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Abstract  

In this paper, we present a study which analyzes the experiences of elderly 

people, when travelling as tourists to specific destinations. With this specific 

profile we searched results that help us to determine their prospects in 

tourism. The research is also focused on a specific country, Ireland, although 

cross-cultural studies are being developed in Spain. The surveys are carried 

out in three touristic places chosen because of their popularity with our 

target audience. We conduct a survey in which we elicited the expectations 

that exist before visiting that destination regarding the perceived reputation 

of that tourist destination and of the quality of the services offered. These 

aspects also relate to the degree of hospitality of its inhabitants. This allows 

us to determine the tourist experience in the destination, focusing on the 

emotions of the visitor to the destination and of the level of disconnect from 

everyday life that is achieved. We establish the degree to which their feelings 

on the destination are discussed in social networks – an important point as 

this group have not traditionally used social media to a significant degree. 

We try to establish by means of a quantitative study the tourist profile of 

these people of advanced age, which is an area of research that has received 

little attention to date. For this reason, the study reveals knowledge of a new 

visitor profile in tourist destinations, determined by the experience lived.   
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1. Introduction  

 

The impact of tourism in the economic growth of countries and local destinations has been 

widely confirmed (Song, Dwyer, & Cao, 2012; Tugcu, 2014; Webster & Ivanov, 2014). 

Tourism destinations are central to the tourism industry (Kozak & Rimmington, 1999). The 

centre for Strategic and International Studies (2000) describes global ageing as the 
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challenge of the new millennium (Batra, 2009). Obviously, from an operator or destination 

perspective, repeat visits have been intuitively used as an indicator of the positive 

perception of the “product” in question, with repeat purchase indicating a positive attitude 

(Oppermann 2000). 

The impact of perceptions of attributes of products and service on satisfaction has received 

considerable attention in the literature (e.g., Baker et al. 2002; Berry, Seiders, and Grewal 

2002; Bitner 1990; Oliver 1993; Lemon & Verhoef 2016). This is not to say that there is 

not some anecdotal evidence and/or intuitive wisdom that some people return to the same 

destination over and over again (Oppermann 2000). Prior research has suggested that the 

customer’s assessment of an experience influences key outcomes such as customer 

satisfaction (Lemon & Verhoef 2016) and recent research has also focused on the value of 

relative metrics (e.g., satisfaction relative to competitors) as potential good predictors of 

customer behavior (Keiningham et al. 2015). 

The characteristics of senior travelers have become an important area of interest because of 

the market size and its potential for growth (Horneman, Carter, Wei, & Ruy, 2002). Senior 

or mature travelers are already important to the tourism industry, and they will grow in 

importance as the segment grows in size and wealth (Reece, 2004). Pleasure travel has been 

found to be an important issue positively affecting the quality of life of seniors. Although in 

most developed countries the relationship between quality of life and tourism for seniors 

has been investigated, the issue has not been examined widely outside this sector (Lee & 

Tideswell, 2005). 

It is helpful to understand how customer experience is related to more focused constructs, 

such as customer satisfaction and service quality. Customer satisfaction could be one of the 

components of customer experience, focusing on the customer’s cognitive evaluation of the 

experience (Lemon & Verhoef 2016). Dramatic improvements in health care and life 

expectancy have produced rapid growth in the world’s senior population. At the end of the 

twentieth century, 11 percent of the world’s population was aged 60 or above, and it is 

estimated that 20 percent will be 60 years or older by 2050 (United Nations Population 

Division, 1998, cited in Hall, 2006:12-13). The study in marketing is an incipient area of 

investigation in tourism that must be thoroughly explored in order to understand the 

complex environment in which tourism firms and destinations operate (Zeng & Gerritsen 

2014). 

The objective of this study is to analyse the interaction between three key variables: 

expectations, experience and engagement. Related to satisfaction and social media in 

relation to a specific tourists destinations. We test our hypotheses in the context of three 

tourist locations in Ireland: Waterford, Bray and Dun Laoghaire, which are popular tourist 

destinations for elderly people. Surveys were conducted which were analysed using 
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structural equation modelling. All points of view help us in the development of the project 

for the future. A more in-depth analysis can be found (Gómez-Aguilella, 2018). 

This paper is organized as follows. In Section 2 we describe the satisfaction in senior 

tourism. In Section 3 we present our model and hypotheses. Our method, and analysis of 

the outcomes of the survey are described in Section 4. Finally, Section 5 presents our 

conclusions and limitations. 

 

 

2. Satisfaction in Senior Tourism 

 

The aging population in many industrialized countries draws attention from the tourism 

industry mainly because of its substantial size, increasing purchasing power and more time 

available for travel after retirement (Esichaikul, 2012). The senior market has been thus 

cited as one of the most important consumer segments of the tourism industry. (Shoemaker, 

2000; Bai et al., 2001; Horneman et al., 2002; Jang and Wu, 2006). Understanding the 

travel motivations and behavior of elderly people is fundamental to travel businesses that 

compete for this potential growth market (Crompton, 1979; Jang and Wu, 2006). Customer 

satisfaction has been the dominant customer feedback metric for years, and marketing and 

consumer researchers have conducted thousands of studies on the antecedents of 

satisfaction, the measurement of customer satisfaction(in specific contexts),and the 

behaviour a land financial consequences of customer satisfaction (Bolton and Drew 1991). 

To identify the traveler profiles of the elderly, Anderson and Langmeyer (1982) examined 

two senior groups and reported that both over-50 and under-50 groups are likely to take 

pleasure trips for rest and relaxation and for visiting family and relatives, but over-50 

groups are more likely to visit historical sites. Javalgi et al. (1992) revealed that non-seniors 

are a better-educated group than seniors and are more likely to engage in a detailed 

information search process before making a purchase decision (Esichaikul ,2012).  In terms 

of market potential, people older than age 65 constitute an important market segment 

because they have discretionary income and time to travel (Javalgi, Thomas, & Rao, 1992; 

Brewer, Poffley & Pederson, 1995; Moscardo & Green, 1999; Moisey & Bichis, 1999). The 

senior market for persons aged 55 and older possesses a relatively large share of all 

discretionary dollars (Blazey, 1987; Javalgi et al., 1992).  

In promoting tourism, it is also important that visitors receive a high quality experience or a 

high level of satisfaction from their holiday along with other tourism experiences which are 

associated with visitors’ perceptions (Sharma and Dyer, 2012). Understanding the travel 

requirements of senior tourists will be useful for travel planners and marketers to design 
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specific market strategies and to adapt tourist products to the potential needs of senior 

tourists (Esichaikul, 2012). In so doing, their level of satisfaction will be increased. 

 

3. Hypotheses 

 

Anderson, Fornell and Mazvacheryl (2004) have investigated the long-term effects of 

customer satisfaction and concluded that satisfied consumers make recommendations to 

others, therefore securing future income (Kobylanski, 2012). We start from the assumptions 

as postulations made from the data. These serve as the basis for initiating the research or 

argumentation (Gómez-Aguilella, 2018). Users of social networks that are subject to 

information influence are expected to show a greater need to acquire information and 

guidance from contacts with greater knowledge (Chu & Kim, 2011). Most models on 

tourism destination choice include a reference to the importance of previous experience on 

the destination choice process, often symbolized by a feedback loop after the actual 

destination experience into the evaluative stages of future destination decisions (e.g., Chon 

1990; Mansfeld 1992; Woodside and Lysonski 1989). Therefore, it is argued that: 

H1: Expectations of Satisfaction has a direct influence on Experience of Satisfaction 

Woodside and Lysonski’s (1989) model of traveler destination choice included previous 

destination experience in the traveler’s variables that influence destination awareness as 

well as traveler destination preferences (Oppermann 2000). This facilitates their 

engagement in the user-generated contents of social networks (Chu & Kim, 2011). The 

benefits of travel for seniors include a change in everyday routine as well as an opportunity 

to gain new experiences (Batra, 2009). Therefore, it is proposed that: 

H2: Experience of Satisfaction has a direct influence on Engagement  

Laroche et al. (2012) revealed that social networking communities promote shared 

awareness, society's obligation, rites and traditions, trust, and customer loyalty. A year 

later, Brodie et al (2013) specified the reach of consumers in online participation suggesting 

that consumers with a good level of engagement present greater loyalty, empowerment, 

connection, emotional attachment, trust, and above all satisfaction (Gómez-Aguilella & 

Cardiff, 2019). These effects have consistently been shown in customer satisfaction 

research at both the individual and aggregate levels (e.g., Bolton and Drew 1991; Rego, 

Morgan, and Fornell 2013; Verhoef and Van Doorn 2008). Bolton and Lemon (1999) show 

that prior experience influences current satisfaction, which in turn influences future usage 

(Lemon & Verhoef 2016). In the marketing literature, but also the tourism literature, repeat 

purchase and/or visitation often is taunted as something to be desired (Oppermann 2000). 
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Furthermore, destination “familiarity has been proposed as both a positive and negative 

factor in image evaluation. Mostly it has been associated with a more realistic impression of 

destination based on past experience” (MacKay and Fesenmaier 1997, p. 543). Klenosky 

(2002) has shown that before tourists make their travel decision, they formulate a more 

positive affective destination image when the destination-related emotions match their 

motives and the benefits pursued. Based on these findings, it is argued that: 

H3: Engagement has a direct influence on New Expectations of Satisfaction 

 

 

 

 

 

 

 

 

 

Figure 1: Model 

 

4. Research method, results and analysis 

 

Table 1. Measuring scales 
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We conducted our studies on a specific country, Ireland. The surveys are carried out in 

three touristic places: Waterford, Bray and Dun Laoghaire, which are popular tourist 

destinations for elderly people. The study was conducted over one month (between April-

May 2019).  

Regarding the survey, we collected a total of 75 valid questionnaires from visitors to 

Waterford, Bray and Dun Laoghaire, in Ireland. The participants were presented with a set 

of questions related to each of the variables being analysed. Participants were asked to 

express their opinions by indicating their position on each question on a scale anchored at 1 

(completely disagree) to 5 (completely agree).  

In order to design these questions properly, we followed the approach of several authors 

who have proven the goodness of the scales used in previous researches (see Table 1). 

Concretely, for expectations (of satisfaction): Baloglu and McCleary, 1999; Echtner and 

Ritchie, 1991; Gallarza et al., 2002; Kim and Richardson, 2003; Beerli and Martín, 2004. 

For experience (of satisfaction): D. Buhalis and A. Amaranggana, 2015) DiCicco-Bloom 

and Crabtree 2006; Jordan and Gibson, 2004; Finn et al. 2000; Patton and Cochran,2002. 

And for engagement: Nunnally and Bernstein, 1994, Sprott, Czellar and Spangenberg, 

2009. 

Table 1 records the measuring scales for each of the three variables and statistics related to 

the principal demographic characteristics of the participants are summarised in Table 2. The 

analysis of the data obtained in the questionnaires demonstrates the hypothesis and the 

relationships between variables. From the measurement of the variables (expectation, 

experience and engagement) and the number of items used for each scale, as well as the 

references used, the instrument was validated by first contrasting the model with a 

confirmatory factor analysis structural equation.  

Table 2. Sample Characteristics 
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Our results are shown in Table 3. It has been demonstrated that there is a strong relationship 

between the variables. 

Table 3. Variable and average 

 

 

While the qualtities of data available for analysis were quite small, the findings of 

hypotheses result in positive feedback (Table 4). 

Table 4. Relationships in model 

 

 

5. Conclusions and limitations 

 

When destinations then associate sociodemographic, lifestyle, or other variables with the 

individual tourist loyalty types, one hopefully arrives at distinct categories especially with 

respect to their choice of information sources. In turn, this will allow destination to 

specifically target the desired loyalty types (Oppermann 2000). 

While the results of this study cannot be generalized due to the limited geographical 

coverage both with respect to origin and destination and due to the low response rate, this 

exploratory study does suggest that the behavioral measure of loyalty by itself can be a 

reasonable or even good predictor of future tourism destination choice. It certainly purports 

the notion that past experience has an influence on future behavior in a tourism destination 

choice context (Oppermann 2000). 
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A possible limitation of this research is that it focused mainly on data collected from Irish 

seniors and is not representative of the total senior pleasure tourists in Ireland. Another 

possible limitation lies in the fact that the research based on the selected literature focused 

only on three variables: expectatives, experience and engagement. Further study could 

discriminate among nationalities and gender, as travel behavior and travel experience for 

different nationalities and genders may differ. 
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