv ice ,  such as  tour ism,  mot iva t ion  and teamwork  have a  h igh  pr io r i ty .  

We must  a lso  not  d ismiss  the  fac t  tha t  bu i ld ing  our  b rand  goes  hand  in  hand wi th  

our  des t ina t ion 's  and our  count ry 's  b rand.  We can hav e a  top  qual i ty  p roduc t  bu t  i f  

we are  based in  a  count ry  wi th  a  low reputa t ion ,  secur i ty  i ssues  or  o ther 

unat t rac t i ve  a t t r ibu tes ,  we wi l l  s t i l l  have d i f f i cu l t ies  se l l i ng  our  p roduc t .  
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3.2.5. Brand development. 

Brand development  i s  a  d i f f i cu l t ,  expens ive  and  lengthy  process  as  brands  are 

ex t remely  complex .  For  the  purpose o f  th is  un i t ,  we  have s impl i f ied  the i r  s t ruc ture ,  

p resent ing  the  brand as  a  pyramid  wi th  a vis ib le  par t ,  such as  name,  logo and 

s logan,  ie .  the  c reat i ve  e lements ,  tha t  convey your  b rand,  and  an  inv is ib le  par t  

wh ich  te l l s  the  s tory  and combines key  brand ident i ty  e lements  (Ruzz ier ,  2015).  

A l though the  inv is ib le  par t  o f  the  brand is  no t  seen by  the  end consumer ,  the  t rue  

brand ex is ts  in  the  mind o f  the  user  as  a  co l lec t ion  o f  endur ing  in tang ib l e  va lues 

(Southgate ,  1994) ;  i t ’ s  the  ent i re  exper ience your  cus tomers have wi th  your 

company ,  p roduc t ,  serv ice  or  des t ina t ion ,  and is  bu i l t  th rough cus tomer  in te rac t ion 

wi th  the  produc t /serv ice  and th rough peop le  to  peop le  in te rac t ion .  

Figure 36:  Brand Pyramid

 
Source:  Ruzz ier ,  2015  

In  the  process  o f  s to ry  deve lopment ,  t ry  to  focus  on the  emot ional  benef i ts  s ince 

emot ions  p lay  a  key  ro le  in  tour ism.  Look  a t  the  emot iona l  benef i ts  and bo i l  them 

down to  one th ing  tha t  your  cus tomers  shou ld  th ink  o f  when they  th ink  o f  you.  

That ’s  what  your  b rand shou ld  represent .   

Un i t  2  descr ibes  how emot ions  work .  L ink  wha t  you have learned here  wi th  what  

Un i t  2  has  sa id  to  c reate  an emot iona l  b rand a l igned wi th  your  ta rget  market .   
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Storytelling 

Story te l l i ng  i s  a  methodo l ogy  wh ich  t r ies  to connec t  your  b rand wi th  the  emot iona l  

par t  o f  the  bra in  o f  your  ta rget  g roup,  insp i r ing  to  change how peop le  behave.  A 

s tory  i s  the  resu l t  o f  thousands  o f  in te rac t ions  and exper iences  and i t  becomes the  

' l ens '  th rough wh ich  we in terpre t  the  wor ld  around us .  A l l  s to r ies have a  core 

message wh ich  can be in terpre ted in  d i f fe ren t  ways ,  depend ing on  exper iences,  

needs  and wishes  o f  the  ta rget  g roup.   

Story te l l i ng  i s  a  great  too l  fo r  leaders  seek ing new behav iours  in  thei r  teams and 

fo r  b rands  in  order  to  pos i t ion  brand ident i ty  e lements  in  the  hear t  o f  the  ta rget  

pub l i c  and mov ing them to  ac t ion .  

Brand identity 

I t  is  extremely  important  t o  capture  the r ight  combinat ion of  brand ident i ty  

e lements that  wi l l  fo rm a unique brand in  the eyes of  the consumers.  

In  the  deve lopment  o f  v isua l  e lements ,  you can use d i f fe rent  approaches  fo r  

naming your  brand  whereby  there  i s  less  room for  c reat i v i ty  fo r  des t ina t ions ;  there 

can emphas ize  the i r  pos i t ion  wi th  the  posi t ion ing  s ta tement  (see be low) .  There  are  

th ree main  brand naming s t ra teg ies :   

  A fami ly  b rand name is  used fo r  a l l  p roduc ts  o f  a  brand.  I t  he lps  the  success  of  

a l l  p roduc ts  because i t  a l ready  car r ies  a  success fu l  name.  But  i f  one o f  them is  

unsuccess fu l ,  the  reputa t ion  o f  the  brand i t se l f  can be ru i ned.  Examples :  

Goog le ,  He inz .   

  The ind iv idua l  b rand name does  not  ident i fy  wi th  the  company tha t  has  c reated 

i t .  For  example ,  Proc te r  & Gamble  owns Pampers ,  Pr ing les  and Durace l l .  Th is  

can be done when each brand needs  an own ident i ty .   

  With  combinat ion  br and names,  bo th  prev ious  brand names are  combined.  The 

company is  recogn ized wh i le  the  ind iv idual  b rands  can be ident i f ied .  Examples :  

Ke l logg ’s  A l l  Bran,  Mic rosof t  Windows XP.  

Slogan 

Bes ides  the  name o f  your  b rand you shou ld  a lso  th ink  about  the  slogan  o f  your  

bus iness  or  a  des t ina t ion .  In  a  s logan you shou ld  capture  the  essence o f  your 

b rand 's  p romised consumer  benef i t  i n  one shor t  phrase.  A  good s logan invokes 

pos i t i ve  images ,  has  an immedia te  cogn i t i ve  e f fec t  and i s  memorab le  and durab le .  

Who does  not  kn ow the  "What  happens  in  Vegas ,  s tays  in  Vegas"  s logan? Other  

examples  inc lude Mex ico  -  L ive  i t  to  Be l ieve  i t ,  Inc red ib le  Ind ia  and There 's  

NOTHING l i ke  Aus t ra l ia .  
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Logo 

Along wi th  the  name and the  s logan,  logo (symbol )  i s  the  th i rd  key  par t  o f  bu i ld ing  

your  ident i ty .  I t  has  a  s ign i f i cant  impac t  on  brand percept ion  as  i t  he lps  to  s t ress  

the  essence o f  the  brand.  Kapferer  (1998)  equates  logo wi th  a  s ignature ,  say ing 

tha t  the  logo re f lec ts  t he  wea l th  and se l f -es teem of  a  brand jus t  l i ke  a  s ignature 

re f lec ts  the  persona l i ty  o f  an  ind iv idua l .  

Pos i t i ve  examples :  

Erzgeb i rge  i s  a  r i ch  min ing  area on the 

border  o f  Germany and the  Czech Repub l i c  

tha t  se lec ted a  fan tas t i c  logo,  any th ing  but  

p rov inc ia l .  

 

Peru ’s  logo incorpora tes  a  cu l tu ra l  mot i f  

to  p roduce a  d is t inc t i ve  brand mark .  

 

Odessa ’s  s imple  anchor  logo re ferences 

i ts  de f in ing  locat ion  on the  coas t  o f  the  

B lack  Sea,  and i s  pa i red  wi th  a  beaut i fu l  

typeface.  

 

Source :  h t tps : / / 99des ign s .com  

 

  

http://www.underconsideration.com/brandnew/archives/perus_new_brand.php
https://99designs.com/
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3.2.6. BRAND POSITIONING. 

Brand bu i ld ing  i s  a  long - te rm ac t i v i ty .  I t  i s  d i f f icu l t  to  become rea l l y  success fu l ,  bu t  

once a  brand does  i t  can endure  fo r  a  very  long t ime.  The anatomy o f  b rand 

pos i t ion ing  (see  f igure  on the  r igh t )  can be used to  ana lyze the  cur rent  pos i t ion  of  

a  brand in  the  market  and fo rm the  bas is  o f  a  new brand pos i t ion ing  s t ra tegy .   

  Brand domain :  the  brand ’s  ta rget  market ,  i .e .  where  i t  competes  in the  

marketp lace.   

  Brand her i tage:  the  bac kground to  the  brand and i ts  cu l tu re .  How i t  has  

ach ieved success  (and fa i lu re)  over  i t s  l i fe .  

  Brand va lue :  the  core  va lues  and charac ter i s t i cs  o f  the  brand.  

  Brand assets :  what  makes  the  brand d is t inc t ive  f rom o ther  compet ing  

brands  ( fea tures ,  images  and r e la t ionsh ips  e tc . ) .  

  Brand persona l i ty :  the  charac ter  o f  the  brand  descr ibed in  te rms o f  o ther 

th ings  (peop le ,  an imals  or  ob jec ts . )  Ce lebr i t y  endorsement  o f  b rands 

g ives  them persona l i ty .   

  Brand re f lec t ion :  how the  brand re la tes  to  se l f - ident i ty ;  how the  

cus tomer  perce ives  h im/herse l f  as  a  resu l t  o f  buy ing /us ing  the  brand.  

  

 

The f ina l  impor tan t  s tep  i s  the  def in i t ion  o f  your  posi t ioning s tatement ,  a  

memorab le ,  image -enhanc ing,  wr i t ten  summat ion  o f  your  desi red  repute .  Accord ing 

to  Fahy  & Jobber  (2012)  your  pos i t ion ing  sta tement  shou ld  be  your  in te rna l  

market ing  gu ide l ine  fo r  the  fo l lowing ques t ions :   

  Who you primary market  i s .  

  What  you want  to  communicate  to  your  p r imary  market .  

  How you want  to  posi t ion  your  b rand.  

  The value  you want  your  cus tomer  to  see yo ur  b rand over  o ther  b rands .  
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The pos i t ion ing  s ta tement  must  be  above a l l  conv inc ing  fo r  your  cus tomers .  

A common template for  wri t ing a posit ioning statement & Si lver  Tourism 

Example  

For [ inser t  Target  Market ] ,  the [ inser t  Brand]  is  the [ inser t  Po in t  o f  

Di f ferent ia t ion 22 ]  among a l l  [ inser t  Frame of  Reference 23 ]  because [ inser t  

Reason to  Bel ieve  24] .  

Example:   

For  sen ior  t rave l ers ,  L inkedAge  is  the  only spec ia l i zed book ing  and 

network ing  p la t fo rm tha t  o f fe rs  them the poss ib i l i t y  to  t rave l  in  the i r  own 

rhy thm in  a  sa fe ,  t rus twor thy  env i ronment .  The un ique a l l - inc lus ive 

package a  sen ior  res idence can o f fe r  compared  to  a  ho te l  encompasses 

soc ia l  and cu l tu ra l  ac t iv i t ies ,  excurs ions  and medica l  and soc ia l  suppor t  

to  the  ex ten t  needed. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
22 The  po i n t  o f  d i f f e r en t ia t i on  des c r ibe s  ho w yo u r  b r and  o r  p rod uc t  bene f i t s  c us tomers  i n  

ways  tha t  se t  you  a pa r t  f r om y ou r  compe t i t o r s .  
23 The  f r am e  o f  r e fe rence  i s  t he  se gmen t  o r  ca t ego ry  i n  wh ich  you r  compan y  co mpe tes .  
24  The  reaso n  to  be l i eve  i s  j us t  wh a t  i t  sa ys .  Th is  i s  a  s ta t emen t  p rov id in g  compe l l i ng  

ev iden ce  and  re ason s  wh y  cus t omers  i n  you r  t a rg e t  marke t  c an  hav e  co n f i dence  i n  you r  

d i f f e ren t ia t i on  c la im s .  

 

http://www.linkedage.com/
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Conclusion 

Pos i t ion ing  i s  the  las t  s tep  o f  the  STP -process .  In  o rder  to  de f ine  the  pos i t ion  in 

the  market ,  cus tomers ,  compet i to rs  and company i tse l f  have to  be  cons idered.  For  

th is  purpose,  too ls  such as  compet i to r  ana lys is ,  SWOT ana l ys is ,  and perceptua l  

map are  used.  The nex t  s tep  i s  b rand deve lopment ,  a  d i f f i cu l t ,  expens ive  and 

lengthy  process .  Story te l l i ng  techn ique might  come in  handy when deve lop ing  the 

pos i t ion ing  o f  you brand.  Las t  bu t  no t  leas t ,  do  not  fo rget  to  wr i te  your  pos i t ion ing  

s ta tement  -  a  memorab le ,  image -enhanc ing,  wr i t ten  summat ion  o f  your  des i red 

repute .  

 

Further information and references for learning, teaching and 

assessment activities 

  Chuchrová,  K. ,  V i lamová,  Š. ,  & Koze l ,  R.  (2015) .  SWOT ana lys is  as  a  

s tandard ized app l i ca t ion  in  indus t r ia l  companies .  Paper  presented a t  the 

Conference Proceed ings  o f  the  3rd  In ternat iona l  Sc ien t i f i c  Conference.  

  Clarke ,  J .  (2000) .  Tour i sm brands :  An exp lora tory  s tudy  o f  the  Brands  Box  

Mode l .  h t tp : / / journa ls .sagepu b.com/do i /pd f /10 .1177/135676670000600404  

  Fahy ,  J . ,  & Jobber ,  D.  (2012) .  Foundat ions  o f  market ing :  McGraw -Hi l l  

Educat ion .  

  Hooley ,  G.  P.  (2012) .  NF and Nicou laud,  B. (2008) , ‚Market ing  St ra tegy  and 

Compet i t i ve  Pos i t ion ing, ‛ .  Prent i ce  Educat ion .  Har low.  S,  7 ,  1 4-15 .   

  Kapferer ,  J .  N.  (1998 ) .  St ra teg ic  brand management .  Kogan Page,  London.  

  Valkov  (2012) .  Ten Mis takes  a t  the  Usage o f  the  SWOT -Ana lys is  in  the  

St ra teg ic  Market ing  P lann ing in  the  Hea l thcare  ins t i tu t ions .   

h t tp : / /www.unwe.bg/up loads /A l te rna t ives /A08_01.2010.pdf   

  Ruzz ier ,  M. ,  & Ruzz ier ,  M.  (2015) .  Star tup  Brand ing Funne l .  Mer i tum,  

L jub l jana.  

  Southgate ,  P.  (1994)  `Tota l  Brand ing by  Des ign:  How to  Ma ke your  B rand 's  

Packag ing More  Ef fec t i ve ' ,  Kogan Page,  London .  
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3.3 Marketing Tools 

3.3.1. SILVER TOURISM MARKETING. 

The segment  o f  s i l ver  tour is ts  i s  s t i l l  cons idered re la t i ve ly  new,  hence there  i s  not  

much l i te ra ture  address ing  the  i ssue o f  market ing  tour ism produc ts and serv ices in 

th is  f ie ld .  The f i rs t  ques t ion  tha t  a r i ses when d iscuss ing market ing  for  the  sen iors 

i s  the  very  de f in i t ion  o f  a  s i l ver  tour is t .  As  we  have learned so  fa r ,  au thors  cannot  

even agree on the i r  age (some def ine a  s i lver  tour is t  as  an ind iv idua l  over  50  years 

wh i le  o thers  on ly  over  65) .  That  i s  why  Grande (1993)  sugges ted that  cogni t ive 

age  -  whether  sub jec t i ve  or  se l f -perce ived -  shou ld  be  used as  an a l te rnat i ve  to 

chrono log ica l  age and tha t  s i l ver  tour is ts  shou ld  be  segmented based on the  se l f -

perce ived age,  wh ich  i s  what  se ts  the  l i festy le  by  de termin ing  a t t i tudes ,  in te res ts  

and op in ions .   

But  as  A lén ,  Dominguez  and Losada (2012)  found,  ins tead o f  cogn i t i ve  age,  

chronological  age  and ret i rement  are  st i l l  most  commonly used for  the 

market ing purposes.  O f  course  chrono log ica l  age i s  a  too  s imple  c r i te r ion  in  

regards  to  the  heterogen eous  group o f  sen iors  and the  re t i rement  c r i te r ion  i s  too  

res t r i c t i ve .   

When market ing and sel l ing products  and serv ices to  the s i lver  tour ism 

segment ,  le t 's  keep in  mind the fact  that  s i lver  tour ists  are  probably  above 55,  

ret i red or  non- ret i red ,  wi th  d i f ferent  income levels ,  wi th  d i f fe rent  heal th  

issues,  and most  important ly ,  wi th  ext remely  d i f ferent  in terests .  

When shap ing messages  fo r  the  s i l ver  tour ism segment ,  th ink  about  the  language 

you use.  Unt i l  recent ly ,  sen iors  d id  no t  l i ke  be ing  ca l led  "sen iors " ,  however ,  a  

change took  p lace as  po l l s  f rom 2015 show.  The connota t ion  the  word  car r ies  i s  no 

longer  negat ive ,  as  the  p ic tu re  o f  sen iors  and  the  ac t  o f  ag ing  in  the  soc ie ty  has 

changed;  wi th  the  growing number  o f  peop le  aged 60 and over ,  "sen ior "  today 

re f lec ts  somebody  wi th  a  lo t  o f  exper ience,  competences  and se l f -conf idence.  

However ,  do  not  address  your  ta rget  as  " the  e lder ly " .  

Some o ther  t ips :  The communica t ion  s ty le  you use shou ld  be  same as  fo r  younger  

cus tomers .  Messages  shou ld  be  c lear ly  s t ruc ture d and log ic ,  poss ib ly  wi th  some 

nos ta lg ic  re ferences .  Pr in ted  mater ia ls  shou ld  be  la rge and leg ib le .  When se lec t ing 

photos ,  choose e lder ly ,  bu t  v i ta l  peop le .   
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3.3.2. TRADITIONAL MARKETING IN SILVER TOURISM.  

With  t radi t ional  marke t ing ,  the  authors  o f  th is  e lement  re fer  to  o f f l i ne  market ing  

methods  used before  the  r i se  o f  the  in te rnet  bu t  cur ren t l y  s t i l l  i n  use.  These 

methods  fa l l  under  promot ion ,  one o f  the 4Ps  o f  the  market ing mix .  The concept  of  

p romot ion  can be def ined as  fo l lows :  Promot ion  i s  the  coo rd ina t ion  o f  a l l  se l le r -

in i t ia ted  e f fo r ts  to  se t  up  channe ls  o f  in fo rmat ion  and persuas ion  to  se l l  goods  and 

serv ices  or  p romote  an idea.  Promot ion  i s  bes t  v iewed as  the  communica t ion 

func t ion  o f  market ing .  In  shor t  we can say  i t  i s  the  s t ra tegy  to  c reate  awareness .  

The promot ional  mix  covers  a  number  o f  methods  used fo r  se l l i ng  produc ts  and 

serv ices ,  such as  adver t i s ing ,  pub l i c  re la t ions ,  persona l  se l l i ng ,  sa les  promot ion ,  

d i rec t  and guer i l l a  market ing  e tc .  Each o f  these methods  are  used in  d i f fe rent  

c i rcumstances .  

  

When se l l ing  a produc t  o r  serv ice to  S i l ver  Tour is ts ,  the  dec is ion  on wh ich 

t rad i t iona l  (o f f l i ne)  p romot iona l  methods  to  use shou ld  be  based on the  segment  of  

s i l ver  tour is ts  we are  target ing  and the  product  or  serv ice  we are  se l l i ng .  We must  

answer  fo l lowing ques t ions :  

1)  Whom  a re  we address ing? I s  i t  on ly  our  po tent ia l  c l ien ts  or  is  i t  maybe a lso 

the i r  fami ly  (espec ia l l y  in  s i l ver  tour ism sons and daughters  might  have a 

b ig  in f luence on the i r  parents '  dec is ion)?  What  i s  the  l i fes ty le  o f  our  ta rg e t  

g roup?  

2)  What  i s  the  purpose  o f  our  message? Are  we communica t ing  a  new serv ice 

to  po ten t ia l  c l i en ts  o r  remind ing  our  ex is t ing  c l ien ts  about  a  cer ta in  p roduc t?  

3 )  What  do  we want  to  say  and how?  

4)  How of ten  do  we want  t o  communica te? How much does  th is  cos t  us ? 

5)  Which channels  and e lements  o f  p romot iona l  m ix  wi l l  we use?  
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We must  a lso  remind ourse lves  tha t  cus tomers can be reached by  our  messages  in 

th ree phases ,  whereby  contents  and media  wi l l  d i f fe r :   

1 )  pre-hol iday phase ,  i e .  the  dec is ion  making phase when custo mer  

researches  the  market ,  ga thers  in fo rmat i on ,  examines  poss ib i l i t i es ,  

compares  them,  makes  the  f ina l  dec is ion  and books  the  chosen ho l iday;  

2 )  during hol iday  when cus tomer  i s  look ing  fo r  add i t iona l  o f fe r ;  

3 )  af ter  hol iday  when cus tomers  wi l l  share  the i r  exper i ence and leve l  o f  

sa t i s fac t ion ,  ta lk  to  f r iends  and/or  share  on soc ia l  med ia ,  and eventua l l y  

re turn  to  phase 1 .  

In  the  dec is ion  mak ing phase,  tour is ts  use fo rmal  in fo rmat ion  sources ,  such as 

t rave l  agents ,  b rochures ,  t rave logues ,  gu idebooks  and maps,  and i n formal  

in fo rmat ion  sources ,  such as  f r iends  and re la t ives .  Stud ies  have shown tha t  there 

i s  no  ru le  on  where  s i l ver  tour is ts  wi l l  l ook  fo r  in fo rmat ion ;  upper -c lass  males 

apparent l y  re ly  more  on fami ly  and persona l  sources  wh i le  lower -c lass  females  re ly  

more  on newspapers  and magaz ines  as we l l  as the i r  ne ighbours  (Pat te rson,  2006) .  

Al l  in  a l l ,  pr int  media  was found to  be  the  most  s igni f icant  in format ion source 

used by the older  market  as  a  whole ,  suggest ing that  th is  source of  

informat ion needs  to  be funded  more than other  sources.  

The cos t  o f  acqu i r ing  a  new cus tomer  i s  about  4  to  10  t imes  h igher  than the  cos t  o f  

an  ex is t ing  one,  hence i t  i s  very  impor tan t  to  re ta in  ex is t ing  cus tomers ,  espec ia l ly  

on  a  very  compet i t i ve  market  such as  tour ism market .  That  i s  why  we must  regu lar l y  

keep our  cus tomers  in formed  about  new produc ts ,  serv ices ,  fea tures and benef i ts  

over  t ime.  There are  more ways to  achieve th is .  

Advertising 

Advert is ing  i s  a  method o f  p resent ing  a  message to  persuade a  big audience  to  

purchase or  take  some ac t ion  upon produc ts  or  serv ices .  An adver t i sement  cons is ts  

o f  the  brand name o f  the  produc t  o r  serv ice  and i ts  benef i ts  to  users.  Med ia  used 

fo r  adver t i sement  a re  te lev is ion ,  rad io ,  newspapers ,  magaz ines,  b i l l boards ,  

pos ters ,  b rochures ,  per iod ica ls ,  c inema e tc .   

Adver t i sements  are  p laced in  the  media  main ly  wi th  the  ob jec t ive  to  create  

awareness  about  ex is tence o f  a  produc t  o r  a  serv ice .  Once the  cus tomers  are 

aware  o f  i t ,  they  need to  be  constant ly  reminded  about  i t  i n  o rder  no t  to  fo rget  

tha t  someth ing  i s  ava i lab le  on  the  market .  The ob jec t i ve  o f  repeated  

adver t i sements  i s  to  in f luence the buying decis ion  and a t t rac t  bo th  new and 

ex is t ing  cus tomers .   

S ince s tud ies  have shown tha t  newspapers  and magaz ines  have the  b igges t  impact  

on  the  dec is ion  mak in g process  o f  e lder ly  tour is ts ,  one shou ld  ident i fy  key  nat iona l  

and in ternat iona l  p r in t  med ia  fo r  tha t  ta rget  g roup.  Add i t iona l l y ,  depend ing on the  

type o f  the  produc t  and the  segment  ins ide  the  50+ we are  ta rget ing ,  i t  makes 

sense to  ident i fy  themat ic  med ia  as  we l l .  To  secure  space in  pr in ted  media  in  fo rm 
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of  a  genu ine ar t i c le  ins tead o f  an  adver t i sement,  i t  m ight  come usefu l  to  o rgan ize  a  

press  s tudy  tour  -  a lone or  in  coopera t ion  wi th  des t ina t ion .  

Sales promotion 

Once our  cus tomers  are  in fo rmed about  our  of fe r ,  sales promot ion  too ls  wi l l  be 

used to  s t imu la te sa les.  Sa les  promot ion  i s  a shor t - te rm mechan ism,  loya l ty  cards 

be ing  the  on ly  except ion .  Main  goa ls  o f  sa les  promot ion  are  to  acqu i re  new gues ts ,  

ra ise  awareness  about  a  produc t  o r  a serv ice ,  encoura ge gues ts to  sample  the 

nove l ty ,  inc rease out  o f  season demand,  a t t rac t  gues ts  f rom our  compet i to rs ,  

p ro long l i fecyc le  o f  a  produc t  o r  a  serv ice ,  and to  se l l  someth ing  in  la rger  

quant i t ies .  Cus tomers wi l l  be  a t t rac ted towards  discounts  (ear l y  b i rd  10  % 

d iscount ,  weekday  d iscount ,  las t  m inute) ,  packages (weekend package) ,  g i f ts  (buy  

1 ,  ge t  1  f ree ;  second person f ree ;  pay  4  days ,  s tay  5 ) ,  specia l  hol iday of fers  

(Chr is tmas o f fe r ,  Va len t ines  package) .  

S ince a  la rge propor t ion  o f  s i l ver  tour is ts  i s  re t i red ,  many  hote ls  wi l l  o f fe r  spec ia l  

packages  and d iscounts  dur ing  weekdays ,  thereby  f i l l i ng  the i r  capac i t ies  in 

normal ly  qu ie ter  days .  These packages  can be longer  than normal  (up  to  7  days)  

and wi l l  i nc lude pamper ing  serv ices ,  re laxat ion ,  massages ,  easy  h ik ing 

oppor tun i t ies ,  hea l thy  d ie t  e tc .   

Another  impor tan t  aspec t  o f  sa les  promot ion  are  fa i rs ,  events  and  workshops.  

S ince you are  se l l i ng  tour ism re la ted  serv ices  and produc ts ,  i t  makes  sense to 

ident i fy  most  impor tan t  B2B and B2C tour ism events ,  bo th  nat iona l  and  

in ternat iona l  (eg .  WTM London,  ITB  Ber l in ) ,  bu t  do  not  fo rget  to  cons ider  o ther  

events  where  the  poten t ia l  ta rget  g roup might  ga ther  (eg .  ded ica ted events  fo r  the  

sen iors ,  such as  Fes t iva l  o f  the  Th i rd  Age h t tp : / /en . f3zo .s i / fes t i va l - l j ub l jana/  o r  

themat ic  fa i rs ) .  In  add i t ion  to  sen ior  events ,  cons ider  reach ing sen iors th rough ar ts  

and cu l tu ra l  events  l i ke  concer ts ,  p lays ,  movie  theat res ,  o r  a t  l i b rar ies .  Sen iors 

have more  spare  t ime than any  o ther  age gro up,  so  ask  yourse l f ,  there  they  spend 

i t .  

Personal selling 

Another  impor tan t  e lement  o f  tour ism promot iona l  m ix  i s  personal  se l l ing.  Tour ism 

companies  have spec ia l i zed sa les  depar tments  tha t  se l l  par t ia l  tour ism serv ices  or  

packages  to o ther  bus iness ,  such  as  tour opera tors  and t rave l  agencies  (B2B) .  In  

case o f  shap ing and se l l ing  a  spec ia l i zed of fe r  fo r  sen iors ,  i t  i s  impor tan t  to  

ident i fy  key  bus iness  par tners  and spec ia l i zed agenc ies .  There  are  not  as  many 

spec ia l i zed tour  operators  as  there  are  those wh o are  ab le  to adapt  the i r  

p rogrammes to  the  needs  o f  s i l ver  tour is ts ,  such as  in te res ts ,  ways  o f  t rave l  and 

means  o f  t rave l .  Examples  o f  recogn ized tour  opera tors  inc lude Roadscho lar ,  Grand 

European Tours  and Sen ior  Discovery  Tours .  

However ,  a  s ign i f i cant  share  o f  tour ism produc ts ,  eg .  add i t ional  bo t t le  o f  w ine  at  

d inner ,  excurs ion ,  spa t rea tment  . . .  i s  purchased on -s i te  th rough indiv idual  s taf f  

http://en.f3zo.si/festival-ljubljana/
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(B2C) .  In  o rde r  to  success fu l l y  se l l  our  p roduc ts  to  s i l ver  tour is t s ,  i t  i s  very  

impor tan t  to  have a  h igh ly  mot iv a ted and we l l  t ra ined s ta f f  in  bo th  pe rsona l  sa les 

methods  and s i l ver  tour is ts  needs .   

Public relations 

Publ ic  re lat ions (PR)  ac t i v i t ies  are  a  complementary  par t  o f  o rgan iza t ion 's  

market ing .  I t  i s  the  prac t i ce  o f  manag ing the  spread o f  in fo rmat ion  be tween us  and 

the  main  tour ism s takeho lders ,  such as  potent ia l  and ex is t ing  cus tomers ,  owners ,  

shareho lders ,  supp l ie rs ,  d is t r ibu t ion  channe ls ,  compet i to rs ,  employees ,  un ions ,  

assoc ia t ions  and chambers ,  government ,  med ia ,  loca l  communi ty . . .  ,  and to  t ry  to  

in f luence them ra ther  t han buy  p lacement  fo r  b rand content .  Accord ing  to  severa l  

au thors ,  the  most  used PR too ls  in  tour ism are  media re lat ions  ( inc lud ing  press 

re leases ,  p ress  conferences ,  med ia  s tudy tours  . . . )  and sponsorships  (mos t ly  of  

loca l  events ,  fes t i va l s ,  bu t  a lso  a t t rac t ions) .   

As  a  s i l ver  tour ism serv ice  prov ider  i t  wou ld  make sense to  consider  sponsor ing  or  

co-organ iz ing  an event  tha t  i s  p r imar i l y  ta rget ing  our  des i red  cus tomers .  We can 

a lso  c reate  such an event  to  ra ise  awareness  about  us  and our  p ro duc ts ,  inv i t ing 

loca l  communi ty  and bus iness  to  jo in  us .  In  the  sp i r i t  o f  sus ta inab le  tour ism 

deve lopment  and the  impor tance o f  CSR,  we can a lso  spread pos i t i ve  image o f  our  

o rgan iza t ion  by  choos ing  a  loca l  a t t rac t ion  and  suppor t  i t  e i ther  f inanc ia l l y  o r  e g .  

by  mak ing i t  more  access ib le  to  the  e lder ly  ( thereby  d i rec t l y  address ing  our  users '  

needs) .  

Direct marketing 

Once we have engaged a  cus tomer ,  i t  i s  impor tan t  to  es tab l i sh a  long - te rm 

re la t ionsh ip  wi th  them.  In  order  to  ach ieve th is ,  we use direct  market ing  too ls ,  

many  o f  wh ich  have nowadays  become d ig i ta l .  I f  i n  the  pas t  o rgan iza t ions  used to 

se l l  persona l  mai l ing ,  news le t te rs  o f  today  are  most ly  sent  v ia  e -mai l .  

For  e f f i c ien t  use o f  d i rec t  market ing ,  i t  i s  impor tan t  to  compi le  a  da tabase o f  

re levant  con tac ts .  Bes ides  the  contac t  address ,  number  and/or  e -mai l ,  i n fo rmat ion  

about  cus tomers  age,  hab i ts  and in teres ts  wi l l  he lp  us  ta rget  our  po tent ia l  c l ien ts  in 

a  more  e f f i c ien t  manner .  S ince cus tomers  are  cons tant l y  bombarded wi th  

messages ,  i t  i s  rea l l y  impor tan t  to  ident i fy  whom we wan t  to  ta rget  and  what  we are  

o f fe r ing .  Send ing a  spec ia l  sen iors  weekend package o f fe r  to  an  inbox  o f  an  18 -

year  o ld  does  not  do  us  any  good.  

Assignment:  

1)  Determine wh ich  t rad i t iona l  market ing  methods  your  company  uses  and 

d iscuss  wi th in a  group wh ich  o f  these media  channe ls  have proved most  

e f f i c ien t  in  reach ing your  ta rget  g roups .  

2 )  Of these t rad i t iona l  market ing  methods ,  d iscuss  wh ich  wou ld  be most  

e f f i c ien t  to  reach Si l ver  Tour is ts .  
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Case Study 

Hi l ton Fami ly  o f  Hote ls  50Plus Prog ramme 

In  2007,  the  Hi l ton  Fami ly  o f  Hote ls  in  Canada 

s tar ted  o f fe r i ng  pre fer red  ra tes  to  any  t rave ler  age 

50 and over  th rough the  Hi l ton  Fami ly  o f  Hote ls  

50Plus  program.  The  nove l ty  was  in t roduced 

because o f  a  growing demand fo r  a  h igh -qua l i ty  

ho te l  exper i ence among consumers  aged 50 -p lus  in  

Canada,  a  segment  tha t  represented the  fas tes t  g rowing age group  in  the  count ry  

and one tha t  has  taken 38 percent  o f  a l l  t r ips  be tween 2004 and 2006.  As  a  resu l t ,  

the  Hi l ton  Fami ly  o f  Hote ls  o f fe red a  10 percent  d iscoun t  o f f  the  Bes t  Ava i lab le 

Rate ,  p rov id ing  t rave lers  50  and over  more  f lex ib i l i t y  and accommodat ions  cho ices 

wh i le  t rave l l ing  fo r  le isu re .  To s t imu la te  more  awareness  about  the  Hi l t on  Fami ly  o f  

Hote ls  o f fe r ings  among the  50 -and-over  t rave l l ing  segment  in  Can ada,  the  Hi l ton  

Fami ly  o f  Hote ls  teamed up wi th  www.50Plus .com in  a  market ing  and promot ions  

ar rangement  tha t  enab led t rave lers  to  ga in  t rave l  t ips ,  read ed i to r ia l  fea tures  and 

learn  about  t rave l  p romot ions  l i ke  the  Hi l ton  Fami ly  o f  Hote ls  50Plus  promot ion .  
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3.3.3. DIGITAL MARKETING IN SILVER TOURISM. 

In  the  las t  decade,  in te rnet  evo lved f rom a  phenomenon to  an  in tegra ted par t  o f  the  

da i l y  l i ves o f  b i l l i ons  o f  peop le  g loba l l y .  In  2014,  a round 40 % (3  b i l l i on  peop le)  o f  

the  wor ld ’s  popu la t ion  ha d an in ternet  connect ion  wh ich  was  a  7 .9  % inc rease o f  

users  compared to  2013  ( In ternet  L ive  Sta ts ,  2014) .  1 .79  b i l l i on  in te rne t  users  a lso 

used soc ia l  med ia  a t  tha t  t ime ”  59.6  % o f  t o ta l  in te rnet  users  (Sta t i s ta ,  2015) .  

Wi th  an  es t imated inc rease to  2 .44  b i l l i on  soc ia l  med ia  users  in  2018,  in te rnet  and 

soc ia l  med ia  have become the  major  fo rm o f  g loba l  communica t ion .  Wi th  582 mi l l i on 

users ,  Europe is  the  second b igges t  market  o f  in te rnet  users  wi th  As ia  as  the 

lead ing  market  wi th  1 ,4  b i l l i on .  ( In te rnet  Wor ld  Sta ts ,  2014) .  These numbers  show 

tha t  the  in te rnet  penetra t ion  i s  the  h ighes t  in  wes tern ized markets fo l lowed by  

deve lop ing  markets  (e .g .  As ia) .  I t  can be assumed tha t  there  i s  a  connec t ion 

between wea l th  and the  usage o f  in te rnet  s ince Nor th  Amer ica  an d Europe make up 

fo r  62  % o f  the  to ta l  ne t  wea l th  wor ldwide (Dav ies ,  L luberas ,  & Shor rocks ,  2012) .   

Th is  t rend does  not  on ly  in f luence young peop le  but  s ta r ts  to  reach the  50+ 

segment .  Accord ing  to  the  Pew Research Cen t re ,  in te rnet  use among those 65+ 

grew 150 % between 2009 and 2011,  the  la rges t  g rowth  in  a  demograph ic  group.  

Fur thermore ,  the i r  2012 s tudy  showed tha t  o f  those tha t  go  on l ine ,  71  % do so  da i ly  

and 34 % use soc ia l  med ia .  Data  a lso  shows tha t  wh i le  teens  are  mov ing away f rom 

Facebook ,  the  o lde r  genera t ion  has  found tha t  i t  serves  them qu i te  we l l .  Same goes 

fo r  Twi t te r  and Skype.  

Wi th  more  sen iors  us ing  in te rnet  in  2017,  i t  makes  sense fo r  companies  to  s ta r t  

ta rget ing  S i l ver  Tour is ts  th rough d ig i ta l  market ing .  However ,  one shou ld  no te  tha t  

fo r  th is  g roup o f  consumers  ICT l i te racy  may s t i l l  be be low the  average o f  the 

popu la t ion .  

The digital media channel mix  

As a  S i l ver  Tour ism s tudent ,  i t  i s  impor tan t  to  know theore t i ca l l y  what  i s  ava i lab le 

as  means o f  on l ine communica t ion .  Chaf fey ,  E l l i s -Chadwick ,  Mayer ,  and Johns ton 

(2009)  de termined s ix  key  types  o f  d ig i ta l  med ia  channe ls :  1 )  search  market ing ,  2 )  

on l ine  PR,  3)  on l ine  par tnersh ip ,  4 )  in te rac t i ve  ads ,  5 )  op t - in  e -mai l ,  6 )  v i ra l  

market ing .  
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F igure37 :  D ig i t a l  m ed ia  channe l  m ix   

             
Source :  (Chaf fey  e t  a l . ,  2009 )  

1.  Search engine marke t ing  i s  a  s t ra tegy tha t  a l lows  us  to  p lace messages  on 

a  search  eng ine to  encourage c l i ck - th rough to  a  webs i te  when the  user 

types  a  spec i f i c  keyword  phrase.  Two  key  search market i ng  techn iques  are  

pay-per-c l ick ,  where  we pay  fo r  our  ads to be  d isp layed on the  search 

eng ine resu l ts  pages  as  a  sponsored l ink  when a  spec i f i c  key  phrase i s  

en tered by  the  user ,  and search engine  op t im iza t ion ,  a  s t ruc tured app roach 

used to  inc rease our  p os i t ion  in  search  eng ine l i s t ings  fo r  se lec ted keywords  

or  phrases .  

In  o rder  to  be t te r  unders tand keywords  tha t  peop le  use in search  eng ines ,  

one must  conduc t  a  keyword  research.  Too l s  such as  Goog le  Adwords  

Keyword  P lanner  might  come handy .   

2 .  Onl ine PR  i s  very  s im i la r  to  t rad i t iona l  PR;  however ,  wh i le  t rad i t iona l  PR 

typ ica l l y  ta rgets  t rad i t iona l  med ia ,  such as  TV,  rad io ,  newspapers  and 

magaz ines ,  on l ine  PR pr imar i l y  ta rgets  on l ine  proper t ies ,  such as  b loggers ,  

webs i tes ,  b rand s i tes ,  soc ia l  med ia  users  (Facebook ,  P in teres t ,  Twi t te r ,  

Ins tagram . . . )  e tc .  

In  o rder  to  be  success fu l  w i th  on l ine  PR,  you shou ld  inves t iga te  opt ions  to 

pu t  your  name on o ther  webs i tes .  S ince you cannot  be  everywhere ,  i t  is  

impor tan t  to  p r io r i t i ze  wh ich  s i tes  and par tnersh ips  you want  to  invest  your  

t ime and money  in .  Smar t  Ins igh ts  has  deve loped the  Dig i ta l  Market ing 

Radar  wh ich  g ives  you an idea on the  d i f fe rent  types  o f  s i tes  and apps  you 

shou ld  th ink  about .  

 

https://adwords.google.com/KeywordPlanner
https://adwords.google.com/KeywordPlanner
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F igur  38 :  D ig i ta l  Ma rke t i ng  Rada r  

 
Source :  ww w.sma rt ins ig h ts .com  

As a  s i l ver  tour ism serv ice  prov ider ,  th ink  about  wh ich  on l ine  media your 

ta rget  g roup is  us ing  and/or  read ing in  o rde r  to  deve lop your  d ig i t a l  PR 

campaign.  

3 .  Through onl ine partnerships  you can c reate  and manage long - te rm 

ar rangements  to  promote  your  on l ine  serv ices  on th i rd  par ty  webs i tes  or  

th rough emai l  communica t ions .  Di f fe rent  fo rms o f  par tnersh ips  inc lude 

a f f i l i a te  market ing ,  sponsorsh ips ,  co -brand ing,  l i nk  bu i ld in g  and widget  

market ing .  An  example  o f  a  success fu l  S lovenian a f f i l i a te  programme, very 

appropr ia te  fo r  a r rang ing t rans fers  o f  your  s i l ver  tour is ts ,  can be found 

here .  Look  fo r  s im i la r  examples  and  oppor tun i t ies  in  your  own count ry .  

http://www.smartinsights.com/
https://www.goopti.com/fl/partners/affiliates
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4.  In teract ive  advert is ing  uses  in te rac t i ve  media ,  bo th  on -  and o f f l i ne ,  and 

ac t i ve ly  engages  the  f ina l  cus tomer .  I t  i s  h igh ly  appea l ing  to  a  prepared 

aud ience but  cos t l y ,  d i f f i cu l t  and t ime -consuming to  prepare ,  espec ia l l y  fo r  

the  markets  tha t  ye t  have to   be  proper ly  ident i f ied  and ana lysed,  hence 

def in i te ly  no t  number  one cho ice  fo r  s i l ver  tour is t  market .  

5 .  Another  way  to  reach your  cus tomers  on the  in te rnet  i s  th rough  e -mai l .  

Un l i ke  spam promot iona l  e -mai l s  tha t  ge t  sent  ou t  to  la rge  l i s ts  o f  rec ip ien ts  

wi thout  regard  to  whether  o r  no t  they  want  the  in fo rmat ion ,  opt- in  e -mai ls  

a re  on ly  sent  to  peop le  who spec i f i ca l l y  reques t  them.  In  orde r  to  compi le  

the  l i s t  o f  op t - in  e -mai l s ,  your  po tent ia l  (o r  ex is t ing)  cus tomers  must  s ign -up  

on l ine  th rough a  s imple  and fas t  p rocess ,  e i ther  on  your  webpage/soc ia l  

med ia  pages  or  th i rd  par ty  pages ,  as  we l l  as on  var ious  o ther  occas ions ,  

such as  events ,  tour ism in format ion  cent res ,  tour is t  o f f i ces  e tc .  The l i s t  you 

keep wi l l  s ta r t  sm al l  bu t  shou ld  grow over  t ime.   

6 .  As the  word  "v i ra l "  app l ies ,  vira l  market ing  spreads  among peop le  l i ke  a  

v i rus ;  you might  no t  know tha t  the  te rm has  been around fo r  a  long t ime,  

most ly  be ing  used fo r  t he  spre ad o f  in fo rmat ion  by  word -o f -mouth  before  the  

r i se  o f  in te rnet .  Nowadays  v i ra l  market ing  i s  most ly  connec ted to  spread o f  

in fo rmat ion  v ia  soc ia l  ne tworks  and o ther in te rnet -based p la t fo rms.  

Whatever  v i ra l  content  you c reate ,  make sure  i t  has  enough appea l  fo r  

peop le  to  be  wi l l i ng  to share  i t  w i th  o thers .  In  case o f  s i l ver  tour ism,  you 

shou ld  o f  course  cons ider  the  l im i ta t ions  o f  such too l  in  te rms o f  how many 

potent ia l  c l ien ts  i t  can ac tua l l y  reach.  

Assignment:  

1)  Determine wh ich  d ig i ta l  med ia  channe ls  your  co mpany  uses  and d iscuss 

wi th in  a  group wh ich  o f  these media  channe ls  have proved most  e f f i c ien t  in  

reach ing your  ta rget  g roups .  

2 )  Of these d ig i ta l  med ia  channe ls ,  d iscuss  wh ich  wou ld  be most  e f f i c ien t  to 

reach ‘S i l ver  Tour is ts . ’  

 

 

 

 

 

 

 

http://www.webopedia.com/TERM/S/spam.html
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3.3.4. LOW COST MARKETING SOLUTIONS AND TOOLS. 

Good market ing  i s  no t  necessar i l y  expensive ,  bu t  i t  does  requ i re  e f fo r t ,  s t ra tegy ,  

innovat ion  and an investment  in  t ime.  Here  are  jus t  a  few low cos t  market ing  ideas 

(Tour ism & Events  Queens land,  2015,  p .  159 -162) .  A l l  the  methods  i n  th is  sec t ion 

are  d i rec t l y  taken f rom the  B ig  Market ing  Guide o f  Queens land and on ly  s l igh t l y  

mod i f ied  to  f i t  w i th in  th is  e lement .   

  Get  involved and contr ibute  to  your local  community  

Cons ider  suppor t ing  loca l  causes ,  fami ly  events  and spor t ing c lubs  wi th  

pr i zes /g iveaways  to  exper ience your  p roduc t .  Th is  wi l l  he lp  to  bu i ld  loca l  cus tomer 

loya l ty .  Send a  media  re lease to  t rave l  wr i te rs  and news journa l i s ts  who might  be 

in te res ted in  g iv ing  suppor t  to  the  communi ty  events  you sponsor .  Frame le t te rs  o f  

apprec ia t ion  and d isp lay  them in  a  h igh -pro f i le  pub l i c  a rea.  Inc lude a  sec t ion  on 

your  webs i te  to  promote  your  communi ty  suppor t  and l ink  to  the  webs i tes  o f  the 

groups  and organ isa t ions  you sponsor .  Of fe r  loca ls  a  loya l ty  membersh ip  card  wi th 

oppor tun i t ies  to  ga in  d iscounts  and rewards .  

  Message on hold  

Use the  t ime your  te lephone ca l le rs  are  on ho ld  to  te l l  them about  your  p roduc t  and 

serv ices  wi th  ta rgeted messages .  You can c reate  and manage the  messages 

yourse l f  o r  work  wi th  a  company  tha t  wi l l  manage every th in g  fo r  you.  They  wi l l  wr i te  

your  messages ,  do the vo ice  record ings and chase you up on a  regu lar  bas is  to 

re f resh your  content .  Of  course ,  you can change the  messages  a t  any t ime and i t  is  

a  great  way  to  spread the  word  about  new or  seasona l  campaigns ,  as  w e l l  as  ge t  

messages  across  about  your  serv ices  and exper iences .  

  Dest inat ion f i rst ,  p roduct  second  

I t  i s  impor tan t  to  remember  des t ina t ion  i s  k ing .  Whi le  tour ism produc t  i s  a  key 

e lement  in  the  des t ina t ion  s tory ,  i t  i s  the  des t ina t ion  i tse l f  tha t  speaks  f i r s t  and 

fo remost  to  the  consumer .  I f  you promote  your  awesome produc t  wi th in  the  contex t  

o f  your  amaz ing des t ina t ion ,  you are  fa r  more  l i ke ly  to  capture  the  imag inat ion  o f  

po tent ia l  tour is ts  than the  o ther  way  around.  Jus t  as  many t rave l lers  choose a 

des t ina t ion  fo l lowed by the  a i r l i ne  on wh ich  to  t rave l ,  so  too  do they  choose a 

tour ism produc t  o r  opera tor .  

  Be responsive  

Make sure  you respond to  emai l  reques ts  ins tan taneous ly  and fo l low up to  reso lve  

the  reques t  wi th in  24  hours .  You wi l l  see how impressed co nsumers wi l l  be  when 

you get  s t ra igh t  back  to  them.  Remember  to  respond prompt ly  to  soc ia l  med ia 

comments  and ques t ions  on soc ia l  p la t fo rms.  

  Join networks,  indust ry  and community  organizat ions  

I f  you have t ime,  energy  and commi tment ,  ge t  invo lved wi th  your  loca l  communi ty  

and indus t ry  o rgan iza t ions .  I t  i s  a  great  way  to  meet  peop le ,  cont r ibu te  to  the  
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i ndus t ry  and network .  Make the  most  o f  your  re la t ionsh ips  by tu rn ing  up to 

meet ings  and func t ions ;  keep your  communi ty  or  loca l  indus t ry  ne tworks  in fo rmed i f  

you have a  new produc t  o r  exper ience,  and remember  to  send a  media  re lease.   

  Nominate  for  indust ry  or  professional  awards  

There  are  lo ts  o f  awards  he ld  each year .  Speak  to  your  Loca l ,  Reg iona l  o r  Nat ional  

Tour ism Organ iza t ion  about  wh ich  are  the  most  p res t i g ious  and i f  you meet  the 

c r i te r ia ,  make sure  you enter .  By  enter ing  and winn ing  you can  inc rease your  

exposure  to  new markets  and indus t ry  g roups .  Issue a  media  re lease i f  you win  and 

d isp lay  your  awards  where  cus tomers  can see them.   

  Part ic ipate  in  t rade  events ,  missions and roadshows  

Look  fo r  events  tha t  a re  p lanned in  your  reg ion .  Pro f i t  o f f  o ther  tour ism promot ions 

and leverage o f f  the i r  adver t i s ing .  I f  poss ib le ,  share  exh ib i t ion  space and d isp lays 

wi th  an  opera tor  you package wi th .  Look  for  events  tha t  a re  p lanned fo r  your  

reg ion .  The beauty  about  loca l  events  i s  they  can save you t ime and money .   

  Team up wi th  other  local  operators  

Work  and package wi th  opera tors  in  your  reg ion  who ta rget  the  same type of  

cus tomer  as  you.  Share  the  cos ts  to  deve lop  on l ine  and pr in ted  gu ides  or  f l yers 

tha t  p romote  your  o f fe r ings .  Make sure  these gu ides  are  read i l y  ava i lab le  th rough 

each par t i c ipa t ing  bus iness .  Do not  fo rget  to  te l l  the  loca l  med ia ,  your  soc ia l  med ia 

aud ience,  t rade par tners ,  and your  contac t  da tabase.  

  Network,  network,  network  

One o f  the  most  power fu l  and reward ing  low -cos t  market ing  ideas  i s  tha t  o f  

ne twork ing .  Work  wi th  your  peers  and even your  r i va ls  and you wi l l  en joy  much 

more  bus iness success than i f  you work  a lone.  The tour ism indus t ry  i s  g lo r ious l y  

no tor ious  fo r  i t s  ne twork ing .  Take advantage o f  ne twork ing  events  and meet ing  new 

peop le .  Be generous  w i th  your  knowledge and networks ,  and the  benef i ts  wi l l  be  

ten fo ld .  

  Referra ls  and recommendat ions  

Refer  your  cus tomers  to  o ther  tour ism network  budd ies .  Both  par t ies  wi l l  apprec ia te 

i t  and be more  than happy  to  re turn  the  favour .  

  Be professional  and mainta in  a  posi t ive  at t i tude  

Your  pos i t i ve  a t t i tude and open approach a re  your  most  impor tan t  bus iness  assets .  

Recru i t  the  r igh t  peop le  wi th  the  r igh t  persona l i ty  who are  cus tomer  focused.  

Ensure  they  have the  r igh t  sk i l l s  fo r  the  job  and wi l l  f i t  i n to  your  o rgan iza t iona l  

cu l tu re .  Good s ta f f  a re  a  huge se l l ing  advantage to  your  bus iness .  Cont inue to  t ra in 

and reward  your  s ta f f  and keep them mot iva ted by  mak ing the  workp lace a  pos i t i ve 

env i ronment .  
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  Use branding,  s ignage  and displays  

Brand ing i s  how your  bus iness  d i f fe rent ia tes  i tse l f  and bu i lds  a  compet i t i ve 

advantage.  Your  brand shou ld  permeate  a l l  aspec ts  o f  your  bus iness  f rom your 

adver t i s ing  to  your  recept i on ,  serv ice  and cu l ture ,  every th ing  shou ld  represent  your 

b rand va lues  and promise.  Do not  miss  an oppor tun i ty  to  pu t  your  name out  there .  

Add your  logo to  your  webs i te ,  b rochures ,  pens ,  c lo th ing  and merchand ise .  Pu l l -up  

banners  shou ld  inc lude images  tha t  bes t  represent  your  b rand and i nc lude your 

logo.  Deca ls  on  your  company  veh ic les  are  a  great  way  to  p romote  your  bus iness 

wh i le  runn ing er rands ,  a t tend ing events ,  t rave l l ing  to  and f rom work ,  o r  even when 

your  veh ic le  i s  s i t t i ng  id le  in  a  car  park .   

  Think of  others  

Keep a  b i r thday  d ia ry  o f  your  key  bus iness  and cus tomer  contac ts .  Ca l l ,  send them 

a card  or  emai l  to  wish  them a great  day  and le t  them know you a re  th ink ing  o f  

them.  They  wi l l  remember  you because you remembered them.  Ask  new cus tomers 

i f  they  were  re fer red  and i f  so ,  by  whom.  Then fo l low wi th  a  br ie f  bu t  s incere  emai l  

o r  card  o f  thanks  to  the  person/s  who recommended you.  

  Vouchers  

Encourage peop le  to  t ry  your  p roduc t  and serv ices  by d is t r ibu t ing vouchers  or  

coupons  th rough newspapers ,  b rochures ,  coupon books ,  d i rec t  mai l  and emai l .  

Inc lude an exp i ry  da te  to  c reate  a  sense o f  u rgency  and use a  code to  t rack  the 

success o f  each campaign.  Remember  to  add va lue  ra ther  than d iscount  your 

p roduc t ,  e .g .  inc lude a  la te  checkout  o r  bo t t le  o f  w ine .  

  Check your home page  

As s imple  as  i t  sounds ,  make sure  your  p roduc t  and serv ices  are  c lear ly  ident i f ied 

on your  webs i te  home page.  Consumers  shou ld  be  ab le  to  see in  an  ins tan t  what  

k ind  o f  tour ism produc t  you are  and what  serv ices  you o f fe r .  I t  can be e f fec t i ve  to 

adver t i se  your  spec ia l  of fe rs  on  your  home page as  we l l .  

  Google  i t  

Check  out  Goog le  and Goog le  Loca l  Bus iness  Cent re  fo r  f ree  bus iness  app l i ca t ions 

such as  Goog le  Maps ,  in fo rmat ion  and resources .  Goog le  has  a  number  o f  easy - to -

use too ls  tha t  a re  great  f o r  bus iness .  Create  an account  wi th  Goog le  My Bus iness 

and use i t  to  manage your  Goog le  Loca l  Bus iness  Cent re  l i s t ings .   

  Socia l  media  

Soc ia l  med ia  is  f ree  to use and easy  to  se t  up .  Whi le  i t  does  take some t ime to 

manage and nur tu re  an engaged aud ience,  th e  benef i ts  fo r  the  out lay  are  

enormous.  A b log  ar t i c le ,  photo  or  qu ick  v ideo can be c reated and ed i ted  qu ick ly  

and shared on p la t fo rms such as  Facebook ,  Twi t te r ,  YouTube,  I ns tagram or 

P in teres t  fo r  f ree .  I t  j us t  takes  some c reat i v i ty  and a  l i t t l e  t ime.  PPC  (AdWords)  and  

Facebook  adver t i s ing  are  low -cos t  and  h igh ly  ta rgeted.  I t  i s  f ree  to  se t  up  an  

account ,  and you can l im i t  your  campaign budget  and da i l y  spend to  su i t  your  
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budget .  You can ge t  s ta r ted  fo r  $5  per  day  ”  compare  th is  wi th  the  cos t  o f  a  pr in t  o r  

TV adver t i sement .  

  Link your product  to  domest ic  tour ing routes  

Packag ing fo r  the  dr i ve markets  can he lp  keep v is i to rs  in  your  des t ina t ion  longer 

and spend ing more money .  I t ’ s  wor th  checking  wi th  your  RTO i f  and how they  are 

promot ing  these tour ing  rou tes ,  and i f  you l i ke  what  you hear ,  look  fo r  ways  to  

become invo lved.  

  Digi ta l  Storyte l l ing  

Dig i ta l  s to ry te l l i ng  descr ibes  a  s imple ,  c rea t i ve  process  th rough wh ich  peop le  te l l  a  

persona l  s to ry  as  a  two -minute  f i lm us ing  predominant ly  s t i l l  images .  These f i lms 

can then be s t reamed on the  web or  b roadcas t  on  te lev is ion .  
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Conclusion 

When market ing  and se l l ing  produc ts  and serv ices  to  the  s i l ver  tour ism segment ,  i t  

i s  impor tan t  to  keep in  mind tha t  the  ta rget  g roup is  ex t remely  var ied,  hence bot h 

o f f l i ne  and on l ine too ls  can and shou ld  be used fo r  communica t ion  and promot ion 

purposes .  

The t rad i t iona l  p romot iona l  m ix  covers  a  number  o f  methods  used fo r  se l l i ng 

produc ts  and serv ices ,  such as  adver t i s ing ,  pub l i c  re la t ions ,  persona l  se l l i ng ,  sa les 

p romot ion ,  d i rec t  and guer i l l a  market ing  e tc . ,  wh i le  the  main  d ig i ta l  med ia  channe ls  

are  search  market ing ,  on l ine  PR,  on l ine  par tnersh ip ,  in te rac t i ve  ads ,  op t - in  e -mai l ,  

and v i ra l  market ing .  

The la tes t  t rend i s  one - to -one market ing  -  i t  is  a l l  about  l is ten in g  to cus tomers ,  

remember ing  them and prov id ing  them wi th  the  serv ice  each requ i res .  I t  i s  about  

adapt ing  your  market ing  s t ra tegy  to  the  fu ture  and exp lo i t ing  modern  techno logy  to 

ach ieve a  more  persona l  approach.  Af te r  a  per i od  o f  mass  market ing ,  g loba l i za t ion ,  

segmenta t ion  and l i fes ty le  group ing in  tour i sm,  today  we have to  fo l low the  

tendency  towards  ind iv idua l i za t ion .  
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ne twork -users /   

  Pat terson,  I  (2006) :  Growing O lder  -  Tour ism and Le isure  Behav iour  o f  O lder 

Adu l ts .  

 Wor ld  In ternet  Users  Sta t i s t i cs  and 2014 Wor ld  Popu la t ion  Sta ts .  (2014,  

January  1) .   

ht tp : / /www. in te rne twor lds ta ts .com/s ta ts .h tm  
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http://www.internetworldstats.com/stats.htm
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3.4 Cost Benefit Analysis & Pricing 

3.4.1. PRICING TOURISM PRODUCTS AND SERVICES. 

Once you have ana lysed needs  and in teres ts  o f  your  po tent ia l  ta rget  g roup,  chosen 

a  segment ,  pos i t ioned yourse l f  on  the  perceptua l  map and c reated a  s i l ver  tour ism 

produc t  o r  serv ice (see a lso  Un i t  2 ) ,  and before  put t ing  your  p roduc t  on  the  market  

and s tar t  se l l i ng  i t ,  you need to  pr i ce  i t .  Pr i c ing  o f  course  i s  a  b ig  e lement  and one 

o f  key  success  fac tors .  The pr ice  needs  to  be  accura te ,  cons is ten t  and compet i t i ve 

in  o rder  to  ga in  in te res t  among both  your  cos tumers  ( tour is ts )  and your  bus iness 

par tners .  

The upper  pr i ce  l im i t  i s  se t  by  the  buyers ;  you cannot  charge more  than they  are 

wi l l i ng  to  pay .  The lower  pr i ce  l im i t  i s  se t  by  opera t iona l  cos ts  o f  your  o rgan iza t ion ;  

the  pr i ce  you charge needs  to  a t  leas t  cover  the  cos ts  tha t  a rose due to  serv ice  

de l i very .  

The three key  pr ic ing  factors  in  tour ism are  your operat ing costs  (both f ixed 

and var iable) ,  the cost  of  your d istr ibut ion network (commissions ,  fees)  and 

your prof i t  margins.  O ther  fac tors  to  cons ider  when pr ic ing  your  p roduc ts  are 

pr i ces  your  compet i t ion  charges  fo r  s im i la r  p roduc ts ,  cus tomer  demand,  p r i ce  

sens i t i v i ty  o f  your  ta rget  markets ,  perce ived image,  va lue  and qua l i ty  o f  your 

p roduc t ,  bus iness  and/or  reg ion ,  and seasona l i ty  o f  your  p roduc t  amongs t  o thers .  

There  are  numerous  s t ra teg ies ,  m ethods  and means  o f  p r i c ing  produc ts  and 

serv ices ,  such as  premium pr ic ing ,  penet ra t ion  s t ra teg ies ,  economy pr ic ing ,  p r i ce 

sk imming,  psychology  pr i c ing ,  bund le  pr i c ing  e tc .  In  th is  un i t  we wi l l  have a  c loser  

look  a t  y ie ld  management  s t ra tegy  due to  i t s  re l evance fo r  a l l  tour ism serv ices  wi th  

a  f i xed number  o f  assets  (eg .  rooms,  a i r l i ne  seats ,  bus  seats ) .  

Yield management 

The idea o f  y ie ld  management  i s  tha t  d i f fe rent  peop le  are  wi l l i ng  to  pay  d i f fe rent  

p r i ces  fo r  your  p roduc t  a t  d i f fe rent  t imes .  Le t  us  take  fo r  example  a  ho te l ;   

cus tomers  who book  fa r  in  advance genera l l y  expec t  a  lower  pr i ce  than those who 

book  las t  m inute ;  and cus tomers  who a t tend a  bus iness  event  in  a ho te l  a lso  expec t  

a  spec ia l  p r i ce  fo r  accommodat ion  (a t  leas t  fo r  the  dura t ion  o f  the  ev ent ) .  With 

y ie ld  management  you  can maximize the average revenue per  avai lable  room 

per  n ight .  But  in  o rder  to  do  tha t ,  you need to  analyze and understand demand  -  

you need to  be  ab le  to  fo recas t  i t ,  op t im ize  i t ,  cont ro l  i t  and moni to r  i t .  

There  are  a  numb er  o f  fo rces  impac t ing  demand fo r  rooms a t  any  g iven t ime,  and 

your  goa l  i s  to  f ind  the  ba lance between room ra te ,  cos ts ,  and occupancy  tha t  

max imizes  revenue.   
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You can predict  demand by  look ing a t  h is to r i ca l  records  tha t  show you wh ich  days 

or  seasons  are  more  and wh ich  less  popu lar ,  ana lyze the  no -shows and ana lyze the 

book ing  pat te rns  wh ich  show you how far  in  advance cus tomers  normal ly  book  your 

rooms.  

Then you shou ld  opt imize demand .  In  o rder  t o  do  tha t ,  you need to  ca lcu la te  the 

min imum acceptab le  rev enue per  room.  Based on th is  in fo rmat ion you can dec ide 

how to  se t  your p r i ce  when fo r  example 70 % of  your  rooms have so ld ,  what  p r i ce  i s  

acceptab le  f rom walk - in  gues ts  and how to  hand le  group book ings.  There  are  

severa l  on l ine  too ls  avai lab le  tha t  he lp  y ou wi th  ca lcu la t ions .  

In  the  nex t  s tep  you shou ld  learn  how to  control  demand.  In  o rde r  to  max imize 

your  revenues ,  you can app ly  var ious  s t ra tegy  cont ro ls  a t  your  book ing  sys tem or 

a t  the  f ron t  desk ,  such  as  reserva t ion  must  inc lude Sunday ,  advance reserva t ions 

requ i red ,  ra te  on ly  app l ies  i f  2  gues ts  are  in  the  room etc . ,  as  we l l  as  tac t i cal  

cont ro ls  fo r  d iscounted ra tes ,  such as  cus tomer  must  a r r i ve  on a  f i xed date,  

cus tomer  must  s tay  th rough a  typ ica l l y  qu ie t  n igh ts ,  cus tomer 's  s tay  i s  l im i ted  e tc .  

The last  s tep  requi res you to  monitor demand  and evalua te resul ts  of  the f i rs t  th ree 

steps.  Did  you manage to  sel l  the  remaining  rooms? I f  so ,  how many and at  what  

pr ice? Can you use what  you have learnt  in  the future? And,  most  important ly ,  d id  

you not  forget  to a t tend to your c l ients  by spending too much t ime regula t ing pr ices?  

Break-even analysis 

Once your  produc t  o r  serv ice  i s  on  the  market ,  i t  i s  essent ia l  to  know you break -

even po in t ,  ie .  the  po in t  where  your  cos ts  and revenues  are  exac t l y  equa l ,  where  

no p ro f i t  has  been made but  a lso  no  losses  have incur red.  Th is  ca lcu la t ion  i s  

c r i t i ca l  fo r  any bus iness s ince the  break -even  po in t  i s  the  lower  l im i t  o f  p ro f i t  when 

determin ing  marg ins .  

F igure  39 :  G raph ic  exp la na t ion  o f  b reak -e ven  po i n t  

 
Source : h t tp : / /ww w. jhemi ngway .ne t /322 _323_M ats /Budget_F inance /F in anc i a l_Ana ly s is

/Break_ev en_ana ly s is .p d f  

http://www.jhemingway.net/322_323_Mats/Budget_Finance/Financial_Analysis/Break_even_analysis.pdf
http://www.jhemingway.net/322_323_Mats/Budget_Finance/Financial_Analysis/Break_even_analysis.pdf
http://www.jhemingway.net/322_323_Mats/Budget_Finance/Financial_Analysis/Break_even_analysis.pdf
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To conduc t  a  break -even ana lys is ,  you need to  know your :  

a )  f i xed  cos ts ,  ie .  cos ts  tha t  a re  the  same regard less  o f  how many un i ts  you se l l  

(eg .  wages ,  p roper ty  taxes ,  ou tsourced serv ices  cont rac ted fo r  f i xed amount ,  

year ly  main tenance cont rac t  fees ,  sa les  & market ing ,  adver t i s ing  cos ts ,  

p rov is ions  e tc . ) ;  

b )  var iab le  cos t ,  ie .  cos ts  tha t  a re  absorbed wi th  each un i t  so ld  and tha t  need to  

be  recovered in  order  no t  to  lose  money  wi th  each sa le  (eg .  food,  beverages ,  

s ta t ioner ies ,  l i nen,  chemica ls ,  laundry  opera t ions  e tc . ) ;  

c )  proposed or  des i red  pr i ce  o f  a  un i t .  

You can use the  fo l lowing simpl i f ied equat i on  tha t  wi l l  l e t  you know how many 

un i ts  you need to  se l l  to  b reak -even:  

Break-even Po int  =  F ixed Costs  /  (Uni t  Sel l ing Pr ice  -  Var iable  Costs)  

Above the break -even point ,  every addi t ional  un i t  sold increases prof i t  by the amount 

of  the  uni t  contr ibut ion margin,  which  is  def ined as the amount  each uni t  cont r ibutes  

to cover ing  f ixed cos ts  and increasing pro f i ts .  As  an equat ion,  th is  is  de f ined as:   

Unit  Contr ibut ion Marg in =  Uni t  Sel l ing Pr ice  -  Var iable  Costs  

Record ing  th is  in fo rmat i on  in  a  spreadsheet  wi l l  a l low you to  eas i l y  make 

ad jus tments  as  cos ts  change over  t ime,  as  we l l  as  p lay  wi th  d i f fe rent  p r i ce  opt ions 

and eas i l y  ca lcu la te  the  resu l t ing  break -even  po in t .   

Note :  There  are  numerous  more  soph is t ica ted equat ions  ava i lable  for  

the  break -even po in t  ca lcu la t ion  in  tour ism tha t  we  have not  covered  in  

th is  un i t  due to  the i r  complex i ty .  

Competitive pricing 

Prices in tourism are very dynamic and change with an increased or decreased 

demand, seasonal i ty, added value or extra services e tc . However, there are several 

ways to st imulate demand among your target  groups and draw them away f rom your 

competi t ion,  such as seasonal  or  quant i ty  discounts, segmented pric ing, packaging .. .  

Note  tha t  discount ing  on  pr i ce  a lone wi l l  no t  d i f fe rent ia te  you f rom your  

compet i to rs .  I t  can be a  shor t  te rm ac t ion  to  boos t  sa les  but  i t  i s  def in i te ly  no t  a  

recommended long - te rm s t ra tegy .  There  wi l l  a lways  be a  compet i to r  who can 

undercut  your  p r i ce  and you can eas i l y  f ind  yourse l f  in  a  downward sp i ra l  o f  

compet i t i ve  pr i ce  cu t t ing  tha t  wi l l  comple te ly  deva lue your  bus iness .   

What  you shou ld  do  i s  ask  yourse l f  what  value added  serv ices  you prov ide  

inc lus ive  o f  the  exper ience and focus  on tha t .  Ins tead o f  d iscounts ,  p r ice  your  o f fe r  

on  the  va lue  and use your  market ing  channe ls  to  communica te  tha t  va lue .  Pr ic ing 

based on va lue -added w i l l  be  much harder  fo r  compet i to rs  to  compete  on.  Examples 

are  compl imentary  f ru i t  upon ar r i va l ,  f ree  wi - f i  o r  f ree  park ing  space,  t i cke ts  fo r  a 

loca l  event ,  d iscount  in  a  loca l  res taura nt  e tc .  
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3.4.2. COST-BENEFIT ANALYSIS. 

A cos t -benef i t  ana lys is  (CBA)  i s  a  sys temat ic  p rocess  fo r  ca lcu la t ing  and compar ing 

benef i ts  and cos ts  o f  a  project  or  a  decis ion.  CBA he lps  pred ic t  whether  the  

benef i ts  o f  a  pro jec t  o r  dec is ion  outwe igh i ts  cos ts  and by  how much,  re la t i ve  to  

o ther  a l te rnat i ves .  Cos t -benef i t  ana lys is  can be very  comprehens ive ,  bu t  a lso  a  b i t  

more  s imple  and ready  to  use.  In  th is  un i t  we wi l l  focus  on the  la t te r .  

CBA as  a  method can be used in  tour ism when deve lop ing  a  new p lan  or  dec id i ng  to  

add fac i l i t i es  to  inc rease tour ism potent ia l .  Let  us suppose we want  to  establ ish 

a  rura l  area as  a  hol iday dest inat ion  for  s i lver  tour ists  which  requ i res  some 

ad jus tments  o f  cur ren t  o f fe r .  In  o rder  to  conduc t  the  CBA,  we f i rst  need to  l is t  

costs  re lated to  the investment  and benef i ts  i t  wi l l  br ing to  the local  

community .  O f  course  some i tems wi l l  be  fa i r l y  accura te  wh i le  o thers  wi l l  be  

es t imates  or  even unmeasurab le .   

We have used the  l i s t  o f  in fo rmat ion  tha t  i s  necessary  fo r  the  CBA by  Goldman, 

Nakazawa and Tay lor  (1994)  and adopted i t  to  our  needs  and s i tua t ion :  

A -  COSTS -  Informat ion we need:  

1)  Inventory  o f  current  publ ic  support  serv ices ,  such as  sewer ,  

s t ree ts ,  water ,  res t rooms,  med ica l  fac i l i t i es ,  po l i ce ,  parks ,  was te  

ar rangements .  For  s i l ver  tou r is ts  we wi l l  especia l l y  have to focus  on 

access ib i l i t y  o f  pub l i c  fac i l i t i es and pub l i c  t ranspor t  ne tworks ,  

ava i lab i l i t y  o f  med ica l  s ta f f  and sa fe ty .  I f  the  capac i ty  does  not  meet  

our  demands,  expans ion  o f  the  fac i l i t i es  tha t  a re  in  shor t  supp ly  must  

be  taken in to  account  as  a  cos t  o f  tour ism development .   

2 )  Inventory  of  current  pr ivate  support  serv ices,  such as  

accommodat ion  fac i l i t ies ,  res taurants ,  gu ides ,  p r i va te  t ranspor t  

serv ices .  In  our  case i t  i s  impor tan t  tha t  p r i va te  sec tor  fo l lows  the  

idea o f  a  s i l v er  tour is ts  re t rea t  and  adopts  the i r  serv ices  to  meet  the  

needs  o f  the  se lec ted target  g roup.  

3 )  Project ion o f  the expected number of  guests .  

4)  Est imate  of  tour ism expendi ture .  In  o rder  to  ca lcu la te  th is  number ,  

we need to  know what  we wi l l  be  o f fe r ing  to  our  g ues ts  and how much 

they  are  wi l l i ng  to  spend on the i r  ho l iday  and ind iv idua l  p roduc ts .  We 

have covered needs  and in teres ts  o f  s i l ver  tour is ts  in  p rev ious  

e lements  and un i ts .  We have a lso  learned by  now tha t  s i l ver  tour is ts  

a re  a  very  var ied  group wi th  var i ous  income leve ls .  I t  i s  up  to  us  to 

dec ide  what  k ind  o f  re t rea t  we  are  deve lop ing  and whom we are  

ta rget ing  -  i s  i t  a  luxury  resor t  o r  wi l l  we se l l  i t  a t  budget  p r i ces?  
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B -  BENEFITS -  Informat ion we need:  

1)  Local  incomes and  employment .  How many new jobs  wi l l  be  

c reated? How much wi l l  the  loca l  revenues  inc rease?  

2)  Wi l l  tax  revenues  i nc rease? In  tha t  case tha t  might  p rov ide tax 

re l ie fs  fo r  loca l  res idents .  

3 )  Wi l l  our  p ro jec t  divers i fy  the exist ing economy ? 

4)  Wil l  we be reducing the problem of  seasonality? By addressing s i lver 

tourists  this is def ini tely  the case since as we have learned,  they 

normal ly have more spare t ime and can t ravel  outside the main season .  

5) What are the potential  cultural and social contributions  of  tourism 

development in our destinat ion? Wi l l  our guests be encouraged to leave 

the tourism faci l i t ies and discover the local area and local  community? 

Wil l  any local t radit ions be revived for these purposes? etc .  

As  ment ioned,  cos ts  and benef i ts  cannot  a lways  be accura te ly  measured.  In  CBA,  

unmeasurab le  i tems shou ld  be  marked wi th  a  (+)  fo r  a  benef i t  and a  ( - )  fo r  a  cos t .   

A l l  the  cos ts  and benef i ts  a re  then entered in  a s ing le  tab le .  Af te r  subt rac t ing  to ta l  

cos ts  f rom to ta l  benef i ts ,  the  net  measurab le  benef i ts  shou ld  be  pos i t i ve  before  a 

communi ty  p roceeds  wi th  a  tour ism deve lopment  p rogramme or  p ro jec t .  See 

example  be low:  

F igure  40  -  E s t imated  c os ts  and  benef i t s  o f  an  imag inary  s i l ve r  tou r ism  deve lopment  

p ro jec t  in  a  ru ra l  a rea  

 Benefits  
(per year, in €) 

Costs  
(per year, in €) 

1. Local income 
wages 
business profits, interests, rents 
Sub total 

 
75.000 
41.000 

116.000 

 

2. Local tax revenues 
bed tax 
property tax 
Sub total 

 
1.400 

0 
1.400 

 

3. Support services 
parking lot expansion 
toilets 
doctor (benefits & salary) 
accessibility adjustments 
Sub total 

  
7.000 
2.000 
30.000 
9.800 
48.800 

4. Development of plan  5.000 

5. Preservation of local culture and heritage 500 (+) 500 
6. Decreased seasonality (+)  
7. Environmental impact (-) (-) 

TOTAL 117.900 54.300 
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Net benefits25 63.600  
Benefit / cost ratio26 2,17  

Net public sector impact27 47.400  

CBA shows tha t  the  f i na l  benef i ts  fo r  the  communi ty  on  year ly  bas is  amount  to 

approx .  63 .500 €  whereby  the  f i rs t  year  cos ts  are  the  h ighes t  due to  some 

inves tments .  For  every €  o f  cos ts ,  2 ,17  € wi l l  be  re turned to  the communi ty .  

Add i t iona l l y  some impor tan t  e f fec ts  tha t  cannot  be  cons idered in  economic  te rms,  

such as  seasona l  f luc tua t ions  and preserva t ion  o f  in tang ib le  her i tage,  marked wi th  

(+)  and ( - )  show tha t  pos i t i ve  impac ts  prevai l .  

To  wrap up,  tour ism deve lopment  can have pos i t i ve  economic  consequences  but  too 

o f ten  not  a l l  benef i ts  and cos ts  are  cons idered.  CBA prov ides  a  f ramework  to  

ident i fy  the  l i ke ly  economic  impac ts ,  bo th measurab le  and unmeasurab le ,  

assoc ia ted  wi th  tour ism deve lopment .  

Note :  More  soph is t i ca ted CBAs have not  been covered in  th is  u n i t  due to 

the i r  complex i ty .  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
25

 Net benefit = benefits per year - costs per year 
26

 Benefit/cost ration = benefits per year/costs per year 
27

 Net public sector impact = additional public costs - additional tax revenue 



Silver Tourism 

Developing Innovative Touristic Products for Silver Economy  

 

175 175 

Conclusion 

The th ree key  pr i c ing  fac tors  in  tour ism are  opera t ing  cos ts  (bo th  f i xed and 

var iab le) ,  cos t  o f  d is t r ibu t ion  network  (commiss ions ,  fees)  and pro f i t  marg ins  wh i le  

o ther  fac tors  to  cons ider  when pr ic in g  your  p roduc ts  are  pr i ces  o f  your  compet i to rs ,  

cus tomer  demand,  p r i ce  sens i t i v i ty  o f  ta rget  markets ,  perce ived image,  va lue  and 

qua l i ty  o f  your  p roduc t ,  bus iness  and/or  reg ion ,  and seasona l i ty  o f  your  p roduc t  

amongs t  o thers .   

There  are  numerous  s t ra teg ies ,  methods  and means  o f  p r i c ing  produc ts  and 

serv ices ;  y ie ld  management  requ i res  you to  ana lyze and unders tand demand in 

order  to  max imize  the  average revenue per  ava i lab le  room per  n igh t ,  wh i le  

the  break -even  ana lys is  he lps  you ca lcula te the  lower  l im i t  o f  p ro f i t  when 

determin ing  marg ins .  

A cos t -benef i t  ana lys is  (CBA)  i s  a  sys temat ic  p rocess  fo r  ca lcu la t ing  and compar ing 

benef i ts  and cos ts  o f  a pro jec t  o r  a  dec is ion .  I t  he lps  pred ic t  whether  the  benef i ts  

o f  a  pro jec t  o r  dec is ion  outwe igh i ts  cos ts  and by  ho w much,  re la t i ve  to  o ther 

a l te rnat i ves .   

 

Further information and references for learning, teaching and 

assessment activities 

  Break -even ana lys is  and Cont r ibu t ion  method.  

h t tp : / /www. jhemingway.ne t /322_323_Mats /Budget_F inance/F inanc ia l_Ana lys i

s /Break_even_ana lys is .pd f  

  Creat ing  Va lue in  Tour i sm.  

h t tp : / /www. tour ismexce l lence.com.au/ images /s to r ies /pd f /modu le4 /M4-Nina-

Hendy-ar t i c le -on-c reat ing -va lue .pdf  

  Pr ic ing .  

h t tp : / /www. tour ismexce l lence.com.au/marke t ing-exce l lence/pr ic ing .h tml  

  Pr ic ing  St ra tegy  fo r  Tou r ism Bus inesses .  

h t tp : / /www. tour ismindus t ryb log .co .nz /2010/03 /pr ic ing-s t ra tegy - fo r - tour ism-

bus inesses /  

  Pr ic ing  Your  Tour ism Produc t .   

h t tp : / /www.des t ina t ionnsw.com.au/wp-content /up loads /2014/03/Tour ism -

Bus iness -Too lk i t -VOL2-Chapter3 .pdf  

h t tp : / / smar tehote ls .com/b log /  

  Goldman,  G. ,  Nakazawa,  A. ,  Tay lor ,  D.  (1994) :  Co s t -Benef i t  Ana lys is  o f  

Loca l  Tour ism Deve lopment .  WRDC,  Oregon,  USA.  

 

http://www.jhemingway.net/322_323_Mats/Budget_Finance/Financial_Analysis/Break_even_analysis.pdf
http://www.jhemingway.net/322_323_Mats/Budget_Finance/Financial_Analysis/Break_even_analysis.pdf
http://www.tourismexcellence.com.au/images/stories/pdf/module4/M4-Nina-Hendy-article-on-creating-value.pdf
http://www.tourismexcellence.com.au/images/stories/pdf/module4/M4-Nina-Hendy-article-on-creating-value.pdf
http://www.tourismexcellence.com.au/marketing-excellence/pricing.html
http://www.tourismindustryblog.co.nz/2010/03/pricing-strategy-for-tourism-businesses/
http://www.tourismindustryblog.co.nz/2010/03/pricing-strategy-for-tourism-businesses/
http://smartehotels.com/blog/
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3.5 Marketing Effectiveness 

3.5.1. DEVELOPING A MARKETING ACTION PLAN. 

Af ter  undergo ing a l l  s teps  f rom segmenta t ion ,  ta rget ing  and pos i t ion ing  to  brand ing 

and 4Ps,  i t  i s  t ime to  se t  mark et ing  goa ls  and put  a  market ing  p lan  in  p lace to  

ach ieve them.  

Today  there  are  so many  opt ions ,  market ing p la t fo rms,  t rad i t iona l  and d ig i ta l  

market ing  too ls  (see also  Un i t  3 ,  E lement  3 )  tha t  be ing  an e f fec t i ve marketer  has  

become a  major  cha l lenge.  How do you dec ide  on wh ich  too ls  to  use to  ta rget  your  

c l ien ts?  How much money  do you a l loca te fo r  each o f  the  ac t ions? What  a re  the 

resu l ts  o f  a  par t i cu la r  ac t ion  and how do  you measure  them? What  can you learn  

f rom your  pas t  market ing  campaigns  to  improve fu tur e  ones? Market ing  ac t ion  p lan 

wi l l  gu ide  you to  reach your  goa ls  and he lp  you dec ide  wh ich  too ls  to  use.  

The fundamenta l  purpose o f  a  

market ing  p lan  i s  to improve the  

success  o f  your  bus iness  or  

o rgan iza t ion .  I f  done we l l ,  a  market ing  

p lan  can prov ide ins igh t  in to  your 

bus iness ,  de f ine  your  ob jec t i ves  and 

s t ra tegy ,  and he lp  ensu re  tha t  you are  

prov id ing  e f fec t i ve serv ices  or  

p roduc ts  to  your  cus tomers .  The r igh t  

market ing  p lan  ident i f ies  every th ing  

f rom who your  ta rget  cus tomers  are  to  how you wi l l  reach t hem and how you wi l l  

re ta in  them.  Here  are  some ac t ion  s teps  tha t  you shou ld  cons ider  mak ing par t  o f  

your  market ing  p lan ,  accord ing  to  Ha l  She l ton ,  au thor  o f  The Secre ts  o f  Wr i t ing  a 

Success fu l  Bus iness  P lan:  

1 .  Firs t  define your buy ing  cyc le  based on which you can a lways ad just  

your messages to  customers in  each of  the s tages.  Eg.  a  d i rect  

market ing campaign to  ga in  awareness (s tage 1)  wi l l  be d i f ferent  f rom 

the d i rect  market ing campaign for  act ive  customers (s tage  3) .  

2 .  Second impor tan t  aspec t  i s  the  market  research.  I t  shou ld  no t  be  someth ing 

to  do  on ly  when you s tar t  your  bus iness ;  you need to  cont inua l l y  s tay  on top 

o f  your  ta rget  cus tomers ’  demograph ics ,  needs,  des i res  and l i fes ty les .  Draw 

f rom your  own exper ience ta lk ing wi th  your  cus tomers ,  as we l l  as any  

cus tomer  da ta  you have -  sa les  records ,  webs i te  ana ly t i cs ,  soc ia l  med ia 

in te rac t ions  -  to  see what  they  are  research ing ,  b rows ing,  do ing  and  buy ing .  

A lso  use th i rd -par ty  sources  o f  research to  keep up wi th  t rends  in your 

ta rget  market ,  and contac t  med ia  p roper t ies  where  you are  cons ider ing 

adver t i s ing  to  see who the i r  readers /v iewers / l i s teners  are .  
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3.  Once you know what  your  cus tomers  want  and where  they  are  spend ing the i r  

t ime,  you can develop a  market ing plan  tha t  reaches  out  to them where  

they  l i ve  -  whether  tha t  i s  ou tdoor  adver t i s ing ,  soc ia l  med ia ,  rad io  ads,  

on l ine  pay -per -c l i ck  ads ,  pub l i c  re la t ions  and more .  Focus  most  o f  your 

budget  on  the  avenues your  research sugges ts  wi l l  be  most  e f fec t i ve  and 

a f fo rdab le .  Your  marke t ing  p lan  shou ld  cover  the  coming  year  and shou ld 

inc lude spec i f i c  goals .  

4 .  Break  down your  market ing  p lan  more spec i f i ca l l y  in to  a  calendar  tha t  

shows what  t ype o f  market ing  you wi l l  do  each month ,  each week  and  even 

each day .  Th is  can inc lude ad p lacements ,  PR campaigns ,  soc ia l  med ia 

pos ts  and more .  By put t ing  your  p lan  on a  ca lendar ,  you are  commi t ted  to 

car ry ing  i t  ou t  and th ings  wi l l  no t  fa l l  th rough the  c racks .  

5 .  To make sure  your  market ing  e f fo r ts  de l i ver  re turn  on inves tment  (ROI) ,  you 

need to  t rack  and measure the resul ts  of  each type  o f  market ing  you do.  

For  example ,  you cou ld  pu t  a  code in  an  on l ine  or  p r in t  ad  and keep t rack  o f  

who ment ions  the  code .  On l ine ,  you can use ana ly t i cs  to  see wh ich  ads  or  

ment ions  a t t rac t  cus tomers  to  your  s i te and to  t rack  wh ich  cus tomers  end up 

mak ing a  purchase.  Regu lar l y  (once a  quar ter ,  a t  m in imum,  or  idea l l y  once a 

month)  assess  wh ich  market ing  methods  are  dr i v ing  sa les  and wh ich  are 

no t .  

6 .  Other  market ing  ac t ion  s teps  might  inc lude emai l  market ing ,  us ing  a f f i l i a tes 

and d is t r ibu tors ,  bu i ld ing  a  webs i te ,  d i rec t  mai l ,  buy ing  ads  in  assor ted 

media  out le ts  (newspapers ,  rad io ,  e tc . ) ,  soc ia l  med ia  and web market ing .  

Marketing Action Plan template - simple 

A success fu l  market ing p lan  shou ld  be  simple ,  achievable  and re levant .  Be low 

you wi l l  f i nd  a  s imple  examp le  o f  a  templa te  you can use;  the  f i rs t  column def ines 

the  market ing  goa l ,  the  second l i s ts  po tent ia l  market ing  ac t i v i t ies  and the  th i rd  

assesses  what  you need in  order  to  comple te  these ac t i v i t ies :  

Marke t ing  Goa l  Ac t iv i t i e s  How to  comple te  ac t iv i t i es  

Inc rea se  subsc r ibe rs  to  in -

house  emai l  l i s t  by  50  %  in  

6  months .   

add  the  s ig n -up  fo rm  to  

Facebook  page  

unde rs tan d  how to  use  

p romo ted  pos t s  on  

Facebook ;  c re a te  a  t ime l i ne  

fo r  pos t s ;  s e t  a  b udge t  

s imp l i f y  s ig n -up  fo rm  to  

encou rage  more  s ign -u ps  

s imp l i f y  s ig n -up  f o rm ;  ad d  i t  

t o  va r io us  subpag es  

add  the  s ig n -up  f o rm  l i nk  

w i th  a  ca l l  t o  a c t i on  to  e -

ma i l  s igna tu res  

add  the  s ign - up  fo rm  l i n k  
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ensu re  tha t  webs i te  and  e -

ma i l  mar ke t i ng  ac t i v i t i e s  a re  

mob i le  r eady  

upda te  web s i te  w i th  a  

r espons ive  them e to  supp o r t  

any  d ev i ce ;  r ev ie w e - ma i l  

marke t in g  s e rv i ce  p r ov i de r  

t o  make  su re  t ha t  ema i l  i s  

eas i l y  v ie wed  on  mo b i le  

dev ic es  

Marketing Action Plan template - elaborated 

An e labora ted market ing  p lan  inc ludes  the  fo l lowing in format ion :  

1 .  execut ive  summary  or  overv iew o f  t he  p lan ,  

2 .  descr ip t ion  o f  your  ta rget  cus tomers  and the i r  needs ,  

3 .  c lear ly  de f ined market ing  ob jec t i ves ,  

4 .  market ing  s t ra tegy  -  inc lud ing  produc t ,  p r i ce ,  d is t r ibu t ion  and promot ion ,  

5 .  ac t ion  p lan ,  

6 .  budget  p ro jec t ions ,  

7 .  (SWOT ana lys is ) ,  

8 .  (eva lua t ion) .  

The market ing  p l an  templa te  be low inc ludes  sec t ions  fo r  on l ine  market ing ,  med ia 

re la t ions ,  t rade shows and events ,  o ther  b rand ing e f fo r ts ,  and sa les  campaigns .  

Ob jec t i ves  are  c lear ly  ident i f ied  a long wi th  ta rget  market  and to ta l  cos ts .  Months  o f  

the  year  a re  broken down i n to  weeks  fo r  easy  p lann ing.  You can modi fy  th is  

templa te  to  inc lude whatever  e lements  are  v i ta l  to  your  market ing  p lan .  

F igure  41 :  Marke t ing  P la n  Templa te  

 
Source :  h t tps : / /w ww.sm artsheet . com/ f re e -mark e t ing -p lan - templa tes -exc e l  
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Bes ides  the  genera l  market i ng  p lan  you can out l ine  a lso  a  tac t ica l  market ing  p lan 

in  wh ich  you l i s t  a l l  tasks ,  respons ib le  persons ,  expenses ,  da tes  and s ta tus .  

Tac t i ca l  market ing  p lan  wi l l  he lp  you assess  your  p rogress .   

In  the  era  o f  d ig i ta l  med ia ,  you might  a lso want  to  ou t l ine  a ded ica ted d ig i ta l  

market ing  p lan  wi th  sect ions  fo r  on l ine adver t i s ing  and ana ly t i cs ,  content  market ing 

and SEO s t ra tegy ,  soc ia l  med ia ,  and too ls  fo r  t rack ing  met r i cs .   

F igure  42 :  D ig i ta l  Ma rke t ing  P lan  Templ a te  

Source :  h t tps : / /w ww.sm artsheet . com/ f re e -mark e t ing -p lan - templa tes -exc e l  
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3.5.2. MONITORING EFFECTIVENESS. 

Measur ing  market ing  per fo rmance has  long been a  cent ra l  concern  in  market ing 

and remains  a  v i ta l  i ssue.  Depend ing on the  channe ls  and too ls  used,  r igh t  da ta 

and ind ica tors  must  be  se lec ted to  mon i to r  and eva lua te  market ing  e f fec t i veness .  

Be low we have s ta ted  a  few ind ica tors  you can use.  There  are  many  more  and i t  i s  

up  to  your  needs  and capab i l i t i es  wh ich  ones  you choose.  

Traditional marketing tools 

As we have learned  in  E lement  3  o f  th is  un i t ,  adver t i s ing  i s  the  most  common 

method o f  p resent ing  our  p roduc t  to  a  b ig  aud ience.  However ,  work  i s  no t  comple te 

i f  the  e f fec t i veness  o f  ads  i s  no t  measured.  Th is  i s  the  on ly  way  to  know how the  

adver t i sement  i s  per fo rming,  i s  i t  reach ing the  ta rg ets  and goa ls .  

I t  i s  no t  poss ib le  to  measure  adver t i sement  e f fec t i veness  accura te ly  as  there  are  

many  fac tors ,  such as  mak ing a  brand image,  inc reas ing  the  sales ,  keep ing peop le 

in fo rmed about  the  produc t ,  in t roduc ing  new produc t  e tc .  wh ich  a f fec t  the 

e f fec t i veness  o f  an  ad.  However ,  there  are  some t rad i t iona l  too ls  to  measure 

e f fec t i veness  o f  ads  th rough wh ich  adver t i sers can get  more in fo rmat ion  about  how 

the i r  ads  and produc ts  are  per fo rming in  the  market .  Accord ing  to  Ph i l ip  Kot le r ,  the  

two most  popu lar  a reas  wh ich  need to  be  measured fo r  knowing the  e f fec t i veness  o f  

adver t i sement  a re  the communica t ion  e f fec t  and the  sa les  e f fec t .  Whi le  the 

communicat ion ef fec t  tes t  measures communica t ing  ab i l i ty  o f  the ad,  the  sa les 

e f fec t  tes t  measures  ad ’s  ab i l i t y  to  pos i t i ve ly  in f luence sa les .  

To measure  the  communica t ion  e f fec t ,  one might  use the  rat ing mode l  tha t  d i rec t l y  

asks  cus tomers  to  ra te  the  adver t i sement ,  recal l  and port fo l io  tests  where  

cos tumers  see and l i s ten  to  one ad  or  a  po r t fo l io  o f  ads  and then  t ry  t o  reca l l  them,  

or  labora tory  tes ts  where  appara tus  to  measure  the  hear t  ra tes ,  b lood pressure ,  

persp i ra t ion  e tc .  a re  used on cos tumers  wh i le  and a f te r  they  watch  an ad.    

The sa les  e f fec t  i s  more  d i f f i cu l t  to  tes t  s ince sa les  are  in f luenced by  many  fac tors  

bes ides  adver t i s ing ,  inc lud ing  produc t ’ s  fea tures ,  p r i ce ,  ava i lab i l i t y ,  and 

compet i t ion .  St i l l ,  two methods  can be used.  The histor ica l  test  i nvo lves 

cor re la t ing  pas t  sa les  to  pas t  adver t i s ing  expend i tu res  us ing  advanced s ta t i s t i ca l  

techn iques .  The resu l t s  can revea l  how far  adver t i sement  was  e f fec t i ve  in 

genera t ing  or  inc reas ing  sa les .  The experimental  test  uses  exper iment  to  assess 

impac t  o f  adver t i sement  on  sa les .  Ins tead o f  spend ing the  same percentage o f  

sa les  fo r  adver t i sement in  a l l  te r r i to r ies  or  p roduc ts ,  a  company  spends  d i f fe rent  

percentage o f  sa les  for  adver t i sement .  Based on the  resu l ts  i t  can eas i l y  judge 

whether  h igh -spend ing te r r i to r ies  have resu l ted  in  inc reas ing  sa les  and v ice -versa .  
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As ear l ie r  sa id ,  i t  i s  no t  poss ib le  to  accura te ly  measu re  e f fec ts  o f  ads .  There fore  i t  

i s  recommended tha t  the  company uses  appropr ia te  and d i f fe rent  methods  tha t  a re 

most  su i tab le  fo r  the  media  used.   

E-marketing tools 

With  the  r i se  o f  in te rne t ,  a  lo t  o f  content  has  moved on - l ine .  I f  you want  to  cont ro l  

and improve your  on - l ine  per fo rmance,  you need to  t rack  and measure  how many  

peop le  are  consuming your  contents ,  what  they  are  do ing  wi th  i t  and  whether  o r  no t  

they  l i ke  i t .   

Ca in  (2012)  be l ieves  i t  i s  bes t  to  s ta r t  by  t rack ing  and ana lyz ing  the  fo l lowing data 

f rom your  company 's  webs i te :  

o  Unique v is i tors  re fe rs  to  the  number  o f  ind iv idua ls  who v is i t  your  webs i te  

dur ing  a  g iven per iod  of  t ime,  where  each v is i to r  i s  on ly  counted once.  Th is  

number  wi l l  vary  depend ing on the  s ize  o f  your  company ,  your  indus t ry  and,  

o f  course ,  the  amount  o f  content  you are  produc ing .  

o  Page v iews  i s  the  cumula t i ve  number  o f  ind iv idua l  pages  tha t  your  v is i to rs  

c l i ck  on  dur ing  a  g iven per iod  o f  t ime.  I f  your  page v iews are  h igher  than 

your  un ique v is i to rs ,  tha t  may  be an ind ica t ion tha t  y our  aud ience is  f ind ing 

your  content  engag ing because ind iv idua ls  are  c l i ck ing  around to  mul t ip le  

pages .  

o  Search engine  t ra f f i c  i s  the  amount  o f  t ra f f i c  be ing  re fer red  to  your  s i te  

th rough search eng ines,  such as  Goog le .  Th is  number  wi l l  g ive  you a  c lear  

ind ica t ion  o f  how e f fec t i ve  o f  a  job  you  are  do ing  a t  op t im iz ing  your  content  

fo r  search .  

o  Bounce rate  i s  the  percentage o f  v is i to rs  who  come to  your  s i te  and  then 

immedia te ly  ‚bounce‛  or  leave before  c l i ck ing  on any  o ther  pages .  A bounce 

ra te  o f  less  than  40  percent  i s  cons idered good.  I f  i t  i s  any  h igher ,  i t  may  be 

an ind ica t ion  tha t  v is i tors  to  your  s i te  do  not  l i ke  what  they  f ind  there .  

o  Conversion rate  i s  the  percentage o f  v is i to rs  to  your  s i te  who take a 

spec i f i c  ac t ion  tha t  your  content  encourages  them t o ,  such as  s ign ing  up fo r  

your  news le t te r .  Convers ion  ra tes  vary  cons iderab ly  based on indus t ry ,  bu t  

tend to  hover  a round 2  and 3  percent  on  average.  That  sa id ,  a im fo r  a  

convers ion  ra te  o f  approx imate ly  5  percent ,  o r  even h igher  i f  you are  

c reat ing  spec i f i c  land ing  pages  fo r  spec i f i c  audiences .  

o  Inbound l inks  i s  the  number  o f  ex terna l  l i nks  to  your  s i te ,  an ind ica t ion  tha t  

o ther  peop le  have found your  content  impor tan t  enough to  l ink to  i t .  

Impor tan t l y ,  the  more  h igh -qua l i ty  inbound l inks  you have,  the  h igh er  your  

content  wi l l  rank  on search eng ines .  

One o f  the  bes t  ways to  t rack  a l l  o f  th is  in fo rmat ion  i s  by  se t t ing up a  f ree  account  

wi th  Goog le  Ana ly t i cs .  A power fu l  too l ,  Goog le  Ana ly t i cs  wi l l  a l low you to  mon i to r  

your  webs i te  and ana l yze a  huge amount  o f  da ta  a t  bo th  the  aggregate  and 
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i nd iv idua l  page leve l .  That  way  you can f ind  out  how spec i f i c  p ieces  o f  content  a re  

per fo rming,  as  we l l  as  the  overa l l  per fo rmance o f  your  content  market ing  e f fo r ts .  

S ign ing  up i s  easy  and takes  jus t  a  few minutes .  Wi th in  a  m at te r  o f  days ,  Goog le 

Ana ly t i cs  wi l l  have co l lec ted  enough data  to  a l low you to  s ta r t  ana lyz ing  t rends  and 

look ing  fo r  new ins igh ts .  

No mat ter  how you do  i t ,  i f  you have the  d isc ip l ine  to  look  a t  your  key  met r i cs  fo r  

measur ing  market ing  e f fec t i veness  on a  week ly  bas is ,  you wi l l  be  much more  in  

tune wi th  how your  content  i s  per fo rming.  Once you have mastered th is ,  t ry  pu t t ing 

some o f  the  data  in to  chart  form  to  make i t  eas ier  to  ident i fy  t rends .  

F igure  43 :  Key  m et r i cs  p resen ted  in  a  cha r t  -  e xa mple  

 
Source :  Conten t  Ma rk e t i ng  Ins t i tu te .  

In  add i t ion  to  the  bas ic  met r i cs  no ted above,  there  are  two o the r  impor tan t  th ings  to 

take note  o f :  the  number of  comments  and the  number of  shares  your  content  

ge ts  „ both  are  s t rong ind ica tors  o f  engagement .  Any  t ime tha t  pe ople  are  tak ing 

the  t ime to  pos t  a  comment  about  your  content  o r  to  share  i t  w i th  o thers ,  i t  i s  a  

great  s ign .  

Other marketing metrics and key performance indicators 

Bes ides  the  met r i cs  and per fo rmance ind ica tors  ment ioned in  2 .1  and 2 .2  there  are 

many  others  you can use.  When choos ing  the  r igh t  market ing  met r i cs ,  you shou ld 

keep in  mind wh ich  channe l  you are  us ing  and who wi l l  be  us ing  the data  to  make 

bus iness  dec is ions .  The types  o f  met r i cs  you want  to  t rack  wi l l  vary fo r  d i f fe rent  

market ing  ro les .  Execut ives  wi l l  want  to  see  an overv iew fo r  every  market ing 

channe l ,  wh i le  managers  wi l l  want  to  d ive  in to  the  met r i cs  f o r  a  deeper  

unders tand ing o f  day  to  day  per fo rmance.  

Be low we have s ta ted  a  few add i t iona l  per fo rmance ind ica tors  as ident i f ied  by  

K l ip fo l io .  

o  Market ing Return on  Investment  (ROI)  measures  the  resu l ts  market ing 

campaign i s  genera t ing compared to  the  cos t  o f  runn ing i t .  Cos ts  typica l l y  

inc lude t ime and money .   
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F igure  4 4 :  Marke t ing  R O I  -  exampl e  

 
Source :  K l ip fo l io  

o  Purchase funnel  analyzes  your  cos tumer  acqu is i t ion  process  to help  you 

unders tand how potent ia l  cus tomers  d iscover  your  p roduc ts  or  b rand and,  

more  impor tan t l y ,  how they  become loya l  cus tomers .  The key to  the 

purchase funne l  i s  to  ana lyze convers ion  ra tes  f rom one s tage to  the  nex t .  

F igure  45 :  Pu rchase  funne l  -  example  

Source :  K l ip fo l io  

o  Goal  complet ion  ra te  measures  the  number o f  peop le  who comple te  a  

spec i f ied  market ing goa l ,  eg .  s ign ing up fo r  a  t r ia l  o r  subscr ib ing  to  the  

mai l ing  l i s t .  

o  Socia l  sent iment  ana lys is  invo lves  ca tegor iz in g  brand ment ions  as 

negat ive ,  pos i t i ve ,  o r  neut ra l .   

o  Net  promoter  score  i s  a  measure  o f  a  customer  base 's  wi l l i ngness  to  

promote  a  produc t  o r  serv ice  to  co l leagues  and f r iends .  I t  i s  based on the  

resu l ts  o f  cus tomer  survey .  

o  End act ion rate  measures  the  e f f ec t i veness  o f  market ing  campaigns  by 

moni to r ing  the  las t  ac t ion  taken by  the  aud ience.  
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F igure  46 :  End  a c t ion  ra te  -  example  

 
Source :  K l ip fo l io  

o  Cost  per  lead  measures  the  cos t  e f fec t i veness  o f  market ing  campaigns 

when i t  comes to  genera t ing  new sa les  le ads .  The purpose is  to  prov ide  the  

market ing  team wi th  tang ib le  euro  f igures  so  they  can unders tand how much 

money  they  shou ld  spend on acqu i r ing  new leads .  
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Conclusion 

The fundamenta l  purpose o f  a  market ing  p lan i s  to  improve the success  o f  your 

bus iness  or  o rgan iza t ion .  I f  done we l l ,  a  market ing  p lan  can prov ide ins igh t  in to 

your  bus iness ,  de f ine  your  ob jec t i ves  and s t rategy ,  and he lp  ensure  tha t  you are 

prov id ing  e f fec t i ve  serv ices  or  p roduc ts  to  your  cus tomers .  The r igh t  market ing  p lan  

ident i f ies  every th ing  f rom who your  ta rget  cus tomers  are  to  how you wi l l  reach them 

and how you wi l l  re ta in  them.  

Once the  p lan  i s  imp lemented,  i t  i s  mos t  impor tan t  to  measure  the e f fec t i veness o f  

market ing  ac t ions .  Depend ing on the  channe ls  and too ls  used ,  r igh t  da ta  and 

ind ica tors  must  be  selec ted to  mon i to r  and evalua te  market ing  e f fec t i veness .  There 

are  many  ava i lab le ,  amongs t  them communica t ion  e f fec t ,  sa les  e f fec t ,  h is to r i cal  

and exper imenta l  tes t  fo r  o f f l i ne  market ing ,  un ique v is i to rs ,  page v iews,  co nvers ion 

ra te  e tc .  fo r  on l ine  market ing ,  and o ther  ind i ca tors ,  such as  market ing  re turn  on  

inves tment ,  purchase funne l ,  cos t  per  lead e tc .  

 

Further information and references for learning, teaching and 

assessment activities 

  Creat ing  a  Market ing  Ac t ion  P lan  

h t tps : / /www.sba.gov /b logs /c reat ing -market ing -ac t ion -p lan  

h t tps : / /www.smar tsheet . com/ f ree -market ing -p lan- temp la tes -exce l  

  Al lga ier ,  C. ,  and Powel l ,  T .  (1998) :  Enhanc ing Sa les  and Market ing 

Ef fec t i veness  Through Compet i t i ve  In te l l i gence.  Compet i t i ve  In te l l i gence 

Rev iew.  

  Cain ,  K.  (2012) :  6  met r i cs  to  t rack  when you measure  market ing 

e f fec t i veness .  Content  Market ing  Ins t i tu te .  

  Clark ,  B. ,  Gooner ,  R. ,  and Morgan,  N.  (2002) :  Market ing  Produc t i v i ty ,  

Market ing  Aud i ts ,  and Sys tems fo r  Market ing  Per formance Assessment :  

In tegra t ing  Mul t ip le  Perspec t i ves .  Journa l  o f  Bus iness  Research.  

  Stead,  M. ,  Gordon,  R. ,  Angus ,  K .  and McDe rmot t ,  L .  (2007) .  A  sys temat ic  

rev iew o f  soc ia l  market ing  e f fec t i veness .  Hea l th  Educat ion ,  107(2)  pp .  126 ”

191.  

  The Marketer 's  Gu ide to  KPIs  (2013) .  K l ip fo l io .  

 

 

 

https://www.sba.gov/blogs/creating-marketing-action-plan
https://www.smartsheet.com/free-marketing-plan-templates-excel
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4.1 Stakeholders Involvement 

Learning objectives 

  Knows how to  mapp ing l oca l  and reg iona l  re levant  s takeho lders  

  Know the  s takeho lder  g roups  and the i r  ro le  in  deve lop ing  s i l ver  tour ism 

des t ina t ion  

  Know how to  invo lve  loca l  and reg iona l  s takeho lders  in  the  process  o f  

deve lop ing  s i l ver  tour ism des t ina t ion  

  Know how to  c reate  a  good co l labora t ion  between var ious  s takeho lders  

in  o rder  to  main ta in  des t ina t ion  compet i t i veness  

  Know how to  use s takeho lder  theory  in  o rder  to  ach ieve the  p lanned 

ob jec t i ves ,  face cons tant  uncer ta in ty  and min imise  potent ia l  r i sks f rom 

the  ex terna l  env i ronment .  

4.1.1. STAKEHOLDER THEORY AND STAKEHOLDERS IN 

THE SUSTAINABLE TOURISM DEVELOPMENT. 

The suppor t  o f  tour ism s takeho lders  i s  essent ia l  fo r  the  deve lopment,  success fu l  

opera t ion ,  and long - te rm sus ta inab i l i t y  o f  tour ism.  Tour ism s takeho lders  inc l ude 

many d i f fe rent  types  o f  g roups  depend ing on geograph ica l l y -based in the  d i f fe rent  

par ts  o f  the  area.  However ,  no t  a l l  s takeho lders  have the  same leve l  o f  in te res t  in  

sus ta inab le  tour ism deve lopment  and may be less  ac t i ve  or  no t  ac t i ve  at  a l l .   

Moreover ,  some s takeho lders  are  more  impor tan t  than o thers  in de termin ing  the 

success  o f  ac t i v i t ies .  For  th is  reason,  th i s  paper  ident i f ies  the  key  tour ism 

s takeho lders  in  imp lement ing  sus ta inab le  tour ism deve lopment  and to  prov ide  a  

synthes is  o f  the  s im i lar i ty  an d d i f fe rences in the  charac ter i s t ics  o f  the  tour ism 

s takeho lders .  

Tour ism is  cons idered a  va luab le economic deve lopment  oppor tun i ty  fo r  many 

count r ies ,  ye t  the  expans ion  o f  tour ism wor ldwide has  a lso  led  to  emerg ing  concern 

about  i t s  negat ive  impac ts  on  ho s t  env i ronments  (Ber r i t te l la ,  B igano,  Roson,  & To l ,  

2006;  Cho i  & S i rakaya,  2006) .   

As  a  resu l t ,  there  i s  inc reas ing  agreement  on  the  need to  promote  sus ta inab le 

tour ism deve lopment  wi th  the  a im o f  m in imiz ing  env i ronmenta l  and soc io -cu l tu ra l  
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impac ts ,  wh i le  commensura te ly  max imiz ing economic  benef i ts  fo r  tour is t  

des t ina t ions  (Co le ,  2006;  Wight ,  2003) .  

Accord ing  to  Freeman (1984,  p .46) ,  a  s takeho lder  i s  ‘any  group or  ind iv idua l  who 

can a f fec t  o r  i s  a f fec ted  by  the  ach ievement  of  the  organ iza t ion ’s  ob jec t i ves ’ .  The 

UNWTO ident i f ied  s takeho lders  in  tour ism des t ina t ions  as  tour ism pro fess iona ls ,  

pub l i c  au thor i t ies ,  as  we l l  as  the  press  and o ther  med ia .   

In  add i t ion ,  o ther  in te res t  g roups  and ind iv idua ls  and in  par t i cu la r  loca l  res idents 

and ind igenous  groups ,  a lso  need proper  recogn i t ion  as  s takeho lders in  the i r  own  

r igh t  (Macbeth ,  Burns ,  Chand ler ,  Rev i t t ,  &  Ve i tch ,  2002) .  For  the  purposes  o f  th is  

s tudy ,  and fo l lowing Aas  e t  a l .  (2005,  p .4) ,  tour ism s takeho lders  inc lude any 

ind iv idua ls  or  g roups  invo lved,  in te res te d in ,  o r  a f fec ted  (pos i t i ve ly  o r  negat ive ly )  

by  tour ism.   

Accord ing  to  these authors ,  e f fec t i ve  s takeho lder  engagement  must  there fore 

‘ reduces  potent ia l  conf l i c ts  be tween the  tour is ts  and hos t  communi ty  by  invo lv ing 

the  la t te r  in  shap ing the  way  in  wh ich  t our ism deve lops ’ .  

In  add i t ion ,  s takeho lder  theory  has  been  wide ly  used in  tour ism as  s takeho lders ’  

in te rdependency  and the i r  ab i l i t y  impac t  on  the  deve lopment  p rocess  o f  the  tour ism 

des t ina t ion  (Jamal  & Getz ,  1995) .  In  fac t ,  the  theory  has  been deve loped b oth  to 

exp la in ,  and to  gu ide ,  the  s t ruc ture  and  opera t ion  o f  the  es tab l i shed corpora t ion 

(Dona ldson & Pres ton,  1995) .   

Robson and Robson  (1996)  fu r ther  s ta ted  tha t  one o f  the  key  p r inc ip les  o f  

s takeho lder  theory  i s  tha t  an  organ iza t ion  i s  g ranted l i cense t o  opera te  by  v i r tue  o f  

i t s  soc ia l  cont rac t  w i th  s takeho lders .  I t  has  a lso  been observed tha t  s takeho lders ’  

knowledge and exper ience in  tour ism management ,  par t i c ipa t ion  in  tour ism p lann ing 

and deve lopment  p rocesses  and long - te rm communi ty  invo lvement  have p layed an 

impor tan t  ro le  in  tour ism des t ina t ion  management  (Hardy  & Beeton,  2001;  Le iper ,  

1995) .  However ,  wh i le  each group o f  s takeho lder  p lays  an impor tan t  ro le  in  the  

deve lopment  o f  tour ism,  some s takeho lders are  more  impor tan t  than o thers  in 

de termin ing  the  success o f  ac t i v i t ies  (V incent ,  1990) .   

The suppor t  o f  tour ism s takeho lders  i s  essent ia l  fo r  the  deve lopment,  success fu l  

opera t ion ,  and long - te rm sus ta inab i l i t y  o f  tour ism.  Tour ism s takeho lders  inc lude 

many d i f fe rent  types  o f  g roups  depend ing on geogr aph ica l l y -based in the  d i f fe rent  

par ts  o f  the  area.  However ,  no t  a l l  s takeho lders  have the  same leve l  o f  in te res t  in  

sus ta inab le  tour ism deve lopment  and may be less  ac t i ve  or  no t  ac t i ve  at  a l l .   

Moreover ,  some s takeho lders  are  more  impor tan t  than o thers  in  de termin ing  the 

success  o f  ac t i v i t ies .  For  th is  reason,  th i s  paper  ident i f ies  the  key  tour ism 

s takeho lders  in  imp lement ing  sus ta inab le  tour ism deve lopment  and to  prov ide  a  

synthes is  o f  the  s im i lar i ty  and d i f fe rences in the  charac ter i s t ics  o f  the  tour ism 

s takeho lders .  

Tour ism is  cons idered a  va luab le economic deve lopment  oppor tun i ty  fo r  many 

count r ies ,  ye t  the  expans ion  o f  tour ism wor ldwide has  a lso  led  to  emerg ing  concern 
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about  i t s  negat ive  impac ts  on  hos t  env i ronments  (Ber r i t te l la ,  B igano,  Roson,  & To l ,  

2006;  Cho i  & S i rakaya,  2006) .   

 

As  a  resu l t ,  there  i s  inc reas ing  agreement  on  the  need to  promote  sus ta inab le 

tour ism deve lopment  wi th  the  a im o f  m in imiz ing  env i ronmenta l  and soc io -cu l tu ra l  

impac ts ,  wh i le  commensura te ly  max imiz ing economic  benef i ts  fo r  tour is t  

des t ina t ions  (Co le ,  2006;  Wight ,  2003) .  

Accord ing  to  Freeman (1984,  p .46) ,  a  s takeho lder  i s  ‘any  group or  ind iv idua l  who 

can a f fec t  o r  i s  a f fec ted  by  the  ach ievement  of  the  organ iza t ion ’s  ob jec t i ves ’ .  The 

UNWTO ident i f ied  s takeho lders  in  tour ism des t in a t ions  as  tour ism pro fess iona ls ,  

pub l i c  au thor i t ies ,  as  we l l  as  the  press  and o ther  med ia .   

In  add i t ion ,  o ther  in te res t  g roups  and ind iv idua ls  and in  par t i cu la r  loca l  res idents 

and ind igenous  groups ,  a lso  need proper  recogn i t ion  as  s takeho lders in  the i r  ow n  

r igh t  (Macbeth ,  Burns ,  Chand ler ,  Rev i t t ,  &  Ve i tch ,  2002) .  For  the  purposes  o f  th is  

s tudy ,  and fo l lowing Aas  e t  a l .  (2005,  p .4) ,  tour ism s takeho lders  inc lude any 

ind iv idua ls  or  g roups  invo lved,  in te res ted in ,  o r  a f fec ted  (pos i t i ve ly  o r  negat ive ly )  

by  tour ism.   

Accord ing  to  these authors ,  e f fec t i ve  s takeho lder  engagement  must  there fore 

‘ reduces  potent ia l  conf l i c ts  be tween the  tour is ts  and hos t  communi ty  by  invo lv ing 

the  la t te r  in  shap ing the  way  in  wh ich  tour ism deve lops ’ .  

In  add i t ion ,  s takeho lder  theory  ha s  been  wide ly  used in  tour ism as  s takeho lders ’  

in te rdependency  and the i r  ab i l i t y  impac t  on  the  deve lopment  p rocess  o f  the  tour ism 

des t ina t ion  (Jamal  & Getz ,  1995) .  In  fac t ,  the  theory  has  been deve loped both  to 

exp la in ,  and to  gu ide ,  the  s t ruc ture  and  oper a t ion  o f  the  es tab l i shed corpora t ion 

(Dona ldson & Pres ton,  1995) .   

Robson and Robson  (1996)  fu r ther  s ta ted  tha t  one o f  the  key  p r inc ip les  o f  

s takeho lder  theory  i s  tha t  an  organ iza t ion  i s  g ranted l i cense to  opera te  by  v i r tue  o f  

i t s  soc ia l  cont rac t  w i th  s tak eho lders .  I t  has  a lso  been observed tha t  s takeho lders ’  

knowledge and exper ience in  tour ism management ,  par t i c ipa t ion  in  tour ism p lann ing 

and deve lopment  p rocesses  and long - te rm communi ty  invo lvement  have p layed an 

impor tan t  ro le  in  tour ism des t ina t ion  mana gement  (Hardy  & Beeton,  2001;  Le iper ,  

1995) .  However ,  wh i le  each group o f  s takeho lder  p lays  an impor tan t  ro le  in  the  

deve lopment  o f  tour ism,  some s takeho lders are  more  impor tan t  than o thers  in 

de termin ing  the  success o f  ac t i v i t ies  (V incent ,  1990) .   

The suppor t  o f  tour ism s takeho lders  i s  essent ia l  fo r  the  deve lopment,  success fu l  

opera t ion ,  and long - te rm sus ta inab i l i t y  o f  tour ism.  Tour ism s takeho lders  inc lude 

many d i f fe rent  types  o f  g roups  depend ing on geograph ica l l y -based in the  d i f fe rent  

par ts  o f  the  area.  However ,  no t  a l l  s takeho lders  have the  same leve l  o f  in te res t  in  

sus ta inab le  tour ism deve lopment  and may be less  ac t i ve  or  no t  ac t i ve  at  a l l .   

Moreover ,  some s takeho lders  are  more  impor tan t  than o thers  in de termin ing  the 

success  o f  ac t i v i t ies .  For  th is  rea son,  th i s  paper  ident i f ies  the  key  tour ism 
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s takeho lders  in  imp lement ing  sus ta inab le  tour ism deve lopment  and to  prov ide  a  

synthes is  o f  the  s im i lar i ty  and d i f fe rences in the  charac ter i s t ics  o f  the  tour ism 

s takeho lders .  

Tour ism is  cons idered a  va luab le econom ic deve lopment  oppor tun i ty  fo r  many 

count r ies ,  ye t  the  expans ion  o f  tour ism wor ldwide has  a lso  led  to  emerg ing  concern 

about  i t s  negat ive  impac ts  on  hos t  env i ronments  (Ber r i t te l la ,  B igano,  Roson,  & To l ,  

2006;  Cho i  & S i rakaya,  2006) .   

As  a  resu l t ,  there  i s  inc reas ing  agreement  on  the  need to  promote  sus ta inab le 

tour ism deve lopment  wi th  the  a im o f  m in imiz ing  env i ronmenta l  and soc io -cu l tu ra l  

impac ts ,  wh i le  commensura te ly  max imiz ing economic  benef i ts  fo r  tour is t  

des t ina t ions  (Co le ,  2006;  Wight ,  2003) .  

Accord ing  to  Freeman (1984,  p .46) ,  a  s takeho lder  i s  ‘any  group or  ind iv idua l  who 

can a f fec t  o r  i s  a f fec ted  by  the  ach ievement  of  the  organ iza t ion ’s  ob jec t i ves ’ .  The 

UNWTO ident i f ied  s takeho lders  in  tour ism des t ina t ions  as  tour ism pro fess iona ls ,  

pub l i c  au thor i t ies ,  as  we l l  as  the  press  and o ther  med ia .   

In  add i t ion ,  o ther  in te res t  g roups  and ind iv idua ls  and in  par t i cu la r  loca l  res idents 

and ind igenous  groups ,  a lso  need proper  recogn i t ion  as  s takeho lders in  the i r  own  

r igh t  (Macbeth ,  Burns ,  Chand ler ,  Rev i t t ,  &  Ve i tch ,  2002) .  For  the  purposes  o f  th is  

s tudy ,  and fo l lowing Aas  e t  a l .  (2005,  p .4) ,  tour ism s takeho lders  inc lude any 

ind iv idua ls  or  g roups  invo lved,  in te res ted in ,  o r  a f fec ted  (pos i t i ve ly  o r  negat ive ly )  

by  tour ism.   

Accord ing  to  these authors ,  e f fec t i ve  s takeho ld er  engagement  must  there fore 

‘ reduces  potent ia l  conf l i c ts  be tween the  tour is ts  and hos t  communi ty  by  invo lv ing 

the  la t te r  in  shap ing the  way  in  wh ich  tour ism deve lops ’ .  

In  add i t ion ,  s takeho lder  theory  has  been  wide ly  used in  tour ism as  s takeho lders ’  

in te rdependency  and the i r  ab i l i t y  impact  on  the  deve lopment  p rocess  o f  the  tour ism 

des t ina t ion  (Jamal  & Getz ,  1995) .  In  fac t ,  the  theory  has  been deve loped both  to 

exp la in ,  and to  gu ide ,  the  s t ruc ture  and  opera t ion  o f  the  es tab l i shed corpora t ion 

(Dona ldson & Pre s ton,  1995) .   

Robson and Robson  (1996)  fu r ther  s ta ted  tha t  one o f  the  key  p r inc ip les  o f  

s takeho lder  theory  i s  tha t  an  organ iza t ion  i s  g ranted l i cense to  opera te  by  v i r tue  o f  

i t s  soc ia l  cont rac t  w i th  s takeho lders .  I t  has  a lso  been observed tha t  s takeho lders ’  

knowledge and exper ience in  tour ism management ,  par t i c ipa t ion  in  tour ism p lann ing 

and deve lopment  p rocesses  and long - te rm communi ty  invo lvement  have p layed an 

impor tan t  ro le  in  tour ism des t ina t ion  management  (Hardy  & Beeton,  2001;  Le iper ,  

1995) .  However ,  wh i le  each group o f  s takeho lder  p lays  an impor tan t  ro le  in  the  

deve lopment  o f  tour ism,  some s takeho lders are  more  impor tan t  than o thers  in 

de termin ing  the  success o f  ac t i v i t ies  (V incent ,  1990) .   

  Gain ing  suppor t  f rom power fu l  s takeho lders  can he lp  you to  w in 

more  resources  ”  th is  makes  i t  more  l i ke ly  tha t  your  p ro jec ts  wi l l  be  

success fu l  
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  By communica t ing  wi th s takeho lders  ear ly  and f requent ly ,  you can 

ensure  tha t  they  fu l l y  unders tand what  you are  do ing  and 

unders tand the  benef i ts  o f  your  p ro jec t  ”  th is  means  they  can 

suppor t  you ac t i ve ly  when necessary  

  You can ant i c ipa te  what  peop le 's  reac t ion  to  your  p ro jec t  may  be,  

and bu i ld  in to  your  p lan the  ac t ions  tha t  wi l l  w in  peop le 's  suppor t .  

The f i rs t  s tep  in  Stakeho lder  mapp ing i s  to  ident i fy  who your  s takeho lder s  are .  The  

nex t  s tep  i s  to  work  ou t  the i r  power ,  in f luence  and in teres t ,  so  you know who you 

shou ld  focus  on.  The f ina l  s tep  i s  to  deve lop a  good unders tand ing o f  the  most  

impor tan t  s takeho lders so  tha t  you know how they  are  l i ke ly  to respond,  and so  tha t  

you can work  out  how to  win  the i r  suppor t  ”  you can record  th is  ana lys is  on  a 

s takeho lder  map.  

Af te r  you have used th is  too l  and c reated a  s takeho lder  map,  you can use the 

s takeho lder  p lann ing   too l  to  p lan  how you wi l l  communica te  wi th  each  

s takeho lder .  

The s teps  are  exp la ined in  de ta i l  be low:  

Step 1 – Identify Your Stakeholders 

The f i rs t  s tep  in  your  Stakeho lder  mapp ing i s  to  bra ins torm   who  your  s takeho lders 

are .  As  par t  o f  th is ,  th ink  o f  a l l  the  peop le  who are  a f fec ted by  your  work ,  who have 

in f luence  or  power  over  i t ,  o r  have an in teres t  in  i t s  success fu l  o r  unsuccess fu l  

conc lus ion .  

The tab le  be low shows some o f  the  peop le  who  might  be  s takeho lders  in  your  job  or  

in  your  p ro jec ts :  

Your  boss  Shareho lders  Government  

Sen ior  execut ives  A l l iance par tners  Trades  assoc ia t ions  

Your  coworkers  Supp l ie rs  The press  

Your  team Lenders  In teres t  g roups  

Cus tomers  Ana lys ts  The pub l i c  

Prospec t i ve  cus tomers  Future  rec ru i ts  The communi ty  

Your  fami ly      

Remember  tha t  a l though s takeho lders  may be both  organ iza t ions  a nd peop le ,  

u l t imate ly  you must  communica te  wi th  peop le .  Make sure  tha t  you  ident i fy  the 

cor rec t  ind iv idua l  s takeho lders  wi th in  a  s takeho lder  o rgan iza t ion .  
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Step 2 – Prioritize Your Stakeholders 

You may now have a  long l i s t  o f  peop le  and organ iza t ions  tha t  a re  a f fec ted by  your  

work .  Some o f  these may have the  power  e i ther  to  b lock  or  advance.  Some may be 

in teres ted in  what  you are  do ing ,  o thers  may not  care .  

Map out  your  s takeho lders  on  our  In terac t i ve Screen App,  and c lass i fy  them by 

the i r  power  over  your  wo rk  and by  the i r  in te res t  in  your  work .  

 

For  example ,  your  boss  i s  l i ke ly  to  have h igh  power  and in f luence over  your 

p ro jec ts  and h igh  in te res t .  Your  fami ly  may have h igh  in te res t ,  bu t  a re  un l i ke ly  to 

have power  over  i t .  

Someone 's  pos i t ion  on the  gr id  show s you the  ac t ions  you have to  take wi th  them:  

  High power ,  in te res ted  peop le :  these are  the  peop le  you must  fu l l y  

engage and make the  grea tes t  e f fo r ts  to  sa t is fy .  

  High power ,  less  in te res ted peop le :  pu t  enough work  in  wi th  these 

peop le  to  keep them sat i s f ie d ,  bu t  no t  so  much tha t  they  become bored 

wi th  your  message.  

  Low power ,  in te res ted peop le :  keep these peop le  adequate ly  in fo rmed,  

and ta lk  to  them to  ensure  tha t  no  major  i s sues  are  ar i s ing .  These 

peop le  can o f ten  be very  he lp fu l  w i th  the  deta i l  o f  your  p r o jec t .  

  Low power ,  less  in te res ted peop le :  aga in ,  mon i to r  these peop le ,  bu t  do  

not  bore  them wi th  excess ive  communica t ion .  
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4.1.2. STAKEHOLDERS MAP TOOL. 

Description 

Your  company ,  your  pro jec ts  are  not  a lone around the  wor ld  and the  d i f fe rent  

s takeho lders  can take impor tan t  in f luences  in  i ts  deve lopment .  To  know who are  the  

s takeho lders ,  and the complex  re la t ions among them and the  re la t ions among them 

and you can change your  ang le  and focus  ( the  cent re)  o f  your  company ,  

depar tment ,  cus tomer  or  o ther  s takeho l ders .  

When you s tar t  a  s takeho lders  map,  pu t  an  idea,  concept ,  p ro jec t  in  the  cent re  o f  

the  canvas ,  then put  the  peop le  tha t  you ’ l l  need to  deve lop and imp lement  the  idea,  

concept ,  p ro jec t  a round i t .  Th is  wi l l  he lp  unders tand the  va lue  you ’ l l  need to  c reat e ,  

who to  invo lve  and when,  and then deve lop a  s t ra tegy  fo r  imp lementa t ion .  

Graphic Tool 

 

Steps 

1 .  Place  a  top ic  i n  the  cen t re  (e .g .  your  company ,  team or  i dea) ,  use  markers  

&  pos t - i t s ;   

2 .  Wri te  down  a l l  the  s takeho lde rs  you know and wh ich  do  you  th ink  tha t  th ey  

can he lp  you  to  deve lop you r  idea or  p ro jec t .  P lease ,  don ’ t  t a lk ,  j us t  do ;  

3 .  Share  ou t  t he  s takeho lde rs  a round  the  canvas  w i th  the  most  i n f l uent ia l  

s takeho lde rs  in  t he  cent re  and  the  leas t  in  t he  outer  r ing ;   

4 .  Order  them in to  g roups ,  and name the  g roups .   
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I n  o rde r  t o  improve  th is  s takeho lde rs  map,  you  can e labo ra te  i t  w i th  you r  f i na l  

use rs  or  w i th  o ther  ex te rna l  s takeho lde rs ,  they  w i l l  g i ve  you  o the r  po in t  o f  v iew.  

Th is  t oo l  i s  t he  bes t  when i t  i s  used by  a  mul t id isc ip l i na ry  team.  

Step 3 – Understand Your Key Stakeholders 

You now need to  know more abou t  you r  key  s takeho lders .  You need to  know how 

they  are  l i ke ly  to  f ee l  abou t  and  reac t  to  you r  p ro jec t .  You a lso  need  to  know how 

bes t  t o  engage them in  you r  p ro jec t  and  how bes t  to  commun ica te  w i th  t hem.  

Key  ques t ions  tha t  can he lp  you unders tand  you r  s takeho lde rs  are :  

  What  f inanc ia l  o r  emo t i ona l  i n te res t  do  they  have  in  the  outcome o f  

you r  work?  I s  i t  pos i t i ve  or  negat ive?  

  What  mot iva tes  them most  o f  a l l?  

  What  in fo rma t ion  do they  wan t  f rom you?  

  How do they  wa nt  to  rece ive  in fo rmat i on  f rom you? What  i s  t he  bes t  

way  o f  communica t ing  your  message  to  t hem?  

  What  i s  the i r  cu r ren t  op in ion  o f  your  work? Is  i t  based on good 

i n format ion?  

  Who in f l uences  the i r  op in ions  genera l l y ,  and  who  i n f l uences  the i r  

op in ion  o f  you?  Do  some o f  t hese  in f luence rs  there fore  become 

impor tan t  s takeho lders  i n  the i r  own  r igh t?  

  I f  t hey  are  no t  l i ke l y  t o  be  pos i t i ve ,  wha t  w i l l  w in  them a round  to  

suppor t  you r  p ro jec t?  

  I f  you don ' t  t h ink  you  w i l l  be  ab le  to  win  them around,  how wi l l  you 

manage  the i r  oppos i t ion?  

  Who e lse  m igh t  be  i n f luenced  by  the i r  op in ions? Do these  peop le  

become s takeho lde rs  i n  the i r  own r i gh t?  

A  very  good way  o f  answer ing  these ques t ions  i s  to  t a lk  to  you r  s takeho lde rs  

d i rec t l y  ”  peop le  a re  o f ten  qu i te  open  about  the i r  v iews ,  a nd  ask ing  peop le 's  

op in ions  i s  o f ten  the  f i rs t  s tep  i n  bu i ld i ng  a  success fu l  re la t ionsh ip  w i th  t hem.  

You can summar ize  the  unders tand ing you  have  ga ined on the  s takeho lde r  map ,  so  

tha t  you  can eas i l y  see wh ich  s takeho lders  are  expec ted to  be  b locke rs  o r  c r i t i cs ,  

and wh ich  s takeho lde rs  are  l i ke ly  to  be  advoca tes  and suppor te rs  o r  you r  p ro jec t .  

A  good  way  o f  do ing  th is  i s  by  co lor  cod ing :  showing advoca tes  and  suppor te rs  in  

g reen ,  b locke rs  and  c r i t i c s  i n  red ,  and o the rs  who are  neu t ra l  in  o range .  
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F ig u re  47 :  E xa mp le  Po we r / In te re s t  G r id  W i th  St ak e ho l de rs  M a rked  

 

F igure  2  shows an example  o f  th i s  ”  i n  th is  example ,  you can see tha t  a  l o t  o f  

e f f o r t  needs  to  be  put  i n to  persuad ing P ie rs  and  Michae l  o f  the  bene f i t s  o f  t he  

p ro jec t  ”  Jane t  and Amanda a lso  need  to  man aged  we l l  as  power fu l  suppor ters .  
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4.1.3. MOTIVATION MATRIX TOOL. 

Description  

The  ob jec t i ve  o f  t h is  too l  i s  t o  iden t i f y  the  re la t i ons  among  d i f f e ren t  s takeho lde rs  

th rough  the  desc r i p t i on  o f  the i r  needs  and  mot iva t i ons .   

The  mot iva t ion  ma t r i x  i s  a  ve ry  usefu l  t oo l  in  t he  f i rs t  s teps  o f  t he  se rv i ce  des ign  

p rocess  due  to  t h is  t oo l  a l low you  to  cons ider  t he  mo t iva t ions  o f  a l l  s takeho lde rs  

and  i t  w i l l  he lp  you  to  make  a  re f lex ion  about  t he  ex is t ing  re la t ions  wh ich  can  he lp  

us  to  s ta r t  w i th  the  serv i ce  des ign  p rocess .  

Graphic Tool 

 

Steps 

1 .  Crea te  a  mat r i x  where  in  the  rows  and co lumns mus t  be  i n t roduced  the  

d i f fe ren t  ac tors  o f  you r  p rocess .  

2 .  F i l l  i n  t he  ce l l s  wi th  the  mo t iva t i ons  wh ich  can  be  a f fec ted  (pos i t i ve ly  o r  

negat i ve ly )  th rough these re la t i ons .  
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TABLE 1 

Key tourism stakeholders in implementing sustainable tourism 

development in the two rural towns of Thailand 

From the  perspec t i ve  o f  t he  respondent s ,  there  i s  a  gene ra l  ag reement  tha t  

d ive rse  g roups  o f  s takeho lde rs  shou ld  in  f ac t  be  consu l ted  when  imp lemen t ing  

sus ta inab le  tou r ism deve lopmen t  p r i nc ip les .  However ,  wh i le  educat iona l  

i ns t i t u t i ons  and  gove rnment  bod ies  are  the  key  expe r t s  fo r  bo th  towns ,  the  Nong 

Mae Na res idents  a lso  iden t i f ied  i ndus t ry  bod ies  and tour ism -o r ien ted non -

gove rnmen ta l  o rgan i za t ions  w i th in  th is  g roup.   

Th is  may  be because  tour ism i n  th is  town cont inues  to  g row more  rap id l y  than  the  

o ther  t own,  espec ia l l y  f o r  eco - tour ism.  The  a rea prov ides  a  number  o f  resou rces  

and  oppor tun i t i es  to  ass is t  tour ism i ndus t ry  ope ra to rs  w i th  the i r  day - to -day  

bus iness  ac t i v i t ies .  As  such ,  t he  i ndus t ry  bod ies  have a  s take i n  sus ta inab i l i t y  in  

t he  a rea.  

Add i t iona l l y ,  t he  respondents  f rom these two  ru r a l  t owns  i den t i f ied  un ique 

s takeho lde r  g roups  fo r  gove rnmen t  bod ies .  Fo r  the  Nong Mae  Na respondents ,  

l oca l  gove rnmen t  bod ies  such  as  the  sub -d is t r i c t  adm in is t ra t i ve  organ iza t ion  

remained the  key  ac tor  i n  imp lement i ng  sus ta inab le  tou r ism deve lopmen t ,  w i th  the  

e f fec t  no t  on ly  o f  p rov id ing  in fo rmat i on ,  bu t  a lso  embedd ing  th is  i n  dense  ne tworks  

o f  soc ia l  in te rac t ion  wi th in  the  area .   

The  f ind ings  are  cons is ten t  w i th  prev ious  s tudy  (Dabphe t ,  Sco t t ,  &  Ruhanen,  2012 )  

wh ich  revea led the  impor tan t  o f  l oca l  gove rnme nt  au tho r i t ies  in  the  imp lemen ta t ion  

o f  sus ta inab le  tour ism deve lopmen t  on  Kre t  Is l and ,  Tha i l and .  On the  o the r  hand,  

Na t iona l  Park  Autho r i t ies  p lay  a  key  ro le  in  t he  Nen -Piem commun i ty  due to  some 

a reas  o f  t he  commun i ty  i s  par ts  o f  na t i ona l  pa rk .  

Th is  s tudy  i s  based  on 30 in te rv iews  wi th  tour ism s takeho lde rs .  The sample  was  

taken f rom two  rura l  t owns  in  Tha i l and (Nong Mae Na n=15 ,  Nen -Piem n=15) .  The 

cha rac te r i s t i cs  o f  s takeho lde rs  i n  t h is  s tudy  were  ranked inc lude:  impor tance,  

knowledge,  sk i l l s  and power  ( Tab le  2 ) .  

Key 

Stakeholders  
Nong Mae Na Communi ty  Nen-Piem Community  

Exper ts  -  Tou r i sm -o r ien te d  non -
gove rnmen ta l  

-  Edu ca t io na l  i ns t i t u t i ons  

 organ iza t i on s  -  Gove rnm en t  bo d ies  

 -  Edu ca t io na l  i ns t i t u t i ons   

 -  Gove rnm en t  bo d ies   

 -  I ndus t r y  bod ies   
Suppl ie rs  -  Loca l  commu n i t y  o rgan i za t i on s  -  Loca l  commu n i t y  

 -  Loca l  commu n i t y  -  Loca l  commu n i t y  o rgan i za t i on s  
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TABLE 2 

Ranking of the overall characteristics of stakeholders in two rural towns 
Attributes Experts Suppliers 

importance 30 27 

knowledge 23 - 

skills 17 - 

power 15 23 

Respondents  in  th is  s tudy  po in ted  out  t ha t  impor tance i s  a  ma in  charac te r i s t i c  o f  

bo th  exper t  and supp l ie r  s takeho lde r .  Th is  can  due  to  the  fac t  t ha t  each  g roup o f  

s takeho lde rs  has  many  ro les  in  tour ism sus ta inab i l i t y .  In  deed  a  number  o f  

respondents  c i t ed  tha t  expe r ts  a re  not  on ly  impor tan t  in  fund ing ,  bu t  a lso  in  

par t i c ipa t i ng  in  boarde r ,  s t ra teg ic - l eve l  p romot ion  and  market i ng  p ro jec ts .   

Fo r  example ,  the  Tha i land  Communi ty  Based Tou r ism Ins t i tu t ion  (CBT - I )  improved 

communica t i on  and coo rd ina te  o f  ac t i v i t ies  such  as  deve lopment  o f  a  shared 

webs i te ,  semina rs  and  s ta f f  exchanges  in  o rde r  t o  i nc rease  the  idea  o f  

sus ta inab i l i t y  to  communi t ies .  However ,  some respondents  argued tha t  wh i le  the  

gove rnmen ts  a re  impor tan t  in  suppor t ing  sus ta inab le  tour ism deve lopmen t ,  these 

o rgan i za t ions  do no t  necessar i l y  have  to  p lay  an  equ i va len t l y  ac t i ve  ro le  i n  the  

imp lementa t i on  p rocess .  I t  a lso  depends  upon how e f fec t i ve ly  l oca l  communi t ies  

and communi ty  o rgan iza t i ons  can  pa r t i c i pa te  i n  and has  invo lvement  w i th  the  

tou r ism i ndus t ry .   

I n  combina t ion  wi th  expe r t ,  i t  rema ins  essent ia l  tha t  bo th  the  we l l -be ing  and needs  

o f  loca l  communi t i es  are  genu ine ly  add ressed  and i nco rpora ted  wi th i n  the  

imp lementa t i on  and management  p rocesses  o f  sus ta inab le  tou r ism deve lopment  

(Kamamba ,  2003) .  

The  f ind ings  a lso  revea led a  l ink  be tween  impor tance and  power  a t t r ibu te  in  

imp lement i ng  sus ta inab le  tour i sm deve lopment .  Etz ion is  (1964)  de f ined power  in  

t e rms o f  access  coerc ive ,  u t i l i ta r ian  or  normat ive  means  to  impose a  pa r t y ’s  wi l l  i n  

a  re la t ionsh ip .  A l though tou r ism is  p r i va te l y  ope ra ted,  government  a t  a l l  l eve ls  has  

the  power  to  con t ro l  i n  the  indus t ry ,  espec ia l l y  in  p lann ing and dec is i on -mak ing 

p rocess .  As  the  s tudy  found  wh i l e  t he  Nong Mae  Na sub -d is t r i c t  admin is t ra t i ve  

o rgan i za t ion  prov ide  adv ice  and po l i cy  representa t i on ,  o the r  s takeho lde rs  

( commun i t i es  and  indus t ry  b od ies )  a re  no t  f u l l y  commi t ted  to  sus ta inab le  tou r ism 

deve lopmen t  bu t  they  fo l low the  l eader .  

The  f i nd ings  suppor t  p rev ious  researches ,  wh ich  revea l  tha t  sus ta inab le  tou r ism 

deve lopmen t  cannot  be  ach ieved wi thout  governance because o f  i t s  na tu re  to  

f os te r  common goa l  by  co l l ec t i ve  ac t ion  (Ze i j l -Rozema,  Cörvers ,  Kemp,  & Mar tens ,  

2008) .  In  d iscuss ing  supp l ie rs ,  numerous  researche rs  (Fa l l on  &  Kr iwoken ,  2003 ;  

Manyara  & Jones ,  2007 ;  Tosun ,  2006 )  have iden t i f ied  loca l  communi t ies  as  key  

p layers  in  conse rv ing  tou r ism resou rces ,  cons ide r i ng  many  take  an ac t i ve  ro le  

deve lop ing  tou r ism wi th in  the i r  loca l  a reas  and prov ide  va luab le  loca l  knowledge 

and  in fo rma t i on .  
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Loca l  communi t ies  then  have  power  when i t  comes to  dec is i ons -mak ing,  bo th  

between  and  wi th i n  communi ty  g ro ups  as  tour ism des t ina t i on  i s  o f ten  bo th  the i r  

home and  p lace  o f  wo rk .  

Another  f ea ture  key  a t t r i bu ted  to  s takeho lde r  revea led  by  th is  s tudy  i s  tha t  o f  

knowledge.  Most  respondents  v iewed tha t  expe r t s  ac ted to  theo re t i ca l l y  underp in  

pee r  educat i on  prog rams .  I n  o ther  words  there fore ,  exper ts  can o f ten  be seen as  

educators  or  t ra iners  prov id ing  i n fo rmat ion  w i th i n  the  commun i ty ,  w i th  an  emphas is  

on  c rea t i ng  knowledge and awareness  i n  t he  tou r ism indus t ry  about  sus ta inab le  

tou r ism deve lopmen t  in  t u rn .   

Fo r  ins tance ,  some l inks  ex i s t  w i th  t ou r ism -or i en ted  non -gove rnmen ta l  

o rgan i za t ions  and educa t i ona l  ins t i tu t ions  i n  t he  fo rm o f  work  exper ience p rog rams 

and  ex tens ion  p rograms .  In  do ing  so ,  t hey  ass is t  re levan t  pa r t i es  to  see i ssues  

and s i t ua t ions  f rom o the r  po in ts  o f  v i ew,  and  conf i rm  the  ways  sus ta inab le  tou r ism 

deve lopmen t  po l i cy  suppor ts  the  communi ty .   

As  many  autho rs  have noted ,  expe r t s  who are  h igh ly  i nvo l ved  wi th  a  produc t  a re  

more  l i ke ly  to  be  in te res ted  i n ,  and  accumula te  knowledge about  tha t  p roduc t  f rom 

w ide a  range  o f  sou rces  (Rich ins  & Root -Shaf fe r ,  1988 ;  Weimann,  1991;  1994)  

The f ina l  a t t r i bu te  o f  t ou r ism s takeho lde r  in  imp lement i ng  sus ta inab le  tour ism 

deve lopmen t  was  sk i l l s .  The  s tudy  found  tha t  wh i l e  respondents  emphas ized the  

impor tance o f  sk i l l s  a t t r ibu te  fo r  expe r ts ,  they  d id  no t  ment i on  th is  d imens ion fo r  

supp l ie rs .  Th is  i s  may be  because loca l  communi t ies  l ack  the  necessary  sk i l l s ,  

expe r i ence and  t ra in i ng  to  run  tou r ism bus inesses .   

Exper ts  t hen  can  p lay  a  ro l e  in  t he  t rans fer  o f  knowledge and sk i l l s  t o  loca l  

communi t ies .  As  tou r ism deve lopment  p roceeds ,  l oca ls  can ga in  knowledge and 

expe r i ence  in  the  tour ism bus iness .  However ,  some resea rchers  argued  tha t  when 

a  des t ina t i on  i s  t oo  success fu l ,  i t  w i l l  do  wonders  to  a t t rac t  new peop le  and 

bus inesses  to  t he  a rea .   

These new commun i ty  members  w i l l  b r ing  wi th  them a hos t  o f  persona l  sk i l l s ,  

knowledge  and  expe r iences  tha t  cou ld  be  u t i l i zed  by  the  communi ty  (Huang  & 

S tewar t ,  1996 ) .  
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Conclusion 

Sus ta inab le  tou r ism deve lopmen t  i s  cons ide red an app rop r ia te  deve lopmen t  

concept  fo r  many  tou r ism des t ina t ions .  In  o rde r  fo r  sus ta inab le  tou r i sm 

deve lopmen t  to  be  imp lemented  success fu l l y ,  t he re  i s  a  need  to  iden t i fy  the  key  

s takeho lde rs  in  t he  imp lemen ta t ion  process .   

Th is  s tudy  app l ied  the  s takeho lder  t heo ry  examin ing  the  type o f  t ou r ism 

s takeho lde rs  and  the i r  charac ter i s t i cs  in  imp lement i ng  the  concept .  Wi th in  th is  

s tudy ,  expo r ts  and supp l ie rs  were  two main  s takeho lde rs .   

Exper ts  such  as  gove rnmen ts ,  indus t ry  bod ies ,  educa t i ona l  ins t i tu t ions  and 

tou r ism-or i en ted  NGOs are  the  co re  bod ies  p rov id ing  and main ta in i ng  tour ism 

i n f ras t ruc ture ,  de te rm in ing  educat i on  and t ra in i ng  sys tems ,  se t t ing  ru les  fo r  

bus iness  ope ra t i ons ,  ass is t ing  i n  f i nanc ing  and  conduc t i ng  both  marke t  resea rch 

and  p romot i on .   

Supp l i e rs  inc lude  loca l  communi t ies  and loca l  commun i ty  o rgan iza t i ons  tha t  

i n f l uence  and  sha re  cont ro l  over  deve lopment  in i t ia t i ves  and  the  dec is ions .  

Wi thou t  the  suppor t  o f  l oca l  commun i t ies ,  the  sus ta inab i l i t y  o f  tou r ism is  

ques t i onab le .  

I n  d iscuss ing  s takeho lde rs ’  charac ter i s t i cs ,  i t  was  found tha t  wh i le  impor tance and 

power  a re  a t t r i bu tes  fo r  bo th  g roups  o f  s takeho lde r ,  knowledge  and  sk i l l s  a re  a lso  

key  a t t r i bu tes  fo r  expe r t s  in  imp lemen t ing  sus ta inab le  tou r ism deve lopmen t .  I t  

seems  c lear  tha t  a l though both  expe r t s  and s upp l i e rs  a re  impor tan t  fo r  

imp lement i ng  sus ta inab le  tou r ism deve lopment ,  expe r ts  a re  the  ones  u l t ima te ly  

respons ib le  fo r  and knowledgeab le  abou t  tou r i sm deve lopmen t .  

Key points 

As  the  work  you  do and the  pro jec ts  you  run  become more  impor tan t ,  you  wi l l  

a f f ec t  more  and more  peop le .  Some o f  these peop le  have the  power  to  unde rmine 

you r  p ro jec ts  and you r  pos i t ion .  Othe rs  may  be s t rong suppor ters  o f  you r  work .  

S takeho lde r  Management  i s  the  process  by  wh ich  you i dent i fy  you r  key  

s takeho lde rs  and  w in  the i r  suppor t .  Stakeho lde r  mapp ing  i s  the  f i rs t  s tage o f  t h is ,  

where  you  ident i fy  and  s ta r t  t o  unders tand  your  most  impor tan t  s takeho lde rs .  

The  f i rs t  s tage  o f  th i s  i s  t o  b ra ins to rm who  you r  s takeho lde rs  are .  The  nex t  s tep  i s  

t o  p r io r i t i ze  them by  power  and in teres t ,  a nd  to  p lo t  th i s  on  a  Power / In te res t  g r id .  

The  f i na l  s tage i s  to  ge t  an  unders tand ing o f  what  mo t iva tes  you r  s takeho lde rs  and 

how you  need  to  win  them a round.  
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4.2 Local/Regional context SWOT analysis 

Learning objectives 

  Know what  i s  a  SWOT ana lys is ,  why  and when i t  i s  use  

  Know how to  app ly  a  SWOT ana lys is ,  in  o rder  to  de termine the  

s t rengths ,  weaknesses ,  oppor tun i t ies  and th reats  o f  a  des t ina t ion  

  Know how to  p romote  a  des t ina t ion ,  us ing  the  resu l ts  o f  SWOT ana lys is ,  

accord ing  to  the  behav ior  o f  sen ior  t our is ts  

4.2.1. THE SWOT ANALYSIS OF THE TOURISM 

DESTINATION – CONCEPTUAL–METHODOLOGICAL 

ASPECTS. 

The SWOT ana lys is  may be used fo r  a  tour ism des t ina t ion  in  o rder  to tu rn  in to  good 

account  i t s  tour ism potent ia l ,  as  we l l  as  fo r  the  tour ism enterpr ise  and pro duc t .  

Due to  th is  fac t ,  a f te r  d i f fe rent  SWOT ana lys is  were  f in ished concern ing  the  tour ism 

reg ions  /  a reas  in  Romania ,  there  were  detec ted a long the  t ime some aspec ts  wh ich 

may have negat ive imp l i ca t ions  upon the  nex t  s tage in  the  market ing  o f  any 

des t ina t ion .  

Star t ing  f rom these observat ions ,  a  conceptua l -methodo log ica l  approach o f  one 

des t ina t ion  represents  a  hard  work  wh ich  must  have as  i ts  s ta r t ing  po in t  the  

concept  i t se l f  o f  ‚des t ina t ion‛ .  

In  the  assessment  o f  the  des t ina t ions ,  fo r  a  be t te r  unders tand i ng o f  such ana lyses ,  

there  wi l l  be  main ly  cons idered the  tour ism produc t ,  respec t i ve ly  the  , ,cu l tu ra l  

tour ism‛  (o r  the  "cu l tu ra l  resource /  a r t i f i c ia l  component  „wi th in  the  des t ina t ion) ,  

w i thout  s t ipu la t ing  a  cer ta in  market ;  and cer ta in  ac t ions  /  gener ic  a c t i v i t ies ,  as 

s t rong po in ts  /  weak  po in ts  /  oppor tun i t ies  /  th reats ,  va l id  fo r  any  type o f  tour ism or  

tour ism produc t .  

The accompl ishment  o f  a  SWOT ana lys is  wi l l  have no s t ra teg ic  resu l ts  be fore  be ing 

comple ted wi th  the  e lements  o f  a t t rac t i veness o f  a  des t ina t ion  wh ich  confer  ident i ty  

to  i t  and before  se t t l i ng  a  market ing  ob jec t i ve .  

Too l  o f  the  s t ra teg ic  management  /  market ing  wi th  prac t i ca l  va lances  and s t ra teg ic  

resu l ts ,  the  SWOT ana lys is  represents  in  tour ism as  we l l  a  way  to  unders tand the  

enterpr ise  and env i ronment .  I t  may  be  used a lso  fo r  a  tou r ism des t ina t ion  in  o rder  

to  tu rn  in to  good account  i t s  tour ism potent ia l ,  by  po tent ia l  be ing  unders tood ‚ the  

to ta l i t y  o f  the  natura l  and anthrop ica l  resources  and in f ras t ruc ture  wh ich  may be 

genera l  (water ,  sewe rage sys tem,  roads)  and spec i f i c  (sys tems o f  accommodat ion 

e tc ) .  
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Because the  so -  ca l led ana lys is  i s  ‚ jus t  a  l i nk o f  a  wi t t ing  s t ra teg ic  process‛  and 

techn ica l  approaches  are  numerous ,  there  must  be  made a l l  the  s teps :  

-  ass ignat ion  o f  the  pro f i le  o f  the  f i rm ( type o f  ac t i v i ty ,  geograph ical  

a rea,  s ta te  o f  the  compet i t ion  env i ronment ,  management  or ien ta t ion) ;   

-  ident i f i ca t ion  and apprec ia t ion  o f  the  env i ronment  fac tors ;   

-  e labora t ion  o f  an  ant i c ipa t ion ;   

-  apprec ia t ion  o f  the  fo rces  /  weaknesses  in  f inances ,  market ing ,  

p roduc t ion ,  o rgan iza t ion e tc .  o f  the  enterpr ise ;   

-  enouncement  o f  the  s t ra teg ic  so lu t ions ;   

-  se lec t ion  o f  the  s t ra teg ies ;    

-  p repara t ion  o f  the  imp lementa t ion  p lans .   

Due to  th is  fac t ,  on  the  one hand,  and complex i ty  and spec i f ic  fea tures  o f  the  

tour ism ac t i v i ty ,  on  the  o ther  hand,  wi th  regard  to  a  des t ina t ion  ( reg ion ,  a rea,  

count ry )  the  SWOT ana lys is  must  be  done a lso  fo r  the  tour ism en terpr ise  and 

produc t  by  cons ider ing  some e lements  (see table  1) .   

TABLE 1 

Determining elements in the SWOT analysis for the tourism product, 

destination and enterprise 

Tourism product 
Tourism destination 

(city, region, country) 

Tourism enterprise / 

organisation 

1)p repondera n t  f o rm  o f  

t o u r i s m  sp ec i f i c  t o  t he  

tou r i sm  p roduc t  

1 )    t ype  /  f o rm  o f  p ra c t i c ed  

tou r i sm /  p rac t i ced ,  pos i t i o n  /  

geog raph i ca l  cond i t i o ns  

1 )  t he  p ro f i l e  ( t ype  /  f o rm  

t o u r i s m ) ,  r eg io n  and  o f  

geog raph i ca l  cond i t i o ns  

2 )  i den t i f i ca t i o n  and  

app rec ia t i on  o f  t h e  

fac to r s  o f  d i f f e ren t ia t i on  /  

onenes s  o f  t he  p rod uc t  

on  the  t a rge t  mar ke t  

2 )  i den t i f i ca t i on   o f  t he  

a l l u reme n t  f a c to r s  by  wh i ch    

t he  des t ina t i on  m ay  be  

pos i t i oned  

2 )  i den t i f i ca t i o n  o f  t he  

spec i f i c  f ac to r s  w h ich  

d i s t i ngu i sh  t he  e n t e r p r i s e  

f r om the  compe t i t o r s  

3 )  i den t i f i ca t i o n  o f  t he  

ma in  fa c to r s  ( r a t i on a l  

and /o r  emo t iona l )  w h ich  

de te rm ine  the  p r oduc t  

pos i t i on  to ward s  the  

compe t i t o r s  

3 )  i den t i f i ca t i on  and  

app rec ia t i on  o f  t h e  fac to r s  

wh ic h  s t imu la te  /  impede  the  

des t in a t i on  

Deve lopmen t  ( po l i t i ca l ,  

economi ca l ,  so c io  cu l t u ra l ,  

t echno log i ca l ,  e t c . )  

3 )  i den t i f i ca t i o n  and  

app rec ia t i on  o f  t h e  ex t e r i o r  

f ac to r s  ( po l i t i ca l ,  e conom i ca l ,  

s o c i o - c u l t u ra l ,  t ec hno l og i ca l ,  

e t c . )  
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So,  in  the  ana lys is  o f  the  tour ism produc t  and des t ina t ion ,  an  impor tan t  ro le  p lay 

the  tour ism resources  and cond i t ions  wi th  wh i ch  the  reg ion  i s  ‚endowed‛  to  wh ich 

there  are  added f i rs t l y  the  c reat i v i ty  o f  the one who fo rms the tour ism serv ices 

package wh i le  the  impor tan t  ro le  in  the  SWOT ana lys is  o f  the  tour ism enterpr ise  /  

o rgan isa t ion  i s  represented by  marketer ’s  sk i l l s  to  know to  choose the  ta rget  

market  /  w i th  i t s  needs  and  necess i t ies  accord ing  to  these resources  emphas ized in 

the  f i rs t  p lace due to  the  emot iona l  fac tors .  

Accord ing ly ,  a f te r  d i f fe rent  SWOT ana lys is  were  f in ished concern ing  the  tour ism 

reg ions  /  a reas  in  Romania ,  there  were  detec ted a long the  t ime some aspec ts  wh ic h 

may have negat ive imp l i ca t ions  upon the  nex t  s tage in  the  market ing  o f  any 

des t ina t ion ,  naming:  

a )  In  most  o f  the cases ,  the  emphas is  was  not  pu t  on  those representa t ive  

e lements  wh ich  may determine pos i t i ve  changes  but  a l l  the  poss ib le  and 

imposs ib le  aspec ts  were  enumerated and so  be ing  accompl ished an 

exhaus t i ve  ana lys is ;   

b )  Due to  the  confus ion  (or  lack  in  g rav i ty )  regarding  the  tour ism concepts 

and te rmino logy  (way  o f  tour ism /  tour ism produc t  /  tour ism des t ina t ion),  

the  e lements  were  repeated resu l t ing  a  sha l low ana lys is  ” fo r  many 

t imes  jus t  a  s imple  l i s t  (enumerat ion)  wi th  e lements  /  ins ign i f i cant  

aspec ts  fo r  a  ‚qua l i ty  mode l ‛  (example :  emphas is  o f  the  natura l  

po tent ia l  and,  in  the  same t ime,  na t iona l  parks ,  f lo ra  and fauna as  i f  

these were  not  inc luded in to  the  Natura l  po tent i a l ! ) ;   

c )  Repeated confus ions  between the  St rong po in ts  and Oppor tun i t ies  or  

be tween the  Weak po in ts  and Threats ;   

d )  In  a l l  the  SWOT ana lys is ,  there  are  present  two e lements  (bo th  in  the 

‚weak  po in ts ‛  and ‚ th reats ‛ )  namely  the  ‚money‛  an d ‚ in f ras t ruc ture‛ .   

Star t ing  f rom these observat ions ,  a  conceptua l -methodo log ica l  approach o f  one 

des t ina t ion  represents  a  hard  work  wh ich  must  have as  i ts  s ta r t ing  po in t  the  

concept  i t se l f  o f  ‚des t ina t ion‛  wh ich  i s  a  complex  concept  and represents  ‚one o r  

severa l  p roduc ts  and in the  same t ime a  p lace wi th  na tura l ,  an throp ica l  and soc io -

cu l tu ra l  resources  (human be ings  wi th  the i r  t rad i t ions ,  cus toms,  cu l tu re  e tc . ) ,  

in f ras t ruc ture  and tour ism accommodat ion  s t ruc tures‛ .  

In  conc lus ion ,  the  accompl ishment  o f  a  SWOT ana lys is  tha t  enhances  the  e lements 

cons idered s ign i f i cant  fo r  a  des t ina t ion  has  prac t i ca l  va lances  but  wi l l  have no 

s t ra teg ic  resu l ts  be fore  be ing  comple ted wi th  the  e lements  o f  a t t rac t i veness  o f  a  

des t ina t ion  wh ich  confer  ident i ty  to  i t ,  be fore se t t l i ng  a  market ing  ob jec t i ve  ( fo r  

example ,  to  ge t  in to  a  market  /  market  segment ) ,  be fore  se t t l i ng  the  produc t  and 

pack  up s t ra tegy  and then,  wi th  the  he lp  f rom the  par tnersh ip  and  promot iona l  

s t ra tegy ,  there  e i ther  wi l l  be  changed the  negat ive  percept ion  t ha t  the pas t  v is i to rs  

have about  the  des t ina t ion  or  the  potent ia l  v i s i to rs  wi l l  become aware  o f  the  va lue 

o f  the  tour ism des t ina t ion .  
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4.3 Sustainable destination design for Silver 

Tourism 

Learning objectives 

  Know the  ind ica tors  sugges ted by  WTO in  the G uidebook on Ind ica tors 

o f  Sus ta inab le  Deve lopment  fo r  Tour ism Dest ina t ions  

  Know how to  deve lop des t ina t ion -spec i f i c  ind ica tors  accord ing to  

d i f fe rent  types  o f  des t ina t ions  (coas ta l ,  u rban,  ecotour ism,  e tc . )  

  Know how to  main ta in  t he  popu lar i ty  o f  an  sus ta in ab le  des t ina t ion  

  Know the  f i ve  s tages  o f  g rowth  o f  a  tour ism des t ina t ion  

  Know what  to  do  i f  a  tour is t  des t ina t ion  reached the  f ina l  s tage -  

s tagnat ion  -  to  avo id  dec l ine  and to  re invent  i t se l f  

 

4.3.1. UNDERSTANDING “SUSTAINABLE TOURISM 

DEVELOPMENT”. 

Susta inab le  tour ism deve lopment  research has  a t t rac ted inc reased recogn i t ion  

wi th in  academic  l i te ra ture  over  the  las t  decade.  However ,  i t  i s  impor tan t  to  have an 

awareness  o f  what  i s  unders tood by  sus ta inab le tour ism deve lopment .   

The te rm ‘sus ta inab le  tour ism’  became much more  commonly used f rom about  the 

ear ly  1990s ,  a long wi th an  ar ray  o f  re la ted  te rms inc lud ing  ‘na tura l  tour ism’  (Durs t  

& Ingram,  1988 ) ,  ‘ respons ib le  tour ism’  (Wheeler ,  1991;  WTO,  1989) ,  ‘g reen tour ism’  

(Bramwel l ,  1991) ,  ‘eco - tour ism’  (Boo,  1990 ) ,  and ‘a l te rnat i ve  tour ism’  (But le r ,  

1999a;  Clarke ,  1997) .  Nonethe less ,  what  a l l  have in  common is  a core  concern  wi th 

smal l -sca le  tour ism and the  adopt ion ,  as  we l l  as  promot ion ,  o f  a  c lean and green 

image (But le r ,  1999a) .  

Many  researchers  invo lved in  the  s tudy  o f  tour ism have sugges ted sus ta inab i l i t y  is  

conceptua l l y  impor tan t ,  however  d i f f i cu l t  to  imp lement  due to  i t s  indeterminate 

def in i t ion .  Some researchers  (Archer  & Cooper ,  1998;  Ham & Wei le r ,  2002)  have 

a t tempted to  concent ra te  on  the  re la t ionsh ip  be tween economics  and the 

env i ronment .  A l te rnate ly ,  But le r  (1999b)  de f ined the  concept  o f  sus ta inab le  tour ism 

deve lopment  wi th in  th ree areas  o f  sus ta inab le  deve lopment  (env i ronmenta l ,  soc io -

cu l tu ra l ,  economic )  and assoc ia ted  i t  w i th  the  idea o f  car ry ing  capa c i ty ,  wh i le  Ahn,  

Lee and Shafer  (2002 )  argued tha t  car ry ing  capac i ty  i s  no t  an  ob jec t i ve  o f  

sus ta inab i l i t y  and fa i ls  to  take in to  account  re lat ionsh ips  between use and impac t .   
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On the o ther  hand,  Lane (1994,  p .102)  sugges ted sus ta inab le  tour ism shou ld  a im 

‘ to  min imize env i ronmenta l  and cu l tu ra l  damage,  op t im ize  v is i to r  sa t is fac t ion ,  and 

max imize  long - te rm economic  growth  fo r  the  reg ion ’ .  

The most  commonly  used,  however ,  as  we l l  as  u l t imate ly  most  encompass ing 

def in i t ion  o f  the  concept  i s  tha t  o f  the  Wor ld  T rave l  and Tour ism Counc i l  (1995,  

p .30) ,  re fer r ing  to  sus ta inab le  tour ism as :  

‚Tour ism which  meets  the  needs  o f  the  present  tour is ts  and hos t  reg ions  wh i le  

p ro tec t ing  and enhanc ing  oppor tun i ty  fo r  the  fu ture .  I t  i s  env isaged as  lead ing  to  

management  o f  a l l  resources  in  such a  way  tha t  economic ,  soc ia l ,  and aes thet i c  

needs  can be fu l f i l l ed  wh i le  main ta in ing  cu l tu ra l  in tegr i ty ,  essent ia l  eco log ica l  

p rocesses ,  b io log ical  d ivers i ty ,  and l i fe  suppor t  sys tems. ‚  

Th is  de f in i t ion  was  subsequent ly  adopted by  the  Wor ld  Tour ism Organ iza t ion 

(1998) ,  v iewing sus ta inab le  tour ism as  the conservat ion  o f  compos i te  tour is t  

des t ina t ion  resources  fo r  cont inuous  fu ture  use,  wh i le  s t i l l  benef i t ing  present  

soc ie t ies .   

To  th is  end,  i t  remains  ev ident  tha t  tour ism l i te ra ture  broad ly  a cknowledges 

env i ronmenta l ,  economic  and socio -cu l tu ra l  d imens ions  as a  ‘ t r ip le bo t tom l ine ’  

(A l lenby  & Richards ,  1999,  p .3) ,  and key  concerns  o f  governments  and tour ism 

organ iza t ions  a l i ke  (Godde,  Pr ice ,  & Z immermann,  2000;  Lu  & Nepa l ,  2009) .  

St r i k ing  the  appropr ia te  ba lance to  pro tec t  and enhance resources  wh i le  s t i l l  

meet ing  the  needs  o f  a l l  s takeho lders  (p resent  and fu ture)  i s  a  complex  task .  The 

VICE mode l  accommodates  these requ i rements  and g ives  a  f ramework  wh ich 

des t ina t ions  p lanners and managers can  use to  ensure  the i r  ac t ions  are 

sus ta inab le .  

The VICE mode l  i l l us t ra ted  in  F igure  5  presents  des t ina t ion  management  as  the  

in te rac t ions  between the  v is i to rs ,  the  indus t ry  tha t  serves  them,  the  communi ty  tha t  

hos ts  them and the  env i ronment  where  th is  in te r ac t ion  takes  p lace.  The las t  o f  

these,  the  env i ronment ,  can be unders tood in  i t s  b roades t  sense to  inc lude bu i l t  

and  na tura l  resources  on  wh ich  many  tour ism produc ts  a re  based. 

F igure  48 :  The  V IC E mod e l  
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Accord ing  to  th is  mode l ,  i t  i s  the  ro le  o f  des t ina t ion  managers  to  work  th rough 

par tnersh ips  and a  jo in t  des t ina t ion  management  p lan  in  o rder  to :  

  Welcome,  invo lve  and sa t i s fy  V is i to rs ;  

  Achieve a  pro f i tab le  and prosperous  Indus t ry ;  

  Engage and benef i t  hos t  Communi t ies ;  

  Protec t  and enhance the  loca l  Env i ronme nt  and cu l tu re .  

The mode l  can be used as  a  qu ick  check  o f  the  sus ta inab i l i t y  o f  a  proposed p lan  or  

ac t ion .  Four  ques t ions  shou ld  be  asked:  

  How wi l l  th is  dec is ion  a f fec t  the  v is i to rs?  

  What  are  the  imp l i ca t ions  fo r  indus t ry?  

  How does  th is  a f fec t  the  communi t y? 

  What  wi l l  be  the  impac t  on  the  des t ina t ion ’s  envi ronment  and/or  cu l tu re?  

I f  pos i t i ve  answers  cannot  be  g iven fo r  a l l  fou r  ques t ions ,  then the  r i gh t  ba lance 

has  not  been found and the  propos i t ion  i s  un l i ke ly  to  be  sus ta inab le .  

The pr inc ip les  o f  sus ta inab le  tour ism deve lopment  shou ld  be  borne in  mind and 

des t ina t ions  managers  shou ld  adopt  the  VICE mode l ,  cons ider ing  a l l  s takeho lders ,  

th roughout  the  var ious  processes  o f  des t ina t ion  management .  
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4.3.2. RESPONSIBLE TOURISM PRACTICES: KEYS TO 

DESTINATION SUSTAINABILITY.  

The pr inc ip les  o f  respons ib le  tour ism encourage tour ism opera tors  to  grow the i r  

bus inesses wh i l s t  p rov id ing  soc ia l  and economic  benef i ts  to loca l  communi t ies  and 

respec t ing  the  env i ronment .  

The fo l lowing gu ide l ines cou ld  ass is t  in  m ax imis ing  the  pos i t i ve  impac ts o f  tour ism:  

Economic guidelines 

 -  Assess  economic  impac ts  be fore  deve lop ing  tour ism;  

 -  Max imise  loca l  economic  benef i ts  by  inc reas ing  l inkages  and reduc ing 

leakages ;  

 -  Ensure  communi t ies  are  invo lved in  and benef i t  f rom to ur ism;  

 -  Ass is t  w i th  loca l  market ing  and produc t  deve lopment ;  

 -  Promote  equ i tab le  bus iness  and pay  fa i r  p r i ces .  

Social guidelines 

 -  Invo lve  loca l  communi t ies  in  p lann ing and dec is ion  mak ing;  

 -  Assess  soc ia l  impac ts o f  tour ism ac t i v i t ies ;  

 -  Respec t  soc ia l  and cul tu ra l  d ivers i ty ;  

 -  Be sens i t i ve  to  the  hos t  cu l tu re .  

Environmental guidelines 

 -  Reduce env i ronmenta l  impac ts  when deve lop ing  tour ism;  

 -  Use natura l  resources  sus ta inab ly ;  

 -  Ma in ta in  b iod ivers i ty .  
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The following process could be followed to 

develop a responsible tourism plan 

 -  Se lec t  a  por t fo l io  o f  appropr ia te  respons ib le  tour ism prac t i ces ;  

 -  Choose rea l i s t i c  ob jec t i ves  and ta rgets ;  

 -  Use c lear  benchmarks  to  measure  and repor t  on  your  p rogress ;  

 -  Work  wi th  t rade  assoc ia t ions ,  loca l  peo p le  and government  to  ach ieve your  

ob jec t i ves ;  

 -  Use respons ib le  tour ism as  par t  o f  your  market ing  s t ra tegy ;  

 -  Show your  progress  to  s ta f f  and c l ien ts .  
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4.3.3. TOOLS FOR MANAGING RESOURCES. 

Concessions and leases 

Concess ions  a l low com merc ia l  en terpr ises  to  bu i ld  and opera te  tou r ism fac i l i t i es 

and serv ices  wi th in  a  des ignated conservat ion area or  na t iona l  park .  Those who are  

ent i t led  to  run  the  concess ions  (concess iona i res )  a re  requ i red  to  pay  fees  fo r  the 

benef i t  o f  ob ta in ing  commerc ia l  o r  o ther  benef i ts  f rom pub l i c  land.   

These fees  may be charged as  a  percen tage o f  the  g ross  revenue;  per 

mi le /k i lomet re  o f  land,  per  head or  per  t r ip  cha rge;  a  f i xed fee ;  o r  a  combinat ion  o f  

these depend ing on the  ac t i v i ty  and the  market  ra tes .   

The r igh t  to  opera te  cou ld  a lso  be pa id  for  by  an annua l  fee  based on the 

percentage o f  tu rnover  agreed dur ing  the  tender  process .  Concess ions may run  fo r  

a  l im i ted  per iod ,  a f te r  wh ich  opera tors  must  re -b id  fo r  the  concess ion .   

As  we l l  as  payment  f o r  the  concess io ns ,  concess iona i res  must  fu l f i l  spec i f ied 

ob l iga t ions  regard ing  the  s tewardsh ip  o f  the  resource they  are  us ing .  I f  th is  i s  no t  

observed the  concess ions  may be te rminated.  

Public-private-partnerships 

Conservat ion  areas  and areas  wh ich  may requ i re  spec i f i c  m anagement o f  cu l tu ra l  

o r  env i ronmenta l  resources ,  do  not  a lways  f i t  w i th in  leg is la t i ve  boundar ies .  Take,  

fo r  example ,  the  European Alps .  The  Alps  are  perce ived as  a  tour is t  des t ina t ion  in 

the i r  own r igh t ,  ye t  they  s t radd le  the  boundar ies  o f  s ix  count r ies .   

Par tnersh ips  wi l l  be  part i cu la r l y  ins t rumenta l  in  the  management  o f  such resources .  

Those who lead  the  par tnersh ips  (governments ,  tour is t  boards  or  t rade 

assoc ia t ions)  can take a  number  o f  s teps  to  ensure  the i r  success  as  out l ined in 

Agenda 21 fo r  the  Tra ve l  and Tour ism Indus t ry .  

Local Agenda 21 tourism groups 

Loca l  Agenda 21 (LA21)  i s  an  in te rnat iona l  p lann ing process .  A loca l  communi ty  

de f ines ,  th rough consul ta t ion ,  a  sus ta inab le  deve lopment  s t ra tegy  and an ac t ion 

programme to  be  imp lemented.  Th is  i s  usu a l l y  in i t ia ted  by  the  prov inc ia l  

government ,  wh ich  prov ides  leadersh ip  fo r  the  process .   

LA21 in i t ia t i ves  can a lso  be deve loped fo r  the  contex t  o f  tour ism.  The DMO is  we l l  

p laced to  work  wi th  loca l  government  to  represent  the  v iews o f  i t s  members  fo r  the 

ongo ing deve lopment ,  market ing  and management  o f  tour ism in  des t ina t ions .   

At  the  same t ime,  they  are  appropr ia te ly  pos i t ioned to  ensure  the i r  commerc ia l  

members  unders tand the  sus ta inab le ,  env i ronmenta l  and communi ty  concerns o f  

tour ism deve lopment .  
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Certification 

Tour ism cer t i f i ca t ion  programmes cover  a  wide range o f  in i t ia t i ves  and prov ide  a  

logo to  those organ isa t ions  tha t  exceed a  base l ine  s tandard  wh ich  shou ld  be  

assessed and rev iewed a t  regu lar  in te rva ls .  There  i s  a pro l i fe ra t ion  o f  such 

cer t i f i ca t ion  programmes.  For  example :  

  The Blue F lag  programme www.b lue f lag .org ,  a  programme which 

assesses  envi ronmenta l  s tandards  o f  beaches .  

  Green Globe 21 www.greeng lobe.org  a  programme a imed a t  bus inesses 

to  improve the i r  env i ronmenta l  per fo rmance.  

  AAA Tour ism Gree n STAR assessment  i s  a green endorsement  fo r  

p roper t ies  wh ich  ind icates  tha t  cer ta in  c r i te r ia o f  env i ronmenta l  ‘good 

prac t i ce ’  s tandards have been met .  See:  www.aaatour ism. 

com/pdf /Green%20Stars%20Guide l ines .pdf .  

  Green Tour ism Bus iness  Scheme www.green -bus iness .co .uk ,  the  la rges t  

and most  success fu l  env i ronmenta l  accred i ta t ion  body  o f  tour ism re la ted  

bus inesses  in  Europe.  

Cer t i f i ca t ion  may encourage bus inesses  to ra ise  the i r  s tandards  o f  env i ronmenta l  

per fo rmance.  

I t  a lso  a l lows cer t i f ied  bus inesses  or  des t ina t ions  to  demonst ra te  the i r  

env i ronmenta l  c redent ia ls  to  consumers .  
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4.3.4. INDICATORS OF SUSTAINABLE DEVELOPMENT FOR 

TOURISM. 

Ind ica tors  are  measures  o f  the  ex is tence or  sever i ty  o f  cur ren t  i ssues ,  s igna ls  of  

upcoming s i tua t ions  or  p rob lems,  measures  o f  r i sk  and potent ia l  need fo r  ac t ion ,  

and means  to  ident i fy  and measure  the  resu l ts  o f  our  ac t ions .  Ind ica tors  are 

in fo rmat ion  se ts  wh ich  are  fo rmal l y  se lec ted  to  be  used on a  regu lar  bas is  to  

measure  changes  tha t  are  o f  impor tance fo r  tour ism de ve lopment  and management .   

They  can measure :  a )  changes  in  tour ism’s  own s t ruc tures  and in terna l  fac tors ,  b )  

changes  in  ex terna l  fac tors  wh ich  a f fec t  tour ism and c )  the  impac ts  caused by 

tour ism.  Both  quant i ta t ive  and qua l i ta t i ve in fo rmat ion  can be used fo r  sus ta inab i l i t y  

ind ica tors .  An ind ica tor  i s  normal ly  chosen f rom a  range o f  poss ib le  da ta  se ts  or  

in fo rmat ion  sources  because i t  i s  mean ingfu l  w i th  regard  to  the  key  i ssues  to  wh ich  

tour ism managers  must  respond.  Use o f  tha t  ind ica tor  can lead to  ac t ions  to 

an t i c ipa te  and prevent  undes i rab le  (o r  unsus ta inab le)  s i tua t ions  a t  des t ina t ions .  

In  the  contex t  o f  sus ta inab le  deve lopment  fo r  tour ism,  ind ica tors  are  t ime ser ies 

in fo rmat ion  wh ich  i s  s t ra teg ic  to  the  sus ta inab i l i t y  o f  a  des t ina t ion ,  i t s  assets ,  and 

u l t imate ly ,  the  fo r tunes  o f  the  tour ism sec tor .  

In  any  des t ina t ion ,  the bes t  ind ica tors  are  those wh ich  respond to  the  key  r i sks and 

concerns  regard ing  sus ta inab i l i t y  o f  tour ism,  and a lso  prov ide  in fo rmat ion  wh ich 

can he lp  c la r i fy  i ssues  and measure  response s.  Ind ica tors  wi l l  normal ly  respond to  

i ssues  concern ing  the  natura l  resources  and env i ronment  o f  a  des t ina t i on ,  concerns 

re la t ing  to  economic  sus ta inab i l i t y ,  i ssues  re la t ing  to  cu l tu ra l  assets  and soc ia l  

va lues ,  and more  broadly  to  organ iza t ion and manage ment  i ssues ,  both  wi th in  the 

tour ism sec tor  and the  broader  des t ina t ion .  

Over  the  pas t  decade,  a  great  dea l  o f  work  has  occur red on the  c la r i f i ca t ion  o f  the 

key  i ssues  in  sus ta inab i l i t y  fo r  tour ism and the  means  by  wh ich  ind ica tors  can 

suppor t  be t te r  dec is ions and ac t ions .  

The deve lopment  and use o f  ind ica tors  i s  inc reas ing ly  v iewed as  a  fundamenta l  par t  

o f  overa l l  des t ina t ion  p lann ing and management ,  and an in tegra l  e lement  in  e f fo r ts  

to  p romote  sus ta inab le  deve lopment  fo r  the  tour ism sec tor  a t  a l l  sca les .  The 

s t imu lus  fo r  the  tour ism sec tor  comes f rom the  percept ion  tha t  many  des t ina t ions 

have been a t  r i sk  due to  insu f f i c ien t  a t ten t ion  to  the  impac ts  o f  tour ism and to  the 

long- te rm sus ta inab i l i t y  o f  des t ina t ions .  

Inc idences  o f  contaminated beaches  and dama ged cu l tu ra l  and eco log ica l  assets,  

hos t i le  reac t ions  to  tour is ts  and to  tour ism development ,  and resu l tan t  p rob lems fo r  

the  tour ism sec tor  have occur red  in  many  reg ions .  

Stud ies  done by  the  WTO and many o thers  have suppor ted  the  conc lus ion  tha t  the 

p lann ing and management  o f  tour ism in  many  des t ina t ions have occur red wi th 

insu f f i c ien t  in fo rmat ion,  par t i cu la r l y  wi th  regard  to  the  impac ts  o f  tour ism on 

des t ina t ions ,  the  impac ts  o f  changes  in  the  soc ia l  and natura l  env i ronment  on 
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tour ism and the  longer  te rm m ain tenance o f  the  key  assets  wh ich  make a 

des t ina t ion  a t t rac t i ve .  

Wi th in  th is  contex t ,  ind ica tors  are  an ear ly  warn ing  sys tem for  des t ina t ion 

managers  o f  po tent ia l  r i sks  and a  s igna l  fo r  poss ib le  ac t ion .  They  serve  as  a  key 

too l ,  p rov id ing  spec i f i c  measure s  o f  changes in  fac tors  most  impor tan t  to  the  

sus ta inab i l i t y  o f  tour ism in  a  des t ina t ion .  

Tour ism sec tor  dec is ion -makers  need to  know the  l inks  between tour ism and the 

natura l  and cu l tu ra l  env i ronments ,  inc lud ing  the e f fec ts  o f  env i ronmenta l  fac tors  on 

tour ism (poss ib ly  expressed as  r i sks  to  tour ism)  and the  impac ts  o f  tour ism on the 

env i ronment  (wh ich  may a lso  be expressed as  r isks  to  the  produc t ) .  

Respons ib i l i t y  requ i res knowledge.  Us ing  ex is t ing  and newly  ga thered data ,  

changes  in  env i ronmenta l ,  soc ia l  a nd economic  cond i t ions  can be detec ted.  Th is  

in fo rmat ion ,  in  tu rn ,  enab les  the  s ta tus  o f  i ssues  re levant  to  a  des t ina t ion 's  

sus ta inab i l i t y  to  be  gauged on an ongo ing bas is .   

Dec is ion  mak ing in  tour ism p lann ing and management  can,  there fore ,  be  improved.  

The ob jec t i ve  i s  to  reduce fu ture  r i sks  to  the  tour ism indus t ry  and to  des t ina t ions .  

Some o f  the  benef i ts  f rom good ind ica tors  inc lude:  

1 .  bet te r  dec is ion -mak ing -  lower ing  r i sks  or  cos ts ;  

2 .  i dent i f i ca t ion  o f  emerg ing  i ssues  -  a l lowing prevent ion ;  

3 .  i dent i f i ca t ion  o f  impac ts -  a l lowing cor rec t i ve  ac t ion  when needed;  

4 .  per formance measurement  o f  the  imp lementa t ion  o f  p lans and 

management  ac t i v i t ies ”  eva lua t ing  progress  in  the  sus ta inab le 

deve lopment  o f  tour ism;  

5 .  reduced r i sk  o f  p lann ing mis takes  -  ident i fy ing  l im i ts  an d oppor tun i t ies ;  

6 .  greater  accountab i l i t y  -  c red ib le  in fo rmat ion  fo r  the  pub l i c  and o ther  

s takeho lders  o f  tour ism fos ters  accountab i l i t y  fo r  i t s  wise  use in 

dec is ion -mak ing;   

7 .  cons tant  mon i to r ing  can lead to  cont inuous improvement  -  bu i ld ing  

so lu t ions  in to  ma nagement .  

Types of Indicators 

There  are  d i f fe rent  types  o f  ind ica tors ,  each wi th  d i f fe rent  u t i l i t y  to  dec is ion -

makers .  Whi le  the  most  d i rec t l y  usefu l  may  be those tha t  he lp  to  pred ic t  p rob lems, 

severa l  o ther  genres  ex is t :  

  ear ly  warn ing  ind ica tors (e .g . ,  de c l ine  in  numbers  o f  tour is ts  who in tend 

to  re turn) ;  

  i nd ica tors  o f  s t resses  on the  sys tem (e .g . ,  water  shor tages ,  o r  c r ime 

ind ices) ;  
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  measures  o f  the cur rent  s ta te  o f  indus t ry  (e .g . ,  occupancy ra te ,  tour is t  

sa t i s fac t ion) ;  

  measures  o f  the  impac t  o f  tour ism de ve lopmen t  on  the  b iophys ica l  and 

soc io -economic env i ronments  (e .g .  ind ices o f  the  leve l  o f  de fores ta t ion ,  

changes  o f  consumpt ion  pat te rns  and i ncome leve ls  in  loca l  

communi t ies ) ;  

  measures  o f  management  e f fo r t  (e .g . ,  c l eanup cos t  fo r  coas ta l  

contaminat ion) ;  

  measures  o f  management  e f fec t ,  resu l ts  o r  per fo rmance (e .g . ,  changed 

po l lu t ion  leve ls ,  g reater  number  o f  re turn ing  tour is ts ) .  

Whi le  a l l  ca tegor ies  o f  ind ica tors  can be va luab le  in  suppor t ing sus ta inab le 

tour ism,  the  ear ly  warn ing  ind ica tors  are f requent ly  most  usefu l  to  tour ism 

managers  and may prov ide  the  ab i l i t y  to  an t i c ipa te  ser ious  negat ive  e f fec ts  on  the  

des t ina t ion ,  o r  on  the  overa l l  tour is t  exper ience.  Idea l l y ,  ind ica tors  can enab le 

ac t ions  to  be  taken we l l  be fore  ser ious  th reats  to  sus ta inab i l i t y  o ccur .   

I t  shou ld  a lso  be noted tha t  the  same ind ica tor  can f requent ly  serve  d i f fe rent  

purposes  and i ts  use can change over  t ime.  (E.g .  an  ind ica tor  o f  s t resses  on the 

sys tem wi l l  serve  la te r  on  to  measure  the  e f fec ts  and resu l ts  o f  management  e f fo r ts  

taken  in  response to  the  prob lems ident i f ied ,  becoming in  e f fec t ,  a per fo rmance 

measure  fo r  the  response) .  

Conclusions 

Ind ica tors  are  a  s t ra teg ic  too l  fo r  the  sus ta inab le  deve lopment o f  tour ism 

des t ina t ions  and wi l l  help  des t ina t ion  managers ,  communi t ies  and a l l  s takeho lders 

to  work  together  fo r  the  fu ture  o f  the i r  des t ina t ion .  

Students  are  reminded in  th is  conc lud ing  sec t ion  o f  severa l  key  messages :  

  Ind ica tors  are  too ls ,  p rov id ing  accura te  in fo rmat ion  fo r  dec is ion -mak ing,  

lead ing  to  imp lementa t ion  o f  so lu t ions ,  deve lopment  o f  par tnersh ips ,  

be t te r  p lann ing and management .  

They  are  not  an  end in  themselves ,  bu t  ra ther  s igna ls  o f  impor tan t  

t rends  and changes ,  a  ca ta lys t  fo r  d iscussion  on fu ture  p lans ,  r i sks  to 

the  des t ina t ion ,  and impac ts  on  what  i s  impor tan t  to  a l l .  They  can  a lso  

serve  as  per fo rmance measures  fo r  p rogress  towards  sus ta inab i l i t y .  

  Ind ica tors  are  not  a one - t ime procedure .  They  are  most  usefu l  when 

measured repeated ly  and cons is ten t l y  th rough long te rm moni to r i ng  

programs.  On ly  when i n format ion  i s  ava i lab le  over  t ime,  on  a  regu lar  

bas is ,  can the  most  e f fec t i ve  use o f  ind ica tors occur ,  p rov id ing  contex t  

fo r  the  unders tand ing  o f  changes  and  the i r  impor tance to  po l i cy 

pr io r i t i es .  
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  Ind ica tors  must  be  in tegra ted in to  dec is ion -mak ing processes .  

Sus ta inab le  to ur ism deve lopment  requ i res  good in format ion ,  and 

in tegra ted approaches  to  management ,  suppor ted  by  the  r igh t  

ind ica tors .  The ob jec t i ve  o f  ind ica tors  deve lopment  i s  no t  so le ly  t he  

measurement  o f  fac tors ,  p roduc t ion  o f  tab les ,  o r  pub l i ca t ion  o f  repor t s ,  

bu t  be t te r  dec is ion -mak ing fo r  the  sus ta inab le  deve lopment  o f  the  

des t ina t ion .  Ind ica tors ,  there fore ,  shou ld  be  an in tegra l  par t  o f  p lann ing,  

management  and moni to r ing  processes .  

  Ind ica tors  must  be  shared.  In fo rmat ion  genera ted by  government  

au thor i t ies  wi th  d i f fe rent  mandates  and a t  d i f fe rent  leve ls ,  by  d i f fe rent  

p r i va te  and c iv i l  sec tor  o rgan iza t ions  or  th rough research,  can be a l l  

impor tan t  fo r  sus ta inab le  tour ism ind ica tors  and fo r  the  dec is ions  wh ich 

ind ica tors  suppor t .  Ind ica tors  a t  loca l  leve ls  can be bu i ld ing  b locks  fo r  

ind ica tors  app l i ca t ions  a t  reg iona l  and nat iona l  leve ls .  Mak ing ind ica tors  

access ib le  i s  the  only  rou te  to  in fo rmed  dec is ion  mak ing and 

invo lvement  o f  a l l  s takeho lders  in  the  dec is ion  process .  

  Ind ica tors  empower  des t ina t ions ,  p rov id ing  th e  in fo rmat ion  needed to 

negot ia te  fu ture  inves tments ,  deve lopment  s tandards ,  jo in t  ventures ,  

and the  shar ing  o f  benef i ts .  They  a lso suppor t  approaches  to  consensus  

on what  i s  impor tan t  to  sus ta in  and how to  ach ieve i t  -  such as  the  l im i ts  

to  acceptab le  cha nge.  
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4.3.5. THE TOURIST AREA LIFE CYCLE (TALC). 

Much o f  the  tour ism exper ience occurs  in  phys ica l  se t t ings  as  a  resu l t  o f  the  

in te rac t ion  between demand and supp ly  fac tors  wh ich  change over  t ime.  Ind iv iduals  

t rave l  to  des t ina t ions  to v is i t  a t t rac t ions ,  to  part i c ipa te  in  le isure  ac t i v i t ies ,  and to 

fo rm vacat ion  exper iences  resu l t ing  f rom the i r  in te rac t ions  wi th  the  p laces  they 

v is i t .   

Whi le  the  en joyment der ived f rom the  tour is t  exper ience may vary  depend ing upon 

the  amount  and qua l i ty  o f  t ime spent  a t  a  des t ina t ion ,  the  qua l i ty  o f  the  serv ice 

encounter ,  and personal  and s i tua t ional  fac tors,  the  genera l  ob jec t i ve  o f  the  t ravel  

i s  to  improve the  qua l i ty -o f - l i fe  o f  the  tour is t .  S imi la r l y  des t ina t ions,  where  the 

vacat ion  exper ience i s  sought ,  under go d i f fe rent  cyc les  o f  deve lopment  over  t ime,  

a f fec t ing  the  nature  o f  the i r  appea l .  

The ent ry  o f  tour is ts  in to  a  des t ina t ion  changes  i ts  charac ter  fo rever .  P laces  as 

des t ina t ions  exper ience d i f fe rent  phases  or  cyc les  o f  deve lopment ,  and examin ing 

each cyc le  o f  deve lopment  and the  speed of  deve lopment  revea ls  c lues  about  

manager ia l  ac t ions  fo r  des t ina t ion  p lanners  and market ing  organ iza t ions.   

The consequences  o f  each cyc le  a f fec t  the  qua l i ty -o f - l i fe  in  the  des t ina t ion  in  te rms 

o f  bo th  tang ib le  and in tang ib l e  benef i ts  tha t  resu l t  f rom tour ism ac t i v i t ies.  

St ruc tura l  changes  to  t he  des t ina t ion  area over  t ime invoke behav iora l  responses 

f rom both  tour is ts  and res idents .  

The concept  o f  tour ism area l i fe  cyc le  (TALC)  imp l ies  tha t  p laces  as  des t ina t ions,  

l i ke  produc ts ,  fo l low a  re la t i ve ly  cons is ten t  p rocess  o f  deve lopment  and a 

recogn izab le  cyc le  o f  evo lu t ion  (But le r  1980,  2004 ;  Crompton e t  a l .  1987 ;  Meyer -

Arendt  1985 ) .  The concept  in  i t s  abs t rac t  fo rm embodies  the  assumpt ion  tha t  

sooner  or  la te r  a  th resho ld  i s  r eached a f te r  wh ich  a  tour is t  des t ina t ion  i s  perce ived 

to  dec l ine  in  des i rab i l i t y .   

The concept  o f  a  tour ism area l i fe  cyc le  sugges ts  tha t  as  a  des t ina t ion  area 

evo lves ,  changes  occur  in  the  phys ica l  env i ronment  and the  soc io -cu l tu ra l  

env i ronment  tha t  resu l t  in  changes  in  the  a t t i tudes  o f  the  hos t  communi ty .  TALC 

was deve loped based on the  concept  o f  the  produc t  l i fe  cyc le  (PLC) .  

A genera l  rev iew o f  the  ex tant  l i te ra ture  revea ls  tha t  the  tour ism des t ina t ion  l i fe  

cyc le  concept  has  been s tud ied  wi th  vary ing  ap proaches .  However ,  the re  i s  a  great  

dea l  o f  s im i la r i ty  in  the  outcomes,  and a  genera l  theme emerges .   

Among var ious  approaches ,  But le r ’ s  (  1980,  2004 )  mode l  has  a t t racted the  most  

a t ten t ion  and d iscuss ion  (  Tooman 1997 ) ,  and most  o f  the  repor ted  s tud ies  have 

suppor ted  the  be l ie f  tha t  But le r ’ s  mode l  p rov ides  a  usefu l  f ramework  fo r  descr ip t ion  

and in terpre ta t ion  (Richardson 1986 ;  Johnson and Snepenger  1993 ;  Oppermann  

1998 ;  Formica  and Uysa l  1996 ;  Hov inen 2002 ;  Boyd 2006 ;  Zhong e t  a l . ,  2008 ;  

Whi t fe i ld  2009 ;  S ingal  and Uysa l  2009 )  .  Thus ,  the  fo l lowing sec t ion  prov ides  a 

br ie f  d iscuss ion  on But le r ’ s  TALC model  wi th  i t s  re levant  s tages .  
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Exploration 

The exp lora t ion  s tage beg ins  when a  smal l  number  o f  v is i to rs  who are  adventurous 

and a t t rac ted by  the  des t ina t ion ’s  un ique or  cons iderab ly  d i f fe rent  na tura l  and 

cu l tu ra l  fea tures  ar r i ve .  In  th is  phase o f  deve lopment ,  there  i s  low access  to  the  

des t ina t ion  and rud imentary  fac i l i t i es fo r  the  v is i to rs .  There fore ,  v is i to rs  use 

whatever  loca l  fac i l i t i es  as  may be ava i lab le and are  l i ke ly  to  have h igh  contac t  

wi th  loca l  res idents .   

At  th is  s tage,  phys ical  and soc ia l  charac ter i s t i cs  o f  the  p lace are  unchanged by 

tour ism,  and the  ar r i va l  and depar ture  o f  tour is ts  wou ld  be o f  re la t i ve ly  l i t t le  

s ign i f i cance to  the  econo mic  and socia l  we l l -being  o f  the  permanent  res idents .  The 

assumed benef i ts  o f  tour ism may accrue to  a  smal l  number  o f  p rov iders ,  and the 

to ta l  economic  benef i ts  f rom t rave l  and tour ism -genera ted s a les  and taxes  may be 

ins ign i f i cant ,  wh ich  may in  tu rn  l im i t  the  amount  o f  pub l i c  spend ing tha t  cou ld  be 

a l loca ted fo r  fu r ther  enhancement  o f  the  tour is t  des t ina t ion .  Never the less ,  the 

tour is t  p lace prov ides  a va luab le  ex per ience to  i t s  v is i to rs ,  fu l f i l l i ng  thei r  needs  and 

expec ta t ions .  

Involvement 

As the  number  o f  tour is ts  inc reases ,  more  o f  the  loca l  res idents  get  invo lved to 

prov ide  fac i l i t i es  fo r  the  tour is ts ,  thus  resul t ing  in  add i t ional  income for  the 

prov iders .  Whi le  there i s  s t i l l  l im i ted in te rac t ion  between tour is ts  and loca l  

res idents ,  the  deve lop ing  tour i sm indus t ry  leads  to  the  prov is ion  o f  bas ic  serv ices,  

wh ich  a lso  benef i ts  the loca l  res idents .  At  th is  s tage,  some adver t i s ing  to  a t t rac t  

tour is ts  can be ant i c ipa ted,  thereby  induc ing  a  def i nab le  pa t te rn  o f  seasona l  

var ia t ion .  

The bas ic  in i t ia l  market  a r ea  fo r  v is i to rs  can now be def i ned.  Some leve l  o f  

o rgan iza t ion  in  tour is t  t rave l  a r rangeme nts  can be expec ted,  and the  f i rs t  p ressures 

are  put  upon governments  and pub l i c  agenc ies to  prov ide  or  improve t ranspor t  and 

o ther  fac i l i t i es  fo r  v is i tors  and loca ls  a l i ke .  

Development 

This  s tage is  charac ter i zed as  one where  la rge numbers  o f  v is i to rs  ar r i ve .  The 

number  o f  tour is ts  wi l l  p robab ly  equa l  to  o r  exceed the  permanent  loca l  popu la t ion .  

Loca l  invo lvement  and cont ro l  o f  deve lopment  beg ins  to  dec l ine  rap id ly  wh i l e  

ex terna l  companies  prov ide  up - to -da te  fac i l i t i es .  

Th is  may be the  most  impor tan t  phase o f  development  in  improv ing  the  qua l i ty -o f -

l i fe  fo r  res idents  and the  economic we l l -be ing  o f  employees  and prov iders  of  

tour ism goods  and serv ices .  
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Natura l  and cu l tu ra l  a t t rac t ions  wi l l  be  deve loped,  main ta ined,  and marketed wh i le 

some o f  the  or ig ina l  na tura l  a t t rac t ions  wi l l  be  supp lemented by  man -made impor ted 

fac i l i t i es .  Such enhancement  pro jec ts  are a lso  ava i lab le  fo r  the  local  res idents  to 

en joy  and enhance the i r  l i fe .  On the  o ther  hand,  changes  in  the  phys ical  

appearance o f  the  area wi l l  be  not i ceab le ,  and not  a l l  o f  the  changes  wi l l  be 

we lcomed by  the  loca l  popu la t ion .  Loca l  res idents  may s tar t  deve lop ing  a  negat ive 

a t t i tude because the  presence o f  a  la rge number  o f  v is i to rs  may impinge on the 

qua l i ty  o f  the i r  l i fe  (Doxey  1976 )  .  Moreover ,  the  des t ina t ion  may a lso  su f fe r  f rom a  

change in  qua l i ty  o f  serv ices  prov ided th rough prob lems o f  over -used fac i l i t i es,  

c rowding,  and inc reased pressure  on ex is t ing  serv ices .  

Consolidation 

Dur ing  the  conso l ida t ion  s tage,  tour ism has become a  major  par t  o f  the  loca l  

economy.  However ,  the  ra te  o f  inc rease o f  v is i to rs  has  dec l ined a l though the  to ta l  

numbers  cont inue to  inc rease,  such tha t  the  to ta l  v is i to r  numbers  exceed the 

number  o f  permanent  res idents .  Deter io ra t ion  o f  the  qua l i ty -o f - l i fe  and the  negat ive  

impac ts  o f  tour ism ac t i v i t ies  may be fe l t  by  the  res idents .   

Loca l  res idents  may have s t ronger  negat ive  a t t i tudes  than a t  o ther  s tages ,  rang ing 

f rom a lmost  annoyance and resentme nt  to  an tagon ism (Doxey  1976 ;  Dogan 1989 )  

.  The perce ived impac ts  o f  tour ism may not  be  favorab le .  In  some ins tances ,  

market ing  and adver t i s ing  e f fo r ts  wi l l  be  widened in  order  to  a t t rac t  more  d is tan t  

v is i to rs .  The la rge number  o f  v is i to rs  and the  fac i l i t i es  prov ided fo r  them can be 

expec ted to  arouse some oppos i t ion  and d iscontent  among permanent  res idents 

par t i cu la r l y  those not  i nvo lved in  the  tour is t  indus t ry  

Stagnation 

At  th is  s tage,  the  peak number  o f  v is i to rs  wi l l  have been reached,  and most  a re 

repeat  v is i to rs .  

Capac i ty  leve ls  fo r  many  a t t rac t ions  and fac i l i t i es  wi l l  have been reached or  

exceeded,  resu l t ing  in  env i ronmenta l ,  soc ia l ,  and economi c  prob lems (But le r  1980,  

2004 ) .  The area wi l l  have a  we l l  es tab l i shed image,  bu t  i t  w i l l  no  longer  be  in  

fash ion .  Natura l  and genu ine cu l tu ra l  a t t rac t ions  wi l l  p robab ly  have been  

superseded by  impor ted ‚ar t i f i c ia l ‛  fac i l i t i es .  These negat ive  changes  wi l l  a f fec t  the 

qua l i ty  o f  serv ices  and exper iences  prov ided to the  v is i to rs  and d imin ish  the  va lue 

o f  tour ism on the  par t  o f  p rov iders  and other  s takeho lders  involved in  the 

produc t ion  and management  o f  tour ism ac t i v i t ies .  

Decline 

In  th is  f i nal  s tage,  the  dest inat ion wi l l  not  be ab le to compete wi th newer  at t ract ions 

and wi l l  face  a decl in ing market .  The place wi l l  no  longer appeal  to vacat ioners.  
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Property  turnover wi l l  be h igh,  and tour is t  fac i l i t ies and accommodat ion  begin to be  

converted to non -tour is t - re lated s t ructures (But le r  1980 ) .   

Severa l  tour is ts ’  fac i l i t ies  d isappear  as  the  area becomes less  a t t rac t ive  t o  tour is ts ,  

and the  v iab i l i t y  o f  the  remain ing  tour is t  fac i l i t i es  becomes ques t ionab le .  

U l t imate ly ,  the  area may become a  ver i tab le  tour is t  ‚s lum‛  or  lose  i ts  tour is t  

func t ion  comple te ly .  The qua l i ty -o f - l i fe  in  t he  des t ina t ion  communi ty  su f fe rs  

cons iderab l y  in  the  dec l ine  s tage.  

Rejuvenation  

The re juvenat ion  s tage cor responds  to  the  renovat ion  phase or  the  re in t roduc t ion  o f  

the  produc t  wi th  new fea tures  phase in  the  produc t  l i fe  cyc le .  Th is  s tage is  usua l l y  

no t  reached wi thout  the  ac t i ve  invo lvement  o f  des t ina t ion  p lanners  and market ing 

organ iza t ions  coup led wi th  a  comple te  change in  the  a t t rac t ions  and fac i l i t i es  on 

wh ich  tour ism is  based .  Of ten ,  add i t ions  o f  man -made a t t rac t ions  are  necessary .  

However ,  i f  ne ighbor ing  and compet ing  areas  fo l low su i t ,  the  e f fec t i veness  o f  the 

measures  wi l l  be  reduced (But le r  1980 )  .  An a l te rnat i ve  approach is  to  deve lop 

natura l  resources  untapped prev ious ly .  Re juvenat ion  requ i res  a  concer ted  e f fo r t  on 

the  par t  o f  those invo lved in  the  tour ism produc t ion  sys tem.  

Over the years,  a number of  s tudies have used the TALC model  to examine 

dest inat ions and thei r  development over t ime.  Most  of  these studies are descr ipt ive  

and case -based,  t rac ing the  t ra jectory o f  a  dest inat ion  and the number o f  v is i tors  

at t racted as i t  underwent  s t r uctural  changes dur ing d i f fe rent  phases of  the l i fe  cyc le.  

Conclusion 

Once a  communi ty  becomes a  tour is t  des t ina t ion ,  the  l i ves  o f  res idents  in  the  

communi ty  a re  a f fec ted by  tour ism,  and the suppor t  o f  the  ent i re  popu la t ion  in  the 

tour ism communi ty  is  esse nt ia l  fo r  the  deve lopment ,  p lann ing,  success fu l  

opera t ion ,  and sus ta inab i l i t y  o f  tour ism (Jurowsk i  1994) .   

A des t ina t ion  has myr iad  oppor tun i t ies  and cha l lenges due to  chang ing 

in f ras t ruc ture ,  deve lopment  o f  hos t  a t t i tudes ,  number  o f  tour is ts ,  and sever i ty  o f  

impac ts ,  bo th  pos i t ive  and negat ive .  In  o rder  to  t race the  evo lu t ion  o f  a  loca t ion ,  

the  produc t  l i fe  cyc le mode l  i s  used to  ass is t  management  in  dec is ion  mak ing and 

in  address ing  s takeho lder  in te res ts .  

The most  impor tan t  reason fo r  the  deve lopment  o f  t he  tour ism l i fe  cyc le  i s  to 

rea l i ze  tha t  a  des t ina t ion  i s  no t  s ta t i c ;  i t  changes  over  t ime,  and the  p lann ing 

process  and market ing  s t ra teg ies  must  a lso  adapt  to  enab le  the  ad jus tment  

p rocess .  
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4.4 Networking and financial capacity building 

Learning objectives 

  Know about  the  te rm ‛capac i ty  bu i ld ing‛  

  Know how to  connec t  wi th  re levant  s takeho lders  

  Know how to  deve lop a  s i l ver  tour ism des t ina t ion  re ference to  earn ings 

o f  sen iors  tour is ts  

  Know how to  bu i ld  a  s t ra teg ic  par tnersh ips .  

4.4.1. WHAT IS CAPACITY BUILDING? 

The concept  o f  capac i ty  bu i ld ing  emerged dur ing  the  80 ’s  in  an  e f fo r t  to  capture  

and descr ibe  an aggregate  o f  many  o f  the  ideas  and lessons  f rom pas t  deve lopment 

ac t i v i t ies .  Capac i ty  bu i ld ing  went  on  to  become the  cent ra l  purpose o f  techn ica l  

coopera t ion  dur ing  the  90 ’s  ( the  te rms capac i ty  deve lopment  o r  capac i ty  

s t rengthen ing are  a lso  commonly  used) .   

Other  concepts  and ideas  tha t  have dominated deve lopment  th ink ing  such as  

ins t i tu t iona l  s t rengthening,  o rgan isa t iona l  deve lopment ,  communi ty  deve lopment  

and sus ta inab le  deve lopment  have been brought  under  the  broader  umbre l la  o f  

capac i ty  bu i ld ing to  descr ibe  an in tegra ted v is ion  fo r  long te rm sus ta inab le  soc ia l  

change (Lus thaus ,  Adr ien  & Pers t inger ,  1999) .  Whi ls t  there  are  a  number  of  

var ia t ions  between s pec i f i c  de f in i t ions  o f  capac i ty  bu i ld ing ,  there  are  pat te rns  in 

the  way  i t  i s  de f ined by  deve lopment  agenc ies .  

Definitions of Capacity Building 

“Capac i ty  deve lopment i s  a  concept  wh ich i s  b roader  than organ isa t iona l  

deve lopment  in  tha t  i t  inc ludes  an empha s is  on  the  overa l l  sys tem,  env i ronment  o r  

contex t  wi th in  wh ich  ind iv idua ls ,  o rgan iza t ions and soc ie t ies  opera te  and in terac t  

(and not  s imp ly  a  s ing le organ iza t ion) . ”  UNDP 1998  

“…capac i ty  i s  the  combinat ion  o f  peop le ,  inst i tu t ions  and prac t i ces tha t  permi ts  

count r ies  to  reach the i r  deve lopment  goa ls…Capac i ty  bu i ld ing  i s…inves tment  in 

human cap i ta l ,  i ns t i tu t ions  and prac t i ces . ”  Wor ld  Bank  1998  

“The process  o f  deve lop ing  competenc ies  and capab i l i t i es  in  ind iv idua ls ,  g roups ,  

organ isa t ions ,  sec tors or  count r ies  wh ich  wi l l  l ead to  sus ta ined and se l f -genera t ing  

per formance improvement . ”  AusAID 2004  
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Capac i ty  bu i ld ing  is  no t  a  s ing le  ob jec t i ve  and cannot  be  under taken in  a  d isc re te 

t ra in ing  sess ion .  Capac i ty  bu i ld ing  i s  a  process .  I t  takes  p lace over  t ime and 

requ i res  a  number  o f  s t ra teg ies  and ac t i v i t ies  to be  sus ta inab le .   

Organ isa t iona l  per fo rmance can be impac ted on as  much by  fac tors  in  the  ex terna l  

env i ronment  (eg .  laws ,  regu la t ions ,  a t t i tudes ,  va lues)  as  by fac tors  in te rna l  to  the 

organ isa t ion ,  (sk i l l s ,  sys tems ,  leadersh ip ,  re la t ionsh ips  e tc . ) .   

The in ter re la tedness  o f  the  d i f fe rent  spheres  of  capac i ty  bu i ld ing  compels  us  to  be 

aware  o f ,  and responsive  to ,  the  re la t ionsh ips  among them when engag ing in 

capac i ty  bu i ld ing  ac t i v i t ies .  I f  the  env i ronment  in  wh ich  ac t i v i t ies  are  tak ing  p lace 

i s  no t  suppor t i ve  o f  the  changes  i t  may  l im i t  the  success  and sus ta inab i l i t y  o f  any 

g iven in i t ia t i ve .   

Capac i ty  bu i ld ing  in i t ia t i ves  thus  need to  be  cons idered f rom a  sys tems perspec t i ve  

tak ing  in to  cons idera t ion  the  dynamics  and i n ter - re la t ionsh ips  amongs t  i ssues  and 

p layers  in  the  d i f fe rent  spheres  (Bo lger ,  2000) .  

Entry points for capacity building 

Ef fec t i ve  capac i ty  bu i ld ing  requ i res  in f luenc ing mul t ip le  en t ry  po in ts  to br ing  about  

sus ta ined changes  in  the  to ta l  env i ronment  th rou gh a  cumula t i ve  e f fec t .  

 

Reflective questions 

1.  Descr ibe  the  d i f fe rence between sk i l l s  t rans fer  and capac i ty  

bu i ld ing? 

2 .  What  are  some o f  the  env i ronmenta l  fac tors  tha t  m ight  impac t  on 

capac i ty  bu i ld ing  in  the count ry  you wi l l  be  work ing  in?  Cons ider 

bo th  the  in te rna l  and  ex terna l  env i ronments  o f  the  organ iza t ion  

you wi l l  be  work ing  fo r .  
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The principles of capacity building 

Capac i ty  bu i ld ing  fac i l i ta tes  peop le  and ins t i tu t ions  to  rea l i se the i r  own 

deve lopment  ob jec t i ves  and recogn ises  tha t  rec ip ien ts  o f  a id  mu st  be  empowered to  

manage the i r  own deve lopment  agenda.   

Th is  change in  parad igm f rom donor  dr i ven to  rec ip ien t  led  agendas  acknowledges 

tha t  top -down  approaches  focus ing  on on ly  the  quant i ty  ra ther  than the  qua l i ty  o f  

ass is tance have fa i led .   

The goa ls  o f  capac i ty  bu i ld ing  shou ld  no t  resu l t  in  an  a t tempt  to  impose a  fo re ign  

mode l  o r  way  o f  do ing  th ings ,  bu t  s t r i ve  to  i dent i fy  and use loca l  exper t i se  and 

deve lop a  grassroots  domest ic  mode l .  

There  are  a  number  o f  genera l  p r inc ip les  underp inn ing  capac i ty  bu i l d ing  tha t  ho ld 

the  process  o f  change and learn ing  over  t ime as  core  va lues  and need be 

cons idered when deve lop ing  in i t ia t i ves  and s t rateg ies .  

Foundat ions  fo r  deve lop ing  in i t ia t i ves  fo r  e f fec t ive  capac i ty  bu i ld ing  are tha t  they :  

 are  owned and d i rec ted by  th e  loca l  communi ty  

 use par t i c ipa tory  approaches  a t  a l l  s tages  

 ut i l i se  and bu i ld  on  loca l  knowledge and ex is t ing  capac i ty  to  deve lop a  

v is ion  fo r  the  fu ture  

 are  sens i t i ve  to  the  ex is t ing  env i ronment  ( in te rna l  and ex terna l )  and the 

cons t ra in ts  and oppor tun i t i es  i t  p resents  

 are  gender  and cu l tu ra l l y  sens i t i ve  and equ i tab le  

 i n tegra te  ac t i v i t ies  a t  var ious  leve ls  to  address complex  prob lems.  

 seek  to  u t i l i ze  a  var ie ty  o f  methods  tha t  su i t  the  loca l  contex t  to  fac i l i ta te 

change in  the  to ta l  env i ronment  

 seek  to  be  s us ta inab le  th rough bu i ld ing  s t rong re la t ionsh ips  wi th  and 

between s takeho lders  genera t ing  a  h igh  leve l  of  buy - in .  

Reflective questions  

3.  How might  you ensure  you in tegra te  capac i ty  bu i ld ing  pr inc ip les 

in to  your  work  overseas?  

4 .  What  are  some o f  the  bar r ie rs  y ou might  encounter?  What 

s t ra teg ies  might  you use to  overcome them?  
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Measuring capacity building 

Capac i ty  bu i ld ing  can be d i f f i cu l t  to  measure  and eva lua te .  I ts  mul t i - layered 

mean ing and in ter - lock ing  e lements  make i t  cha l leng ing  to  assess  un less  the 

component  par ts  a re  broken down to  manageab le ,  e lements ,  such as  ‘ t ra in ing ’ ,  o r  

‘ sys tems deve lopment ’  (see tab le  1) .  The long t ime sca les associa ted  wi th  capac i ty  

bu i ld ing  compound the  complex i ty  o f  assess ing i ts  p rogress .  

TABLE 1 
Requ i re men ts  fo r  c apac i t y  bu i l d ing  Exam p les  o f  a c t i v i t i es  o r  en t r y  po in t s  f o r  capa c i t y  

bu i l d ing  

Human re source s  o r  sk i l l s  

deve lopment  

Sk i l l s  t r ans f e r ,  men to r in g ,  coach ing ,  o bse rv a t ion ,  

app ren t i cesh ips ,  p rax i s ,  s upe rv i s ion  

Organ is a t iona l  po l i cy /p roce ss  

deve lopment  

Deve lopmen t ,  s t r eam l in i ng  o r  r e -e ng in ee r ing  o f  

p rocedu re s ,  sy s tems  &  p roce sse s ,  manua ls ,  

check l i s t s  &  p ro - f o rmas ,  s t r a teg ic  p la nn ing ,  j ob  

r e -des ign ,  ben chmark ing  

Netwo rks  fo r  communica t ion  Commun i t y  ou t re ach ,  c ommun i t i es  o f  p ra c t i ce ,  

p ro fess iona l  as soc ia t i ons ,  wo rk ing  g roup s ,  f o cus  

g roups  

I t  i s  impor tan t  however  tha t  capac i ty  bu i ld ing  ac t i v i t ies  fo l low a  cont inuous  cyc le  of  

ana lys is ,  ac t ion  and assessment .  

Dur ing  the  ana lys is  phase,  ex is t ing  ab i l i t i es  and competenc ies  are  assessed and 

oppor tun i t ies  fo r  per fo rmance improvemen ts  are  ident i f ied  and pr io r i t i sed,  tak ing  

in to  cons idera t ion ,  the  cons t ra in ts  in  bo th  the  in te rna l  and ex terna l  env i ronments .   

Dur ing  the  ac t ion  phase,  a  fu ture  v is ion  i s  a r t i cu la ted ,  and an imp lementa t ion  p lan 

i s  deve loped and imp lemented.  Throughout  the  l i fe  o f  the  ac t i v i ty ,  per iod ic  

assessments  are  made aga ins t  the  base l ine  es tab l i shed dur ing  the  in i t ia l  ana lys is .   

Targets  se t  in  the  ac t ion  p lan ,  and the  change p lan ,  can then be updated or  

mod i f ied  as  c i rcumstances  demand.  

Reflective question 

5.  Cons ider  a  t ime when  you can descr ibe  what  you were  do ing  as 

capac i ty  bu i ld ing .  Was i t  success fu l?  I f  so ,  what  e lements  

cont r ibu ted to  the  success? I f  no t ,  what  inh ib i ted  the  success? 

How wou ld  you approach the  same s i tua t ion  d i f fe rent l y  nex t  t im e.  
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4.4.2. NETWORKING. 

A networked group o f  peop le  and/or  o rgan iza t ions  can ac t  in  concer t  to  accompl ish 

what  cannot  be  accompl ished ind iv idua l l y  by ‚bu i ld ing  re la t ionsh ips fo r  shar ing 

knowledge,  goods  and exper iences  and… learn ing  f rom each o ther ‛  (Ph i lb in  &  

L inne l l ,  2013;  Ke i j zer ,  Ørnemark ,  Enge l ,  2006) .  Severa l  recent  repor t s  underscore 

tha t  ne tworks  are  espec ia l l y  e f fec t i ve  fo r  capac i ty  bu i ld ing  because they  encourage 

innovat ion  and improve communica t ion  among members  o f  the  network .   

Accord ing  to  a  2013  repor t  f rom Grant makers  fo r  Ef fec t i ve  Organ iza t ions  (GEO),  

Crack ing  the  Network  Code,  innovat ions  spread rap id ly  th rough networks  because 

o f  the  c lose re la t ionsh ips  tha t  ex is t  be tween members .  As  a  resu l t ,  GEO and o thers 

a f f i rm tha t  when i t  comes to  impac t ,  ne tworks can ‚a ch ieve surpr is ing ly  power fu l  

resu l ts ‛  (Wei -Sk i l le rn ,  S i l ver  & He i tz ,  2014) .  

Networks  may be ca l led  many  th ings inc luding  ‚ learn ing  networks , ‛  ‚cohor ts , ‛  

‚coa l i t i ons , ‛  ‚co l labora t i ves , ‛  and ‚par tnersh ips . ‛  However ,  what  de f ines  a  network  

i s  the  common purpo se o f  i t s  members  to  ach ieve change together .  In  t h is ,  the  ro le 

o f  the  network  i s  twofo ld .  F i rs t ,  i t  ac ts  as  the  d is t r ibu t ion  channe l  fo r  awareness  o f  

g rassroots  cha l lenges  and/or  so lu t ions  tha t  a re then d is t r ibu ted to  a wider  aud ience 

in  an  e f fo r t  to  c rea te  shared unders tand ing among a  broad group o f  s takeho lders 

(Ke i j zer ,  Ørnemark ,  Enge l ,  2006) .  

Second,  the  network ’s  connec t i ve  t i ssue i s  the  foundat ion  fo r  re la t i onsh ips  tha t  

themselves  acce lera te  and enhance learn ing .  Both  ro les  ”  as  both  pathway and 

t rus ted connec tor  ”  are  s ign i f i cant  in  the  context  o f  ne tworked capac i ty  bu i ld ing .  

A l though capac i ty  bu i ld ing  f i rs t  emerged as  a  f i e ld  o f  p rac t i ce  in  the  la te  1950s ,  i t  

remains  a  ‚nascent  f ie ld  o f  s tudy‛  (Kapucu,  Hea ly  & Ars lan ,  2011) .  As  a  resu l t ,  

wh i le  the  concept  o f  capac i ty  bu i ld ing  ‚permeates  the  nonpro f i t  sec tor , ‛  there  i s  no  

consensus  on a  un iversa l  de f in i t ion  o f  the  te rm ( Id . ) .  

Ins tead,  scho lars ,  th ink  tanks ,  and consu l tan ts  each promote  thei r  own un ique 

def in i t ion  o f  capac i ty  bu i ld ing ,  and those hear in g  the  te rm may interpre t  i t  as  

someth ing  e lse .  Whi le  some scho lars  and consu l tan ts  go  on to  de f ine  ind iv idual  

e lements  o f  capac i ty  bu i ld ing ,  o thers  s imply  sugges t  tha t  ‚ [ t ]he  def in i t ion  o f  

capac i ty  bu i ld ing ,  s im i la r  to  i t s  in te rvent ions ,  i s  ta i lo r -made to  f i t  the  nonpro f i t  

o rgan iza t ion  requ i r ing  ass is tance‛  ( Id . ) .  

Across  a l l  de f in i t ions the  u l t imate  goa l  i s  to  improve overa l l  o rgan iza t iona l  

e f fec t i veness  and sus ta inab i l i t y .  

Jus t  as  tour ism l inks peop le  and p laces around the  wor ld ,  so  tour ism o f f i c ia ls  a lso 

need to  l ink  up  wi th  o ther  tour ism bus iness  and government  agenc ies  and bus iness 

to  be  success fu l .   Tour ism network ing  comes in a  var ie ty  o f  ‚shapes  and s ty les ‛ .    
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We can d iv ide  tour ism network ing  in  many  ways ,  bu t  th ree s imple  ways  are :  tour ism 

network ing  wi th in  the  indus t ry  and pro fess ion ,  tour ism network ing  wi th  a l l i ed 

indus t r ies ,  tour ism network ing  wi th  indus t r ies  tha t  wou ld  appear  to  have noth ing  to 

do  wi th  tour ism but  can have a  major  impac t  on  the  indus t ry  and i ts  bo t tom - l ine .  

Tour ism network ing  i s  espec ia l l y  impor tan t  in  exp la in ing  to  an  o f ten -skept ical  

pub l i c  the  reasons  tha t  tour ism is  an  impor tan t  indus t ry .  Desp i te  t rave l  and 

tour ism’s  major  pos i t ive economic  impac t ,  too  many  peop le  do not  unders tand the  

in te r re la t ionsh ip  be tween tour ism and a  l oca le ’s  qua l i t y  o f  l i fe .  

I t  i s  essent ia l  never  to fo rget  tha t  i f  the  communi ty  does  not  support  the  tour ism 

indus t ry ,  i f  the  communi ty  ga ins  a  reputa t ion  fo r  be ing  unsafe  or  un f r iend ly ,  tha t  in  

the  end i t  w i l l  no t  on ly  des t roy  i ts  tour ism indus t ry  bu t  a lso  severe ly  damage i ts  

economic  deve lopment  and v iab i l i t y .  

Be low are  a  number  or  reminders  tha t  a l l  o f  us  know but  many  o f  us  e i t her  fo rget  o r  

fa i l  to  imp lement .  

Make yourself known!  

Tour ism is  a  peop le - indus t ry .   The bet te r  you are  known the  more  f requent l y  your  

name is  ment ioned,  the bet te r  i t  i s  fo r  your  bus iness .  At tend as  many func t ions  as 

poss ib le .   These func t ions  do not  have to  be  tour ism re la ted ,  bu t  they  shou ld  be 

func t ions  where  the  a t tendees  may impac t  your  v is ib i l i ty  o r  name recogn i t ion .   

Dur ing  the  func t ion  pass  out  and co l lec t  bus iness  cards .   Make a  note  on the  back  

o f  each co l lec ted  card  tha t  te l l s  you someth ing memorab le  about  the person ’s  card 

you have jus t  co l lec ted .   Af te r  the  func t ion  fo l low -up by  wr i t ing  and ca l l ing  the 

ind iv idua ls  you met .  

Never be shy!   

Make yourse l f  access ib le .   When meet ing new people  ask them to  te l l  you 

someth ing about the i r  l i fe .   A lmost  everyone l ikes to  ta lk  about  h im or  herse l f  

and most  people  have a un ique story to  te l l .   By get t ing people  to  open up to 

you,  you get a  bet ter  idea as to what  they need and how you can in teract  wi th  

them.  Once you have th is  in format ion,  you not  on ly  can judge thei r  needs but 

you can begin  to  measure your communi ty ’s  needs (and you profess iona l 

needs) by the o ther person ’s  in tere sts  and ta lents .  

Don’t be short sighted  

Someone who may not  be  in  a  pos i t ion  to  he lp  you now,  bu t  tha t  does  not  mean tha t  

s /he  may not  be  a  very  va luab le  person a t  a  la te r  da te .   Good manners make good 

network ing .   Do not  c lose doors  by  incons iderate  beha v ior  o r  assume tha t  you on ly  

need to  speak  to  peop le  who appear  to  have immedia te  ‚va lue . ‛  
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Ask others what you can do for them 

Network ing  i s  based on the  soc io log ica l  p remise o f  ‚soc ia l  cap i ta l . ‛   Th is  i s  a  fancy 

te rm mean ing tha t  you have to  g ive  to  o ther s  i n  o rder  to  rece ive  back  f rom them.   

The bes t  way  to  ga in  someth ing  i s  to  g ive  someth ing .   Soc ia l  cap i ta l  has  a  l im i ted  

l i fe  expec tancy .  In  o rder  fo r  i t  to  s tay  f resh,  the  person has  to  remember  your  name 

and who you are .  To accompl ish  th is  do  not  l imi t  your  re la t ionsh ips wi th  a  one - t ime 

event .   Ins tead s tay  in f ron t  o f  the  pub l i c ’ s  eye and le t  i t  be  known tha t  you are 

invo lved in  the  communi ty .  By  becoming a  communi ty  resource you es tab l i sh 

yourse l f  as  a  go - to  person,  and those are  peop le  who network  bes t .  

Business cards are not a work of art but something 

that serves a useful purpose  

Too many peop le  fo rget  tha t  a  bus iness  card  has  to  be  readab le  and  i ts  da ta  need 

to  be  s imple  to  f ind  and accura te .   Be sure  to  d is t ingu ish  between the  smal l  le t te r  L  

and the  cap i ta l  I ,  be  c lear  what  i s  a  ‚1 ‛  ( the  number  1)  and what  i s  the  le t te r  ‚ I ‛ .   

Use co lors  tha t  a re  easy  to  read.   Avo id  pu t t ing  in fo rmat ion  on a  b lack  card  and do 

not  c lu t te r  the  card  wi th  logos ,  photos  e tc .  

Use active versus passive networking tools  

Webpages  are  great  t o  p rov ide  in fo rmat ion  fo r  someone who is  seek ing  you.   

Never the less ,  they  on ly  ac t  as  network ing  too ls  i f  the  person wants  to  ne twork  wi th  

you.   Us ing  news le t te rs ,  teas ,  ge t - togethers ,  and open houses  are  a  way  to  s ta r t  

your  re la t ionsh ip .  Once the  re la t ionsh ip  i s  es tab l i shed then you can s teer  peop le  to 

your  webpage.  

Conclusion 

Network ing  requ i res  organ iza t iona l  sk i l l s .  I t  does  on ly  a  min imal  amount  o f  good i f  

you do not  have (1)  a  s t ra tegy  to  f ind  the  peop le  wi th  whom you are  ne twork ing  a t  a  

la te r  t ime and (2)  you lack  a  fo l low -up s t ra tegy .    

That  means  tha t  a f te r  you meet  the  person fo l low -up on the  meet ing  wi th  a  thank 

you note ,  and then wi th  whatever  methods  are  comfor tab le  fo r  you to  keep your 

name f resh.  I t  i s  easy  to  fa l l  o f f  someone ’s  ‚ radar  scene. ‛  

Remember  peop le  wi th  whom you may want  to  ne twork  are  a lso  meet ing  lo ts  o f  

o ther  peop le .  
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4.5 Coaching/mentoring of the Silver Tourism 

service providers 

Learning objectives 

  Ident i fy  t ra in ing  needs  

  Ident i fy  the  bes t  method o f  t ra in ing  fo r  her /h im  

  Able  to  ident i fy  and so lve  prob lems  

  Able  to  make dec is ions ,  imp lement  changes  and overcome obs tac les  

 Able  to  p lan  fo r  the  fu ture  and take advantage o f  po tent ia l  new 

oppor tun i t ies  

4.5.1. MENTORING AND COACHING. 

Coaching 

Coach ing draws out  the  sk i l l s ,  resources ,  and c reat i v i ty  tha t  a l ready  ex is t  w i th in  

peop le  work ing  in  s i l ver  tour ism to  overcome your  most  d i f f i cu l t  p ro fess iona l  

cha l lenges .  A coach is  a  t rus ted conf ident ia l  resource tha t  helps break  down 

persona l  bar r ie rs  to  un leash leadersh ip  po t ent ia l .  

How? Whether  the  s i l ver  tour ism peop le  are  aware  o f  them or  no t ,  even the  most  

ta len ted and success fu l  peop le  have cer ta in  behav iours  ho ld ing  you back  f rom 

becoming a  more  insp i r ing  and e f fec t i ve  leade r .  A  coach he lps  them to  th ink  and 

communica te  in  new ways  tha t  lead to  be t te r  resu l ts .  

Tak ing  in to  account  the i r  va lues  and pr io r i t i es ,  a  coach inves ts  t ime upf ron t ,  g iv ing  

a  thorough and persona l  assessment  to  ident i fy  spec i f i c  needs  and,  wi th  your  input ,  

des igns  a  cus tomized coach ing exper ience arou nd those areas .  A  coach he lps  them 

to  ou tgrow prob lems and t rans form in to  the insp i r ing  and e f fec t ive  leader  as  they 

can and want  to  be .  

Why? Working wi th a coach who is focused on growth of the si lver tourism people can:  

   -  Improve se l f -conf idence and s e l f -awareness  

   -  Improve in terpersona l  re la t ionsh ips  

   -  Bu i ld  be t te r  communica t ion  sk i l ls  and emot iona l  in te l l i gence  

   -  Create  a  be t te r  work - l i fe  f i t  

   -  At t rac t  ta len t  to  an  organ iza t ion  

   -  Improve employee sa t i s fac t ion  wi th  leadersh ip  
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Mentoring 

Mentor ing  i s  a  c r i t i ca l  component  in  t rans fer r ing  knowledge between ind iv idua ls  

and wi th in  organ iza t ions  as  we l l  as  deve lop ing  re la t ionsh ips  wi th in  a  suppor t i ve 

organ iza t iona l  cu l tu re .  At  the  core  o f  mentor ing  i s  the  ab i l i t y  to  c reate  awareness  

and unders tand ing o f  o thers .  

As  mentor ing  ”  mutua l  l earn ing  and shar ing  o f  exper ience -  has  been  acknowledged 

as  one o f  the  most  power fu l  too ls  in  career  deve lopment ,  i t  seems to  be  the  proper  

too l  to  address  spec i f i c  needs  o f  a  count ry ’s  HLTT sec tor .  

Mentor ing  programs are  a  c r i t i ca l  component  o f  any  comprehens ive  leadersh ip 

deve lopment  p rogram.  Mentor ing  benef i ts  o rgan iza t ions  by  suppor t ing :  

 -    New superv isors  and emerg ing  leaders  

 -    In te rn  deve lopment  p rograms  

 -    The deve lopment  o f  techn ica l  exper t i se  

 -    Mu l t i -genera t iona l  co l labora t ion  and in terac t ion  

 -    The re ten t ion  o f  ins t i tu t iona l  knowledge  

 -    Re la t ionsh ip  bu i ld ing  across  the  organ iza t ion  

 -    A  cu l tu re  o f  serv ice  and s tewardsh ip  

Management  Concepts  prov ides  the  fu l l  spec trum o f  suppor t  in  the  c reat ion  and 

management  o f  mentor ing  programs fo r  teams and organ iza t ions .  

I t  i s  impor tan t  to  unders tand tha t  ind iv idua ls  are  un ique and organ isa t ions  d i f fe r .  

There fore  both  ind iv idua l  and organ isa t iona l  goa ls  vary  wide ly .  Common ob jec t i ves 

are  requ i red  in  o rde r  to :  

“  ach ieve resu l ts  e i ther  ind iv idua l l y  o r  in  teams  

“  ass is t  managers  wi th  team bu i ld ing  

“  he lp  ind iv idua ls  ga in  c la r i ty  in  the i r  th ink ing  and commi tment  

“  cha l lenge and he lp  ind iv idua ls  to  change l im i ted  be l ie fs  

“  help managers to become a source of support rather than a threat, for 

example, to assist them in bringing out the talent and potential  of their team  

“  ident i fy  and so lve  prob lems  

“  make dec is ions ,  imp lement  changes  and overcome obs tac les  

“  p lan  fo r  the  fu ture  and  take advantage o f  po tent ia l  n ew oppor tun i t ies .  
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Differences between mentoring and coaching  

Mentor ing  i s  an  indef in i te ,  re la t ionsh ip  based ac t i v i ty  wi th  severa l  spec i f i c  bu t  wide 

rang ing goa ls .  I t  does  not  have to  be  a  fo rmal  p rocess .  The mentor  is  a  fac i l i ta to r  

who works  wi th  e i ther  an  ind iv idua l  o r  a  group o f  peop le  over  an  ex tended t ime 

per iod .  The agenda is  open and cont inues to  evo lve  over  the  longer  te rm. 

Mentor ing  seeks  to  bu i ld  wisdom ”  the  ab i l i t y  to  app ly  sk i l l s ,  knowledge and 

exper ience to  new s i tua t ions  and processes .   

The  coach ing focus  i s  on  meet ing  very spec i f i c  ob jec t i ves  wi th in  a se t  per iod  o f  

t ime.  Coach ing i s  main ly  concerned wi th  pe r fo rmance and the  deve lopment  o f  

cer ta in  sk i l l s .  I t  usua l l y  takes  p lace on a  one - to -one bas is  and has  a  very  spec i f ic  

purpose.  There  i s  usua l l y  a  p lanned programme wi th  a  much shor te r  t imef rame than 

in  mentor ing ,  so  the  learn ing  goa ls  are  usua l l y  de termined in  advance.   

Mentor ing  and coach ing can be ‘ s tand alone ’  ac t i v i t ies ,  bu t  they can also  be used 

to  complement  each o ther .   

Parallels between mentoring and coaching 

Both  mentor ing  and coach ing take p lace independent ly  o f  l i ne  managers  ”  they  are 

open,  hones t  re la t ionsh ips  between the  mentor  o r  coach and the i r  p ro tégé.  A 

mentor  o r  coach is  an ‘accountab i l i t y  par tner ’  who works  in  the i r  p ro t égé ’s  bes t  

in te res ts .  He or  she wi l l  b r ing  a  new approach to  e i ther  a  spec i f i c  sk i l l  o r  an  ent i re  

career .   

Ne i ther  mentor ing  nor  coach ing i s  about  teach ing,  ins t ruc t ion  or  te l l ing  somebody 

what  to  do .  The  ro le  o f  mentors  and coaches  i s  to  ask  the i r  p ro tégé  the  r igh t  

ques t ions  to  promote  greater  se l f -awareness  and more  in fo rmed dec is ion  mak ing.  

The ro le  o f  mentors  and coaches  i s  no t  to  so lve  prob lems,  bu t  to  ques t ion  how the 

bes t  so lu t ions  might  be  found.  The mentor ing  or  coach ing process evo lves  over 

t ime.  The a ims are  not  in f lex ib le ,  bu t  may  change as  the  pro tégé reaches  the  set  

goa ls  and learns  new behav iour .  The process  cont inues  unt i l  everybody  i s  sa t i s f ied 

tha t  the  ob jec t ives  have been ach ieved.  

Mentoring and coaching skills  

The sk i l l s  o f  mentor  and co ach over lap  to  some ex tent .  Both  mentors  and coaches  

are  ‘ c r i t i ca l  f r iends ’  a l though they  might  use d i f fe rent  methods .  A coach is  more 

l i ke ly  to  use d i rec t  feedback ,  wh i le  a  mentor  re l ies  more  heav i ly  on  the ques t ion ing 

process .   

A coach is  a  spec ia l i s t  wh o works  wi th  the  pro tégé on spec i f i c  goa ls  and ob jec t i ves 

”  the  pro fess iona l  equ iva len t  o f  a  f i tness  t ra iner .  A mentor  i s  l i ke ly  to  have 

fo l lowed a  s im i la r  career  to  the  one the i r  p ro tégé is  s ta r t ing ,  and wi l l  pass  on the i r  

exper t i se .  
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Mentor ing  can:  

“  inc rease ind iv idua l  and team commi tment  to  an  organ isa t ion  and i ts  goa ls  

“  he lp  improve communica t ion  wi th in  the  organ isa t ion  

“  he lp  to  change organ isa t iona l  cu l tu re  fo r  the  bet te r  

“  a l low ind iv idua ls  to  ga in  a  greater  ins igh t  in to  the  organ isa t ion ’s  work ings  

“  g ive  ind iv idua ls  the  chance to  meet  d i f fe rent  peop le  wi th in  the 

organ isa t ion ,  and to  ne twork  

“  improve leve ls  o f  p ro fess iona l  success .  

Mentor ing  cannot :  

“  succeed un less  c lear  ob jec t i ves  are  agreed in advance  

“  succeed un less  there  is  an  agreed p lan  o f  ac t ion  

“  ac t  as  a  rep lacement  fo r  convent iona l  t ra in ing.  

Coach ing can:  

“  p rov ide  ind iv idua ls  and teams wi th  oppor tun i t ies  fo r  ga in ing  new sk i l l s ,  

and persona l  deve lopment  

“  o f fe r  learn ing  oppor tun i t ies  geared to  ind iv idua l  needs  

“  encourage a  pos i t i ve  a t t i tude to  learn ing  

“  p rov ide  f lex ib i l i t y  in  the  learn ing  process  

“  a l low pro tégés  to  se lec t  what  and how they  learn .  

Coach ing cannot :  

“  e f fec t  change un less  c lear ,  measurab le  goa ls  are  se t  in  advance  

“  benef i t  the  pro tégé un less  there  i s  suppor t  f rom sen ior  managers  

“  succeed un less  both coach and pro tégé are  fu l l y  commi t ted  to the 

coach ing programme.  
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4.5.2. APPLICATION. 

The a ims o f  coach ing and mentor ing  are  the  same as  those o f  good management .  

Both  wi l l  t ry  to  max imise  the i r  s ta f f  po tent ia l .  Good me ntor ing /coach ing and good 

management  have the  fo l lowing common charac ter i s t i cs :  

“  w i l l i ngness  to  l i s ten  

“  openness  to  new ideas  

“  a  la te ra l ,  cha l leng ing  way  o f  th ink ing  

“  encourag ing pro tégés  to  become invo lved in  new work  exper iences  

“  mak ing t ime ava i lab le 

“  en thus iasm.  

One schoo l  o f  thought  sugges ts  tha t  every  manager  shou ld  be  a  mentor  o r  coach to 

h is  o r  her  s ta f f .  The  a im o f  th is  ‘genera t i ve  coach ing ’  i s  to  encourage a  mutua l  

learn ing  process .  I t  can be argued tha t  managers  a l ready  in f luence the  learn i ng 

and per fo rmance o f  the i r  s ta f f .  In  add i t ion ,  some managers  may be re luc tant  to  

adopt  an  ac t i ve  coach ing s ty le  because o f  a  po tent ia l  conf l i c t  w i th  the i r  own 

agendas .  

I t  i s  impor tan t  tha t  a  c lear  d is t inc t ion  remains  between a  mentor /coach and a 

manager .  I f  the  l ine  becomes b lu r red ,  mentor ing  and coach ing can damage a  good 

management  s ty le .  For  example ,  a  manager  might  spend a  la rge amount  o f  t ime 

mentor ing  or  coach ing one team member  a t  the  expense o f  the  res t  o f  the  team.  

Bringing a mentoring and coaching mentality to the team  

The bes t  mentor ing  or  coach ing programmes wi l l  no t  work  i f  they  are  not  accepted 

by  the  wider  team.  There  i s  a  danger  tha t  mentor ing  and coach ing wi l l  be  seen as  a  

‘management  p loy ’  and not  a  method o f  encourag ing ind iv idua l  po tent ia l .  The 

fo l lowing po in ts  need to  be  app l ied  fo r  mentor ing  and coach ing to  be  accepted.  

There  needs  to  be :  

1 .  Suf f i c ien t  in fo rmat ion  about  the  benef i ts  o f  mentor ing  and coach ing.  

2 .  An exp lanat ion  o f  what  mentor ing  and coach ing can and cannot  ach ieve.  

3 .  Clar i ty  about  who can be invo lved in  mentor ing  and coach ing programmes.  

4 .  C lar i ty  about  how and when the  mentor ing  and coach ing programmes cou ld  

be  used.  

5 .  F lex ib i l i t y  so  tha t  p rogress  can be rev iewed.  
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Mentoring in action (case study) 

Anna,  who works  in  market ing ,  ind ica tes  tha t  she wou ld  l i ke  to  learn  more  

about  her  company ’s  human resources  func t ion .  She isn ’ t  sure  i f  she wants  to  

change career ,  bu t  wou ld  l i ke  the  oppor tun i ty  to  make an in formed cho ice .  

Anna ta lks  to  Stephen,  her  team leader ,  about  the  poss ib i l i ty  o f  a secondment  

in  HR.  

Stephen approaches  Richard  f rom the  HR depar tment ,  to  whom he in t roduces 

to  Anna as  a  potent ia l  mentor .  He bears  in  mind the  need fo r  compat ib i l i t y  

be tween mentor  and pro tégé.  Richard  and Anna agree some overa l l  ob jec t i v es 

and a  t imef rame for  Anna ’s  HR secondment .  They  ar range a  f lex ib le  t imetab le 

o f  p rac t i ca l  exper ience fo r  Anna wi th in  HR.  Anna and Stephen a lso  d iscuss 

what  shou ld  be  done about  her  market ing  work load dur ing  her  secondment .  

Anna goes  on secondment  in  HR,  wi th  Richard  as  her  mentor .  R icha rd  then 

rece ives  feedback f rom Anna and he lps  her  to we igh up her  career  cho ices 

and dec ide  what  to  do  nex t .  

R ichard ’s  mentor ing  ro le  has  invo lved:  

“  be ing  wi l l i ng  to  take on the  ro le  o f  mentor  to  Anna  

“  agree ing  the  ob jec t i ves  fo r  Anna ’s  secondment  

“  a r rang ing re levant  learn ing  exper iences  for  Anna,  fo r  example,  

b r ie f ing  and de -br ie f ing ,  a t tend ing presenta t i ons ,  observ ing  c l ient  

b r ie f ings ,  meet ing  HR s ta f f  

“  in t roduc ing  Anna to  the  HR depar tment  and prov id ing  an overv iew o f  

the  HR func t ion  th rough  the  ar ranged secondment  

“  rece iv ing  feedback  f rom Anna and mak ing fu r ther  recommendat ions .  

Coaching in action (case study) 

Nige l ,  a  ca l l  cent re  worker ,  needs  to  improve h is  in te rpersona l  sk i l l s  w i th  

cus tomers .  Rober t ,  h is  team lead er ,  a r ranges  fo r  Nige l  to  be  coached by  

A l i son,  an  exper ienced,  popu lar  co l league.  

A l i son ta lks  to  Nige l  to  exp la in  why  h is  behav iour  i s  seen as  prob lemat ic .  

N ige l  has  the  oppor tun i ty  to  pu t  h is  s ide  o f  the  s tory .  A l i son and Nige l  then 

agree the  s tandards  o f  acceptab i l i t y  tha t  Nige l  mus t  ach ieve.  They  decide  on 

a  t ime l im i ted  coach ing programme for  Nige l .  He wi l l  observe  examples  o f  

bes t  p rac t i ce  dur ing  ‘on  the  job ’  coach ing.  Nige l  w i l l  be  ab le  to  d iscuss  i ssues 

as  they  occur ,  so  he can work  towards  prac t i c a l  so lu t ions .  
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Dur ing  the  coach ing programme,  Nige l  has  regu lar  rev iews wi th  A l i son and 

Rober t  to  ascer ta in  h is  p rogress .  When the  programme f in ishes ,  there  i s  a  de -

br ie f ing  sess ion  to  de termine how far  Nige l  has  met  the  agreed ob jec t ives  and 

to  eva lua te  the  programme’s  overa l l  success .  

A l i son ’s  coach ing ro le  has  invo lved:  

“  be ing  wi l l i ng  to  take on the  ro le  o f  coach to  Nige l  

“  de termin ing  ob jec t i ves and a  coach ing programme for  Nige l  

“  be ing  respons ib le  fo r  the  prac t i ca l  de l i very  o f  the  coach ing p lan ,  for  

example ,  demonst ra t ing bes t  p rac t i ce  

“  par t i c ipa t ing  in  ongo ing rev iews wi th  Nige l  and Rober t  

“  eva lua t ing  the  success  o f  the  coach ing programme.   
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4.5.3. COACHING EXPERIENCED LEARNERS – THE GROW 

MODEL. 

The GROW (goa ls ,  rea l i t y ,  op t ions ,  w rap up)  mode l  p rov ides  s t ruc ture  fo r  coach ing 

d iscuss ions  wi th  more  exper ienced learners .  For  less  exper ienced learners ,  the  

process  can be t ime consuming and o f ten  too  complex .  The mode l  p laces  the  onus 

fo r  deve lopment  on  the  learner ,  as  the  coach adopts  a  less  d i rec t i ve  approach.  The 

GROW model  has  four  c lear  s tages :  

 
GROW dev ised by  S i r  John Whi tmore  and descr ibed in  h is  book ,  Coach ing fo r  

Per fo rmance:  g rowing peop le ,  per fo rmance and purpose.  

Dur ing  the  f i rs t  par t  o f  the i r  meet ing ,  the  coach and pro tégé  focus  on determin ing 

exac t l y  what  they  want  to  ach ieve.  Th is  s tage is  about  es tab l i sh ing  expec ta t ions 

and goa ls .  

At  leas t  50% of  the  mee t ing  shou ld  be  spent  on  the  rea l i t y  s tage.  Good  ques t ion ing 

and l i s ten ing  sk i l l s  w i l l  enab le  the  coach to de f ine  the  i s sues  that  need to  be 

addressed.  

Once the  under ly ing  issues  are  ident i f ied ,  the  coach shou ld  cont inue to  ask 

ques t ions  so  tha t  the  pro tégé can ident i fy  the  ava i lab le  op t ions .  

In  the  ’wrap up ’  s tage,  the  ac t ions  shou ld  be  determined.  Th is  f ina l  s tage i s  

somet imes  descr ibed as  ‘ conf i rm the  wi l l  to  act ’ .  I t  i s  about  agree ing what  spec i f i c  

ac t ions  the  pro tégé is  go ing  to  take away f rom the  meet ing .  
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Feedback and performance measurement  

A feedback  mechan ism shou ld  be es tab l i shed a t  the  s tar t  o f  any  mentor ing  or  

coach ing programme.  Th is  enab les  the  mentor  o r  coach to  eva lua te  hones t l y  

whether  the  programme is  success fu l  o r  no t .  I t  i s  he lp fu l  to  seek  in fo rmal  feedback 

a t  a l l  s tages  o f  the  programme so tha t  any  changes  or  p rob lems can be addressed.  

At  the  outse t ,  the  mentor  o r  coach and pro tégé shou ld  agree the  assessment  and 

s tandards  c r i te r ia  to  measure  the  programme’s  success .  The ob jec t i ve(s ) ,  s tandard 

ta rget (s ) ,  assessment  and eva lua t ion  need to  be  c lear ly  s ta ted  so  tha t  the  

pro tégé ’s  ach ievement  can be rev iewed eas i l y .  

Example of coaching programme standard targets 

and assessment 

 

Trad i t iona l l y ,  feedback  has  invo lved the  pro tégé comple t ing  a  ques t ionna i re .  

However ,  feedback  can a lso  be obta ined  th rough fo rmal  o r  in fo rmal  

d iscuss ions  between the  pro tégé and h is  o r  her  mentor  o r  coach.  The resu l ts  

o f  the  programme shou ld  be recorded in  a  wr i t t en  repor t ,  a long wi th  a  se t  o f  

recommendat ions  and pro tégé feedback .  

At  the  end  (or  be fore  the  end)  o f  the  programme,  a l l  p rogress  shou ld  be  

checked aga ins t  the  agreed c r i te r i a .  Usua l l y  there  i s  a  de -br ie f ing  sess ion 

between the  mentor  o r  coach and the  pro tégé wh ich  shou ld :  

“  d iscuss how far  the  object ives and standard target(s)  have been met  

“  eva lua te  the  overa l l  success  o f  the  programme  

“  make any  fu r ther  recommendat ions  as  necessary .   
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Example of coaching programme standard targets 

and evaluation 

 

Training the trainer (to be a mentor or coach)  

An organ isa t ion ’s  personne l  and t ra in ing  depar tment  wi l l  need to  se lec t  and t ra in 

su f f i c ien t  numbers o f  peop le  to  be  mentors and coaches .  There shou ld  be  an 

agreed procedure  to  sc reen app l i cants .  Not  everybody  wi l l  be  su i tab le .  A l l  

cand idates  must  be  in  a  pos i t ion  to  be  re leased f rom the i r  own  job  func t ion  to  

mentor  o r  coach o thers .  

A l l  success fu l  candidates  shou ld  be  ab le  to  demons t ra te :  

-  St rong verba l  communica t ion  sk i l l s  (ab i l i ty  to  l i s ten ,  good presenta t ion 

sk i l l s ,  ab i l i ty  to  summarise  in fo rmat ion ,  exper ience o f  g iv ing  feedback) .  

-  Good wr i t ten  communica t ion  sk i l l s  (ab i l i t y  to  wr i te  bus iness  documents 

and summar ise  br ie fs ) .  

-  A  work ing  knowledge o f  mentor ing  and coach ing top ics ( fo r  example ,  

asser t i veness ,  conf l ic t  reso lu t ion ,  leadersh ip ,  manag ing d i f f i cu l t  peop le,  

negot ia t ion ,  p resenta t ion  sk i l l s ) .  

-  Prev ious  exper ience i n  runn ing t ra in ing ,  men tor ing  or  coach ing sess ions 

( fo r  example ,  p resent ing  new ideas ,  encourag ing co l leagues  to  speak ,  

manag ing d isagreements ) .  

A potent ia l  mentor  o r  coach wi l l  requ i re  the  fo l lowing persona l  qua l i t i es:  

“  ab i l i t y  to  recogn ise  changes  in  mood and body  language  

“  observant  

“  ab i l i t y  to  main ta in  con f ident ia l i t y  

“  warm and conf idence - insp i r ing  persona l i ty  
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“  ob jec t i ve  and impar t ia l  in  dea l ing  wi th  peop le  

“  w i l l i ng  to  commi t  t ime and energy  to  learn  mentor ing  or  coach ing sk i l ls .  

Training objectives 

I t  w i l l  be  necessary  to  organ ise  t ra in ing  fo r  po tent ia l  mentors  and coaches  so  they 

can deve lop the  sk i l l s  and knowledge requ i red  to  conduc t  mentor ing  and coach ing 

programmes.  Tra in ing  shou ld  cover  the  fo l lowing:  

“  re la t ionsh ips  in  the  workp lace  

“  communica t ion  and behav iour  mot iva t ion  

“  persona l  deve lopment  

“  one-on-one mentor ing /coach ing f ramework  

“  one-on-one mentor ing /coach ing ac t i v i t ies  

“  p lann ing mentor ing /coach ing ob jec t i ves  

“  mentor ing /coach ing approaches .  

Barriers to effective mentoring and coaching  

Most  bar r ie rs  to  e f fec t i ve  mentor ing  and coach ing s t em f rom:  

1 .  Issues  o f  o rgan isat iona l  cu l tu re  where  the  preva i l ing  cu l tu re  i s  no t  

sympathet i c  to  mentor ing  and coach ing,  o r  does not  fu l l y  unders tand i t .  

2 .  Persona l i ty  i ssues  between those invo lved in  mentor ing  and coach ing 

programmes.  

Bar r ie rs  inc lude:  

“  poor  match ing  o f  mentors  or  coaches  to  the i r  p ro tégés  

“  lack  o f  manager ia l  suppor t  a t  h igher  leve ls  

“  resentment  f rom those not  chosen to  par t ic ipa te  in  mentor ing  and 

coach ing programmes,  perhaps  due to  a  percept ion  o f  favour i t i sm  

“  the  c reat ion  o f  unrea l i s t i c  expec ta t ions  as to  what  mentor ing  and 

coach ing can ach ieve  

“  the  b lu r r ing  o f  ro le  boundar ies ,  fo r  example ,  be tween the  ro le  o f  

manager  and mentor .  

To  conc lude,  coach ing and mentor ing  are  not  s i l ver  bu l le t  o r  bo l t -on  so lu t ions  tha t  

wi l l  mag ica l l y  boos t  company  mora le  or  ha l t  a  haemorrhag ing s ta f f  tu rnover .  

They  shou ld  no t  be  employed as reac t i ve  measures  because they  may mask the  

under ly ing  prob lem ra ther  than so lve  i t .  They  need to  be  an in tegra l  par t  o f  the  

human resources  s t ra tegy  and,  th rough tha t ,  the  wider  o rgan isa t iona l  s t ra tegy  too ,  

a lways  a l igned wi th  corpora te  ob jec t i ves .   
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By ty ing  in  ind iv idua l  and organ iza t iona l  goa ls ,  coach ing and mentor ing  can 

become s t ra teg ic  in  na ture .  Cor respond ing ly ,  t hey  are  capab le  o f  mak ing s t ra tegy 

access ib le  by  cas cad ing i t  down to  the  leve l  o f  ind iv idua l  concern .   

But  they  shou ld  never  become a  way  o f  abd ica t ing  respons ib i l i ty  fo r  good 

management  or  be  used to  impa i r  l i ne  management  re la t ionsh ips .  They  are  s imply 

two o f  the  ways  in  wh ich  progress ive  companies  tack l e  s ta f f  t ra in ing  and 

deve lopment .  
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