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1. Introduction 

The economic potential of the tourism industry is big, evident and indisputable. This is certainly 

one of the main reasons why many countries focus on tourism development. Today, tourism 

represents one of the largest industries and major part of the world economy. Tourism is 

crucial for the success of many economies around the world. According to the World Tourism 

Organization (UNWTO) 1.4 billion international tourists were recorded in 2018. In more than 

150 countries, tourism is one of 5 top export earners and international tourism ranks fourth 

(after fuels, chemicals and automotive products) in global exports. These facts show how 

important tourism is and can be today and in future. Tourism brings many positive economic 

effects such as: foreign exchange, a large number of jobs in the transport and hospitality 

industry, increase economic activity, increase revenue of the economy, develops 

infrastructures of a country etc. Tourism is embedded in complex structures and business 

frameworks defined by global transformations.  Tourism is a dynamic and competitive industry 

that needs to adapt constantly to customer’s changing needs and desires. Tourism need to 

follow trends, adapt to people needs and one of the most important trends is population 

ageing. Therefore, tourism industry should recognize needs of senior tourists. 

The aging of the population is a long-term and irreversible social process for the European 

countries including Serbia and Bulgaria. It is a well-known phenomenon in most developed 

countries. Population ageing is becoming one of the most significant social transformations of 

the 21st century, with major implications for all sectors of society. There is a trend of declining 

birth rates and increasing life expectancy, leading to a change in the age structure in European 

countries. Demographic change leads to tourism segment for the tourists over 55 years 

becoming very important. In this context, the markets for tourist services are subject to various 

changes. Therefore, concepts, infrastructure and services need to be changed in the coming 

years. Tourism business representatives need to have information on how markets for tourists 

over 55 will develop in the future. Generally, and especially in less developed countries, there 

is a lack of adequate infrastructure for the elderly, and there is a demand for specialized 

tourism products in this segment. Tourism service providers will need to adapt to the new 

requirements with appropriate proposals.  

Silver tourism is considered a highly lucrative market with significant growth prospects that 

have not been maximized by the hotel market. Similarly in Serbia and Bulgaria, silver tourism 

or senior tourism has not received the publicity it deserves yet. But it still belongs to the global 

Silver Economy market. The value of goods and services is estimated at trillions of euros and 
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is addressed to older people (50+ years) responding to their needs in terms of accommodation, 

health and wellness, leisure, travel, consumption and personal development. In the EU, this 

market counts more than 4 trillion euros with increasing trends. The hotel industry should be 

prepared to welcome senior travelers who prefer value for money vacations. Today, there are 

about 1 billion people over the age of 60 living on earth and by 2050 they will double. The 

tourism industry is affected not only by the increase in the number of senior travelers but also 

by their quality characteristics. More significantly, senior travelers have better health and 

education, greater financial comfort, and independence. They also have a more active life and 

they are willing to spend money on traveling. Senior travelers are eager to travel for longer 

periods combining their vacations with their well-being and personal development. It is 

therefore important to consider the needs of the most experienced, most aware, and well-

traveled tourists, who are looking for a value-for-money vacation. 

Tourism is an extremely important sector for the development of the economy of any region. 

Such regions are also Zajecar region and Vidin region. The potential for tourism development 

in the mentioned regions is more than obvious, both in terms of geographical location, cultural 

- historical and natural heritage and in terms of the relative advantages that the two districts 

have. To exploit potential for tourism development in Zajecar’s and Vidin’s region, it is 

necessary to develop common, unified strategy for both regions. In both the public and private 

sectors, the need and importance of having a strategy to guide tourism development has 

always been present. The strategy will help to fully exploit opportunities available for cross-

border tourism. These options are as follows: 

 Making the cross-border region more recognizable tourism destination to people 55 

years old and/or older 

 Recognizing tourism potential in Zajecar and Vidin region and potential for developing 

a common cross-border tourism product for tourists over 55 years old and/or older 

 Progressively increasing costs in the creation of tourist offers compared to competing 

tourist regions within the two countries 

 Increasing tourist flow by offering new cross-border routes for tourists of age over 55 

 Good geographical position of Zajecar region and Vidin region 

The main goal of this strategic document is to show what actions should be taken in order 

make the cross-border region a desirable destination for tourists of age over 55. In order to 

make the cross-border region a desirable and promising destination for senior tourists (people 

aged 55 years and/or older), long-term and focused work is need between all tourism 
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stakeholders. To attract senior tourists, competitive, new and attractive tourist products 

adapted to senior tourists needs must be developed and promoted.  

Implementing the strategic document will lead to: 

 Increasing the contribution of tourism to the regional economy of the two cross-border 

areas 

 Deepening cross-border contacts between community representatives in the areas of 

Zajecar district and Vidin district, thus supporting local development                                                                                                       

 Promoting the benefits of developing good and sustainable practices for senior tourists  

 Diversification of services for tourists of age over 55 and the inclusion of unused 

tourism potential. 

The Strategy will address the specific problems related to the following:                                                                                                                 

 Analysis and evaluation of the tourism potential of the two target regions and the 

potential for developing a new segment for tourists of age over 55 years on the tourist 

market; 

 A concept has been developed defining the coordinated development of tourism for 

tourists of age over 55;                  

 Informing all stakeholders about sustainable tourism development opportunities for 

tourists of age over 55 in the target regions;              

 Diversification and improvement of tourism supply through the development and 

promotion of a joint product for the two target regions for senior tourists. 

 Rational use and conservation of tourism potential and the establishment of effective 

cross-border partnerships.                                                                             

 The use of modern technologies for tourist information in the two districts for tourist 

infrastructure/installation of smart spots (points). 

Strategy development required the assessment of the following:  

 Tourism market,  

 The demand for tourism products and services from tourists of age over 55 and/or 

older,  

 The tourism potential of the Zajecar region and Vidin region,  

 The available tourism resources,  

 The tourism business and human resources in the cross-border area, based on which 

strategic tourist locations are identified (zones and sites) in the cross-border region. 
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These analytical and evaluation procedures were needed to create a strategy for tourism 

development for people of age over 55 in the cross-border region. 

Strategy will: 

 Help identify the needs of tourists 55+, in order to meet their needs in practice; 

 Draft policy recommendations for the improvement of the tourism packages; 

 Involve all stakeholders in creating cross-border are interesting touristic destination for 

senior tourists; 

 Support the development of tourism packages for seniors; 

 Disseminate the project’s activities and results among older people. 

The main goal of the Strategy is to help in the development of the tourism product for people 

55 years old and/or older in Zajecar region and Vidin region. The Strategy will provide 

guidelines and recommendations that will help tourism stakeholders be more competitive in 

the tourism market, to provide products and services more suited to the needs of senior 

tourists. This document will thus provide proposals for businesses, the civil sector and guidance 

to stakeholders on how to meet the needs of senior tourists, proposals for the cross-border 

tourist routes especially suitable for senior tourists and their promotion etc.  

Strategic planning has three main approaches: 

In local, regional and international politics, tourism is usually integrated into the policies of 

other sectors of the economy and not conducted individually. Tourism represents and 

important part of the social system and overall economy of the two regions. Thus, tourism is 

greatly affected by the state of service industries and industries related to tourism. For the 

development of tourism sector, major financial resources are needed, as well as the presence 

of large number of participants, both at the stage of investment policy formation, at the 

construction and reconstruction of the existing tourist base and infrastructure, and at the stage 

of functioning of the individual tourist structure. Based on the examples of good practices, the 

highest return on investment is achieved in the formation of a competitive integrated tourism 

product, which implies the presence of well-developed accompanying infrastructure and 

expertise at all stages of the creation and implementation of tourist services. 

The second approach is adequate for causes where tourism development should promote a 

dynamic and balanced development of the administrative-territorial units. It is so because the 

strategy focuses primarily on creation, development and promotion of a new tourism product 
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mainly created for tourists 55 years old and/or older. The product should attract senior tourists, 

diverse touristic offer in the regions and also increase tourism competitiveness of the regions.  

The third approach focuses on attractive tourist sites located near border, on the border and 

fall under more than one administrative-territorial unit. In those causes, close cooperation and 

interaction between regions is absolutely necessary. Coordinated actions are also required, 

especially in municipalities with lower financial capabilities. Such cooperation is prerequisite 

for development of tourism, as greater results and effects can be achieved compared to 

individual efforts of a municipality. The current strategy, which aims to promote the tourism 

potential of the two cross-border regions (Zajecar’s region and Vidin’s region) and create 

conditions for the development of cross-border tourism for people of age over 55, will include: 

- Knowledge about needs and expectations of senior tourists which is important for 

tourism businesses in the two districts 

- Creation and promotion of a cross-border tourist product for tourists of age over 55 

- Development and offering attractive tourist products and routes for this type of tourists 

- Information and scientific-methodological support of the activities of tourist 

organizations from the three districts 

The Strategy will provide, among other things, information regarding: 

 Organizing and implementing the businesses towards the needs of senior tourists;  

 Promotion of businesses targeting senior tourism markets; 

 Organization of supporting mechanisms for development of senior tourism. 
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2. Methodology 

Standard conceptual framework was used in preparation of the Strategic document. This 

includes the following main steps and actions:                       

1. Gathering the all necessary information and analysis                 

2. Definition of strategic framework, vision, priorities and strategic goals 

3. Creation and development of an action plan 

The Strategy will take into account the results of the study „Research on senior travel needs 

and EU best practices“. The Strategy will also use information from “Elaboration of database 

for senior tourism product development in Zajecar and Vidin region”. 
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3. Summary of the Strategy 

We will identify the main steps required to create successful Strategy for development of senior 

tourism product in cross-border area of Zajecar region and Vidin region. 

1. Step - identify the problem.  

The problem is definitely lack of adequate tourism offers and products suitable for ever-

growing senior tourism market. Tourism industry in the mentioned regions has so far not 

considered the potential senior tourism market and in their offers neglected senior tourists 

needs, that is barring spa & wellness tourism which can also very much improve.  

2. Step - identify the need and potential and analyze the situation 

There is an obvious and undeniable need to develop tourism offers and products suitable to 

senior tourists (people aged 55 years and/or older). The aging of the population is a long-term 

and irreversible social process. The same applies to countries like Serbia and Bulgaria, but also 

to the other developed and less developed countries in Europe and other continents. 

Population ageing is becoming one of the most significant social transformations of the 21st 

century. It has and will continue to have great impact on all sectors of society. Population 

ageing comes from many reasons and some of the most important are: 

 There is a trend of declining birth rates 

 There a trend of increasing life expectancy 

 There a trend of increasing healthy life expectancy 

Demographic change leads to tourism segment for the tourists over 55 years becoming very 

important. In this context, the markets for tourist services are subject to various changes. 

Therefore, concepts, infrastructure and services, if not, need to be changed in the coming 

years. Tourism business representatives need to have information on how markets for tourists 

over 55 will develop in the future. Tourism business need to turn its focus on new, potentially 

big tourist segment such as senior tourism and create offers and products suitable to them, 

as well as develop effective and productive promotional campaign, taking into consideration 

needs, expectations, demands and preferences of the silver tourists. 

 Generally, and especially in less developed territories, there is a lack of adequate 

infrastructure for the elderly, and there is a demand for specialized tourism products in this 

segment. Tourism service providers will need to adapt to the new requirements with 

appropriate proposals.  
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Silver tourism is considered a highly lucrative market with significant growth prospects that 

have not been maximized by the hotel market. Similarly in Serbia and Bulgaria, silver tourism 

or senior tourism has not received the publicity it deserves yet. But it still belongs to the global 

Silver Economy market.  

One of the most commonly used tools for analyzing any kind of business potential is certainly 

SWOT analysis. The scope of the SWOT analysis aims to bring together the intentions of the 

public authorities for the development of the tourism sector, the views of private companies 

and non-governmental organizations operating in this market, the opinions of users of tourism 

products/services and other relevant and actual information. 

SWOT analysis: Zajecar and Vidin region regarding senior tourism 

Strengths Weaknesses 

- Cultural and historical heritage 

- Availability of various tourist 

resources (cultural heritage, 

historical monuments, mineral 

waters, natural beauties, etc.) 

- Competitive prices 

- National cuisine & wines 

- Tolerance between the population 

from neighboring countries and cities 

- Significant lack of an "accurate" 

picture of the presence of tourist 

attractions in the cross-border are 

Zajecar - Vidin 

- Lack of knowledge or little knowledge 

of the needs of consumers of age 

over 55 of tourism products/services 

- Lack of offers for tourists of age over 

55 

- Lack of knowledge or little knowledge 

of the needs of foreign consumers of 

age 55 years of tourist 

products/services 

- Poorly developed tourism 

development infrastructure that does 

not meet the needs of people of age 

over 55 

- Lack of adequate and up-to-date 

tourist information for the region 

- Lack of tourist information 

signboards 

- Low standard of living in Serbia 

Opportunities Threats 



 
10 

 

- Presence of adequate tourism 

potential of the cross-border region 

Zajecar - Vidin 

- Unrealized potential for local tourists 

of age over 55 

- Potential for organizing vacations and 

exchanging tourists on Saturday and 

Sunday between the two neighboring 

countries 

- Potential for organizing vacations and 

exchanging tourists on Saturday and 

Sunday between the two neighboring 

countries 

- Opportunity to create a cross-border 

tourism product for tourists of age 

over 55 

- Improving the overall image of the 

region as a tourist destination for 

tourists over 55 years of age 

- Learning from others 

- Instability in the region (political, 

legislative) 

- A global pandemic, like the 

Coronavirus 

- Economic crisis 

- Old habits die hard 

 

3. Step - Identify tourism stakeholders 

Stakeholders in tourism are: 

 Government 

 Tourism organizations and operators 

 Small and medium enterprises 

 NGOs (social and environmental) 

 Tourists (domestic and foreign) 

 Suppliers 

 Employees 

 Education (public & training) 

 Utilities and infrastructure 

 Transport 
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 Communities 

They have to be classified into one of the following groups: 

- Stakeholders with low interest and low influence; 

- Stakeholders with low interest and high influence; 

- Stakeholders with high interest and low influence; 

- Stakeholders with high interest and high influence. 

Stakeholder matrix analysis 

Keep satisfied Actively collaborate 

High influence, low interest High influence, high interest 

- These stakeholders have great 
influence, but no particular interest in 
a project. They have to be handled in 
a way to remain satisfied and not to 
feel neglected as it can lead to certain 
risks.  

- These are key stakeholders. They 
have high influence and a strong 
interest in the outcomes.  

Monitor Inform 

Low influence, low interest Low influence, high interest 

- These stakeholders are neither 
interested or have much influence on 
a project. However, they should be 
monitored as their relevance might 
change in time.  

- These stakeholders have a great 
interest in your project but very little 
very little influence to it. Keep them 
informed to ensure their support.  

 

Once identified and classified, tourism stakeholders need to cooperate. Tourism stakeholders 

are interdependent, i.e. they can depend on each other. Tourism stakeholder often cooperate 

because of lack of resources such as: information, human resources, knowledge, financial 

resources and even organizational resources. Not even a tourism organization can develop and 

effective tourist destination on its own. Stakeholders in tourism industry can cooperate and 

share responsibilities and rewards, but also share knowledge, skills, resources and risks. 

Cooperation between tourism stakeholders can have positive effects on tourists as well, also 

it can positively affect regional development, both in terms of economic growth and social 

benefits generated for the local community. There have to be cooperation between various 

tourism stakeholders and they, as such, are sort of prerequisite for the development any kind 

of tourism. 

4. Step - Define strategy mission, vision, objectives and priorities 
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Strategic actions should be consistent with the mission and vision of the regional public 

authorities responsible for developing tourism.  

Strategic mission is to encourage cross-border cooperation between public authorities, the 

non-governmental sector and businesses from Serbia and Bulgaria in such a way as to create 

conditions for the development and promotion of a quality and sustainable tourism product for 

tourists of age over 55 in the two regions, both home and for foreign tourists, including those 

from the European Union. 

Strategic vision is to make the two cross-border regions a common cross-border tourist 

destination for tourists over 55 years of age of international importance in terms of offering 

quality tourism in the four seasons of the year, while respecting both the creation of 

environmental and cultural sustainability and sustainability of the economic return from the 

pursuit of tourist activities. 

Strategic objectives are:                                                                        

 To help in development of the cross-border region as attractive tourist destination for 

people over 55 years old; 

 To help create timeless tourism product for tourists of age over 55;  

 To help create tourism sector that will create suitable tourist offer and services for 

tourists of age over 55;                                                                           

 To help develop the two districts as a common destination for tourists of age over 55;                                                                         

 To help develop effective marketing strategy to make the two districts a preferred 

destination for tourists of age over 55 

Strategic priorities are: 

 Quality;                                                                                                     

 Diversification;                                                                                                   

 PPP (public-private partnerships);                                                                      

 Promotion, branding and advertising;                                                  

 Funding;                                                                                              

 New (digital) technologies;                                                                            

 Coordination of local authorities with the private and non-governmental sectors; 

 Investments 

5. Define methods for the implementation of marketing promotional campaign for tourism 

stakeholders 
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Companies and organizations in the field of tourism industry should work together in 

advertising and promotion. That way, the two districts, Zajecar and Vidin, would be promoted 

as a tourist destination with variety of tourist attractions, especially suitable for tourists 55 

years old and/or older. Priorities in the development of marketing promotional campaign 

related to tourism offers and products intended for seniors 55+ are: 

 Conducting marketing research and tourist "intelligence”; 

 Building a common specialized brand for the two districts as a tourist destination for 

tourists of age over 55; 

 Preparation of a program for marketing and promotion of tourist products for tourists 

of age over 55; 

 Participation in pre-selected trade fairs in various countries related to the tourism 

industry; 

 Building a network of tourist information centers; 

 Development of PPP regarding the promotion and marketing of the tourism product for 

tourists of age over 55; 

 Preparation of programs for surveying tourists of age over 55; 

To create successful marketing campaign, you must first analyze: 

 What needs to be communicated in the target market (message)? 

 Who are these target customers? 

 Which mode of communication is to be adopted (tool of promotion mix)? 

Some of the most popular tools that can be used in advertising are electronic advertising 

(advertising on internet through social medias and websites), broadcast ads (advertising via 

television or radio), print ads (newspapers, brochures, magazines, leaflets etc.) and outdoor 

advertising (billboards). It is always recommendable to have specialist in marketing advertising 

if the budget allows it. Advantages and disadvantages of every promotion tool need to be 

analyzed in order to be able to implement effective marketing promotional campaign.  

6. Define measures tourism stakeholders should take into consideration for creation of senior 

tourism offer 

Recommendations for tourism stakeholders: 

 Research on senior travel needs in order to create adequate tourism offer 

 Tourism products and services should be created to meet the needs, preferences, 

expectations and demands of the senior tourists.  
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 Tour operators should organize visits to tourist attractions that are accessible for all 

people, thus suitable for senior tourists.  

 Travel to tourist attractions should not be tiring and difficult and on a busy route. For 

tourists of age over 55 it is important to combine the transition with rest. Elderly clients 

value the hospitality, cleanliness and kindness of the staff. 

 Include in the tourist routes several possible options for visiting and offer 

accommodation facilities and services suitable for older tourists such as ramps, lifts or 

first aid points, including food and adequate lodging services.  

 Adequately mark attractions. Provide guides, signboards in at least 2 different 

languages, including suggestions for pursuing local lifestyle activities. 

 Business tourism sector should invest in human resources in order to be more 

competitive 

 Learn from others 

 Build or adapt infrastructure and facilities to be suitable and accessible to people with 

disabilities and older tourists 

 The accommodation facilities must be clean and accessible 

 Offer different price options in order to attract tourists of age over 55 and meet their 

needs and preferences.  

Some of the recommendations for hotels, as accommodation establishment mostly chosen by 

senior tourists (according to the researches and to the results of the Research on senior travel 

needs and EU best practices): 

 Wheelchair accessibility to bedrooms, dining rooms, gardens, parking place 

 Enough room next to the beds to get help from another person 

 Accessible bathrooms and enough space to help out as well 

 Invest in staff training to support older customers. That practice is very important so 

that there is no paternalistic behavior, which will make your guests feel uncomfortable. 

 Senior travelers would feel safer and well-cared if they stayed in a hotel that 

collaborates with the medical industry (doctors, hospitals, clinics, etc.). Consider 

providing the possibility of transporting your guest to a place of care in case of an 

emergency. 

 Offer to senior tourists affordable accommodation and dining services. 

7. Define Strategic results and monitoring models 
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The results are expected to be achieved if the current strategy is implemented within the 

envisaged conversion period. 

Strategic results in a three year period 

 

Description of activities 

 

Results 

Increase foreign visitors in the Zajecar and 

Vidin region 

+ 5 % per year 

Increase the number of EU tourists + 5 % per year 

Increase the number of nights spent by 

Bulgarian and Serbian tourists in the two 

regions. 

+ 5 % per year 

Increase the number of foreign tourists 

overnight stays in the region. 

+ 5 % per year 

Increase the share of economically 

interested persons in the development of 

the tourism industry by promoting the two 

districts as a tourist destination for tourists 

of age over 55 years by the central 

government and local authorities. 

To participate at least once a year in at least one 

international promotional event in the field of 

tourism. 

To build the image of the Zajecar region and 

Vidin region as a suitable destination with 

various products for tourists aged 55 years 

and/or older. 

To conduct research on the attitudes of foreigners 

over age of 55 at international exhibitions; 

To promote the two regions through various 

promotional chanells as a suitable destination for 

tourist of age over 55.  

Increasing and improving the internet 

presence and visibility of the Zajecar region 

and Vidin region. 

Measure the annual number of visits to tourist-

oriented web sites to serve the two regions and 

make efforts and take measures to increase these 

visits annually by at least 10%. 
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This Strategy requires joint monitoring system. All activities taken in to regions, Zajecar and 

Vidin, should be synchronized and conducted with the mutual support and communication. 

There is a need for creation of the common methodological framework to measure tourism 

results and objectives to avoid fragmentation and to prevent the lack of coordination about 

monitoring activities. There is also a need to establish a set of agreed and defined standards 

to monitor existing indicators. 

Monitoring model 

Indicator Means of realization 

A number of tourists from: 

- Serbia  

- Bulgaria  

- Other countries  

- Active promotional campaign 

- Integrated cross-border tourism product for 

tourists 55 years old and/or older 

- Promotion of cultural, historical and natural 

heritage 

A number of: 

- Accommodation facilities and 

shelter places - category 

- Offer of different types of tourism 

- Incensement in tourist flow 

- Enlargement and modernization of 

accommodation facilities in the two districts 

A number of: 

- Nights spent by all tourists 

- Wide promotion of the tourist offer for tourists 

55 years old and/or older through all 

marketing channels 

Revenues gained from:  

- Serbian tourists 

- Bulgarian tourists 

- Creating conditions for additional services 

- Creating of animation for tourists 55 years old 

and/or older 

Revenues gained from: 

- Foreign tourists  

- Complex tourist product for tourists 55 years 

old and/or older 

- Quality and standards 

- Synergy between municipality - regional 

administration - business - NGO sector 

Partnerships between: 

- Organizations from the two 

districts (Zajecar and Vidin) 

- Active collaboration and cooperation 

- Quality and standards 

Number of: - Synergy between: Municipality – Governor’s 

administration – business – NGO sector  
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- Projects implemented under 

European programs for cross-

transnational cooperation, cross-

border cooperation, European 

Structural Funds with emphasis 

on tourism 
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4. Organizing and implementing the businesses towards the 

needs of senior tourists 

With 55+ year old citizens representing about 25% of the European population, the European 

Union feels that the contribution of seniors to the European tourism industry is significant and 

should be reinforced to face the challenge of seasonality, stimulating economic growth and 

jobs in Europe. Alongside, the free movement of European citizens is to be encouraged, where 

travel accessibility and safety are key and non-negotiable features for all, and especially for 

the most vulnerable travelers. In all this, senior tourists are growing in number and represent 

a significant economic market potential, but older tourists are also a very heterogeneous group 

and their demand and criteria for choice are far from being obvious.1 

The provision of safe, convenient and economical transport and other tourism-related 

infrastructure is a key factor for the success of tourism. Infrastructure that does not cater 

adequately for the needs of people with disabilities, including infants and the elderly, excludes 

many destinations from this promising market. However, due to the way our surroundings, 

transport systems and services are designed, people with disabilities and people experiencing 

problems regarding mobility or access to information are often unable to enjoy the same 

freedom to travel as other citizens.  

The number of accessibility problems is large, and visitors may be affected in every part of the 

route, in terms of access to information, local transport, accommodation, visits and/or 

participation in cultural or sporting events, either whether as spectators or participants. 

Facilitating tourism travel for senior tourists, persons with disabilities and persons facing 

mobility difficulties is an essential element of any policy for the development of responsible 

tourism. Therefore, mainstreaming disability issues and senior tourist’s needs as an integral 

part of relevant strategies of sustainable development will ensure that tourism policies and 

practices are inclusive of people 55 years old and/or older (seniors), people with disabilities, 

people with mobility issues, thus giving rise to equitable and accessible tourism for all. 

By now, the tourism industry will recognize that senior tourists and people with disabilities 

have equal rights to tourism services and opportunities: independent travel, accessible 

facilities, trained staff, reliable information and inclusive marketing. As the demand for 

accessible tourism for all is growing, it is now seen as an opportunity rather than an obligation.  

                                                           
1 https://www.age-platform.eu/policy-work/news/adressing-barriers-senior-friendly-tourism-europe  
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Due to the ageing population in industrialized countries, the rate of disability among people 

with the capacity to travel is increasing, adding to the demand for an accessible environment, 

transport and services - which adds to the market value of the accessible tourism segment. 

Much of the senior population has significant income (in developed countries) and the desire 

to travel, both in their home countries and abroad, and their expenditure tends to be higher 

than that of tourists in general. Because many people with disabilities and older people are no 

longer active in the workforce, they have the possibility of travelling throughout the year, 

which helps to reduce the seasonality of demand experienced by many destinations. 

If the tourism industry wants to maintain and develop quality, sustainability and 

competitiveness, it must support and develop tourism accessible for all, because accessible 

tourism benefits everyone. As more individuals enjoy the opportunity to travel, the tourism 

industry gets more visitors, longer seasons and new incomes. Society as a whole benefits from 

new job opportunities, more tax revenue and an accessible environment for both inhabitants 

and visitors. 

The important thing is also understanding and recognizing trends, needs and expectations of 

tourists for creating suitable and attractive tourism products.  

Modern trends in the motives (expectations) of tourists:  

1) Intensive vacation - most tourists expect to be guaranteed a profitable and fully meaningful 

time spent on vacation. These tourists enjoy sharing their holiday experiences and are guided 

by the idea of “effort to relax”, combining multi-event visits, celebrations and active holidays 

which in particular includes the added benefit of returning home with new skills such as, for 

example, cooking or painting. Short visits to cities that can offer a variety of activities can 

benefit from this trend. Cruises will be popular because they allow people to visit a large 

number of destinations within one vacation;  

2) Try something new - many tourists like to explore new destinations and go on holiday to 

places or countries they have never been to before. Tourists who like to stick to tried and 

trusted destinations also intend to try something new and will very likely or almost certainly 

visit another resort or city in a country where they have already been, for example;  

3) Live like locals - it has become a manner that has "crept under the skin" of many tourists. 

They are looking for more authentic holiday experiences and many companies are now offering 

tourists the opportunity to enjoy hidden gems in parallel with traditional tourist attractions. 
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Blogs and social networks are an interesting way, as well as travels, to discover hidden spots 

for experiencing stronger authentic experiences;  

4) It is also necessary to point out the increase in visits to the most important segments of 

movable (museums, libraries, archives, galleries), immovable (archaeological sites, urban core, 

protected spatial cultural and historical units, monuments of folk architecture, fortifications, 

battlefields, execution sites) and intangible (St. George's Day, Open-air Museum "Staro selo - 

Sirogojno") cultural heritage;  

5) Growth of group visits to important celebrations and events - an increased number of group 

and family visits to important institutions and cultural monuments, military memorials and 

places of suffering, as well as areas of significant events is noticeable. Groups of tourists are 

increasingly choosing places to celebrate significant events from world wars, areas of 

significant battles, areas known for traditional weddings, harvests, going with families to places 

that evoke memories of attractive places from childhood and youth;  

6) Without a break in the city's short visits - visits to cities have increased. The increase in the 

number of tourists in cities is probably the result of an increase in low-budget flights to various 

destinations, this type of vacation is more attractive to a wide range of people.;  

7) Fitness and sports - This trend, which includes fitness and other sports activities and events, 

will have a significant increase among middle-aged people;  

8) Wellness holidays - wellness and spa holidays also have a growing trend. Wellness holidays 

include a wide range of activities: spa, yoga, detoxification, fitness and stress relief. They are 

especially popular with business people looking to fully recover on vacation. Wellness programs 

are also popular with individual travelers and of course senior tourists;  

9) Gastronomic tourism - a new trend of modern tourism. Gastronomic tourism is a growing 

phenomenon, as more than a third of tourist spending goes on food, according to a report by 

the World Tourism Organization. One of the main reasons for going on vacation - a cultural 

experience, which includes culinary arts. Home cooking is an important factor in terms of the 

quality of the holiday. One of the most commonly used definitions of gastronomic tourism: 

gastronomic tourism "is a trip to regions rich in gastronomic resources, which can generate 

relaxing experiences or have the purpose of entertainment, which include visits to primary or 

secondary producers of gastronomic products, gastronomic festivals, fairs, events with 

demonstration preparation and tasting food or any food-related activity”;  
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10) Tourism and technologies - broadband internet has already changed the communication 

and electronic culture and directly affects the way of (self) organization of annual leave. Mobile 

phones are becoming personal means of travel organization. Artificial intelligence software will 

play the role of personal virtual tour operators. However, precisely because of the ever-present 

technologies and telecommunication networks, it has emerged as a fast-growing trend (for 

which you should also have a domestic offer) - holiday guests are increasingly looking for 

detoxification from online communication. 

Senior tourist’s preferences: 

 They prefer to travel with a partner, with relatives or family members, as well as in 

groups with people they know. 

 In average they prefer to take 4-7 nights breaks, and also to extend the length up to 

13 nights. 

 They prefer to travel in summer and spring, bur are not neglecting off-season offers 

 They tend to be quite autonomous in planning and managing their travels, opting less 

frequently for all-inclusive packages, preferring to organize their holidays individually. 

 Their preferred touristic themes are nature and culture 

 Safety is one of the basic preconditions needed for them to go on a tourist trip 

 Because they have a lot of free time, they can travel in any season (with the exception 

of the pre-retirement group of senior tourists - aged 55-65 years) 

 They will more likely than other tourists seek medical and health services, or be 

interested if there is any included in the tourist offer 

 Word of mouth counts a lot to them, as they take each other’s opinion and 

recommendations very seriously 

 Regarding transport, accessibility is more important for them than the means of travel 

 They can be considered as “curious” and also very demanding tourists caring about 

every detail on their tourist trip, whether it’s about transportation services, 

accommodation facilities, or organized visits to cultural monuments 

The most common activities for senior tourists are: 

 DIY activities  

 Natural heritages sites 

 Gastronomy and oenology 

 Cultural activities 

 Fishing 
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 Thalassotherapy, health 

 Fauna and flora observing 

 Walks 

There are many forms of tourism that are especially suitable for senior tourists. These can be: 

 Ecotourism 

 Rural tourism 

 Wine tourism 

 Cultural and historical tourism 

 Wellness and spa tourism 

Health tourism also represents one of the most important reasons for senior tourism. Seniors 

are more likely than any other groups of tourists to have preferences and needs towards health 

tourism. Senior’s travel motivations are based on the premise of engaging in health tourism 

activities. Nevertheless, main motivation for health tourism patterns is wellness tourism. The 

service needs of its wellness tourism is extremely important, and well-being of tourism 

development in the long history of foreign, mostly endemic use of tourism natural environment 

(hot springs, mineral, water, climate etc.), combined with recreational facilities, construct a 

complete health resort, the participation of visitors can reach the body, mind, and spirit well-

being of the state, in which the wellness tourism spa products are the most popular and well 

received. 

There is potential for creating these types of tourism in the cross-border region. There is also 

need for utilization of the Internet and new information technologies for the purposes of 

marketing, promotion and advertising of the cross-border region as a tourist destination 

especially suitable for senior tourists. That can also lead to trained staff from tourism sector 

staying and working in domestic countries. One of the problems is the sustainable development 

of the tourism zoning. Based on the National Concept for tourist zoning, Bulgaria is 

conceptually divided into nine tourism regions. The justification for these regions is a 

consolidated result from synthesized expertise in the field of Bulgarian tourism, spatial 

affiliation and specificity of tourism resources, the objective division of tourism markets and 

products concerned, the views of stakeholders. The division into tourism regions helps forming 

regional tourism products and implement regional marketing and promotion. Bulgaria and 

Serbia need to face the challenges of the competition, existing management deficits, 

shortcomings in the legal framework etc. What is also important is the coordination between 
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private and public institutions in the development of tourist, technical and information 

structure. 

4.1 Setting-up main business schemes 

Development of tourism potential that can contribute to the rapid and sustainable consolidation 

of the two districts as a popular cross-border tourist destination. Indicative in this respect is 

the growth rate of the number of regional projects of national and transnational importance. 

When compared to 2018, the total number of tourists in 2019 in Republic of Serbia amounted 

to 3.69 million, while the number of domestic tourists was 1.843 million (7.6% increase), and 

the number of foreign tourists who amounted to 1.847 million, presenting the increase of 8% 

compared to 2018. The largest number of foreign tourists who visited the Republic of Serbia 

in 2019 were tourists from China (145 thous. arrivals, 269 thous. nights), Bosnia and 

Herzegovina (136 thous. arrivals, 294 thous. nights), Turkey (108 thous. arrivals, 228 thous. 

nights), Germany (104 thous. arrivals, 203 thous.2) 

In 2019 the total number of tourist visits to Bulgari was 13 million, of which foreigners in 

Bulgaria were 9.3 million (an increase of 0.4% compared to 2018) and domestic tourists 4.12 

million (an increase of 5.6% compared to 2018). In 2019 most of tourists that are visiting 

Bulgaria are Romanians - 1.287 million people, followed by Greeks 1.168 million, German, 

Turkish and Macedonian tourists.3 

Definitions  

A tourist is any visitor who stays at least one night in an accommodation establishment in the 

place visited. A visitor is any person travelling to a place outside his usual environment for less 

than 12 consecutive months and whose main visit purpose is other than being employed by a 

resident entity in the place visited. 

Arrivals mean the number of tourists spending one or more nights in an accommodation 

establishment during the observed period. Children are also included, regardless of the age. 

Permanent residents of the facility (staff, owner and household members, etc.), as well as 

persons having refugees status, are not included. The number of arrivals cannot be considered 

as equal to the number of tourists. A person can travel several times during a year; moreover, 

a person can visit many places during a single trip, being each time registered in the 

                                                           
2 https://www.stat.gov.rs/publikacije/ 347. p. 
3 https://www.nsi.bg/en 
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accommodation establishment. Therefore, statistics registers the number of tourist arrivals, 

but not the number of tourists. The country of origin is determined on the basis of country of 

residence. Tourist resort presents organizational and functional whole, with the established 

tourist offer, natural beauties, cultural-historical monuments and other monuments significant 

for tourism, utility, transport and tourist infrastructure, as well as accommodation and 

accompanying facilities.4 

4.1.1 Current state of tourism offer for senior tourists in Zajecar region and Vidin 

region 

Senior tourists are so far not recognized or not deemed important in the two regions. Majority 

of hotels, motels, hospitality facilities, travel agencies and other tourism stakeholders do not 

focus on attracting tourists 55 years old and/or older. Tourism sector in the mentioned regions 

doesn’t consider advantages, disadvantages and possible opportunities that would arise from 

creating offers particularly suitable for senior tourists. One of the reasons for the lack of 

tourism offer for tourists 55 years old and/or older is that creating such tourism products 

and/or services is considered expensive and possible unnecessary by stakeholders in tourism 

industry. Tourism companies make their decisions based on extreme rationality and profit 

margins and focus their strategies on achieving quick and safe profits. The tourism industry in 

the mentioned regions is not yet aware of the requirements and preferences of the elderly. 

Barriers for tourism industry in the mentioned regions for meeting the needs and expectations 

of senior tourists can be: 

 Lack of staff who speak foreign languages; 

 Lack of sufficient staff to cater for senior tourists; 

 Lack of ramps and other aids in hotels and restaurants for tourists of age over 55 with 

walking sticks, wheelchairs etc.; 

 Travel agencies do not offer travel packages for tourists of age over 55 that are suited 

for their needs, preferences and physical capabilities etc. 

As the two regions are not seen as tourist destinations, there is a lack of tourist flow in the 

cross-border area, that leads to many small and micro businesses in tourism sector are not 

making profit. Also, one of the reasons for that situation is generally low solvency and poorer 

living conditions of the population in Zajecar and Vidin region. Still, Zajecar and Vidin region 

have the necessary resources and good indicators to become recognizable tourist destination, 

but remains undeveloped for the time being. There are unique natural and anthropogenic 

                                                           
4 https://www.stat.gov.rs/publikacije/ 347. p.  
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resources for the development of cultural, historical, eco, fishing, aquatic, speleological, 

balneological tourism and rural tourism. The two districts have a rich cultural and historical 

heritage from Roman times which is well kept and preserved, with potential opportunities to 

become a tourist destination of interest. Traditions, crafts and old technologies that can be 

demonstrated today are preserved. The available natural and anthropogenic resources are a 

prerequisite for the development of the region as a tourist destination. One of the important 

advantages of Zajecar region and Vidin region is the presence of significant tourist potential, 

extremely rich cultural and historical heritage and potential for nature tourism. The presence 

of mineral springs in the region, which are an essential prerequisite and resource for the 

development of sustainable tourism for people of the "third age”. 

There is a good tourism potential, as mentioned earlier, in the cross-border region. Diverse 

landscapes, natural heritage, cultural heritage and decent connectivity or accessibility are the 

characteristics that make Zajecar and Vidin region potentially good tourist destination. Tourism 

have an important role in the economic structure of the Bulgarian cross-border region. The 

main factors for its development are the attractiveness of natural sites / mountains, forests, 

lakes, etc., anthropogenic resources / churches and monasteries, archaeological sites, etc., 

the availability of various food and beverage industries etc. Despite the potential, there are 

also negative factors that represents the threats to the sustainable tourism development, such 

as: 

 Population ageing, 

 High unemployment in peripheral border areas, 

 Poor living standard and poverty, 

 Climate change factors etc. 

Silver tourism, as senior tourism is often called, represents big market with the tendency to 

grow and so far its potential is not recognized nor exploited by the hotel market in less 

developed countries. Such countries are certainly Serbia and Bulgaria. The increase of life 

expectancy in the coming years will greatly increase the rates of senior tourism. If senior 

tourism holds 15% of the tourism market nowadays, in 2050 its share will reach approximately 

32%. 

At present, the two districts of Zajecar and Vidin are not widely recognized as tourist 

destinations, neither by international tourist operators, nor for a large part of Serbian, 

Bulgarian or other citizens. There are many things that can be done and which can improve 

the situation and increase the tourist flow in the cross-border region, as well as to promote 

cultural exchange and bring people together in the mentioned region. 
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4.1.2 Recommendations for tourism sector to create suitable tourism offer for 

senior tourists 

Tourism products and services should be created to meet the needs, preferences, expectations 

and demands of the senior tourists. That means tour operators should create a balanced offer 

that includes a combination of factors such as rest and peaceful time, opportunity to spend 

time with family and friends in comfortable environment that implies the availability of special 

places such as gyms, seats for recreation, green areas, treatment rooms and similar. Tour 

operators should organize visits to tourist attractions that are accessible for all people, thus 

suitable for senior tourists. Travel to tourist attractions should not be tiring and difficult and 

on a busy route. For tourists of age over 55 it is important to combine the transition with rest. 

Elderly clients value the hospitality, cleanliness and kindness of the staff.  

When deciding on a tourist destinations and attractions, physical and health condition of the 

tourists of age 55 and/or over should be taken into account. It is always advisable to include 

in the routes several possible options for visiting, to have facilities available for older tourists 

such as ramps, lifts or first aid points, including food and adequate lodging services. Attractions 

can impress and greatly influence tourists of age over 55 to spend more time and thus spend 

more. It is especially likely to achieve something like that by providing guides, putting up 

signboards, including suggestions for pursuing local lifestyle activities. 

Business tourism sector investing in human resources in order to be more competitive 

Business sector in tourism should better their management, marketing and public relations 

skills by investing in trainings and education, in order to reach different groups of tourists more 

effectively. They need to be informed. To achieve that, they should attend workshops and 

seminars related to the topic, trade fairs, tourist fairs and tourist exchanges. Using Internet 

for getting latest updates and information is also important. Travel agents must systematically 

look at the information sources provided by the local information services, municipal statistics, 

tourist and training centers in the three municipalities. Senior tourists are very demanding 

tourist group that need special attention and understanding. Senior tourists will tell an average 

of 8 friends when tourist experience was good, whereas when the experience was not good, 

they will say it to three times more people. Therefore, it is a good idea not to attract tourists 

of age over 55 until organizations are ready to serve them properly and one of the basics 

needed to create suitable tourism offer for senior tourists is knowledge, education and 

competence of the tourism management, stuff and all involved in tourism industry. On other 

way to help in the development of the tourism sector is by investing in staff training so that 
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they can respond to customer needs. This is absolutely doable thanks to the training and 

qualification opportunities offered by various European programs. 

Benchmarking as a way to learn and improve  

As in other types of businesses, it is also important to study what other entrepreneurs, i.e. 

stakeholders in tourism sector are doing, how they function, what are their strategies, target 

markets, products and services. In order to get information about tourism stakeholders in 

other regions and countries and their way of operating, it is necessary to visit them and study 

them, to get to know their ways of doing business, attracting tourists and clients, especially 

senior tourists, what are offers and services created for them etc.   

Research on senior travel needs in order to create adequate tourism offer  

Before creating and offering product/service to senior tourists, it is advisable to get to know 

about their needs, references and demands. To achieve that, it is necessary to conduct 

researches among people relevant to the subject, tourist and potential tourists aged 55 years 

and/or older. They could provide valuable feedback regarding new products and services 

created for senior tourists. It is important to offer potential clients, i.e. senior tourists samples 

of the products and services that are planned to be offered such as local food, recipes, cooking, 

wine, organizing testing tours etc. The market for the products/services offered should be 

analyzed and researched also.  

Infrastructure and facilities  

There is no need to talk too much of the importance of infrastructure for tourism in general. 

State of the tourist objects is also important and should be analyzed from the perspective of 

the visitor by their proprietors, owners and possessors. One of the basic needs of a site is 

proper designation. It sounds obvious, but it is advisable and recommended to place large, 

easy to read signs on the road leading to the tourist site. The needs of foreign tourists should 

also be taken into account so signs should be created in more than one language. More 

signboards and information leaflets about tourist sites are needed. When visiting landmarks, 

it is important to indicate the business hours and days of the week at the site. If there is an 

entrance fee, this should be noted so that tourists are not unpleasantly surprised when they 

reach the entrance. It would be good to point out the presence of, for example, a souvenir 

shop, cafe and special performances nearby. The site should be accessible to all tourists, i.e. 

people with special needs and disabilities. In order to achieve that, it is necessary that site has 

a safe and walkable entrance suitable with ramps for people with walking sticks, crutches and 
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wheelchairs. Well organized parking area is also important, as it needs to be comfortable, with 

adequate flooring, well-marked with special parking spots for people with disabilities. Facilities 

in the area, such as rest areas, waste bins, ramps, toilets and benches should be in good 

condition. They need to be accessible for people with special needs, appropriate and clean.  

The accommodation facilities must be clean and accessible, and perhaps offer different price 

options in order to attract tourists of age over 55 and meet their needs and preferences. In 

addition, it would be good to be close to the attractions, given the difficult mobility that some 

senior tourists might experience given their age and health condition.  

Stakeholder partnership as a prerequisite for creating Zajecar and Vidin region as a common 

destination for senior tourists 

Stakeholders in tourism sector in the mentioned regions should all work together on an equal 

footing. That is one of the main conditions needed for the development of the two regions as 

a common destination for tourists 55 years old and/or older. Two important categories of 

partnerships can be selected: common mission partnerships and common market partnerships. 

Common mission partnerships are related to cultural sites that are united by common 

professional standards and they offer related services. There should be collaboration and 

exchange of information about between similar (cultural) organizations about number of 

visitors and their economic impact and how each organization promote and provide their 

tourism offers and services. Collaboration between cultural organizations can benefit them all, 

as they could for example join advertising budgets to promote common destination as a 

tourist’s destination suitable for senior tourists and they can achieve better promotion results 

by collecting more ads than they could be able to do individually. You can collaborate in the 

cross-border area in many ways, and some of them can be: raising funds to invite a traveling 

exhibit that would not otherwise be under the authority of any of the organizations individually; 

developing a common lecture course to cover each cultural and historical heritage site in the 

Zajecar region and Vidin region; making sure that all organizations are marking the same event 

in a given period of the year. Tourism organizations should be considered as partners and not 

as competitors, as they should and need to collaborate. The status of a museum/site is 

inextricably linked to the status of all other museums/sites in the cross-border region. 

Stakeholder partnerships in tourism industry, private or public-private always bring positive 

results and outcomes to its members. Good partnerships are much more effective than 

organizations working independently. Examples of such partnerships can be local hotels and 

restaurants, cultural and historical sites, travel agencies or local authorities etc. A museum, 

together with a local hotel, for example, could advertise together - on a billboard, in a 
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newspaper or in a magazine, on social networks, or elsewhere. In addition to paid ads, a local 

business can provide significant promotion to an entity by disseminating information about it 

to its customers. 

Every organization must take advantage of all the opportunities available to promote their site 

It is recommended and wise for organizations and companies working in the tourism industry 

to contact companies that advertise and offer tourist opportunities, plan activities and day trips 

and events for their clients. In addition to the tourism sectors, economic development 

organizations, revitalization and beautification initiatives in central urban areas, banks that 

would provide funding for the implementation of your ideas and think that their implementation 

will create new employment opportunities and additional income for the local population. 

Networking is also one of the basic things needed. It is recommended that organizations 

working in the tourism industry should be members of the Chambers of Commerce and 

Industry, Hotel and Restaurant Associations and/or other business and planning organizations 

or committees in the two regions. 

Museums 

Museums always bring tourist attraction and are popular among senior tourists too. In order 

to make seniors satisfied and meet their expectations, museums should diverse their offer and 

include more than simply presenting their exhibits. Museums should offer active participation 

of tourists, as well as intellectual interaction. Interactions can be related to storytelling, hands-

on activities, audio-visual programs etc. There are many different methods that can be used 

to attract senior tourists, and some of them are: programs related to storytelling, historical 

plays and performances, headphones or audio demos for storytelling history, audio cassettes 

for walking tours and more, regular performances such as national dances and songs, 

traditional cuisine. Museums should organize trips to historic sites with trained guides; promote 

themselves through newspapers and brochures; special group tours for adult tourists of age 

over 55; detailed guides with information on museums. Interesting activity can be organizing 

demonstrations such as: cooking, rug-making, pot-making, wood-carving; better signs and 

information signs. 

4.1.3 Hotels & senior tourists - needs, problems and recommendations for hotels 

It is very important to understand the needs of senior travelers in terms of their expectations 

of the hotel they will choose to stay. Hotel keepers should also have in mind those tourists 
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over 55 years of age (or older) prefer small family hotels, especially those of historic or past 

importance, which offer affordable accommodation.  

Some the main difficulties of silver tourists are focused on: 

Accessing information - a large percentage of people over the age of 60 do not use the Internet 

(and do not speak English) fact that results in the loss of significant information when planning 

a trip or another activity. Even those who use technology “get lost” in complex age-un-friendly 

websites.  

Recommendation: Avoid colors, transparencies, and alternating content as novice older 

users get tired resulting in high bounce rates. Easy and fast access to information, combined 

with providing security at all stages of the trip, attract senior travelers. Some of the 

recommendations when creating a website that will should be often visited by seniors are: 

- It should have ReadSpeaker tool, used to convert written content into audio content. 

It will help those that have visual impairment, or have other difficulties when reading. 

- Option to adjust the size of the characters of the text in order to make reading of the 

text easier and smoother. 

- To create keyboard shortcuts for those who are more comfortable using screen than 

mouse. 

Accessibility and usability of places of interest - travel time and vague directions (referral to 

web pages), any stairs and steep slopes (uphill-downhill), insufficient lighting and age-un-

friendly signs (wrong lighting, transparent signs or pale shades), as well as user – friendly, but 

age – unfriendly technology (such as smart-TVs with vague instructions for use, “smart” 

lighting systems, air conditioning, etc.), contribute to the negative psychology of the older 

person, creating the feeling of illiteracy, cut off and useless.  

Recommendation: Educate your hotel staff to support older customers. That practice is very 

important so that there is no paternalistic behavior, which will make your guests feel 

uncomfortable. Trainings should be organized and conducted in order to improve skills and 

knowledge of tourism workers, thus improving the quality of services provided in tourism.  

The sense of security - a sense of security and confidence is important to all travelers. In 

addition to older people comes the protection of health and disease prevention, which requires 

the ability to provide travel insurance but also easy and fast access to quality health services.  

Recommendation: Senior travelers would feel safer and well-cared if they stayed in a hotel 

that collaborates with the medical industry (doctors, hospitals, clinics, etc.). Consider providing 
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the possibility of transporting your guest to a place of care in case of an emergency. It is 

almost impossible to imagine lack of such service these days, especially when dealing with 

such sensitive target group regarding the issue.  

The friendliness of the hosting environment during periods of low demand - senior travelers 

have flexibility in travel dates, thus avoiding overcrowding during periods of high demand and 

extreme summer temperatures. However, it is important that they experience the same kind 

of hospitality.  

Recommendation: The operation of the heating, the available staff, but also the events and 

activities in the hotel area may compose a complex puzzle. That often requires the cooperation 

of hoteliers with other local agencies (i.e. gastronomy, cultural associations, etc.), so that the 

silver tourists can experience the authentic hospitality at any time of the year when visiting 

some tourist destination. 

What prevents hoteliers from being advertised as senior-friendly hotels and why is it important 

for the hotel industry to invest in silver tourism? Indeed the growth prospects of silver tourism 

have been favorable for decades. Nevertheless, the hotel industry has been very restrained 

and even negative in investing in an age/senior-friendly profile. The existent stereotype of 

“weak, sick, old men or women” has been associated with the hotel brands that were of low 

demand.  

However, the change in the image and format of senior travelers also creates the need to 

adapt to new data, especially in the hotel sector. This should combine accommodation, food, 

wellness, and leisure which are directly related to the Silver Economy.5 

It is quite normal and natural that with age, people start to have more difficulties regarding 

their physical and mental condition. Large number of people aged 65 or older have at least 

one chronic disease, such as heart failure and diabetes and they have to use pharmaceutic 

treatment and therapies. They can get trouble walking or climbing stairs and would require 

walking aids or a wheelchair. Still, there are many silver tourists that would like to travel 

despite their condition. That is why it is important to create an offer of an age-friendly tourism. 

This means that:  

- Hotels are accessible for wheelchairs and people with disabilities and special needs;  

- Group travels and activities offered especially suitable for older people;  

                                                           
5 https://www.hotelieracademy.org/hotels-senior-travellers-the-necessary-services-for-this-special-

audience/ 



 
32 

 

- Museums and promenades, for example, that are accessible and walkable with walking 

aids as well; 

- Ever present possibility of medical treatment.  

There are many problems as well in creating an age-friendly tourism, such as: 

- Hotels are wheelchair accessible, bed and bathrooms aren’t suitable for people with 

disabilities; 

- Lack of medical treatment; 

- Inadequate offers for single traveling seniors 

- Inadequate transportation means 

Solutions have to be found in the built environments too, regarding the needs of senior tourists 

and people with disabilities. Hotels, museums, buses, restaurants etc. should all be accessible 

and reorganized in order to ensure accessibility. This means: 

 Wheelchair accessibility to bedrooms, dining rooms, gardens, parking place 

 Enough room next to the beds to get help from another person 

 Accessible bathrooms and enough space to help out as well 

 Attention to adapted features on lighting, spoken messages and signage 

 Pavement-level transport 

 Signage also available in braille 

4.2 Types of the tourism facilities seniors are choosing 

Accommodation can be very important factor in holiday plans, as its quality, price and 

accessibility to tourists, and especially senior tourists, can play a major role in final choice. It 

can also very much influence tourists satisfaction with a chosen destination for their holiday. 

In the surveys conducted, senior tourists responded which type of tourism facilities they mostly 

choose when on vacation. 

The research included accommodation facilities such as: hotels, motels, guest houses, studios, 

camps and rented rooms. Senior tourists from Zajecar region and Vidin region, participants in 

the Research, responded which type of tourism facilities they mostly choose when on vacation. 
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Results of the respondents from Zajecar region 

 

Source: Research on senior travel needs and EU best practices 

In Zajecar region, 49% of the respondents prefer to stay in hotels, 27% in rented rooms, 10% 

in studio, 7% in motels, 5% in guest houses and 2% go with more adventurous option in 

camping. 

Results of the respondents from Vidin region 

 

Source: Research on senior travel needs and EU best practices 

In Vidin region, 37% of the respondents prefer to stay in hotels, 29% in rented rooms, 13% 

in studio, 8% in motels and 8% go with more adventurous option in camping, and 5% prefer 

guest houses. 

It is evident that in both analyzed regions, Zajecar region and Vidin region, majority of the 

senior tourists prefer to stay in hotel during vacation. It is not the cheapest option, but it is 

the safest and most trusted type of accommodation among senior tourists. Rented rooms are 
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senior’s second choice, as this type of accommodation is probably one of the financially least 

demanding, allowing them to save money and perhaps spend it on some other types of fun. 

Studios are also picked by seniors, perhaps as they too are cheaper than hotels. Motels, guest 

houses and camps are rarely chosen as accommodation facility by senior tourists.   

With regard to the quality of existing accommodation, it is reflected by the categorization of 

hotels. In particular, the entire hotel infrastructure in Vidin district is in principle overvalued 

(as it is in all districts of the country) compared to the international standards for categorization 

of infrastructure in the hotel industry. There is currently no 5-star hotel in Vidin district, the 

most rated being the Skalite Hotel (4 *). The rest of the hotels are mostly rated in the 3 * and 

2 * category, there are also hostels. In most accommodation establishments the staff speaks 

English, but there are also places where the staff does not speak any foreign language. It is 

similar in Zajecar region. There are currently no 5-star hotels in Zajecar region either. The best 

rated hotels in Zajecar region are hotel Ramonda (4*) and hotel Stara Planina (4*). The rest 

of the hotels are mostly rated in the 3* and 2* category. In most accommodation 

establishments the staff speaks English. 

Table 1: Accommodation establishments in Zajecar and Vidin districts, (number) 

District 2016 2017 2018 

Zajecar 27 21 21 

Vidin 23 27 25 

Total 50 48 46 

Source: SORS and NSI 

Zajecar district analysis 

In accordance with the Statistical Office of the Republic of Serbia, in 2018, total number of 

accommodation establishments in Zajecar district was 21. In 2017, total number of 

accommodation establishments in Zajecar district was 21. In 2016, total number of 

accommodation establishments in Zajecar district was 27. In 2018 compared to 2017, the 

number of accommodation establishments in Zajecar district remains unchanged. Compared 

to 2016, the number of accommodation establishments in Zajecar district in 2018 decreased 

by 22%. In 2017, compared to 2016, the number of accommodation establishments decreased 

also by 22%. In 2018 compared to 2016, the number of accommodation establishments in 

Zajecar district decreased by 22%.  
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There is, overall, negative trend of decreasing of the number of accommodation 

establishments in Zajecar district. 

Vidin district analysis 

In accordance with the National Statistical Institute of Bulgaria, in 2018, total number of 

accommodation establishments in Vidin district was 25. In 2017, total number of 

accommodation establishments in Vidin district was 27. In 2016, total number of 

accommodation establishments in Vidin district was 23. In 2018 compared to 2017, the number 

of accommodation establishments in Vidin district decreased by 7%. In 2017 compared to 

2016, the number of accommodation establishments in Vidin district increased by 17%. In 

2018 compared to 2016, the number of accommodation establishments in Vidin district 

increased by 9%. 

Comparative analysis 

In 2018, in Vidin region there were more accommodation establishments than in Zajecar 

region. In 2017, in Vidin region there were more accommodation establishments than in Zajear 

region. In 2016, in Zajecar region there were more accommodation establishments than in 

Vidin region.   

Table 2: Number of beds in Zajecar and Vidin districts 

District 2016 2017 2018 

Zajecar 9.223 8.636 9.770 

Vidin 782 820 822 

Total 10.005 9.456 10.592 

Source: SORS and NSI 

Zajecar district analysis 

In accordance with the Statistical Office of the Republic of Serbia, in 2018, total number of 

beds in Zajecar district was 9770. In 2017, total number of beds in Zajecar district was 8636. 

In 2016, total number of beds in Zajecar district was 9223. In 2018 compared to 2017, total 

number of beds in Zajecar district increased by 13%. In 2017 compared to 2016, total number 

of beds in Zajecar district decreased by 6%. In 2018 compared to 2016, total number of beds 

in Zajecar district increased by 6%.  

Vidin district analysis 
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In accordance with the National Statistical Institute of Bulgaria, in 2018, total number of beds 

in Vidin district was 822. In 2017, total number of beds in Vidin district was 820. In 2016, total 

number of beds in Vidin district was 782. In 2018 compared to 2017, total number of beds in 

Vidin district increased by 0,2%. In 2017 compared to 2016, total number of beds in Vidin 

district increased by 5%. In 2018 compared to 2016, total number of beds in Vidin district 

increased by 5%.  

Comparative analysis 

In 2018, in Zajecar region there was larger number of beds than in Vidin region. In 2017, in 

Zajecar region there was larger number of beds than in Vidin region. In 2016, in Zajecar region 

there was larger number of beds than in Vidin region. The conclusion is that there is much 

bigger number of beds in Zajecar region than in Vidin region for the observed period of time.  

Table 3: Total number tourists in Zajecar and Vidin districts 

District 2016 2017 2018 

Zajecar 80.792 92.093 149.269 

Vidin 51.090 57.283 55.168 

Total 131.882 149.376 204.437 

Source: SORS and NSI 

Zajecar district analysis 

In accordance with the Statistical Office of the Republic of Serbia, in 2018, total number of 

tourists in Zajecar region was 149269. In 2017, total number of tourists in Zajecar region was 

92093. In 2016, total number of tourists in Zajecar region was 80792. In 2018 compared to 

2017, total number of tourists in Zajecar region increased by 62%. In 2017 compared to 2016, 

total number of tourists in Zajecar region increased by 14%. In 2018 compared to 2016, total 

number of tourists in Zajecar region increased by 85%.  

Vidin district analysis 

In accordance with the National Statistical Institute of Bulgaria, in 2018, total number of 

tourists in Vidin region was 55168. In 2017, total number of tourists in Vidin region was 57283. 

In 2016, total number of tourists in Vidin region was 51090. In 2018 compared to 2017, total 

number of tourists in Vidin region decreased by 4%. In 2017 compared to 2016, total number 
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of tourists in Vidin region increased by 12%.  In 2018 compared to 2016, total number of 

tourists in Vidin region increased by 8%.  

Comparative analysis 

In 2018, in Zajecar region there was larger number of tourist than in Vidin region. In 2017, in 

Zajecar region there was larger number of tourist than in Vidin region. In 2016, in Zajecar 

region there was larger number of tourist than in Vidin region. The conclusion is that there 

were much larger number of tourists in Zajecar region compared to Vidin region, in the 

observed period of time.  

Table 4: Total number of domestic and foreign tourists in Zajecar and Vidin districts 

District 
2016 2017 2018 

All Domestic Foreign All Domestic Foreign All Domestic Foreign 

Zajecar 80.792 66.258 14.534 92.093 78.542 13.551 149.269 123.284 25.985 

Vidin 51.090 39.165 11.925 57.283 41.947 15.336 55.168 41.909 13.259 

Total 131.882 105.423 26.459 149.376 120.489 28.887 204.437 165.193 39.244 

Source: SORS and NSI 

Zajecar district analysis 

In accordance with the Statistical Office of the Republic of Serbia, in 2018, out of the total 

number of tourists in the Zajecar region, domestic tourists make up 83%, and foreign 17%. 

In 2017, out of the total number of tourists in the Zajecar region, domestic tourists make up 

85%, and foreign 15%. In 2016, out of the total number of tourists in the Zajecar region, 

domestic tourists make up 82%, and foreign 18%. In 2018 compared to 2017, total number 

of all tourists increased by 62%, number of domestic tourists increased by 57% and number 

of foreign tourists increased by 92%. In 2017 compared to 2016, total number of all tourists 

increased by 14%, number of domestic tourists increased by 19% and number of foreign 

tourists actually decreased by 7%. In 2018 compared to 2016, total number of all tourists 

increased by 85%, number of domestic tourists increased by 86% and number of foreign 

tourists increased by 79%.  

Vidin district analysis 
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In accordance with the National Statistical Institute of Bulgaria, in 2018, out of the total 

number of tourists in the Vidin region, domestic tourists make up 82%, and foreign 18%. In 

2017, out of the total number of tourists in the Vidin region, domestic tourists make up 73%, 

and foreign 27%. In 2016, out of the total number of tourists in the Vidin region, domestic 

tourists make up 77%, and foreign 23%. In 2018 compared to 2017, total number of all 

tourists decreased by 4%, number of domestic tourists decreased by 0,01% and number of 

foreign tourists decreased by 14%. In 2017 compared to 2016, total number of all tourists 

increased by 12%, number of domestic tourists increased by 7% and number of foreign 

tourists increased by 29%. In 2018 compared to 2016, total number of all tourists increased 

by 8%, number of domestic tourists increased by 7% and number of foreign tourists increased 

by 11%.  

Comparative analysis 

In 2018, in Zajecar region there was larger number of tourist than in Vidin region, both 

domestic and foreign. In 2017, in Zajecar region there was larger number of tourist than in 

Vidin region. In 2017, in Zajecar region there was larger number of domestic tourists than in 

Vidin region, but Vidin region had more foreign tourists than Zajecar region in 2017. In 2016, 

in Zajecar region there was larger number of tourist than in Vidin region, both domestic and 

foreign.  

In conclusion, domestic tourists dominated in terms of visit compared to foreign tourists in 

both regions and in every analyzed respective year. This is by no means positive data, but it 

is the reality. Foreign tourists often generate more income and longer stays, but they should 

be excited to visit the analyzed cross-border region and there is huge potential to improve the 

situation. The modest number of accommodation establishments and very modest number of 

beds especially in Vidin region, as well as lack of adequate realization of tourism potential in 

the Zajecar and Vidin region all contribute to relatively low numbers in terms of domestic and 

foreign tourists.  
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5. Promotion of businesses targeting senior tourism markets 

Companies and organizations working in the field of tourism industry are facing the challenge 

of reaching to their clientele. What is important is to not see other business as competition 

that must be beaten. Companies and organizations in the field of tourism industry should work 

together in advertising and promotion. That way, the two districts, Zajecar and Vidin, would 

be promoted as a tourist destination with variety of tourist attractions, especially suitable for 

tourists 55 years old and/or older.  

Why Market to seniors? 

On global scale, the senior citizen segment consists of almost 75 million people. Such a big 

target market shouldn’t be passed in marketing strategies. Senior citizens of today, on a global 

scale, are financially well situated, look for guidance to help live longer, healthier and better 

lives. They like properly delivered marketing message and every major campaign should target 

them. Marketing strategy should consists of long-term activities that will contribute in 

developing strong awareness brand, product, tourist destination etc. Marketing strategy is a 

combination of techniques that will enable an organization, company etc. to direct resources 

towards achieving sustainable advantage over competitors, increase sales etc. Marketing 

implies finding out what people think, want and what they would like to experience when 

visiting an organization, business, tourist destination etc. After finding out what customers are 

looking for, a variety of promotional tools can be used, such as brochures, newspapers and 

magazines, online e-commercials, and more, to tell people in creative and engaging ways that 

there is an offer for what they are looking for. The offer should be in line with the ads about 

offer, and that is very important. It is especially true when customers respond to a brochure 

or email ad. They expect to be given what caught their interest and attention.  

To attract particular tourist segment, such as senior tourists aged 55 years and/or older, it is 

necessary to create a tourism product appropriate to their needs, demands, interests etc. 

Tourism product should be created to target the tourism segment. Promotional activities 

should target specific needs of senior tourists aged 55 years and/or older. One of the goals 

should be eliminating seasonality factor in the offer of tourist products and services to senior 

tourists, as well as creating different tourist routes matching the needs, interests and demands 

of senior tourists.  

Trends in ways of promotion and reservation 
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In the field of promotion and reservation, new communication and promotional tools have 

been developed. They are based on e-marketing technology for communication with 

consumers and strongly increase the efficiency of marketing activities. Digital channels are the 

core of a communication strategy in effective marketing. Today, destinations and companies 

can reach consumers directly through a range of shared digital platforms. Sharing economy 

and virtual cross-sectoral platform for providing information and communication between 

consumers according to the "peer to peer" model is becoming a feature of the new situation 

in the tourism business. Also, in accordance with the recommendations of the UNWTO, it is 

necessary that e-marketing technology for communication with consumers be accessible to 

people with disabilities, as well as that facilities and other contents that are promoted be 

accessible and bear the accessibility signs so-called pictograms. All this is happening due to 

the exceptional mobility of consumers. The mobile equipment of consumers enables access to 

numerous platforms, virtual communication with tourism providers, as well as consumers 

among themselves.  

Senior tourists are very likely to come back to tourist destination where they were satisfied. 

They are also sure to tell their friends about it, making strong word of mouth marketing for 

the tourist destination. They may talk about suitable accommodation facilities, hospitality of 

the tourism staff etc. to their friends of similar age and their family.  

5.1 Adequate marketing methods elaboration 

Effective marketing plans start with the assessment of your marketplace, and senior citizens 

make up a sizeable portion of the demographic in Zajecar region and Vidin region. Marketing 

to seniors involves establishing a relationship, building trust and providing opportunities for 

growth, learning and interaction. Seniors are known for developing long-term brand loyalty, 

so an honest and forthright approach is vital to reaching this important segment of the 

population.  

Priorities in the development of marketing related to tourism products intended for seniors 

55+: 

 Conducting marketing research and tourist "intelligence”; 

 Building a common specialized brand for the two districts as a tourist destination for 

tourists of age over 55; 

 Preparation of a program for marketing and promotion of tourist products for tourists 

of age over 55; 
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 Participation in pre-selected trade fairs in various countries related to the tourism 

industry; 

 Building a network of tourist information centers; 

 Development of PPP regarding the promotion and marketing of the tourism product for 

tourists of age over 55; 

 Preparation of programs for surveying tourists of age over 55; 

Marketing techniques for seniors - recommendations 

Older and especially senior tourists are more likely to respond to strong and direct messaging. 

It is important to keep message clear and relevant. Use simple, plain language that is concrete 

and easy to understand and remember. There are also other important factors when creating 

marketing strategy for senior tourists, such as:  

 Simplicity,  

 Exclusivity,  

 Trust,  

 Personalization and  

 Visuals.  

Each of those factors will be shortly explained.  

Simplicity  

When developing your programs, keep the user experience simple and straightforward, as you 

would with any task you ask your buyers to perform, working through any marketing problem, 

consider how it can be simplified. Everything from onboarding to check out should be 

uncomplicated and easy to use. People over the age of 65 didn’t grow up with technology. 

This isn’t to say technology should be dismissed as a way of interfacing with seniors, but it’s 

important to understand how to connect with an older audience without relying solely on 

technology to drive conversions. 

Exclusivity  

Building exclusive offers and promotions targeted towards seniors – such as sale days, free 

deliveries, and birthday gifts – can be effective. The idea is to run campaigns that give 

prospective customers a sense of pride and value. This also means assisting customers in 

sharing offers – through word of mouth or social media. Word of mouth is particularly 

important in case of senior tourists, as they are very demanding customers. If they are 

satisfied, they will spread the word to their friends and relative and will likely comeback 
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themselves. If not satisfied, they will also tell their experiences and usually bad marketing is 

done at triple rates compared to good marketing.  

Trust  

When asking seniors for personal details, make sure they understand why the information is 

needed, and why it will help with their overall experience. It helps to reinforce that their private 

information is safe and secure. Both testimonials and money back guarantees can also help 

foster trust. 

Personalization  

Don’t assume all of your customers are similar because they’re part of the same demographic. 

Not everyone over the age of 55 likes or cares about the same things. Make it a priority to 

define and customize the marketing and communication strategy by education, cultural 

upbringing, location, employment status, and more. 

Visuals  

Image selection is a very important factor when marketing to seniors. A good rule of thumb is 

that most people see themselves about 5-10 years younger than they are. Keep that in mind 

when selecting images to accompany any content. The goal is to have clients connect with the 

person they see in their advertisements.6 When you’re selling the idea of a holiday, people 

want to be able to picture themselves there – see themselves enjoying the facilities, walking 

along the river or relaxing on the travel. If a marketing campaign only shows the younger end 

of the market then it is more difficult for older travelers to envisage themselves there. 

For good marketing strategy following actions are needed: 

 Identify your target audience 

 Create brand awareness 

 Promote unique advantages 

 Communicate with target audience 

 Monitor activities 

The first step is to always know who your target audience is, in this case senior tourists. 

Who is your perfect customer, to whom is your product perfectly created? It is basic step, the 

first step, in every marketing strategy. Marketing efforts should be directed towards reaching 

                                                           
6 https://www.sheerid.com/blog/how-to-market-to-seniors/  
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defined target audience. That doesn’t exclude the possibility that some other customer groups 

could be interested in the product or service offered, but what is important is to focus 

marketing strategy on reaching certain target audience. How do you create perfect marketing 

strategy that will attract your target audience? Some of the prerequisites are to know interests, 

needs, preferences of the audience targeted. Once you identify the needs and preferences of 

your target audience, you will know what to do and how to adjust marketing strategy that will 

reach the attention of your target audience. You will be able to create for example blog posts 

in a language they will understand, connect with them through the social media and create 

various types of ads that will attract them to your product/service. What is also important is 

to create recognizable offer, product/service, to create brand awareness among target 

customer group. In today’s marketing, creating brand awareness is usually achieved through 

online marketing techniques. That of course implies that a website is needed, as well as a blog 

where high-quality articles related to your niches can be posted. Videos, podcasts, 

infographics, images and presentations are also important. Visual and audio content creates 

lasting impressions. It is easy to conclude that creating brand is mostly determined through 

online marketing techniques. Some of the classic ways of advertising are also very important, 

such as advertising on TV, in the newspapers, magazines and by word of mouth. Classic ways 

of marketing should still be part of the content marketing strategy. The next step is to know 

what distinguish your product/service from the competitors’ offers. Your brand 

should offer a unique advantage over competitor’s offer, if you want your target audience to 

go with your product/service. Once you identify what are your brand advantages over 

competition, you will create marketing strategy in order to promote them. If the description of 

your product/service gets the attention of your target audience, you’ll be one step closer to 

achieving the goals of your marketing campaign. Don't go overboard, keep it simple. Identify 

one or two things that will differentiate you on the market and promote them wisely and as 

much as possible. For example, is your product/service cheaper and better than similar 

products/services on the market? It can be just what your potential customers are looking for. 

The next step should be building rapport with the target audience. It is very important 

to know how and when to communicate with target customer group. For example, profiles on 

social media shouldn’t be neglected, or used at times, occasionally. The connection you 

develop with your customers is one of the key aspects for the success of marketing strategy. 

For that, you have to create a strategy on how to run social media profiles. It is always 

advisable to have paid advertising on Facebook, Twitter and other platforms. This method is 

good for attracting followers, as ads are distributed to huge audience. Once you reach a decent 

number of followers, you’ll need to create and maintain successful communication with them. 
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Promote your products and services as the best choice on the market, but you should also 

focus your attention on the interests, needs and preferences of your followers, as all of them 

are the potential customers. Always monitor the activity of target audience. The organizations 

should develop effective communication strategies. These strategies mostly focus on: 

 What needs to be communicated in the target market (message) 

 Who are these target customers 

 Which mode of communication is to be adopted (tool of promotion mix) 

There is another factor that connects all previous elements of a good marketing strategy: 

activities. You need to inform your target audience about the advantages of your 

product/service through a series of activities that include: advertising, online presence, 

seminars, webinars, promotions, giveaways, interviews, etc. Each and every action you take 

must maintain the relation with your marketing strategy. Good, successful marketing strategy 

requires time, patience, commitment, but also finances. There are no shortcuts in achieving 

good marketing strategy. 

Marketing language plays a major role in creating good marketing strategy. It is also true when 

creating strategy to reach an older audience. It is very important to know how to send the 

message, how to speak to your audience, or in this case senior tourists, and also to avoid 

common mistakes that have negative influence on the final outcome of your marketing 

strategy. To this reason, here are some very useful tips of what to do, and what not 

to do when addressing senior tourists through marketing activities: 

 It is not wise, when targeting older audience, to use words such as elderly, senior 

citizen or something similar. It can infuriate your target audience and be detrimental 

to the marketing strategy. When reading your ads, older people should not feel old, 

wasted and similar, they should feel relevant. 

 Show older people use your product in some type of activity. Don’t use photos of older 

people sitting around using the product, as it will not go well with them. Selecting 

photo is important when marketing to seniors. Keep in mind that most people see 

themselves about five to ten years younger than they are. Seniors will connect to the 

image of a person they believe could be them. 

 Use the concepts of youth and wisdom. Seniors like being active, taking interesting 

vacations, doing all the things they wanted to do, or did do, when they were younger.  

 Avoid unnecessary messaging in favor of more thoughtful marketing. Explanations and 

product endorsements are especially appreciated. 
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 The mature market is more likely to respond to “reasons why” copywriting.  

 Researchers have found that people will believe in a drug advertisement more if they 

see a chart, rather than only a description. 

5.1.1 Digital importance in marketing 

The information and communication technologies (ICT) are widely used and popular among 

younger generations, but seniors are getting the grip of them as well. ICT popularization is 

ever-growing within all age categories. Business sector is also very much unthinkable without 

ICT. It is absolutely necessary in order to market products/services and interact in many ways, 

direct or indirect, with potential clients including silver tourists. Even among silver tourists, ICT 

are increasingly used before deciding which destination will be selected for tourist vacation, 

for search for accommodation. They also use it to search for best modes of transport and 

routes, to express their satisfaction with tourist destination, accommodation, hospitality etc. 

thanks to the development of social media.  

Problem can be lack of access in some districts to internet connection, especially in rural and 

mountain areas. It can prevent tourism stakeholders from developing tourist services and 

providing information. Lack of adequately designed websites suitable to seniors can also 

represent a problem, as seniors are more likely to have problems when using internet.  

To better understand digital importance in countries like Serbia and Bulgaria, we will provide 

statistics for January 2020: 

According to Digital 2020 Global Digital Yearbook, in Bulgaria in January 2020, there were:  

 4.67 million internet users,  

 3.9 million active social media users and 

 9.49 million mobile phone connections.  

According to Digital 2020 Global Digital Yearbook, in Serbia in January 2020, there were: 

 6.57 million internet users,  

 3.7 million active social media users and  

 8.59 million mobile phone connections.  

Online distribution network, mobile smartphones, tablets and other portable mobile devices 

have a crucial influence on travel decisions today. Consumers have access to a wealth of 

information, more choices to collect them, but also more opportunities to express their opinions 

through digital platforms, which can sometimes jeopardize a destination’s image and other 
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times be the best ambassador for a particular destination. There is no mechanism of influence, 

but that is why the constant presence and monitoring of consumer reactions is important. 

Popular blogs are a powerful marketing tool for tourism organizations in terms of enhancing 

visibility. The power of travel blogs is very important on social networks, and Web Search is 

more important today for decisions than personal recommendations. On the other hand, 

"travel" blogs and "tagging" not only expand the market, but also influence the quick 

adjustment to the wishes of consumers and, which is also important, the elimination of 

omissions and oversights. The revolution in the placement of promotional messages is brought 

with the creation of 3D technology by stimulating experience and emotions, and thus 

adrenaline. In addition, ICT technology and social media provide special opportunities for 

developing countries to keep pace with modern trends and operate more efficiently in the 

market, without the use of large financial resources, as well as a chance for inaccessible 

destinations to communicate with the tourism market. Improving the promotional mix, 

introducing new communication and promotional tools and orientations for the needs of online 

marketing, mobile applications and a common platform for placement and distribution of 

information implies the transformation of the way of organizing marketing activities of the 

National Tourism Organization (NTO). 

5.1.2 Recommendations that can be integrated into marketing strategy to reach a 

senior demographic 

The eight following recommendations for reaching silver tourists are: 

1. Use Relatable Language 

If you want to market your product to someone, you have to speak their language. If you’re 

going to market to seniors, you need to avoid using teenage jargon, trendy language, and 

internet slang. 

Unlike millennials who thrive on a heightened sense of drama, baby boomers just want to 

know how your product or service is going to improve the quality of their life. That might be 

old school, but it’s what they want. 

That does not mean you can’t be clever. It just means you need to avoid using a language 

they didn’t grow up with. This means avoiding terms like “ROFLCOPTER” and “AIIGHT.” Even 

if you are making a joke using internet slang, they won’t know what you’re talking about, your 

joke (and sales) will be totally lost on them. 

2. Don’t Assume Other People Make Their Buying Decisions 
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Seniors are not helpless people who can’t make their own decisions. They are often strong, 

healthy adults who like to make their own choices. Don’t assume that you need to speak to a 

caregiving audience or their children in order to sell your product. 

3. Understand their criteria is different than younger generations 

When you are selling a product or service to someone, it’s basic marketing knowledge that 

you are not selling "the product", but rather what the product will do for the buyer. For 

example, if your product is a drill, you are really selling the hole it can create. And, the company 

that can convince people their drill creates a superior hole wins. 

When it comes to seniors, they don’t necessarily want the same things a teenager wants, but 

that doesn’t mean they don’t want the same product. You can sell the same product to anybody 

as long as you can discover why customer would want it. 

4. Make Things Easy for Them 

Baby boomers didn’t grow up with an iPhone in their hand, so requiring certain actions on a 

web page or in an app won’t necessarily be second nature for them. For example, they may 

not know what a hamburger menu is, or if it is even something to click on. 

If part of your marketing strategy requires people to click on symbols or read the fine print, 

you may lose a large portion of your potential senior customers. Don’t make these choices just 

for seniors; everyone can benefit from an easy, clear sales process. 

5. Use Multi-Channel Marketing (like catalogs) 

According to the Pew Research Center, in 2015 only 27% of adults 65 and over owned 

smartphones. While this number may be gradually increasing, it is a good indication that 

seniors live more of their lives in the offline world. This means you are going to have a hard 

time selling to seniors if you are relying only on mobile and internet marketing to reach them. 

If you want to reach the majority of your senior market, you have to use multi-channel 

marketing by targeting them on and offline. This doesn’t mean you can’t use online marketing, 

but the majority of your efforts should be concentrated where the majority of your market can 

be found. 

6. Give Them Something Familiar 

People are naturally drawn to what is familiar. Since seniors grew up receiving advertisements 

and physical catalogs in the mail, it makes sense to market to them through this channel. 
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The older generation prefers something tangible they can hold in their hands, like a catalog. 

And if you don’t already have one, the internet makes it easy for you to print your catalogs 

without going anywhere. Despite any rumors you may have heard, catalog marketing isn’t 

dead.  

7. Personalize Their Experience 

When the older crowd was growing up, good quality customer service was always personal, 

and automated or self-service was almost unheard of. There was always a live person on the 

other end of the phone to talk to in the customer service department. 

When you personalize an experience for someone, they remember it for a long time. Since 

baby boomers are used to that personal touch, make sure you incorporate some 

personalization into your efforts. This can be as simple as having a live person respond to 

customer service inquiries with a simple phone call. 

8. Make Sure Your Message is Received 

Seniors want products and services they know are going to make their life easier in some way. 

And it’s your job to make sure they know how your product will do that. 

If you follow these helpful tips, you will find it easier to not only reach your senior 

demographic but also retain them as long-term customers.7 

5.2 Promotional tools elaboration 

There are many tools that can be used in advertising. Some of the most popular are electronic 

advertising (advertising on internet through social medias and websites), broadcast ads 

(advertising via television or radio), print ads (newspapers, brochures, magazines, leaflets etc.) 

and outdoor advertising (billboards). It is always recommendable to have specialist in 

marketing advertising if the budget allows it.  

Features of a good ad 

Ads should be simple and informative. There is no need for too much text in the ads. Ads 

should not reveal everything. The goal is to grab senior tourist’s attention and create desire 

among them to call and get more information. Regarding outdoor ads, they should be placed 

                                                           
7 https://www.semrush.com/blog/7-tips-for-marketing-effectively-to-seniors/  
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where it is more likely that they will be seen by senior tourists. Such places can be, for example, 

bus stops, hotels, restaurants, shopping malls etc.  

To create and achieve successful promotion plan, there needs to be clear understanding of 

what organization’s objectives are and what it hopes to accomplish. The next step is identifying 

the product/service it intends to offer, then it is advisable to create a SWOT analysis (analysis 

strength, weaknesses, opportunities and threats) for the product/service. The next few steps 

should include also: 

 Identifying target markets 

 Setting up strategies and objectives - the tactics, techniques and tools that will be used 

(brochures, Internet, television, etc.) must be specified in order to reach the target 

markets 

 Budget - cost analysis must be analyzed as well as financial resources at disposal 

The ultimate goal of any promotion of any type of product/service is to attract people to buy 

product/service in preference over others. 

There are 4 Ps of marketing:  

 Product 

 Price 

 Place 

 Promotion 

These elements combine to make a successful marketing strategy. Promotion looks to 

communicate the company’s message across to the consumer. It means spreading information 

about a product, service or issue. The goal is to attract people to be aware of the product and 

buy the product, in preference over others.  

The four main tools of promotion are: 

 Advertising 

 Sales promotion  

 Public relation  

 Direct marketing 

 Five promotional mix elements are:  

 Advertising 

 PR 
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 Promotions 

 Direct marketing  

 Personal selling  

The marketing world is constantly evolving. Below, advertising and examples of advertising 

will be explained.  

Advertising is defined as any form of paid communication or promotion for product, service 

and idea. Advertisement is not only used by companies but in many cases by museum, 

government and charitable organizations.  Advertising development involves a decision across 

five Ms: Mission, Money, Message, Media and Measurement. 

Mission aim is to set objectives for advertising. The objectives could be to inform, persuade, 

remind or reinforce. Objective has to be in line with marketing strategy set by the company. 

Money or budget decision for advertising should look at stage of product life cycle, market 

share and consumer base, competition, advertising frequency and product substitutability. 

Message’s development further is divided into four steps: message generation, message 

evaluation and selection, message execution and social responsibility review. 

Once the message is decided the next step is finalizing the media for delivering the message. 

The choice depends on reach of media, frequency of transmission and potential impact on 

customer. Based on this choice of media types are made from newspaper, television, direct 

mail, radio, magazine and the internet. Timing of broadcast of the message is essential, as it 

should grab attention of the target audience. 

Examples of advertising can be: brochures, television, magazines, websites, newspaper, 

hoardings, internet, email, radio etc. Advertising is a very effective tool for a large customer 

base. Each advertising medium has its own advantages and disadvantages.  

Brochure 

Brochure should be made simple and informative. It should have photographs of good quality 

and provide information such as basic features of the site, location and direction, contact 

information including phone number, email address and website address. Brochures or similar 

printed materials are very handy to be sent to people previously showing interest about a site 

after seeing ads and want to be given further information. What is always recommendable is 

development of a joint brochure with organizations or attractions from the other district.  

Advantages: 
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 Flexible Designs: Brochures may be compact, but they are flexible when it comes to 

design. A company can choose the placement of graphics and text, the concept or area 

each fold will represent, and the amount of information provided on the brochure itself. 

You can find numerous brochure designing programs and templates to use when 

creating your own brochure. 

 Advertising benefits: Brochures are small, allowing you to place them on doors and car 

windshields, hand them out to passersby, and place them in your reception area where 

visitors can easily take them. They can also be placed in point-of-sale displays where 

your product is sold. Due to their size, people will be more likely to hold onto a company 

brochure than a flyer, which appears more disposable and requires folding. 

 Saves time: Unlike typing a full letter to a customer answering an inquiry, sending a 

brochure that contains the requested information saves time and generally exposes the 

customer to a great deal more information. You don't have to customize brochures or 

address them specifically to a customer. You can pop a brochure into an envelope and 

mail it out to potential customers without hassle. 

Disadvantages:  

 Printing expense: Brochures may offer advantages like flexibility of design, but printing 

them still incurs some costs. Because they're so easy to distribute, you may print a 

great deal more to be confident of reaching enough people. Prudent management also 

requires brochures to be reprinted when the information they contain becomes 

outdated. Some companies print brochures that don't include information like pricing, 

which can change frequently. 

 Limited space: Brochures are small and are limited by the amount of space available 

to showcase a company or product. Brochures feature small paragraphs and bullet 

points, which often may not be sufficient to make a sale. Many companies use 

brochures to supplement their other sales activity. 

 Environmental concerns: A brochure, even when printed on recycled paper, is not an 

environmentally friendly means of advertising because a single brochure generally 

reaches a single customer. By contrast, a radio message reaches thousands, and those 

that fall on deaf ears are not added to the garbage stream. In addition, inventories of 

brochures are not always exhausted before they expire or require changes, and 

therefore are a waste of paper, toner and ink.8 

                                                           
8 https://bizfluent.com/info-8202462-difference-between-flyer-brochure.html  
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TV advertising  

TV marketing can deliver great business advantage. The exact amount of ratings (or numbers 

of viewers) needed can be achieved. In general, people also trust TV advertising, and it is 

regarded as one of the most trusted sources of information compared to other tools of 

promotion. Television also creates word of mouth. How many times have you heard the saying, 

'did you see that TV advertisement for...?’ TV advertising can lead to reaching larger audience 

and also greatly influence customers. Anyone can advertise on the internet, while the TV is 

considerably more exclusive. Targeted marketing has long been a part of TV marketing, such 

as advertising at certain times of day and on certain channels to make sure you’re hitting the 

people who are likely to be watching that channel at that time. Your campaign would be 

targeted at specific audiences such as Men, Women or Children. An advertising on Television 

may not be viewed by majority of customers if it is done on a TV channel that is not viewed 

by all. The marketing managers have to analyze and study the channel coverage and 

accordingly decide if the advertisement is to be made on a particular channel or many channels 

which will eventually increase the advertising cost. 

Advantages of TV advertising can be: 

 Can reach wide, targeted audience. One of the biggest advantages of this type of 

promotion is in its ability to reach big, wide audience. TV ads can also be used to target 

particular market segment, such as younger or older generations for example. If you 

want to target grown people working from home, you should buy spots that will be 

played during daytime. For reaching full-time workers, you should advertise in the 

evening etc. TV ads can be especially popular with senior people, as they usually spend 

good part of their day watching TV and can be targeted in any segment of the day.   

 Can help create emotion and empathy with targeted audience. It’s a new way of 

advertising, as you want to create some sense of positive feeling, reaction of the 

targeted audience and achieve nice feeling that will associate them to your 

product/service. It is not just about telling people about your product/service. It’s about 

what kind of emotion you spark in them. You can influence how they will react: will 

they smile, cry, laugh etc. TV ads bring emotion that no other types of promotion tools 

can achieve. On radio, for example, there are no visuals, with printed ads no one can 

influence how the words are read and interpreted etc.  

 Can play visuals and sounds. This powerful combination gives TV ads big advantage 

over other tools of advertising, for example, as already mentioned, printed ads or radio 

ads etc.  
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Disadvantages of TV advertising can be: 

 Very expensive. Producing an ad is very costly and not everyone can afford it. Buy air 

time on TV to run ads is also very expensive. Some can try and make as short as 

possible ads also buying shortest possible air time on TV in desperate attempt to cut 

costs of TV advertising, but it can also lead to negative effects as people can recognize 

the limits in your ad and associate it with your product/service. It is no coincidence 

that national chains are much more on TV compared to local chains.  

 It is not easy to create a TV ad. Even the shortest TV ads require a lot of time and 

resources to be made, even if they last for about 10 seconds only. What almost every 

TV ad needs is a script, written by an ad agency or a script writer, actors and director. 

It also takes time and effort to create a TV ad, even with everyone around, as it needs 

to be taken well and present product/service how it was meant to be.  

 Frequency is needed. As with any type of ads, TV ads also need to be repeated over 

and over so they can be remembered by an audience. In order for a TV ad to be 

successful, it needs to be frequent on TV, it is of course expensive, but without that it 

is pointless to waste money and effort in creating an ad that will be played once or 

twice on TV and will hardly be remembered by people. The more your TV ad is on TV, 

the more chances it will be seen and remembered by people and target audience, as 

simply as that. It also help people create trust and good image of your product/service.  

 Very difficult to change a TV ad. If you want to change your TV ad, it will cost a lot of 

money, it will take time as well. Usually, a TV ad needs to be shot again, if not the 

whole ad, then some part of it. It requires the same organization as when first 

producing a TV ad.  

Magazine advertising  

Magazine advertising has long been considered one of the best ways to use print media to 

promote a product/service, business etc. Magazine advertising, as any type of advertising, 

have advantages and disadvantages in advertising. Advantages of magazine advertising can 

be: 

 Targeted reach - through magazine advertisements, you can find the right magazine 

for the right audience and place your ads strategically. For example, women are more 

likely to be interested in fashion magazines, while men are more likely to read sports 

magazines.  
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 Real surpasses virtual - the real experience of actually reading a magazine surpasses 

the virtual one and can create a mind share – a share in the mind of the target 

customers. 

 A Longer shelf Life - digital ads come and go and are repeated every day. Magazines, 

on the other hand, are generally issued weekly or monthly. They have a longer “shelf 

life,” as they sit in doctor’s waiting rooms, boutiques, malls etc. For example, a 

magazine left in a doctor’s office will be read by countless patients for many months, 

and your ad can be seen by many of them. 

 Brand recognition and credibility - many magazines are well-respected among their 

target audience. When advertising in such a reputable magazine, people can become 

familiar with your product/service and a level of trust is elevated. Advertisers can 

greatly benefit from this credibility when their ads are viewed not as ads but as 

recommendations from a trusted source. 

 Pass-on readership - many people pass on magazines to their friends and family 

members. This most likely increases the reach of your advertisement to more potential 

customers.  

While there are plenty of benefits, certain traps exist that marketers may fall into if they aren’t 

aware of effective magazine advertisement practices. Disadvantages of magazine advertising 

can be: 

 Potentially costly advertising - in popular magazines good advertising placements can 

get quite expensive, not to mention ads on cover pages etc. 

 Magazine ads usually need to be submitted weeks or even months before the issue is 

scheduled to be published. Therefore, it becomes important to have an effective 

marketing strategy in place.  

 Always inquire about: magazine’s distribution channels, magazine’s demand and 

subscription numbers, magazine publication frequency. Understanding the distribution 

system and the demographics of readers as well as checking whether both coincide 

with the target market is always a wise decision and a key factor in selecting the right 

magazine. 

 Danger of ads not being seen - especially if the ads are placed at the back of the 

magazine where almost only ads are displayed. 

Website advertising  
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One of the options of reaching target audience is to advertise your product/service, company, 

organization etc. online on website. The good thing is that you can select website that your 

target audience visit frequently. Some websites may not accept online advertising, however 

many will accept direct advertising, as well as advertisements placed through a third party. 

Advantages of advertising on websites can be:  

 Lower costs - advertising on website doesn’t cost that much money like maybe 

someone presume. It takes adequate domain name and webhosting of a good quality 

and it is all set and ready. The ongoing costs of maintenance are also low and 

affordable.   

 Website is like an always open show window or shop - everyone can access information 

on your website from anywhere and at any time. Contact form on your website allows 

al of the potential customers to contact you for further information about your 

product/service. Usage of mobile phones for searching the Internet is in constant 

growing, so it is also important to optimize your website for this type of device.  

 Easy access to website from anywhere and anytime - there is a potential of reaching 

wider target audience. With Internet becoming these days part of people’s daily 

routines, business routines and as Internet shopping is constantly growing, there is 

great possibility of exploiting this new patterns in life by advertising your 

product/service on your website. People usually research businesses on Internet before 

actually visiting them. A well-designed website will encourage people to come and visit 

your business or be able to find information they need about your business. 

Disadvantages can be: 

 Out of date information on website - the information on your website might be 

misleading and contra productive, if not updated on a regular basis. You need to keep 

information updated and possibly place a disclaimer with regards to the reliability of 

the information contained within. 

 Not easy to reach target audience - finding the target audience on with your website 

can be something of challenge as well. One of the reasons for that is the number of 

businesses already on the World Wide Web. There is a great competition, and getting 

your website to first pages on Google is certainly no easy feat to achieve.  

 Technical viewing problems - a website that often has problems and crashes is useless. 

It can prevent people from getting information about your product/service and the 

possible outcome is losing potential customers, as well as unwanted word of mouth 

type of advertisement.  
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Newspaper advertising 

Newspaper advertising has a very long history. It helps build trust and leverage influence on 

buying decisions. Newspaper advertisements must be catchy and attractive. Gripping 

headlines, attractive pictures and catchy slogans should be used. The message should not be 

too long, but concise and suggestive. There are a lot of variables that go into a newspaper ad. 

Mostly, newspaper advertising is running an ad in a publication - either print or digital. 

Advantages of newspaper advertising can be: 

 Trust of the readers - print ads still have great trust among people, as they consider 

this type of marketing very reliable, as newspaper advertising has a long history as one 

of the first tools of advertising used by people.  

 Local and national reach - depending of which type of newspaper are displaying your 

ad, local or national newspapers, you can thus achieve local or national reach.  

 Lower costs - newspaper advertising can be adjusted to any budget size. Print 

advertisements or digital display advertisements cost less per thousand readers, if 

compared to other types of promotion tools.  

 Digital extensions - newspapers now have a digital extension that can publish 

advertisement as well and it proved to be very popular. Successful papers aren’t 

existing anymore only in physical format. Like radio, newspapers now have a digital 

extension that can carry advertisements as well.  

There are also disadvantages, such as: 

 Short shelf life - if the advertisement is not seen on the day it appears in the newspaper 

it goes waste. No one buys yesterday news, so to make the impression of 

advertisement lasting, the advertiser has to repeat his advertisements, involving 

additional costs. 

 Limited Audience - only literate people can read the newspapers.  

 Element of uncertainty - many readers ‘rush’ through their newspapers, they may fail 

to spot the advertisements totally. So, the number of people who may possibly miss 

out the advertisement is perhaps more in this type of advertising. 

Hoarding advertising 

Hording advertisement is also referred to as billboard advertising. It is one of the most popular 

methods of outdoor advertising. It is suitable to promote a product/service in a place with high 

public footfall. Hoardings are often designed to help people recognize a place or brand. 
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Hoarding advertising relies on images and not text, as it targets mobile audience. Hoarding 

advertising can be also very costly.  

Internet advertising 

There are billions of internet users all over the world. That makes internet marketing very 

effective and very much needed. People look for products by using search engines, following 

brands in social media, and subscribing to their campaigns via email and push notifications. 

Internet advertising opportunities are enormous.  

Advantages of internet advertising can be: 

 Global coverage - many people search for information about products and services via 

search engines regularly. Internet advertising is a way to market product/service in 

front of billions web users around the globe. 

 Flexible and affordable prices - internet advertising can be much cheaper than 

traditional ways of advertising.  

 Specific targeting - internet advertising creates the message to a specifically targeted 

audience who are most likely to become customers. 

 Measurability - using web analytic platforms, you precisely track the return on your 

efforts and internet marketing efficiency. 

Disadvantages can be: 

 Mistakes are costly - choosing wrong keywords, ineffective targeting, leaving ad 

campaign running after turning it off and neglecting a bidding cap are some of the 

common and most expensive mistakes.  

 Competition is big and internet advertising can also be complicated. 

 Ad blindness. This term is related to banner blindness. Users see advertising almost 

every time they open a web page. For this reason, they simply ignore banners without 

even noticing them. 

Email advertising 

Email marketing can help create targeted and personalized messages. This can lead to 

meaningful relationships with customers. It is important not to overuse email marketing. 

Receiving marketing emails can irritate people if it is irrelevant, too frequent or unwanted.  

Advantages of email marketing can be: 

 Cost-effective marketing 
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 Permission-based 

 Personalization & segmentation 

 Measurable 

 Environmentally-friendly 

Disadvantages of email marketing can be: 

 Undelivered messages 

 Spam 

 Design problems 

Radio advertising 

Radio advertising is usually considered the less popular sister of TV advertising. It still plays 

an important role in marketing strategy.  

Advantages of radio advertising can be: 

 Specific targeting 

 Lower costs of advertising 

 Can be produced quickly 

 Captive audience 

Disadvantages of radio advertising can be: 

 Needs frequency to be effective which can end up being costly 

 Lack of visuals 

 High competition 

Sales Promotion 

Promotion is an incentive tool used to drive up short term sales. Promotion can be launched 

directed at consumer or trade. The focus of advertising to create reason for purchase the focus 

of promotion is to create an incentive to buy. Consumer incentives could be samples, coupons, 

free trial and demonstration. Trade incentive could be price off, free goods and allowances. 

Sales force incentive could be convention, trade shows, competition among sales people. Sales 

promotion activity can have many objectives, for example, to grab attention of new customer, 

reward the existing customer and increase consumption of occasional users. Sales promotion 

is usually targeted at the fence sitters and brand switchers. Sales promotional activity for the 

product is selected looking at the overall marketing objective of the company. The final 

selection of the consumer promotional tools needs to consider target audience, budget, 

competitive response and each tool’s purpose. 
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Public Relations 

Public relations is another type of advertising. These are rarely paid and are more like news 

than pure advertising. The objective, however, is the same: to maintain the image, name and 

logo of the institution in the media to potential tourists. For this purpose, it is advisable to 

distribute press material in connection with news about the attraction. Companies cannot 

survive in isolation as they need to have a constant interaction with customers, employees and 

different stakeholders. This servicing of relation is done by the public relation office. The major 

function of the public relation office is to handle press releases, support product publicity, 

create and maintain the corporate image, handle matters with lawmakers, guide management 

with respect to public issues etc. Companies are looking at ways to converge with functions of 

marketing and public relation in marketing public relation. The direct responsibility of 

marketing public relation (MPR) is to support corporate and product branding activities. MPR 

is an efficient tool in building awareness by generating stories in media. Once the story is in 

circulation MPR can establish credibility and create a sense of enigma among sales people as 

well as dealers to boost enthusiasm. MPR is much more cost effective tool than other 

promotional activities. 

Direct Marketing 

The communication established through a direct channel without using any intermediaries is 

referred to as direct marketing. Direct marketing can be used to deliver message or service. 

Direct marketing has shown tremendous growth in recent years. The internet has played major 

part in it. Direct marketing saves time, makes an experience personal and pleasant and reduces 

cost for companies. Face to face selling, direct mail, catalog marketing, telemarketing, TV and 

kiosks are media for direct marketing. 

How to reach seniors  

It is usually perceived that senior people don’t use technology, because it is difficult for them 

to get the grasp of it etc. It is a bad marketing to assume something like that. Researches 

have shown that seniors spend more time online than millennials do. And they are not just 

having a good time, they shop online too. Senior citizens use the Internet as their primary 

means of comparison shopping. Pre-retirees (50-65 years old) shop online with the most 

confidence of all senior citizens. Senior citizens are more likely to want to learn about new 

brand and products directly from the brand or retailers than millennials. For the marketers, it 

is easy to target senior market. It is easily identified. Using Facebook, Twitter, email marketing, 

etc. it is easy to reach senior market. Facebook is the senior’s favorite social media platform, 
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over Instagram and Twitter. Facebook gives its users a rich feature set for communicating with 

others, and directly allows people to connect with old friends and family. Because of this, 

seniors tend to be more familiar with the platform.  

Facebook retargeting allows marketers to advertise on Facebook to people who have shown 

previous interest in purchasing. Facebook also offers lead ads for gathering contact info, and 

Facebook video ads are especially popular and liked by seniors. There are other platforms 

popular among seniors, besides Facebook. One of them is Pinterest. All this show that mature 

audience is very much present and should be engaged on social media. 

Mobile marketing is also very important. Designing for mobile platforms has always been 

important to marketers. Mobile marketing is simple, ever present and effective. People rely on 

their mobile devices for many reasons, from convenience to responsiveness. This is especially 

important for the slightly younger mature demographic – below 70 years old. 
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6. Organization of supporting mechanisms for development of 

senior tourism 

There are many measures needed to be taken, if not, in order that senior people and people 

with disabilities have access, as everyone else, to the communications and information, 

transportation, physical environment and every other type of services and facilities open to 

the public or for public use, in urban, rural or coastal zones. It is necessary in all types of life 

activities and also represents prerequisite for many senior tourists, especially senior tourists 

over 65 years old to be able to go on a tourist trip. They need to feel safe and have their needs 

meet.  

Regarding tourism, accessibility must be present throughout the tourism chain. There must be 

links between all sites, services and activities. They should be planned and tested as well. 

Tourism chain include following elements: 

 Tourism destination management 

 Tourism information and advertising - preparation, information and booking 

 Urban and architectural environments 

 Modes of transport and stations 

 Accommodation, food service and conventions 

 Cultural activities - museums, theatres, cinemas, and other 

 Other tourism activities and events 

Tourism destination management  

Tourism destination management should develop accessible tourism strategy. It should bring 

the importance of accessibility to older people and people with disabilities and evaluate 

benefits and also what changes are needed. Accessible tourism destination must have 

accessible infrastructure, transport, facilities etc. It must be a closed circle.  

Tourism information and advertising - preparation, information and booking 

Tourism promotional material should include information for senior tourists and tourists with 

disabilities among general tourist information. Promotional material should state, if possible, 

how to contact the establishment through accessible media (telephone, fax or email), and if 

the information is available in any other types of formats. Reservation systems should have 

clear information on the level of accessibility of facilities and services. The tourist destinations 

should make available a list of all support services for senior tourists and tourists with 
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disabilities. The listing of these services should include facilities for the repair and replacement 

of prostheses and equipment, veterinary clinics for guide dogs and suppliers and distributors 

of specialized medical care. 

Urban and architectural environments 

General requirements may include: special parking spaces with proper identification for 

vehicles of persons with reduced mobility. They should be as near as possible to the entry and 

exit points of buildings or tourist attractions. Individual parking spaces should be wide enough 

for passengers with disabilities to maneuver comfortably between cars and wheelchairs, and 

shall be located so that persons using wheelchairs, crutches or prostheses are not obliged to 

go around cars. Where there are access roads to the building or site, these should be safe for 

all pedestrians. 

Horizontal movement 

Effective measures should be taken to ensure that persons with disabilities are able to move 

around the venue with the greatest possible independence.  Main corridors and passageways 

should be free of physical and visual barriers. They should have a width to permit the passage 

of two wheelchairs side-by-side, such that they are not blocked in normal circulation, or 

otherwise provide passing points. Pedestrian crossings should be provided with traffic lights 

with audible and visual signals so that people with visual or hearing impairments can cross 

them safely and move more freely and independently.  

Vertical movement - elevators 

Multi-storey buildings should have an adequate number of elevators wide enough for a person 

using a wheelchair to enter and move easily. They should be specially designed and equipped 

for easy use by such persons and for the blind (i.e., location of the control buttons, Braille 

signage, information in both written and audio form).They should be equipped with emergency 

systems accessible to the hearing impaired.  

Stairs and ramps  

Whenever possible, the built environment should be at the same level or equipped with ramps 

where there is a change in floor levels. Where necessary, provisions should include access 

ramps, elevators or platform lifts. 

Public hygiene facilities 
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At the same place where toilets are located, accessible toilet stalls and washbasins should also 

be installed. In these stalls, the dimensional aspects and the necessary technical aids needed 

to transfer between the wheelchair and the toilet should be taken into account. Care should 

also be taken with regard to the approach space to both the toilet and the sink, as well as to 

faucets and actuation mechanisms. A system should be provided to allow persons inside the 

toilet stalls to find and use emergency lighting signs and switches. 

Transportation means 

The role of transportation is also very important for any type of tourists, let alone senior 

tourists and tourists with disabilities. They require safe and comfortable transportation means, 

such as passenger vehicles, including private vehicles for hire, buses and coaches, taxis, trams, 

trains, commuter ferries and cruise ships to reach their destination. There are also changes 

needed regarding in the information provided to passengers before or during a tourist trip. 

People with, for example, sensory disabilities should be given information in visual and acoustic 

formats. Information for passengers and emergency evacuation procedures should be also 

organized and provided in alternative formats, including sign language and writing.  

Access to transportation 

Transportation means need to be adapted to the needs of senior people. Access to 

transportation should be as simple as possible. Assistance should be available when and if 

needed. It is also important that train, bus stations and related facilities are accessible to all 

passengers with disabilities. Whenever possible, stations should be at the same level or 

equipped with ramps where there is a change in level. Where necessary, provisions should 

include access ramps, elevators or platform lifts. All information provided have to take into 

account the needs of people with sensory disabilities. It is very important that information is 

also provided in visual and acoustic formats. Information have to be perceived in the best 

possible conditions, in terms of ambient noise and lighting and contrast between figure and 

background. Information should be available in alternative channels of communication such 

as websites or applications for mobile devices. On main thoroughfares, and especially on toll 

highways, rest stops should be provided at regular intervals. These should be equipped with 

facilities and services, including toilets and emergency phones accessible for everyone and, in 

particular, travelers with disabilities and senior people.  

Accommodation establishments 
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Accommodation establishments should have certain number of accessible rooms without the 

need for assistance. If and where possible, they should be near to exit emergency exits. They 

should also be designed and organized allowing users to move around comfortably and on 

their own. The same goes for bathroom, terrace or adjoining outdoor space etc. It is also very 

important that accommodation establishments are equipped with alarm system suitable for 

people with sensory impairment.  

Food service establishments 

An adequate number of restaurants, coffee shops, cafés and bars in the area should be 

provided, with accessible facilities which take into account the ease of external access, 

furniture designed to be used by wheelchair users, counters at different heights, menus with 

easy-to-read text, in Braille or in alternative formats (web or applications for mobile 

computers), accessible toilets, etc.  These facilities should be properly marked for easy 

location. 

Menus should include additional options for people with different types of food intolerances. 

(For example: diabetics, persons with gluten intolerance, etc.)  

Museums and other buildings of tourism interest  

Owners or managers of museums and other buildings of historical, cultural and religious 

interest, that are open for visitors should solve problems of horizontal or vertical access by 

providing ramps or lifts as appropriate.  

The information provided should take into account the needs of visitors who are deaf or blind. 

Therefore all information should be provided in both written and audio format.  

Customer service personnel shall have the necessary training required to welcome and serve 

visitors with disabilities. They shall also have the necessary training to communicate with deaf 

people.  

Where appropriate, for example in larger venues, there should be a service for the loan of 

wheelchairs or other devices for visitors with reduced mobility. 

Other tourism activities and events  

Entities responsible for recreational, leisure and sporting activities shall take appropriate 

measures to enable persons with disabilities to participate on an equal basis with others.  
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It should be ensured that persons with disabilities have access to sporting, recreational and 

tourism facilities; in particular, for the activities listed below: 

Excursions to surrounding areas  

Coaches used for excursions should be outfitted to accommodate tourists with physical 

disabilities and to provide both auditory and visual information and other types of aids for the 

blind and the deaf.  

Whenever possible, companies organizing excursions should hire sign language interpreters 

for deaf tourists and/or provide printed descriptive material in all the places visited. 

Staff training  

Staff in tourist venues play an important role in reducing potential deficiencies in access or in 

mitigating unforeseen difficulties, and training in disability awareness and customer care can 

minimize the barriers encountered by persons with disabilities.  

The staff of tourism establishments and related services should be prepared to know, 

understand and address the needs of customers with disabilities. The staff should include 

employees who know how to communicate with persons with sensory disabilities. Staff should 

be trained to treat people with disabilities with courtesy and efficiency, provide complete 

information on services and facilities available, and facilitate access to non-accessible services. 

Staff should provide accessible information for people with disabilities about mobility aids, 

technical devices and assistive technologies, including new technologies and other forms of 

assistance, support services and facilities available at the establishment. Human and animal 

assistance should be offered as well as specific and appropriate information about services 

available in the hotel and external services including guides, readers and professional sign 

language interpreters in order to facilitate access to buildings and other facilities open the 

public.  Safety & security officers or their counterparts in tourism establishments and vehicles 

that respectively accommodate and transport persons with disabilities should have at all times 

and as a general rule, a list of the rooms or compartment numbers occupied by such persons 

as a precaution in case of emergency.  Staff should be trained to evacuate people with 

disabilities, in an emergency.9 

                                                           
9 https://www.accessibletourism.org/resources/accesibilityen_2013_unwto.pdf 
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6.1 Improving cooperation between senior tourism stakeholders 

This is a form of tourism that involves a collaborative process among stakeholders that enables 

people with access requirements, including mobility, vision, hearing and cognitive dimensions 

of access, to function independently and with equity and dignity through the delivery of 

universally designed tourism products, services and environments. 

The tourism industry is certainly one of the biggest industries in the world. Its development 

and importance are indisputable. Tourism industry connects many: organizations, groups, 

NGOs, organizations, individuals etc. They are all involved, directly or indirectly, in tourism 

industry. They are all stakeholders in tourism. To put it simply, a stakeholder is anyone who 

is engaged in a particular project, organization or industry. A stakeholder in tourism can be an 

individual person, such as a tourist or a taxi driver. They could be a group of people such as 

a student group or a family. They could be a company or organization. A stakeholder is a party 

that has an interest in a company and can affect or be affected, directly or indirectly, by the 

business. 

What are the reasons for cooperation between tourism stakeholders?  

Cooperation between tourism stakeholders is often needed. Collaboration in tourism industry 

between stakeholders is especially needed, as many products and services need to be 

combined to create total experience. Tourism stakeholders are interdependent, i.e. they can 

depend on each other. Tourism stakeholder often cooperate because of lack of resources such 

as: information, human resources, knowledge, financial resources and even organizational 

resources. Not even a tourism organization can develop and effective tourist destination on its 

own. There need to be cooperation between various tourism stakeholders and they, as such, 

are sort of prerequisite for the development of sustainable tourism.  

Cooperation between destinations are important for creating successful and sustainable tourist 

offer, product, or service. Many tourism activities are difficult to be carried out individually, or 

offered individually, but they can become feasible through cooperation. Organizations should 

join their resources and share their business objectives, with common management that will 

lead to better management of tourist’s destinations. Organizations can benefit from 

cooperation from the lowered costs of actions in the market. They can also define joint 

strategies in order to improve efficiency. Stakeholders in tourism industry can cooperate and 

share responsibilities and rewards, but also share knowledge, skills, resources and risks. 

Cooperation between tourism stakeholders can have positive effects on tourists as well, also 
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it can positively affect regional development, both in terms of economic growth and social 

benefits generated for the local community.  

Some benefits of cooperation between stakeholders in tourism industry can be: 

 Increased quality of tourist products,  

 Increased quality of services in tourism industry, 

 Better production process,  

 Increased sustainability of the tourist destination  

 Increased competitiveness of a tourist destination  

 Individual organizations benefit from pooling of resources 

 Increased knowledge between tourism stakeholders 

 Lower costs of business 

 Better visibility of tourist destination 

Other than benefits, cooperation between tourism stakeholders can have negative effects, 

endure difficulties and/or constrains. These can be: 

 Not prioritizing cooperation objectives 

 Possible domino effect in cooperation: when one element fails, the whole system fails 

 Individual interests can be prioritized over collective interests by stakeholders in 

tourism industry 

 Lack of cooperation experience and knowledge 

 Lack of resources and strategy 

 Complex planning legislation can lead to abandoning plans 

 Excessive bureaucracy 

The identified constrains further point out the need to continue to promote this type of 

awareness, especially through concrete actions including workshops, training, seminars, 

conferences etc. There is also need to support entrepreneurial activity in the tourism sector.  

They can share business experiences and benefit from more business opportunities. It can 

ensure success and longevity, increase demand and lead to growth of destinations while 

respecting environmental constrains.   

Stakeholders in tourism are: 

 Government 

 Tourism organizations and operators 
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 Small and medium enterprises 

 NGOs (social and environmental) 

 Tourists (local and foreign) 

 Suppliers 

 Employees 

 Education (public & training) 

 Utilities and infrastructure 

 Transport 

 Communities 

Governments 

The Government is extremely important in tourism industry. Government dictates rules, 

requirements and practices in tourism industry by creating tourism policy and planning. 

Tourism business must operate with Government, from visa policies to maintenance of public 

infrastructure. Governments collect taxes from the companies, from the people it employs 

(payroll taxes) and sales taxes from companies. Companies contribute to overall Gross 

Domestic Product (GDP) from which Governments benefit.  

Tourism organizations and operators 

There are a wide range of tourism organizations and operators. There are airlines through 

DMOs (Destination Management Organizations), travel agents, travel bloggers, restaurants, 

hotels, tourist attractions etc. They are all very important tourism stakeholders.  

Small and medium enterprises 

There are plenty of businesses that are seen as stakeholders in tourism. These can be directly 

associated with tourism, such as an airline, or indirectly associated with tourism, such as a 

waste removal company (who deals with the waste created by tourism). 

NGOs (social and environmental) 

There are many NGOs associated with tourism industry. They include non-profit organizations 

and charities.  

Tourists (local and foreign) 

Tourists are the core of the tourism industry. Without tourists, there would be no tourism 

industry. For example, tourists can be: backpackers, families, adventurists, students, quite 

simply anyone can be a tourist.  
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Suppliers 

The tourism industry, like any other industry, relies and depends on a wide range of suppliers. 

These are, for example, factories producing bedding used in hotels, farmers growing 

vegetables served in restaurants etc. There are many suppliers, directly or indirectly connected 

with tourism industry.  

Employees 

One of the key stakeholders in tourism is the workforce. Tourism industry is one of the highest 

employing industries. Some have argued that the travel and tourism industry employs more 

people, directly and indirectly, than any other industry in the world. In tourism industry, 

employees are taking jobs in areas such as catering, customer service and hospitality industry. 

They can be waiters, barmen, taxi drivers, call center operatives etc.  

Education (public & training) 

The education sector represents another stakeholder in tourism industry. Tourism areas are 

often visited during many educational courses in order to enhance the educational provision 

offered. As a form of training, education is also offered to many employees who work in the 

tourism industry. 

Utilities and infrastructure 

Utilities and infrastructure are prerequisite to functioning of the tourism industry. For example, 

power plants provide energy, so they are considered tourism stakeholders. The builders, 

engineers, road workers etc. provide and maintain the needed infrastructure, and because of 

that they too are stakeholders in tourism industry. Utility companies are also tourism 

stakeholders.  

Transport 

Transport is the essence of the tourism. Tourism means traveling, so there is connection 

between tourism and transport. Airlines, trains, busses, taxi companies, cruises etc. are 

important tourism stakeholders in tourism, as they represents some of the transport methods 

for traveling from place to place.  

Communities 

Communities are one of the most important stakeholders in tourism industry. Needs and 

requirements of communities are essential for tourism planning and policy and for good 

tourism management. Communities also benefit from tourism development. Creating jobs, 

increased spending in the community are some of the benefits for the community.  
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Not all stakeholders can have an equal role. That is why it is recommendable and important 

to create stakeholder analysis. Stakeholder analysis identifies the individuals, groups, or 

organizations that have or can potentially have an impact on a project. All of these have to be 

grouped according to their influence, participation, and interest. Steps of stakeholder analysis 

are: 

- Identify your stakeholders 

- Prioritize identified stakeholders 

- Define key stakeholders 

After identification of potential stakeholders, it is advisable to analyze stakeholders. 

Stakeholders can be: 

 Primary: They are directly affected, positively or negatively, by an organization’s 

actions. 

 Secondary: They are indirectly affected, positively or negatively, by an organization’s 

actions. 

Stakeholder analysis help identify key stakeholders for some project, activity or similar, and 

represents an excellent way to assess the attitudes of stakeholders towards changes or critical 

actions. There are also benefits of creating a stakeholder analysis: 

 Key people are identified and informed about the project 

 Understanding stakeholder’s interests 

 Understanding risks that can occur 

 Awareness of negative stakeholders  

 Creating mechanisms to influence other stakeholders 

A stakeholder analysis provides a visual representation of the importance of your stakeholders. 

Common dimensions used for creating stakeholder map are: 

Level of interest – How much a stakeholder cares about the outcomes. Are they beneficiaries 

or will there be negative effects? 

Level of influence – The degree in which a stakeholder can make or break the project. For 

example through funding, legislation, protests, etc. 

In the stakeholder map you can classify stakeholders into one of the following groups: 

- Stakeholders with low interest and low influence; 

- Stakeholders with low interest and high influence; 
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- Stakeholders with high interest and low influence; 

- Stakeholders with high interest and high influence. 

Table 5: stakeholder matrix analysis 

Keep satisfied Actively collaborate 

High influence, low interest High influence, high interest 

- These stakeholders have great 
influence, but no particular interest in 
a project. They have to be handled in 
a way to remain satisfied and not to 
feel neglected as it can lead to certain 
risks.  

- These are key stakeholders. They 
have high influence and a strong 
interest in the outcomes.  

Monitor Inform 

Low influence, low interest Low influence, high interest 

- These stakeholders are neither 
interested or have much influence on 
a project. However, they should be 
monitored as their relevance might 
change in time.  

- These stakeholders have a great 
interest in your project but very little 
very little influence to it. Keep them 
informed to ensure their support.  

 

Stakeholder analysis matrix should have 6 steps: 

- List your stakeholders 

- Define their interests 

- Define their influence 

- Measure and determine their needs 

- Develop action plan and assign their responsibilities and timeframes 

- Monitor activities 

It  is  necessary  to  mention  many reasons  why  owners  or  managers  decide  to cooperate 

with other entities in the tourism industry –  mostly  within  a  close  range  (local  or  regional 

environment).  The  most  popular  motivation  for such cooperation  is  lack of  the required  

resources: information, knowledge, human resources,  but  also financial or organizational 

resources. In many cases SMTE are too small or too weak to buy or lease the missing resources 

on competitive conditions.  To prepare  and  offer  an  interesting  product  on  the tourism  

market,  the  companies  need  to  possess various  skills  and  resources  usually  within  a 

short period  of  time.  In  such  a  situation  the  owners or managers  of  SMTEs  see  their  

chance  in  close cooperation  with  other  tourism  stakeholders. 
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Cooperation between tourism stakeholders is particularly important to achieve certain 

objectives: 

 Create and improve promotion of tourist initiatives 

 Create and develop a tourism product/service suited for consumers  

However, essential preconditions are needed for the development of cooperation between 

tourism stakeholders. One of them, and one of the most important as well, is mutual trust 

between the participants (stakeholders in tourism industry). Mutual trust is crucial in creating 

and maintaining relationships between tourism stakeholders. Mutual trust means correct 

behavior from other participants/tourism stakeholders and trust in their competence and 

abilities. Also, the role of governance is also very important. It should encourage coordiantion, 

cooperation and supervision of the tourism stakeholders. Every participant must understand 

his role and purpose of the network created. There should be equality of assets between 

partners, equality in the amount of capital and intellectual capital invested in the network and 

costs of coordination.  

Areas of intervention are available for future cooperation projects are: 

 Joint promotion of a tourist destination using technological resources - communication  

 Training for tourism agents and students: foreign languages; customer service; 

communication. 

 Elaboration of tourist packages (structuring the offer) between the different tour 

operators. 

 Creation of new tourism products 

 Cooperation between the official bodies responsible for tourism and the environment. 

 Public-private partnerships in terms of transport. 

 Different strands of tourism: cultural; historical; nature; wine tourism. 

Analyzing territory is can give indication about potential of the destination. In tourism, 

important factors are: 

 Accommodation capacities  

 Recreation and culture 

 Nature 

 Gastronomy 

 Wines 
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These tourist attractions are important and should collaborate to make tourist experience 

viable.  

Cooperation between tourism stakeholders leads to development of tourism and tourism 

destination. It can also create total tourist product, which means offering variety types of 

tourism products and services as a part of the tourism offer, involving many tourism 

stakeholders working in the same direction, for the same objective, adding to achieving 

sustainable tourism. It also brings added value to the stakeholders themselves, as well as to 

the communities in form of social and economic value. Competition between tourism 

stakeholders is reduced and shared values created. 

Recommendations for Stakeholders in Tourism 

 Make sure the older tourists are always accompanied by someone who speaks their 

language. 

The tutors from their home country or local guides who speak their language should be with 

the group from the start. This is a very good concept that builds confidence and trust, even 

though it adds costs to the trip. The tutors/guides can respond immediately to the needs of 

the travelers. They overcome language barriers and can find solutions for individuals while the 

rest of the group caries on with the planned program. They can help with luggage and if 

anyone is ill. In this way many small barriers and difficulties can be smoothed out. For older 

people, having someone they can turn to with problems is an important factor in having a 

successful trip. It reassures them that they will not be confronted with anything they can’t 

cope with, whether it is an activity that is too much for them or some unexpected indisposition. 

 Give the tourists detailed information on the host country in their own language 

This target group highly appreciates being able to think about the destination and the program 

before setting off. The planning phase is already part of their enjoyment of the holiday. The 

topics they like to be informed about include customs and traditions, typical food, culture and 

pictures. Detailed practical information on the destination is also very important: where they 

can go for walks (in natural surroundings), distances from A to B, accessibility and facilities in 

their accommodation and other such information. Older people need these details so that they 

can prepare and so that they can form realistic expectations of what they have to cope with. 

They are likely to have a greater need for rest breaks and reliable daily routines, possibly to 

comply with health and medical constraints, and are less flexible than younger tourists. Good 
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information on mealtimes and what kind of food to expect also helps to avoid unpleasant 

surprises. 

 Working with a mix of different local services and businesses to offer a better and wider 

range of tourism options 

Partnerships with local institutions, educational centers, associations and communities can 

ideally lead to more contact and communication between local people and tourists from 

abroad. The tourists benefit from insights into the local culture as it is expressed both in 

everyday life and on festive occasions. The different culinary traditions are often a good 

starting point for dialogue. Sometimes a partnership with a community or a business that 

shares a background with the tourists (language, culture, national origin) can be very helpful 

– both in understanding and anticipating the cultural preferences of the guests and in helping 

to negotiate language barriers. 

 And finally – advertise destinations and packages in an age aware manner 

Terms such as senior tourism need to be avoided or used with care. Businesses selling travel 

to this age group must be aware that they are addressing people with a wide range of fitness 

and health. Advertising should clearly communicate what kind of trip is involved: e.g. active 

holidays, holidays for rest / relaxation, etc. We should remember that older people are often 

perceived or labelled as not very able or needing help. But they see themselves as being 

interested, want to make contact with people in the country they are visiting, don’t just want 

to consume passively but want to appreciate things and want to take enough time to get to 

know the country. They know that they need a certain amount of daily routine (e.g. taking 

tablets and meals at certain times) but don’t feel that they belong to the category of frail or 

physically impaired or ’elderly’ people. In their everyday life and in their choice of interests 

they are independent. This means that labelling a package as being ’for seniors’ will often fail 

to connect with the target group effectively. At the same time, with older tourists it is 

particularly important to ensure that travel is organized smoothly. Anything that involves 

strenuous effort has to be avoided. The package needs to focus on enjoying life, stimulating 

encounters with people, and inspiring experiences that will leave a lasting impression.10 

                                                           
10 Document „Cubitus_Handbook_for_Senior_Tourism“  
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6.2 Public-private initiatives  

Public-private partnership (hereinafter: PPP) is a widely used model in modern tourism and is 

used in almost all countries. The need for a strong public-private partnership is more important 

today than ever before. It is about maximum synergy of interests between partners. PPPs 

should be developed wherever possible. The role of the state is fundamentally changing in 

tourism, as the state becomes a partner. The state, in principle, is not a good manager and 

therefore finds interest in partnering with the private sector. Successful PPP examples are 

known where the public sector e.g. cedes land, provides space for reconstructions of cultural 

monuments to which are managed by the private sector. The public sector and the economy 

actively cooperate in the decision-making process based on consultations. This process 

requires constant communication with each other. 

Public private partnership means collaboration between public and private sector with objective 

of achieving long-term goal, often related to the development of a region or an area. One of 

the reasons for creating PPPs is transferring know-how from the private, public authorities and 

also financial strength, from which can benefit both private and public sector. For government, 

it can be important to have private investment support infrastructure development, thus 

reliving government of borrowing and debt and can represent a source of government revenue. 

At the same time, better management in the private sector, and its capacity to innovate, can 

lead to increased efficiency; this in turn should translate into a combination of better quality 

and lower cost services. For the private sector, PPPs present new business opportunities.  

Public private partnership involves collaboration between public and private sector to fulfill a 

long-term goal, usually for a project that will lead to the development of an area or region. 

The reasons for creating such a partnership different trailer, but most important are: 

transferring know-how from the private, public authorities and financial strength. PPPs can be 

attractive to both the government and the private sector. For the government, private 

financing can support increased infrastructure investment without immediately adding to 

government borrowing and debt, and can be a source of government revenue. 

The following are the main general principles of the PPPs: 

1. PPPs are aimed at the satisfaction of collective needs 

A PPP generally occurs in the context of the provision of a public service (in other terms a 

service of general interest), or the construction and management of a public infrastructure, 

which is intended for the use of the population. Examples include public utilities and 
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transportation services for the former and roads, airports, generation plant, hospitals, prisons 

and water and wastewater treatment plants for the latter. Due to its public purpose, there are 

obligations and principles of public service that must be respected and enforced in order to 

achieve a successful PPP. Principles such as universality, continuity, equality of treatment 

(fairness in both the process and in outcomes), high quality of service, existence of reasonable 

profits (returns are commensurate with the risks borne by the private party), and transparence 

of the activities carried out are important requirements for services directly provided to the 

citizens and their assurance is fundamental when they are delegated to the private sector. 

2. PPPs often involve long term arrangements 

Often, PPP implies a long term relationship, comprising various phases of the infrastructure 

project or its provision (design, construction and operation). When the activities of construction 

and financing correspond to a significant part of the contract value, the projects should be 

designed in a whole-life costing perspective, assuring their economic and financial balance, 

and enabling an effective transfer of risks to the private sector and promoting the project’s 

financial self-sustainability. For example, a PPP for a dam which has long-life should have a 

contract duration corresponding to a long-term. 

3. PPPs involve the total or partial financing of the project 

PPPs involve, almost always, the partial or total funding of the project by the private partner. 

Financing and the arrangements associated with financing are very complex and difficult to 

standardize. Although there might be PPPs without private financing, the fact that the private 

partner participates with its own capital provides incentives for good performance. Therefore, 

a financing structure of the PPP which includes equity from the private sector is considered a 

good practice. 

4. PPPs are output oriented 

Unlike traditional public procurement, where an input-based payment system is often adopted, 

PPPs are remunerated according to the results and performance obtained. This approach 

towards results consequently leads to a clear incentive for the private partner to be efficient 

and innovative in the contract management, enabling higher profits if it outperforms the initial 

performance targets. These productivity earnings sooner or later will be transferred to the 

public partner (generally in the form of lower prices to customers, better quality or minor 

charges for the tax-payer). PPPs also target the achievement of pre-specified goals. 

5. The private partner bears a significant number of risks 
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The various risks associated with the contract must be allocated to the party best able to 

manage them, that is, the party able to mitigate the risk. As a rule, the risks relative to the 

infrastructure operation and service provision should be allocated to the private partner, as 

well as the project and construction risks. It is more difficult to determine who is best able to 

mitigate consumption/demand risks (for example in the case of a toll road where the private 

sector only has limited influence over traffic volume) and these, as well as foreign exchange 

risks and political risks are often retained by the public sector. The adequate risk transfer and 

allocation is a condition sine qua non for the success and effectiveness of the PPP.11 

Public-private-partnerships (PPPs) are increasingly important in a world where resources are 

constrained and competition is strong. The best way to think of a PPP is as an opportunity of 

bringing together all the resources required to develop a memorable and sustainable tourism 

experience in an effective manner. Resources can include land, capital, knowledge and skills, 

amongst others. Partnerships are integral to most tourism activities. Tourism typically involves 

a wide range of public and private sector stakeholders, communities and various types of 

organizations that – all together – facilitate the travel experience. 

Many countries are recognizing the importance of tourism as a form of regional economic 

development. This means that in these countries, central and regional government are 

prioritizing tourism, writing strategies, enacting new laws, employing tourism advisors within 

newly established tourism ministries and so on. 

A tourism economy affects and is affected by other more traditional areas of government such 

as agriculture, transport, economic development, and regional planning so in many countries 

these linkages are being charted and responsibilities are being established. This requires 

collaboration between various central government organizations. It may also require 

interaction and perhaps partnerships with non-government agencies including the private 

sector. 

Public sector involvement in PPPs 

The second level of government involvement is at the regional or local nature. Often, tourism 

focuses geographically around particular attractions. Therefore, central governments need to 

work with regional and local government agencies to ensure the efficient development of 

tourism at these destinations and within the national context. This collaboration will often 

                                                           
11 http://regulationbodyofknowledge.org/faq/private-public-partnerships-contracts-and-risks/what-are-

public-private-partnerships-and-the-general-principles-behind-such-institutional-arrangements/  
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center on a particular project or PPP initiative. Partnerships are important because the 

necessary resources and expertise are sometimes less developed at a local government level, 

and need to be accessed from national-level government agencies. This suggests that regional 

and local tourism governments and destinations may benefit from examples of good practice 

from places around the world dealing with similar problems. This report provides such 

examples of innovative PPPs related to tourism development.  

Public authorities have a significant role to play in improving the economic climate and 

stimulating economic agents when it comes to a development of a tourism product for tourists 

of age over 55. It is necessary for public authorities at local, regional and cross-border level 

to provide a normal business environment for economic operators to generate economic profit 

and return from tourism development. Creating a comfortable business environment is one of 

the mechanisms through which various marketing and business activities in the region of 

Zajecar and Vidin can be coordinated in a professional and legal way, which activities should 

aim to turn the three regions into a common cross-border tourist destination for high quality 

for tourists of age over 55. Strategic actions should be consistent with the mission and vision 

of the regional public authorities responsible for developing sustainable tourism. Mission:                                                                    

To encourage cross-border cooperation between public authorities, the non-governmental 

sector and businesses from Serbia and Bulgaria in such a way as to create conditions for the 

development and promotion of a quality and sustainable tourism product for tourists of age 

over 55 in the two regions, both home and for foreign tourists, including those from the 

European Union. Vision: To make the two cross-border regions a common cross-border tourist 

destination for tourists over 55 years of age of international importance in terms of offering 

quality tourism in the four seasons of the year, while respecting both the creation of 

environmental and cultural sustainability and sustainability of the economic return from the 

pursuit of tourist activities.12 

Role of the private sector in PPPs 

Governments and tourism industries/sectors can work together in a variety of ways and on a 

number of different types of activity at a regional level. Examples include the development of 

tourism strategies, the creation of policy networks or joint investment in cooperative marketing 

campaigns. However, in developing tourism, eventually government must rely on the private 

sector to deliver services to tourists. Such services are provided by a range of stakeholders, 

                                                           
12 Document „Tourism development strategy for seniors 55 +, aimed to business, social and 

the civil sector“ 
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including investors, developers, accommodation businesses, attractions, tour companies, and 

others. In addition, government agencies and tourism offices are working together with 

representatives of the local community. Therefore, it is important for the public and private 

sectors to cooperate in developing new tourism initiatives, and managing tourism 

development. 

In many situation PPPs play a critical role in the development of tourism. A government cannot 

usually develop tourism by itself, as it does not operate businesses, while the private sector 

may need help with regulations, access to resources, and funding. This is often true in regional 

areas where the government may control the natural attractions and the local people do not 

have funds for development or have the skills to develop tourism.  One way to think of a PPP 

therefore is as a means of bringing all the required resources together13. 

Decreased competition between entities and economic agents and public and private 

partnerships in a tourist destination are usually built through setting common values and 

objectives where all parties involved contribute to achieving set targets. This why it is 

necessary to determine long-term management of a tourist destination, which in turn should 

result with economic development of a tourist destination and increased standard of living. It 

should also contribute to achieving social, cultural and environmental preservation of a tourist 

destination. Public-private partnerships can have certain influence on tourism products, and 

can lead to: 

 Joint business initiatives and creating touring routes, tourism packages etc. 

 Developing marketing strategies, joint promotion of a destination 

 Joint funds through donor funding 

 Human resources 

 Infrastructure development etc. 

The main priorities for the development of the "institutions" can be classified as follows:  

 Building positive relationships with the main institutions relevant to tourism 

development in the three districts;                                                 

 Developing a communication policy of municipal authorities with business and non-

governmental organizations in the three districts; 

 Exchange of information with the main institutions relevant to tourism product 

development for tourists of age over 55 in the three districts; 

                                                           
13 https://www.e-unwto.org/doi/epdf/10.18111/9789284417438 p.10-15  



 
80 

 

 Support and co-operation with regional tourism associations; 

 Registration, monitoring and support of projects supporting tourism development; 

 Participation in the development of educational tourism programs in cooperation with 

companies in the tourism industry; 

 Improving the capacity of tourism experts from the regional administration.14 

Expected model of PPP for facilitating tourism investment should poses several elements to 

encourage public and private partnerships for facilitating tourism investment. These are: 

- Facilitation of tourism: endeavor to facilitate travel of tourists to both destinations;  

- Travel promotion offices: engage in promotion, liaison, negotiation and advisory;  

- Tourism statistics and research: exchange of information about tourism in both regions;  

- Education and training: create tourism scholarships for teachers, instructors and 

students; curricular and study programs for tourism schools;  

- Exchange and assistance: encourage cooperation between tourism facilities and cities 

of two destinations to increase traffic and knowledge;  

- Tourism safety and security: recognize the necessity of promoting the health and safety 

of foreign tourists and domestic tourists; recognize the necessity of promoting safe 

tourism exchange. It is particularly important in the times like this, when tourism is 

heavily struck by COVID-19.  

6.3 SWOT analysis  

One of the basic preconditions for successful business is a clearly defined strategy. When 

creating, but also redefining the existing strategy (which may also not be sufficiently 

elaborated), it is important to consider the broader context, and SWOT analysis is an 

appropriate method. The SWOT analysis was devised in 1960 by business icons Edmund S. 

Lernd, C. Roland Christensen, Kenneth Andrews, and William D. Guth. They primarily 

envisioned it as a business analysis. In 1982, Heinz Werik went a step further and created a 

matrix two times two, which answers four key questions for ease of comparison. Strength and 

Weakness were in the top row, and Opportunities and Threats were in the bottom row. This 

is still the most common and effective way to conduct analysis. Due to its comprehensiveness, 

it still remains one of the more useful tools for business analysis. 

                                                           
14 Document „Tourism development strategy for seniors 55 +, aimed to business, social and 

the civil sector“ 
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SWOT analysis is a technique for understanding the strengths and weaknesses of a business, 

as well as for identifying opportunities that exist and threats that could threaten the business. 

This analysis can be used to assess potential risks and gains when examining the potential of 

a business, product/service, etc. SWOT is an acronym for following English terms: 

 Strengths  

 Weaknesses  

 Opportunities  

 Threats  

Strengths and weaknesses represent the internal characteristics of the business, while 

opportunities and threats come from the external environment. 

The strengths address issues such as: 

 What are the strongest advantages? 

 What is your advantage over competitors? 

 What does your target group see as your best quality? 

 What resources do you have access to and others do not? 

 What is your unique sales position? 

 What are the advantages of your product/service? 

It is necessary to consider internal and external strengths, for example, external power can be 

the proximity and availability of necessary raw materials, and internal well-trained and efficient 

production team. 

Weaknesses can be identified by answering the following questions: 

 What are the weaknesses of your product/service? 

 What makes your product weaker than other products/services on market? 

 What can be improved in your company? 

 What should you avoid? 

 What factors negatively affect your business? 

 What other people might see as a weakness of your business? 

As with strengths, internal and external aspects need to be considered when it comes to 

weaknesses, and useful information can be obtained from third parties as impartial (objective) 

observers.  

Opportunities can be identified by the following issues: 
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 What good opportunities in your region can you recognize? 

 What interesting trends are you currently familiar with? 

You need to be well informed about changes in the market or in technology, having in mind a 

narrower and broader perspective, changes in regulations in your area of business, social 

changes, local events and the like. 

Threats can be identified by answering the following questions: 

 What are the obstacles from the cross-border area for the development of senior 

tourism? 

 What is the advantage of the competition? 

 Are there changes (on the market, in technology, in regulations) that can have negative 

impact on the development of senior tourism? 

 Are there procedures and standards that would be difficult to meet? 

The main goal of SWOT analysis is very simple - use strengths, reduce weaknesses, so that 

weaknesses become strengths. Also, SWOT analysis aims to take advantage of all potential 

opportunities in the market, as well as reduce threats coming from the environment. Making 

a SWOT analysis usually involves sketching a table of four columns in which, for comparison, 

each of the four elements is represented next to each other. Advantages and weaknesses will 

not necessarily coincide with the stated chances and threats. However, they should still be 

connected in a certain way, since they already exist as a whole. 

The scope of the SWOT analysis aims to bring together the intentions of the public authorities 

for the development of the tourism sector, the views of private companies and non-

governmental organizations operating in this market, the opinions of users of tourism 

products/services and other relevant and actual information. 

SWOT analysis: Zajecar and Vidin region regarding senior tourism  

Strengths Weaknesses 

- Cultural and historical heritage 

- Availability of various tourist 

resources (cultural heritage, 

historical monuments, mineral 

waters, natural beauties, etc.) 

- Competitive prices 

- National cuisine & wines 

- Significant lack of an "accurate" 

picture of the presence of tourist 

attractions in the cross-border are 

Zajecar - Vidin 

- Lack of knowledge or little knowledge 

of the needs of consumers of age 

over 55 of tourism products/services 
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- Tolerance between the population 

from neighboring countries and cities 

- Lack of offers for tourists of age over 

55 

- Lack of knowledge or little knowledge 

of the needs of foreign consumers of 

age 55 years of tourist 

products/services 

- Poorly developed tourism 

development infrastructure that does 

not meet the needs of people of age 

over 55 

- Lack of adequate and up-to-date 

tourist information for the region 

- Lack of tourist information 

signboards 

- Low standard of living in Serbia 

Opportunities Threats 

- Presence of adequate tourism 

potential of the cross-border region 

Zajecar - Vidin 

- Unrealized potential for local tourists 

of age over 55 

- Potential for organizing vacations and 

exchanging tourists on Saturday and 

Sunday between the two neighboring 

countries 

- Potential for organizing vacations and 

exchanging tourists on Saturday and 

Sunday between the two neighboring 

countries 

- Opportunity to create a cross-border 

tourism product for tourists of age 

over 55 

- Instability in the region (political, 

legislative) 

- A global pandemic, like the 

Coronavirus 

- Economic crisis 

- Old habits die hard 
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- Improving the overall image of the 

region as a tourist destination for 

tourists over 55 years of age 

- Learning from others 

 

We will proceed to further explain each item listed.  

Strengths 

 Cultural and historical heritage 

Zajecar - Vidin cross-border region can be considered rich regarding cultural and historical 

heritage. Senior tourists are especially interested in cultural & historical type of tourism, so 

there is one of the main preconditions for development of senior tourism in the mentioned 

cross-border region.  

 Availability of various tourist resources (cultural heritage, historical monuments, 

mineral waters, natural beauties, etc.) 

Zajecar - Vidin region can offer many things that are on top of the list of any senior tourist. 

Some of these factors are the attractiveness of natural sites, mountains, forests, lakes, etc., 

anthropogenic resources, churches and monasteries, archaeological sites etc. The availability 

of various food and beverage industries shouldn’t be neglected as well. 

 Competitive prices 

Zajecar - Vidin region can offer affordable prices for tourists, especially compared to prices 

from other tourist destinations within countries or in foreign countries. One of the reasons for 

lies in the fact that Zajecar - Vidin region is not known as tourist destination, and thus do not 

have large number of tourists.  

 National cuisine & wines 

As gastronomy tourism today is very important to many tourists, as some tourists travel places 

because of the local food. Every region can offer its specialties that have tradition and are 

unique for the area. Wine tourism as part of gastronomy tourism is also very attractive, and 

the two regions can certainly offer wine tourism to its tourists.  

 Tolerance between the population from neighboring countries and cities 
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It is also worth mentioning and is very important condition needed for developing any kind of 

mutual, common business. Tourists from Serbia, regardless of age, feel at ease and welcome 

in Bulgaria and vice versa.  

Weaknesses 

 Significant lack of an "accurate" picture of the presence of tourist attractions in the 

cross-border are Zajecar - Vidin 

One of the main issues is not only that Zajecar - Vidin region is not recognized as a tourist 

destination by senior tourists, but in general the mentioned region is not known as a tourist 

destination. There is lack of knowledge about tourism potential of the Zajecar - Vidin region 

and if people do not know what attractions the mentioned region can offer them, it is most 

likely because there is no adequate strategy to develop the two districts as a common tourist 

destination for tourists of age over 55. 

 Lack of knowledge or little knowledge of the needs of consumers of age over 55 of 

tourism products/services 

Senior tourists are not targeted by those working in tourism industry. There are no offers 

specially designed for senior tourists, or if they are they are very rare and often related to spa 

tourism, as part of medical rehabilitation. It is important to know that senior tourists are no all 

alike, they are very diverse and may require something more, or different, from the basic spa 

treatments that are commonly offered to them. That is speaking of importance of researching 

senior tourist’s needs and expectations.  

 Lack of offers for tourists of age over 55 

There are no, or very rarely are, special tourists offers particularly suited to the needs of senior 

tourists, or tourists offer specially created to target senior tourists. Lack of knowledge or little 

knowledge of the needs of local and regional consumers of age over 55 of tourism products 

/services is certainly one of the reasons, but the main reason is perhaps unrecognized potential 

of senior tourism in the cross-border region.  

• Lack of knowledge or little knowledge of the needs of foreign consumers of age 55 

years of tourist products/services 

 Poorly developed tourism development infrastructure that does not meet the needs of 

people of age over 55 
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One of the main problems is that senior tourism potential is not recognized by the tourism 

sector in the cross-border region. Thus, their touristic offer is not made to satisfy the needs 

and demands of the senior tourists.  

 Lack of adequate and up-to-date tourist information for the region 

Websites being outdated, no activities or very rare activities on social medias of tourism 

attractions, lack of printed materials promotion the tourism in the two regions.  

 Lack of tourist information signboards 

Lack of direction signboards at important tourist spots and junctions on all major roads and 

entry and exit points worries tourists. There should be signboards along with other boards 

providing information about tourist spots, their importance, and details about distance, 

amenities available for tourists and other necessary information. They should also be written 

in at least two languages, thus considering the needs of the foreign tourists.  

 Low standard of living in Serbia 

The unstable economic situation, as well as the low standard of living in Serbia can lead to a 

decrease in the number of tourist activities. The low level of living standard affects the 

necessity of choosing between satisfying existential needs and mental well-being (to which 

travel certainly contributes), so this relationship gives a bad result for tourist activities.  

Opportunities 

 

 Presence of adequate tourism potential of the cross-border region Zajecar - Vidin 

There are opportunities for diversification of tourism services and tourist animations at cross-

border level as a combination of different types of tourism such as: cultural and historical, 

nature tourism or gastronomy tourism.  

 Unrealized potential for local tourists of age over 55 

There is potential for creating and offering tourism product especially suitable for senior 

tourists, as the cross-border region is rich in tangible and intangible cultural heritage, historical 

monuments, mineral waters etc.  

 Potential for organizing vacations and exchanging tourists on Saturday and Sunday 

between the two neighboring countries 
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Various types of tourist’s routes can be created, given the vicinity of the neighboring regions. 

Tourist’s routes should include more than just shopping, as previously done. There is great 

potential for organizing small tourist excursions, lasting perhaps just two days, that can include 

cultural, historical and gastronomy tourism.  

 Opportunity to create a cross-border tourism product for tourists of age over 55 

There is an opportunity to create unique tourism product, as the cross-border region has 

potential to become favorite destination for senior tourists.  

 Improving the overall image of the region as a tourist destination for tourists over 55 

years of age 

There should be a common marketing strategy to promote Zajecar - Vidin region as a tourist 

destination that is also very suitable for senior tourists. Improving the effectiveness of 

marketing and promotion of programs and activities is also needed.  

 Learning from others 

The possibility of learning from each other, but also from other more successful similar 

destinations could avoid some mistakes in the planning and development of senior tourism. It 

would be appropriate to follow the examples of good practice of the surrounding countries and 

regions with similar conditions for the development of senior tourism.  

Threats 

 

 Instability in the region (political, legislative) 

Frequent changes in the law, as well as the unstable political situation lead to difficult 

development of all branches of the economy and tourism is no exception. Instability can lead 

to a drop in the standard of living, which ultimately directly affects the reduction of the number 

of tourists and thus endangers the development of the tourist offer. 

 A global pandemic, like the Coronavirus 

Coronavirus and similar pandemics mostly affect tourism. In the year of 2020, the whole world 

faced a global pandemic which continued in 2021, which completely prevented movement for 

a certain period. Such a stalemate in the movement of people has led to the complete non-

use of the tourist offer, the final impact of which we have yet to face. 

 Economic crisis 
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The economic crisis is a threat based on the purchasing power of tourists and trends of 

instability that can lead to a decrease in the number of tourists. The consequences of the world 

economic crisis are numerous, and among other things, disastrous for the functioning and 

further development of tourism in any form. 

 Old habits die hard 

Potential tourists from Serbia and Bulgaria, despite the low standard of living, very often tend 

to be, when they can, tourists in another country, neglecting the local beauty and offer. In 

order to nurture domestic products and valorize their own resources, through promotion 

activities we should try to encourage those who would like to travel to choose a local 

destination, among other things because of lower prices and the chance to better explore the 

beauties of own country.  

6.4 Strategic planning with management plan  

The sustainable approach to tourism planning requires a prominent stakeholder participation 

in the tourism planning, especially stakeholders in tourism industry, process is required as well 

as strategic orientation towards tourism planning. In order to achieve sustainable and long 

term results in tourism industry, there should be strategic planning that is not short-sighted, 

but focused on achieving long term goals. The strategic management of the tourism 

destination implies: 

 Collaboration between stakeholders in contributing to the overall development of the 

destination 

 Marketing and promotion of the tourism destination 

A long-term vision is needed in strategic planning. Through proper consideration of the tourism 

statistical parameters, the environment in which it is being operated, capacity of the resources 

related to the destination the strategic planning can be implemented successfully. The goals 

of the plan clearly defined and stated and these goals should be measurable in terms of 

performance. Strategy as it applies to sustainable tourism planning and development seeks to 

achieve three basic strategic objectives: conservation of tourism resource values; enhanced 

experiences of the visitors who interact with tourism resources; and the maximization of the 

economic, social and environmental returns to stakeholders in the host community (Hall, 

2000). 

The main priorities for the development of tourism product suitable for tourists 55 years old 

and/or older in the cross-border region can be classified as follows: 
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 Development of a common cross-border tourism strategy to attract senior tourists 

 Development of a common database for the regional tourist attractions of the two 

districts 

 Coordination of a categorization system 

 Preparation of guides for specific tourist services for senior tourists 

 Preparation of tourist packages for senior tourists during the off-season 

 Monitoring the sustainable development of a tourism product for senior tourists 

 Promotion of tourist sites and use of computer and internet technologies for their 

promotion 

 Placing of tourist signboards in multiple languages in order to meet the needs of foreign 

tourists 

The common problems in achieving development of tourism in certain destinations are lack of 

coordinated actions and activities. Strategies for tourism development are then usually based 

on following concepts:  

 Short-term strategy instead of long-term strategy 

 Objectives and goals of the strategy are changed every year as well as direction of the 

tourism development 

 Lack of resources and action plan while implementing strategy that has more than one 

objective to achieve 

 Strategic targeting of all niches in tourism without setting certain objectives nor the 

process of how to accomplish them 

 Market segmentation is often not taken into consideration when creating strategy for 

tourism development and one service and one price is valid for all tourists 

 Lack of coordinated vision for tourism development between tourism stakeholders such 

as institutions, donors, business and non-governmental organizations 

Successful strategy must be based on various established facts and patterns, and it is 

suggested that the following "constructive principles" would be observed:                                                                                      

 The strategy also needs to include additional activities aimed at multiplying the effect 

of its implementation by complementing the individual activities.  

 The strategy should be implemented on the principle of mutual cooperation and involve 

joint actions by regional and local authorities, on the one hand, and the private and 

non-governmental sector, on the other, by the cross-border region of Serbia and 

Bulgaria. 
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These "constructive principles" can be further developed by pursuing several strategic goals 

such as:                                                                                                                          

 Striving for sustainable development of the newly created tourism product for tourists 

of age over 55;                                                                              

 Striving for effective promotion and making popular of the two districts as a common 

cross-border tourist destination for tourists of age over 55;                     

 Striving for the overall quality of the tourist products/services offered, which must be 

adequate for the needs of tourists of age over 55;                                          

 Striving for sustainable economic and financial returns15 

The strategic objectives that are set for implementation in this strategy are the following: 

 Improve the capacity of the sector not only in terms of its growth but also in terms of 

overcoming the various problems in the tourism industry in the two districts; 

 Provide and improve the utilization of tourist services for Serbian. Bulgarian and foreign 

tourists of age over 55; 

 To cooperate with local authorities, businesses and non-governmental organizations 

from the two districts to improve tourism planning and development of potential 

resources and widen the range of cross-border tourist offers; 

 To exploit in an appropriate and fair manner the available funding opportunities for 

activities relevant to the development of a tourist product for tourists of age over 55; 

 To create and provide permanent support for maintaining a positive tourist image in 

the two districts as a desirable tourist destination for Serbian, Bulgarian and foreign 

tourists of age over 55 years; 

 To promote the sustainable development of the historical, cultural and natural heritage, 

as well as the physical and natural resources that ensure the tourism development of 

the two districts; 

 Support the formation of sustainable tourism growth in the two districts and the 

creation of fair revenues for businesses and economic benefits for citizens; 

 To increase the standards of tourist services and the quality of products/services 

offered to tourists of age over 55.16 

                                                           
15 Document „Tourism development strategy for seniors 55 +, aimed to business, social and the civil 

sector“ p. 26-27 
16 Document „Tourism development strategy for seniors 55 +, aimed to business, social and the civil 

sector“ p. 35-36 
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Objectives of the strategy are:                                                                        

 To help in development of the cross-border region as attractive tourist destination for 

people over 55 years old; 

 To help create timeless tourism product for tourists of age over 55;  

 To help create tourism sector that will create suitable tourist offer and services for 

tourists of age over 55;                                                                           

 To help develop the two districts as a common destination for tourists of age over 55;                                                                         

 To help develop effective marketing strategy to make the two districts a preferred 

destination for tourists of age over 55 

Overall strategic vision: 

To create and maintain a recognizable image of the two districts of Zajecar and Vidin as a 

common and attractive tourist destination for tourists of age over 55 with sustainable 

development of all natural, cultural, archeological, historical and economic resources. 

Specific elements of the vision: 

 To help create a strong tourism industry in the two districts; 

 To help create and maintain quality of tourist offers in terms of products and services 

offered to tourists of age over 55; 

 To create common values of the two districts in terms of cultural, historical and natural 

heritage with tourist offers for tourists over 55; 

 To help promote the two districts as a common cross-border destination for tourists of 

age over 55; 

 To support sustainable economic development at cross-border, regional and local level 

by improving tourism services for tourists of age over 55; 

 To help create and maintain a competitive and quality image of the two districts within 

the national tourism market in Serbia and Bulgaria 

Strategic goal is developing cross-border region Zajecar - Vidin as an attractive tourist 

destination for tourists 55 years old and/or older. In order to achieve this, it is necessary to 

meet several criteria:  

 Promote the two districts as attractive tourist destination to a large number of local 

and foreign tourists over 55 years of age. This will help to increase the income in the 

tourism industry in Zajecar region and Vidin region.  
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 Initiate a policy for building CBC mutual support networks to develop and enrich the 

number and variety of tourist services to tourists over 55 years of age during the four 

seasons, thus expanding the market niche. 

 Take action to unite the efforts of the business, civil sector and institutions of the two 

neighboring districts (Zajecar and Vidin), creating an atmosphere for synergy and 

successful development of combining local with foreign tourist destinations for tourists 

over 55 years of age to be operated throughout the year.  

Each of these strategic options requires a higher level of institutional engagement with the 

private sector in order to achieve more effective results. The set of goals of the strategy 

requires a relatively longer period of engagement of the interests of a large number of 

"players" in the tourism market. The support provided by private investment in the tourism 

industry is relatively important for the implementation of the strategy. The promotion of 

tourism investment needs to happen under the auspices of government.  

6.4.1 Strategic priorities and results  

Prioritization is one of the most important aspects for creating a successful strategy. By 

focusing on strategic priorities, there is greater chance for strategy to be implemented in the 

wanted manner, as the activities needed are coordinated and organized. Strategic priorities 

are the values that require special focus on them in order to achieve goals. There are eight 

basic strategy priorities defined in this case. In order to implement the strategy, the main 

parameters have been prioritized, which need to be monitored in the next three to five tourist 

seasons. The eight key strategic priorities are:                                                                                                              

 Quality;                                                                                                     

 Diversification;                                                                                                   

 PPP (public-private partnerships);                                                                      

 Promotion, branding and advertising;                                                  

 Funding;                                                                                              

 New (digital) technologies;                                                                            

 Coordination of local authorities with the private and non-governmental sectors; 

 Investments 

The eight priority areas identified include activities related to the improvement of the following 

indicators:  
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 Cooperation between public authorities, non-governmental and private sectors in the 

field of tourism and promotion of the new tourism product for tourists of age over 55; 

 Targeted promotion of the new product for tourists of age over 55 and tourist services, 

adequate to the needs of tourists of age over 55; 

 Management of tourist destinations;                                                                     

 Quality of the tourist product for tourists of age over 55 and quality of services offered 

to tourists of age over 55;                                                                                 

 Availability and use of tourist "intelligence”;                                                          

 Use of new technologies;                                                                              

 Training and development of human resources to meet the needs of tourists of age 

over 55. 

The next table will provide a detailed description of the expected results. The results are 

expected to be achieved if the current strategy is implemented within the envisaged conversion 

period. The table shows the indicative results that are expected to be achieved in the 

implementation of this strategy. 

Table 6: Basic strategic results 

 

Description of activities 

 

Results 

Increase foreign visitors in the Zajecar and 

Vidin region 

+ 5 % per year 

Increase the number of EU tourists + 5 % per year 

Increase the number of nights spent by 

Bulgarian and Serbian tourists in the two 

regions. 

+ 5 % per year 

Increase the number of foreign tourists 

overnight stays in the region. 

+ 5 % per year 

Increase the share of economically 

interested persons in the development of 

the tourism industry by promoting the two 

districts as a tourist destination for tourists 

To participate at least once a year in at least one 

international promotional event in the field of 

tourism. 
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of age over 55 years by the central 

government and local authorities. 

To build the image of the Zajecar region and 

Vidin region as a suitable destination with 

various products for tourists aged 55 years 

and/or older. 

To conduct research on the attitudes of foreigners 

over age of 55 at international exhibitions; 

To promote the two regions through various 

promotional chanells as a suitable destination for 

tourist of age over 55.  

Increasing and improving the internet 

presence and visibility of the Zajecar region 

and Vidin region. 

Measure the annual number of visits to tourist-

oriented web sites to serve the two regions and 

make efforts and take measures to increase these 

visits annually by at least 10%. 

 

After approximately three tourist seasons (the period considered in this strategic plan), the 

strategic plan is expected to achieve the following results: 

 Promotion of the tourist image of the Vidin and Zajecar districts as a common tourist 

destination for tourists of age over 55 and/or older; 

 Increase the tourist flow in the two regions; 

 Diversification and improvement of tourism services for tourists of age over 55 and/or 

older, according to their needs and preferences; 

 Creation of successful cooperation between public and private sectors in the field of 

tourism services for tourists of age over 55; 

 Better and higher quality of service offered by the tourist staff for tourists of age over 

55, according to their needs and expectations; 

 Improvement of the level of customer satisfaction of age over 55 years. 

6.5 Policy analyses and recommendations  

In order achieve successful strategic approach and policy objectives it is necessary for tourism 

stakeholders to know and respect the following: 

 Tourism law in both Republic of Serbia and Republic of Bulgaria; 

 Rule book on the conditions and manner of performing catering activities, the manner 

of providing catering services;  
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 Classification of hospitality and catering facilities and minimum technical conditions for 

arranging and equipping hospitality and catering facilities; 

 Rulebook on standards for categorization of catering facilities for accommodation in 

both Republic of Serbia and Republic of Bulgaria; 

 Decision on residence tax in both Republic of Serbia and Republic of Bulgaria; 

 Law regarding the form, content and manner of keeping records of guests in both 

Republic of Serbia and Republic of Bulgaria; 

 Rulebook on the content of the tourism register and the documentation required for 

registration and keeping records in both Republic of Serbia and Republic of Bulgaria; 

 The law about income tax in tourism in both Republic of Serbia and Republic of 

Bulgaria; 

 Standards for categorization of tourist accommodation n both Republic of Serbia and 

Republic of Bulgaria; 

 A clear definition of the roles of various stakeholders in tourism; 

 Policy decision-making is longer-term, transparent and that outcomes are evaluated. 

Policy objective is to develop tourism product for silver tourist aged 55 years and/or older while 

respecting all relevant laws in both Republic of Serbia and Republic of Bulgaria. Objectives of 

the strategy are: 

 To help in development of the cross-border region as attractive tourist destination for 

people over 55 years old; 

 To help create timeless tourism product for tourists of age over 55;  

 To help create tourism sector that will create suitable tourist offer and services for 

tourists of age over 55;                                                                           

 To help develop the two districts as a common destination for tourists of age over 55;                                                                         

 To help develop effective marketing strategy to make the two districts a preferred 

destination for tourists of age over 55. 

The main objectives of the project is to encourage a better cooperation between tourism 

stakeholders, including senior’s associations/organizations with elaborating a new, cross-

border tourism product tailored to seniors specific needs and expectations. 

The impact of COVID-19 

The COVID-19 pandemic has disproportionately and especially affected older people around 

the world, particularly their physical and mental health. In less developed countries, older 

adults face additional issues including access to care, weak health systems, poor infrastructure 
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and the specter of severe longer-term socio-economic effects of the crisis. Coronavirus 

containment measures, including confinement measures, physical distancing and restrictions 

on movement and social gatherings, increased the risk for social isolation and loneliness. 

Remaining at home makes it challenging to engage in healthy lifestyles such as physical activity 

and eating well. Tourism industry has been severely hit by the ongoing pandemic, especially 

senior tourists given they are the most endangered by the impact of COVID-19. Tourism 

strategies and policies can and should be revised and remodeled, focusing on safe tourism and 

guaranteeing all requested and necessary measures need for best possible health protection, 

but reality is that tourism, and particularly senior tourism is going to continue suffering major 

losses until the pandemic is halted and put to end.  

6.6 Monitoring models 

The main purpose of the monitoring is to provide continuous supervision of the implementation 

of the strategy objectives. Monitoring and evaluation of results of tourism activities is needed 

in order to achieve the sustainability of tourism destinations. The successful implementation 

of the strategy requires realization of the necessary planned activities in certain order, way 

and timeframe.  

There are many activities in the Strategy that need to be monitored in order to track its 

implementation results and achievements. Each activity should have defined tasks and 

performances and should allow to be measured and their progress controlled in line with 

previously defined parameters.  

This Strategy requires joint monitoring system. All activities taken in to regions, Zajecar and 

Vidin, should be synchronized and conducted with the mutual support and communication. 

There is a need for creation of the common methodological framework to measure tourism 

results and objectives to avoid fragmentation and to prevent the lack of coordination about 

monitoring activities. There is also a need to establish a set of agreed and defined standards 

to monitor existing indicators. 
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Table 7: Monitoring model 

Indicator Means of realization 

A number of tourists from: 

- Serbia  

- Bulgaria  

- Other countries  

- Active promotional campaign 

- Integrated cross-border tourism product for 

tourists 55 years old and/or older 

- Promotion of cultural, historical and natural 

heritage 

A number of: 

- Accommodation facilities and 

shelter places - category 

- Offer of different types of tourism 

- Incensement in tourist flow 

- Enlargement and modernization of 

accommodation facilities in the two districts 

A number of: 

- Nights spent by all tourists 

- Wide promotion of the tourist offer for tourists 

55 years old and/or older through all 

marketing channels 

Revenues gained from:  

- Serbian tourists 

- Bulgarian tourists 

- Creating conditions for additional services 

- Creating of animation for tourists 55 years old 

and/or older 

Revenues gained from: 

- Foreign tourists  

- Complex tourist product for tourists 55 years 

old and/or older 

- Quality and standards 

- Synergy between municipality - regional 

administration - business - NGO sector 

Partnerships between: 

- Organizations from the two 

districts (Zajecar and Vidin) 

- Active collaboration and cooperation 

- Quality and standards 

Number of: 

- Projects implemented under 

European programs for cross-

transnational cooperation, cross-

border cooperation, European 

Structural Funds with emphasis 

on tourism 

- Synergy between: Municipality – Governor’s 

administration – business – NGO sector  
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7. Conclusion 

Population ageing is becoming one of the most significant social transformations of the 21st 

century. It impact all sectors of society. Population ageing comes from many reasons and 

some of the most important are: 

 There is a trend of declining birth rates 

 There a trend of increasing life expectancy 

 There a trend of increasing healthy life expectancy 

Demographic change leads to the fact that tourists over 55 years are becoming very important 

target group, which is much more recognized and exploited in developed countries in Europe 

and United States. In this context, the markets for tourist services are subject to various 

changes. Therefore, concepts, infrastructure and services, if not, need to be changed in the 

coming years. Tourism business representatives need to have information on how markets for 

tourists over 55 will develop in the future. Tourism business need to turn its focus on new, 

potentially big tourist segment such as senior tourism and create offers and products suitable 

to them, as well as develop effective and productive promotional campaign, taking into 

consideration needs, expectations, demands and preferences of the silver tourists. 

Generally, and especially in less developed countries, there is a lack of adequate infrastructure 

for the elderly, and there is a demand for specialized tourism products in this segment. Tourism 

service providers will need to adapt to the new requirements with appropriate proposals. 

Further exchange of knowledge and practices is needed to develop senior tourism and also to 

stimulate older people that even despite their health problems they can enjoy travel and leisure 

activities. The cross-border region of Zajecar and Vidin is not widely recognized as an attractive 

tourist destination at the moment. Tourism development is still divided by the border between 

the Republic of Serbia and Republic of Bulgaria and there is a lack of common image of the 

cross-border region as a single destination for tourists aged 55 years and/or older. 

Currently, the cross-border region does not have a unified image to identify itself as a 

destination of tourist over 55. The main tourism products are mainly focused on several sites 

of high significance, but there is no integrated product based on common tourism resources.  

Identifying the cross-border region as a destination for tourists of age over 55 and its presence 

in tourism distribution networks requires a strategic and commercially oriented approach to 

marketing and development of tourism segment. The strategy contains measures and 

recommendations that aim to make the cross-border region a desirable destination for tourists 
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of age over 55, increase tourist’s interest in the region, increase tourist attendance and, 

accordingly, the revenue from the sale of the new product for tourists aged 55 years and/or 

older.  

The Zajecar - Vidin cross-border region should become recognizable for travel agents and 

other tourism stakeholders as a common tourist destination, suitable and ever-developing 

towards tourism for adults aged 55 years and/or older.  
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