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Abstract: The increasing number of elderly tourists requires adapting tourism services to address
their specific health and comfort needs, which presents a new challenge for the industry. The aim
of this study is to check the readiness of the tourism sector for demographic changes, to identify
the characteristics of seniors that should be taken into account when constructing tourist offers,
and to learn about the reasons for non-participation in tourism by different age groups. The study
used data from a survey conducted among Polish companies from the tourism sector and data
from Statistics Poland regarding the travelling habits of Polish people. Correspondence analysis
and Sequence, Association and Link Analysis (SAL) were used. The surveyed companies from the
tourism sector have noticed demographic changes related to the ageing of the population and are
actively responding to these changes. The most important factors influencing the construction of
offers for seniors are health and mobility issues and problems with modern technology. Seniors give
up tourism mainly because they prefer to stay at home followed by health or mobility issues.

Keywords: tourism industry; population ageing; seniors’ needs; SAL method; correspondence analysis

1. Introduction

Tourism, as an industry particularly vulnerable to economic, climate, and health crises,
faces many challenges. Currently, it is in the recovery phase following the COVID-19
pandemic. According to forecasts from the World Travel and Tourism Council [1] and the
United Nations World Tourism Organization [2], the industry may return to pre-pandemic
levels by 2025, which underscores its dynamic nature.

To sustain or increase growth in the coming years, it is essential to implement measures
aimed at targeting the senior segment. Older adults constitute an expanding demographic
that may soon form the majority of tourism service consumers [3]. This shift requires a
reevaluation of how seniors are perceived, alongside an acknowledgment of the need to
tailor offerings to their specific needs, limitations, requirements, and expectations [4], given
the substantial beneficial impact of tourism on the physical and mental health of older
adults [5]. An additional challenge for the tourism industry lies in the significant diversity
within this segment. The heterogeneity of this group can be discussed in various ways;
however, from the perspective of tourism, it is useful to focus on the dimension of activity
levels. Active seniors are more likely to engage in tourism, gaining health benefits that
are both physical and psychological. It is worth noting that a significant proportion of
those currently classified as seniors are fully capable, financially independent, active in
new technologies, and open to new opportunities [6]. Despite their activity and inclination
to travel, offerings targeted at this consumer group should consider specific requirements
associated with later life, such as a slower pace, possible mobility limitations, or slower
or reduced sensory perception [7]. A much greater challenge for the tourism industry
related to the ageing of societies is encouraging participation in tourism among less active
seniors. Research indicates that there are numerous reasons why older adults may not
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participate in tourism [8], and this, combined with the heterogeneity of the group itself [9],
makes it impossible to create a universally applicable offering. These are the reasons why
continued research, repeated studies, and the identification of previously unexplored areas
are essential if a focus on the senior segment is to help the tourism industry offset the
decline in the number of younger consumers.

The proposed study closely relates to the needs outlined above.
The study aims to assess the readiness of the tourism sector for demographic changes,

to identify the characteristics of seniors that should be taken into account when constructing
tourist offers and to learn about the reasons for non-participation in tourism by different age
groups. Implementing the study’s objectives will facilitate the identification of challenges
that the tourism sector faces now and will have to deal with in the future.

This article is divided into six parts. The introduction addresses the challenges facing
the tourism industry in the context of social transformations associated with an ageing
society. The literature review is organised into six thematic sections, covering the economic
and social implications of population ageing, the concepts of active and healthy ageing,
the development of the silver economy as an opportunity amidst structural changes in
European societies, the role of the tourism sector in the economy, the potential of seniors as
a growing market segment in tourism, and the specific challenges that the senior market
presents to tourism. The following section describes the data used and the research methods
employed. Then the results of the study are presented, and the conclusions and discussion
are provided. The last chapter outlines the study’s limitations and potential directions for
future research.

2. Literature Review
2.1. Economic and Social Implications of an Ageing Population

Social transformations within the European Union primarily relate to the ageing
of populations in European countries. Population ageing affects all aspects of society,
including healthcare, social security, education, the labour market, socio-cultural activities,
and family life [10–12]. Consequently, numerous challenges arise, particularly of a political
and economic nature. These include issues related to pension systems and social security
provisions, as well as labour markets and health policies [12–15]. One of the greatest
challenges facing society is the shifting balance between the working-age population and
the non-working-age population, which may negatively impact national income [16,17].
This shift has significant implications for pensions and other policies in which the current
workforce funds benefits for retirees [18]. As early as 1998, the OECD addressed this
issue, noting that ‘Fewer workers to support a larger number of retirees raises fiscal issues
and questions of intergenerational equity’ [19] (p. 9). Evidently, in addition to economic
concerns, social implications were also recognized. These include negative stereotypes
about the elderly being perceived as a burden on younger generations [20], as well as age
discrimination, particularly in health and employment contexts [21–24]. Older adults are
often identified as passive, with limited interest in social engagement or adaptation to
changes (such as technological advances), viewed as frail or disabled, and as being ‘near
the end of life’ [25].

In the intergenerational sphere, there is also a notable lack of social capital, reflected in
the fact that typical family structures now provide less intergenerational support than in
the past [26].

Alongside these challenges, there are also emerging opportunities, with the devel-
opment of the silver economy coming to the forefront [27–30]. The trajectory of this
development will directly depend on the well-being of the older segment of society [8].
Consequently, numerous initiatives at the social, governmental, and pan-European levels
are being introduced, such as programs to support seniors and the promotion of active
aging and healthy ageing principles.
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2.2. Active and Healthy Aging

The concepts of active and healthy ageing play a crucial role in transforming the chal-
lenges posed by ageing societies into opportunities for affected economies. The theoretical
foundations of active ageing trace back to Robert Havighurst [31], who recognised that
the well-being of older adults is linked to/results from their continued engagement in
activities. The concept of active ageing has been developed by the World Health Organiza-
tion. It aims to enable seniors to remain active in the labour market while also preventing
their stigmatisation and social exclusion. Active ageing focuses on allowing people to
maintain their independence and reach their potential regardless of age. It emphasises the
importance of maximising health, participation, and security in enhancing well-being as
individuals age [32]. According to the definition provided by the International Council
on Active Aging (ICAA), the vision promoted encompasses all individuals—regardless
of age, socio-economic status, or health condition—fully engaging in life across seven
dimensions of well-being: emotional, environmental, intellectual/cognitive, physical, occu-
pational/vocational, social, and spiritual (Figure 1).
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The ICAA Model [33] has introduced nine principles of active ageing to assist gov-
ernments, providers of products and services, employers, and health-related sectors in
addressing the challenges posed by an aging population:

• Populations: The varied demographic of older adults necessitates a range of solutions;
• People: It is essential to have trained and dedicated individuals to cater to the needs,

capabilities, aspirations, and desires of older adults;
• Perceptions: Ageism and negative stereotypes associated with ageing hinder the

development of an inclusive society;
• Potential: The ageing population is giving rise to new economic opportunities;
• Products: There is a demand for products and services specifically designed to meet

the needs and expectations of older adults;
• Promotions: Older adults represent a crucial market segment that should be targeted;
• Places: Environments should be designed to accommodate a variety of functional abilities;
• Policies: The rights of older adults must be safeguarded;
• Programs: The seven dimensions of wellness provide a foundation for these principles.

The World Health Organization (WHO) has focused on the concept of “healthy ageing”
as a key part of its work on ageing from 2015 to 2030. This shift replaces the earlier emphasis
on “active ageing”, which was a policy framework introduced in 2002. Healthy ageing aims
to enable older individuals to remain valuable contributors to their families, communities,
and economies, emphasising the importance of action across various sectors [34].

Both the concepts of active ageing and healthy ageing align with the principles of
structural functionalism [35], which view society as a complex system where its components
work together to foster solidarity and stability.
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Jia et al. [36] research results indicate the multidimensionality of prosocial tourist
behaviour and the relationship between tourist prosocial and tourist well-being. This
aspect is crucial for the well-being of senior tourists. Structural functionalism, a perspective
in sociology and related disciplines, views society as a complex system composed of
interdependent institutions, roles, norms, and relationships [37]. Each element is seen as
essential to maintaining the stability and functioning of society as a whole. According to
this framework, social change occurs as an adaptive response to tensions or imbalances
within the system. When one component of the system changes, it creates tension with
other components, prompting adjustments in those parts to restore equilibrium and ensure
the system’s overall continuity. Within the framework of these concepts, a vision emerges of
seniors being integral members of society aware of their roles and increasingly influencing
various areas of social life. The proactive attitude of this growing demographic translates
into shifts in preferences, needs, and expectations regarding market offerings.

2.3. Silver Economy

For many years, there has been a noticeable phenomenon of significant heterogeneity
within the senior demographic [38–40], which can be broadly categorised into active and
inactive individuals. In this context, the development of the silver economy is expected to
unfold in a bidirectional manner [41]. Regarding inactive seniors, it can be anticipated that
this development will focus on the provision of products and services related to caregiving,
support for the lonely and ill, as well as an increase in the number of day-care and long-term
care facilities. In contrast, for seniors who remain active, the development of the silver
economy must consider their current needs while also adapting to changes brought about
by generational shifts in the profile of older adults.

The generational transformation indicated above refers to the significant differences
between today’s seniors and their predecessors [42]. Primarily, this group consists of
individuals who enjoy better health, are aware of their needs, and are willing to embrace
challenges. They possess strong digital skills [43–45] acquired during their younger years,
which enhances their connectivity. Typically, their financial situation is also more favourable.
As a result, the consumer behaviours of today’s seniors differ significantly from those of
previous generations. In 2014, Harper noted that future generations of older adults are
likely to possess an even higher level of human capital in terms of education, skills, and
abilities, as well as improved health profiles. This advancement will enable them to remain
active, productive, and contributors to societal development for a significantly longer
period ([11], p. 2).

As highlighted by Bond et al. [46], the 1990s saw a shift in the definition of retirement
transition from a focus on the style and values acquired during one’s working years to
personal and social identity expressed through lifestyles shaped by a consumer society and
various activities outside of paid work. Consequently, older adults no longer operate within
the frameworks of their previous employment and do not define themselves by their past
professional roles. Their identities are increasingly expressed through consumption. In this
context, the significance of the transition from paid employment to retirement diminishes as
consumption patterns become more decisive than paid work in shaping personal identities.

As noted by Kieżel [47], older consumers were observed to shift from actively seeking
offers to engaging in habitual or family-established purchasing patterns. However, con-
sidering the aforementioned generational changes in the senior profile, it can be posited
that today’s seniors are actively searching for offers, gathering information, and making
comparisons. This indicates that they are evolving into a group of informed consumers,
akin to individuals from other age cohorts [48].

The silver economy thus focuses on older adults as a new class of consumers, whose
contributions are expected to drive growth in European economies. Its central principle
is that ageing represents an investment and a business opportunity, rather than merely
a burden on public healthcare resources, forming the foundation of EU policies related
to active and healthy ageing [49,50]. Promoting active ageing can be achieved not only
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through the adoption of technological and scientific innovations but also by implementing
new business strategies aimed at gaining a deeper understanding of the behaviours and
emerging proactive attitudes of older adults [25].

Ageing societies present both challenges and opportunities for business marketing.
Older individuals are increasingly controlling a significant portion of family wealth and
contributing substantially to national consumption, thus exerting a strong influence on
corporate performance through their consumer behaviours, which have been referred to
as the grey tsunami [25]. Among the sectors poised to benefit significantly from the silver
economy, tourism is prominently mentioned [51].

2.4. The Tourism Sector in the Economy

Tourism is a significant driver of economic growth due to its impact on stimulat-
ing economic activity, creating jobs, promoting regional development, supporting local
communities, and generating income and foreign exchange [52–54].

The tourism industry affects countries’ Gross Domestic Product (GDP) in three primary
ways [55]. The first, known as the direct effect, involves industries that are directly related
to tourism spending. The second is referred to as the indirect effect, which comprises the
goods and services purchased by tourism businesses from their suppliers, forming part
of the tourism supply chain. The third impact, called the induced effect, pertains to the
sales, income, or employment generated from household spending resulting from income
derived from tourism expenditures, whether directly or indirectly.

Recent annual research conducted by the World Travel and Tourism Council [1] reveals
that, in 2019, prior to the pandemic, travel and tourism—including its direct, indirect, and
induced effects—accounted for 10.5% of all employment (334 million jobs) and 10.4%
of global GDP (USD 10.3 trillion). By 2023, the travel and tourism sector contributed
9.1% to global GDP, marking a 23.2% increase compared to 2022, and just 4.1% below the
2019 level. Additionally, 27 million new jobs were created in 2023, reflecting a growth of
9.1% from the previous year and only 1.4% short of the pre-pandemic figure. According
to the UNWTO, the direct GDP of tourism globally returned to pre-pandemic levels in
2023 [2]. The tourism industry is particularly sensitive to demographic shifts and economic
fluctuations, primarily due to its reliance on consumer spending, which is closely tied to
the overall economic climate [56]. For instance, global financial crises, such as the one
in 2008–2009, significantly curtailed travel activities and reduced spending on tourism,
directly impacting the sector’s revenues [2]. Likewise, the COVID-19 pandemic in 2020
led to an unprecedented drop in international travel by approximately 74%, resulting in a
revenue loss of USD 1.3 trillion, which equated to nearly 2.5% of global GDP [57].

2.5. The Potential of Seniors as an Emerging Market Segment in Tourism

Tourism and recreational activities are two key areas associated with active and
healthy ageing of the senior population, playing a significant role in the silver economy.
Seniors, in particular, have greater flexibility in managing their leisure time compared
to younger age cohorts [58]. Engaging in tourism and recreational pursuits enhances
mobility, positively impacting their mental, psychological, and physical well-being. With
advancements in technology and healthcare, along with the provision of transportation
solutions for individuals with limited mobility, silver tourism has emerged as a crucial
component of the silver economy, especially within the context of an increasingly ageing
Europe [59]. Since the early 21st century, there has been a growing interest in senior
tourism [60,61]. The expanding demographic of seniors has attracted the attention of
tourism industry institutions due to their purchasing power. This is because older travellers
tend to be wealthier, healthier, more active, and possess more leisure time than their
predecessors [62–64]. As a result, seniors now constitute a primary market segment for the
tourism industry, including cruises [65], both in terms of the volume of trips taken and the
magnitude of their expenditures [66].



Tour. Hosp. 2024, 5 1461

2.6. Specific Challenges for Tourism Related to the Senior Market

The process of active aging recognizes the value and importance of maintaining good
health among older adults while allowing them to remain in their usual environments [67].
This perspective has served as a foundation for research on active ageing, with particular
emphasis placed on the development, maintenance, and enhancement of skills that lead
to a greater sense of well-being. One aspect of well-being that has attracted increasing
scholarly attention is travel. Research has shown that tourism positively influences the
subjective well-being of older adults and their level of social engagement by enhancing
their self-esteem and confidence [68,69]. Considering the potential of active ageing to
positively improve the overall health of seniors on both physical and psychological levels,
initiatives that promote active ageing, including tourism, have emerged as significant
areas of research concerning factors related to seniors’ health. One way to achieve a better
health profile, help people to adjust to retirement, and improve their quality of life is
through travel. Research confirms the positive impact of travel on the overall well-being
of seniors [70]. Travel experiences, including romantic tourism [71], social tourism [68],
and local tourism [72], significantly elevate the level of this well-being. Some authors
suggest that a higher frequency of travel [73–76] is more meaningful for seniors than
the average duration of their trips. Additionally, the level of activity during travel not
only influences the experience itself but also affects the overall well-being of the older
traveller [70]. Factors that serve as specific triggers for well-being among older travellers
include the aesthetics of locations and therapeutic landscapes [77]. It is also emphasised
that relationships with people are as important for the well-being of tourists as contact with
the natural environment [78].

Seniors represent a highly heterogeneous group of travellers, which presents signif-
icant challenges for the tourism industry. One result of this considerable heterogeneity
and diversity in the senior tourism market is the requirement for a greater variety of travel
options than in previous years—ranging from preferences for organised tours to individual
trips [79]. The demand for tourism and recreation is expected to grow systematically, as
these activities are now recognized as important aspects of senior life, which—evidence
suggests—enhance mental and physical well-being and help seniors adjust to retirement [3].
The same observations are made by seniors engaged in cruise tourism [80].

Based on the literature review, the following research hypotheses are proposed:

• H1: the tourism sector recognises demographic changes related to the ageing of
the population;

• H2: market observation ensures that the tourism sector recognises the factors necessary
for the proper design of the tourist offer;

• H3: demographic changes affect the lower involvement of the tourism sector in
adapting the offer to the needs of seniors;

• H4: there are generational differences in the determinants of abandonment of tourism;
• H5: seniors give up tourism due to habits acquired during their professional activity.

Given the significant body of literature on the impact of demographic change on the
tourism sector, it is reasonable to hypothesize (H1) that the tourism industry is increasingly
recognizing the need to adapt to these shifts. Hypothesis H1 is built on the premise that the
tourism sector must acknowledge the ageing of the population and respond with tailored
strategies to meet the needs of seniors.

Based on the literature and the understanding that older adults have specific and evolv-
ing needs, hypothesis H2 posits that market observation ensures that the tourism sector
recognizes these needs. By observing and analysing the behaviour and preferences of senior
tourists, the tourism industry can design more suitable offerings for this demographic.

The behaviour of the tourism sector described in hypothesis H3 may result from the
need to incur financial outlays for infrastructure modernization. The tourism sector may
also expect that seniors, compared to professionally active people, have lower financial
resources that they can allocate for tourist activity. This may discourage the tourism sector
from developing an offer for seniors.
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Hypothesis H4 is grounded in the significant diversity within the senior segment.
Studies on generational differences in senior tourism indicate that older generations may
exhibit distinct attitudes towards tourism when compared to younger seniors.

The reasoning behind hypothesis H5 is rooted in the literature suggesting that work
habits influence retirement behaviours, including travel patterns. Given that seniors often
face lifestyle adjustments after retirement, it is hypothesized that these adjustments, shaped
by professional activity, influence their participation in tourism.

The study aims to address the following research questions:

• RQ1: Is the tourism sector ready for demographic changes, and does it recognise the
factors determining a good tourist offer for seniors?

• RQ2: What are the reasons for not participating in tourism, and can the tourism sector
increase the tourist activity of seniors?

3. Data and Methods

The COVID-19 pandemic has temporarily shaken the growing importance of the
tourism sector in the economy. However, as statistics have shown, this sector has been
recovering quickly since the crisis.

The study aimed to determine whether the tourism sector is preparing for demo-
graphic changes, how it differentiates offers for seniors from other offers, and to identify
the challenges that companies, institutions and service providers of tourist goods and
services will have to face in the future.

The objective of the study was achieved using two data sources. First, the data
collected during a survey among exhibitors during the Tourism and Leisure Fair were used.
This event took place on 22–24 March 2024 in Wroclaw, Poland. Respondents participated
voluntarily and anonymously in the Tourism Sector Readiness Survey for the Changing
Needs of Current and Future Seniors. A PAPI-type survey (Paper and Pencil Interview)
was carried out. The organiser of the fair, MTT Sp. z o.o., agreed to conduct interviews
during the fair. Of 47 exhibitors (domestic and foreign), 42 participated in the survey, and
five refused to participate. The respondents represented companies, organisations, national
and foreign governments. The survey does not include representatives of hotels, travel
agencies, or catering companies (a separate study on the indicated topic is planned for this
part of the tourism sector). The questionnaire design allowed for the identification of the
readiness of the tourism sector for demographic changes.

The following questions were asked in the questionnaire:

1. Q1: Do you see the need to adapt your offer to demographic changes? (Yes, No);
2. Q2: Do you currently have an offer dedicated to seniors? (Yes, No);
3. Q3: Are you going to launch such an offer? (Yes, No);
4. Q4: When do you intend to introduce the offer for seniors? (In a few months; In one

year; In more than a year; It is difficult to determine);
5. Q5: Is your offer for seniors different from other age groups? (Yes, No);
6. Q6: How does the offer for seniors differ from those for other age groups? (open question);
7. Q7: Should the offer for seniors differ from the offer for other age groups (Yes, No);
8. Q8: Based on your experience, what qualities of a senior should be included in the

offer? (Need for peace and quiet (1); Less financial capacity (2); Mobility problems
(3); Lack of knowledge of foreign languages (4); Slower reactions to stimuli (5); Lack
of knowledge of new technologies (6); Need for physical safety (7); Need for mental
safety (8); Lack of companionship (9); Other (10));

9. Q9: How do you reach seniors with your offer?/How do you plan to reach seniors
with your offer? (Internet; magazines + newspapers; Senior clubs; parishes; Uni-
versities of the Third Age; By existing (younger) customers; By existing customers
(seniors); Other);

10. Q10: Why don’t you plan to introduce an offer for seniors/adapt the offer to the
needs of seniors? (Financial reasons; The demand for such services will be too low;
There is no need to differentiate offers based on age; We observe the behaviour of the
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competition, we will take action if necessary; Organising an offer for seniors requires
too much effort; Lack of state support in co-financing such an offer; Difficulties in
reaching the target group with the offer; Other);

11. Q11: How would you determine the age of a senior citizen? (55+; 60+; 65+; 70+; 75+;
It’s hard to say).

The second data source used in the analysis was non-identifiable individual data
collected by the Central Statistical Office in Poland. Data collected in 2023 based on the
questionnaire titled Participation of Polish residents in domestic/foreign trips [81] were used. The
survey of residents’ participation in travel involved 98,083 people and 68,550 non-residents
travelling to Poland (Table 1). Selected data allowed us to identify factors determining the
participation of pre-seniors and seniors in tourism in the future.

Table 1. Structure of the studied populations.

Age Groups
Participation of Polish Residents in Domestic/Foreign Trips

Men Women
% of M % of N % of W % of N

Under 15 17% 8% 16% 8%
15–24 10% 5% 9% 4%
25–34 11% 5% 12% 6%
35–44 19% 9% 20% 10%
45–54 17% 8% 17% 8%
55–64 12% 6% 14% 7%

65 or over 15% 7% 19% 9%

Total (M or W) 47,174 50,909
Total (N) 98,083

Note: % of N–percentage of total respondents. Source: Own study based on Statistics Poland data [81].

Women predominate in the questionnaire survey on tourism among Polish residents
and visitors to Poland. In the survey of tourist behaviour of Polish residents, the most
significant number of women aged 35–44 was observed. On the other hand, in the survey
of non-residents coming to Poland, similar shares were recorded for women and men
aged 35–44 and those aged 45–54. When analysing the participation of seniors (65+) in
the conducted research, it should be pointed out that in the group of people travelling
to Poland, they constituted only 7% of men and 5% of women. In contrast, in the study
on tourism participation, this age group was 15% male and 19% female. Statistics Poland
data [81] gathered information on respondents’ gender, age, and reasons for not participat-
ing in tourism.

The aim of this study was achieved using SAL analysis and correspondence analysis.
Sequence, Association and Link Analysis (SAL) is one of the basket analysis meth-

ods for searching for relationships and discovering dependencies. This method detects
solutions to meet customer needs [82–84]. The term transaction appears in the following
interpretations since it was initially a method dedicated to analysing shopping baskets.
However, this method is now more widely used to associate specific choices made by the
studied individuals.

The results of the SAL analysis are association rules assessed according to their fre-
quency in the studied data set. It is necessary to recognize the rules of association, which
are conditional sentences if the Antecedent, then the Consequent. The antecedent indicates
the successor, and there is a cause-and-effect relationship between them. Therefore, it is
necessary to determine the confidence (1) and support (2) indicators [85]:

P(A) =
P(A ∩ B)

P(A)
=

number o f transactions containing A and B
number o f transactions containing A

(1)
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P(A ∩ B) =
number o f transactions containing A and B

total number o f transactions
(2)

The confidence score allows for the determination of what percentage of transactions
(client choices) of A also contain B. Support, on the other hand, is the percentage of
transactions (client choices) in the entire set of transactions (client choices) that contain
both A and B. When evaluating phenomena in terms of their co-occurrence with other
phenomena or their occurrence against the background of others, it is necessary to establish
rules that evaluate sets of transactions (client choices) as significant. Therefore, indicating
a minimum value for confidence and support factors is essential. These values vary
depending on the research problem. In addition, the correlation coefficient is determined in
the analysis. It informs us to what extent making a transaction (client choices) A increases
(positive correlation) or decreases (negative correlation) the probability that a transaction
(client choices) B will be executed (i f A then B = support i f A then B

con f idence i f A then B ). Lift is a modification
of the correlation measure. It determines the impact of selling product A on the probability
of selling product B (i f A then B = con f idence i f A then B

support o f B ).
Based on the criteria for assessing confidence and support, a network of association

rules is created, showing the consequents and antecedents in the acceptable sets. Networks
show their connections. Support for the antecedent of the rule, as well as its consequent,
is illustrated by the size of the points representing transactions (choices). The thickness
of each line determines the relative support for the two sets connected by the line, and its
colour determines the relative level of growth.

Another method used in the study is the analysis of correspondence. The scope of
application of this method is vast, e.g., regarding socio-economic areas [86–88] or the
behaviour of individuals [89–92]. Correspondence analysis can be used for nominal and
ordinal data. The data must be recorded in the contingency table. As a result, the actual
relationships of variable categories in low-dimensional space are checked. The advantage
of correspondence analysis is the possibility of a graphical presentation of the results. For
this purpose, it is necessary to determine the coordinates of the rows and columns of the
contingency table. This operation is carried out based on singular value decomposition
(SVD) for a correspondence matrix based on the contingency matrix:

A = D−1/2
r

(
P − rrT

)
D−1/2

r (3)

where
Dr = [pi·] (Dc =

[
p·j

]
)—diagonal matrix of row (column) masses in multiway contin-

gency table;
P—matrix of observed proportion (P =

[
pij

]
=

[ nij
n

]
, nij—the frequency in the i-th

row and j-th column).
The principal coordinates of the rows and columns are calculated using Formulas (4) and (5):

F = D−1/2
r UΓ (4)

G = D−1/2
c VΓ (5)

where
Λ, U, andV result from the singular value decomposition of the A matrix (A = UΛVT),

and Γ2 = Λ, Λ = [λk].
Based on singular values (γk), eigenvalues (λk) are determined, followed by the total

inertia λ: λ = ∑K
k=1 λk = ∑K

k=1 γ2
k . The presentation of the relations of the variable cate-

gories given in the contingency table can be performed in the K-dimensional space, where
K = min (r − 1; c − 1) is the number of rows (columns) of the matrix. The participation
of eigenvalues in the total inertia contributes to assessing the quality of reflecting the real
relationships of variable categories presented in low-dimensional space.
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The conclusions presented in the article are the result of the applied analyses. For this
purpose, an Excel spreadsheet, as well as the Statistica v13 and IBM SPSS Statistics 29 (PS
IMAGO PRO 10.9) programs, were used. Statistica uses modules to analyse correspondence
and SAL. SPSS was used to develop the datasets. The results were visualised using Excel
and Statistica v13.

4. Results of the Study

The survey provides many interesting conclusions related to the sector’s recognition
of the tourist needs of seniors and the readiness to meet these needs. Figure 2 presents a
diagram of the order of answers with an indication of the number of respondents choosing
individual categories.
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Demographic changes related to the ageing of societies and the need to adapt the 
tourist offer to this situation (Q1 Yes) were noticed by 36 companies (Figure 1). Only 7 of 
them currently do not have an offer dedicated to seniors (Q2 No). Therefore, it was 
checked in which of the 29 companies with an offer for seniors this offer is different from 
other age groups. It turned out that this situation occurred at 27 exhibitors (Q5 Yes). Of 
the exhibitors who do not have offers for tourists (Q2 No), six stated that they intend to 
introduce such an offer (Q3 Yes), but in more than a year (Q4). Requesting a more detailed 
answer to question 5 was performed to indicate how the offers for seniors proposed by 
exhibitors differ from offers for other age groups. These were most often the price of tick-
ets and taking into account the physical abilities of seniors, as well as the off-season offer, 
groups for seniors without the participation of younger people, weekend offers, 

Figure 2. Response pattern and number of respondents.

Demographic changes related to the ageing of societies and the need to adapt the
tourist offer to this situation (Q1 Yes) were noticed by 36 companies (Figure 1). Only 7 of
them currently do not have an offer dedicated to seniors (Q2 No). Therefore, it was checked
in which of the 29 companies with an offer for seniors this offer is different from other age
groups. It turned out that this situation occurred at 27 exhibitors (Q5 Yes). Of the exhibitors
who do not have offers for tourists (Q2 No), six stated that they intend to introduce such
an offer (Q3 Yes), but in more than a year (Q4). Requesting a more detailed answer to
question 5 was performed to indicate how the offers for seniors proposed by exhibitors
differ from offers for other age groups. These were most often the price of tickets and taking
into account the physical abilities of seniors, as well as the off-season offer, groups for
seniors without the participation of younger people, weekend offers, additional attractions
included in the price, extra transport, duration of attractions, pace of implementation, and
straightforward language. This is essential information showing how the available offers
are diversified as a result of identifying the needs of seniors, which the exhibitors indicated
in their responses to question eight:

1. Mobility problems (28 exhibitors) and lack of knowledge of new technologies (24);
2. Lower financial capacity (19) and lack of foreign language skills (20);
3. Slower responses to stimuli (15) and the need for physical safety (13);
4. The need for peace and quiet (9), the need for psychological safety (9) and the lack of

company (8);
5. Other (3).

Identifying the needs of seniors and creating an adequate offer by the tourism sector
must be accompanied by selecting the right communication channel. Figure 3 shows
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the paths that the exhibitors at the Tourism Fair intended to take with their offer to
reach seniors.
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Respondents who were directed to question Q10 during the completion of the ques-
tionnaire specified why they would not introduce an offer for seniors. Most often, they
stated that they did not see the need to do so, believing that the demand for such services
and goods would be too low, or anticipating difficulties in reaching the target group. For
the exhibitors, seniors are those aged 60+ (18) or 65+ (17). Only five companies recognise
seniors as aged 75+ (Q11).

The SAL analysis brought further important conclusions from the questionnaire survey.
It was assumed that the rules according to which the consequents have the characteristics
of a senior citizen should be taken into account in the tourist offer (Q8) will be considered.
A minimum support of 50% and a minimum confidence of 90% are assumed, i.e., 50% of
items saved in the consequent are selected only from items from antecedents. However,
the confidence condition imposes the selection of only those rules that indicate that 90%
of items from the consequent occur only from items in the antecedent. Therefore, it was
important to have the characteristics of seniors necessary for a tourist offer with a 50%
chance, and specific solutions in the offers must be associated with 90% of the other factors
taken into account in the analysis. The analysis omitted trivial rules resulting from the
questionnaire passage scheme (Figure 2), which, in effect, indicated 100% confidence.
Table 2 contains the rules in which, with the assumptions made regarding support and
confidence, the consequent includes the variant of the answer to question 8.

The only category of answers to question 8 that meets the condition of minimum
support and confidence are mobility problems of seniors (Table 2), which is indicated
as the consequent. Of all the respondents’ choices, almost 60% were recorded in which
exhibitors have an offer dedicated to seniors (Q2_Yes), believe that solutions responding to
the mobility problems of seniors should be included in the offer (Q8_3Yes), and did not
indicate other characteristics of seniors (Q8_10). If this solution is accompanied by the view
of the need to differentiate offers (Q7Yes), it is still 60% of all respondents’ responses. When
the indication that demographic changes in society are taken into account in the company
(Q1Yes) is added to this set of responses, the share of responses containing Q8_3Yes declines
to 57%.
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Table 2. Rules with seniors’ characteristics necessary to be included in the tourist offer as the
consequent of the SAL.

Min: Support = 50.0%, Confidence = 90.0%

Antecedent ==> Consequent Sup. (%) Con. (%) Lift

Q8_10No, Q2Yes ==> Q8_3Yes, Q7Yes 59.52 92.59 1.5
Q8_10No, Q2Yes ==> Q8_3Yes 59.52 92.59 1.39

Q8_10No, Q2Yes, Q7Yes ==> Q8_3Yes 59.52 92.59 1.39
Q8_10No, Q1Yes, Q2Yes ==> Q8_3Yes, Q7Yes 57.14 92.31 1.49
Q8_10No, Q1Yes, Q2Yes ==> Q8_3Yes 57.14 92.31 1.39

Q8_10No, Q1Yes, Q2Yes, Q7Yes ==> Q8_3Yes 57.14 92.31 1.39
Q8_10No, Q2Yes, Q5Yes ==> Q8_3Yes, Q7Yes 54.76 92.00 1.49
Q8_10No, Q2Yes, Q5Yes ==> Q8_3Yes 54.76 92.00 1.38

Q8_10No, Q2Yes, Q5Yes, Q7Yes ==> Q8_3Yes 54.76 92.00 1.38
Q8_10No, Q1Yes, Q2Yes, Q5Yes ==> Q8_3Yes, Q7Yes 52.38 91.67 1.48
Q8_10No, Q1Yes, Q2Yes, Q5Yes ==> Q8_3Yes 52.38 91.67 1.38

Q8_10No, Q1Yes, Q2Yes, Q5Yes, Q7Yes ==> Q8_3Yes 52.38 91.67 1.38

Combinations of respondents’ choices consisting of answers indicating that exhibitors
have an offer dedicated to seniors (Q2_Yes) that is different from offers for other generations
(Q5Yes) (regardless of whether there is an indication that the offer should be differentiated
between age groups—Q7TYes), that they believe that the offer should include solutions
responding to the mobility problems of seniors (Q8_3Yes), and did not indicate other char-
acteristics of seniors (Q8_10) account for 55%. Again, when the indication that demographic
changes in society are taken into account (Q1Yes) is added to this set of responses, the share
of responses containing Q8_3Yes declines to 52.4%.

These two examples indicate that the issue of demographic changes related to the
ageing of society is an aspect that negatively affects the preparation of tourist offers for
seniors and may limit or inhibit the activities of the tourism sector in this aspect.

The highest confidence value was recorded in three situations (Table 2):

• A total of 92.6% of respondents who indicated that they have an offer dedicated to
seniors (Q2Yes) and did not mention other factors (Q8_10Yes) that should be taken into
account in the offer for this social group suggested that the offer for seniors should
differ from the offer for other customers (Q7Yes), taking into account the mobility
problems of seniors (Q8_3Yes);

• A total of 92.6% of respondents who indicated that they have an offer dedicated to
seniors (Q2Yes) and did not mention other factors (Q8_10Yes) that should be taken into
account in the offer for this social group suggested that the offer for seniors should
take into account the mobility problems of seniors (Q8_3Yes);

• A total of 92.6% of respondents who indicated that they have an offer dedicated to
seniors (Q2Yes) believe that the offer for seniors should differ from the offer for other
customers (Q7Yes) and did not mention other factors (Q8_10Yes) that should be taken
into account in the offer for this social group suggested that the offer for seniors should
take into account their mobility problems (Q8_3Yes).

In all the rules presented in Table 2, the lift value indicates an increase in the chances
of choosing a successor when the predecessor occurs.

The conditions of minimum support and confidence are also met by the rules, which
include the lack of knowledge of new technologies (Q8_6Yes), which is a feature of seniors
that is necessary to consider when constructing a tourist offer. However, this feature is
indicated only in the antecedent for the given analysis conditions.

It can be pointed out that among the exhibitors who indicated that the offer should be
adapted due to the lack of knowledge of new technologies, 96% also noticed demographic
changes in society (Q1Yes). At the same time, 91.7% did not provide other conditions
that should be included in offers for seniors (Q8_10No). On the other hand, among those
respondents who indicated that the offer should be adapted due to the lack of knowledge
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of new technologies and noticed demographic changes in society (Q1Yes), 91.3% did not
provide other characteristics of seniors that should be taken into account when creating an
offer for seniors.

The network graph (Figure 4) shows the most common connections between the
antecedent and consequent categories in Tables 2 and 3.
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Table 3. Rules with lack of knowledge of new technologies (Q8_6Yes) as seniors’ characteristics
necessary to be included in the tourist offer.

Min: Support = 50.0%, Confidence = 90.0%

Antecedent ==> Consequent Sup. (%) Con. (%) Lift

Q8_6Yes ==> Q1Yes 54.76 95.83 1.12
Q8_6Yes ==> Q8_10No 52.38 91.67 1.2

Q8_6Yes, Q1Yes ==> Q8_10No 50.00 91.3 1.19

The network graph (Figure 4) shows the relationships between the selected answers.
The size of the nodes indicates that when analysing the response categories individually,
the Q1Yes category was the most frequently chosen, i.e., an indication that the issuer
recognizes demographic changes. The size of the node Q8_10No indicates that many
respondents did not cite factors other than those mentioned. The next answer, often chosen
individually from the examined response categories, is Q7Yes. The most common two-
element occurrences of the answers from all respondents’ answers are as follows (support
line on Figure 2):

• exhibitors observe demographic changes (Q1Yes) but do not indicate what needs of
seniors should be included in the tourist offer (Q8_10No);

• exhibitors have an offer available for seniors (Q2Yes) and believe that it should be
different from the offer for other age groups (Q7Yes);
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• exhibitors have an offer for seniors that differs from those for other generations (Q5Yes)
and believe that it should differ from those for other age groups (Q7Yes).

On the other hand, the respondents most often indicated that the tourist offer should be
adapted to the mobility problems of seniors in connection with having an offer dedicated to
seniors (Q2Yes), and then when they did not indicate other features that should be included
in the offer for seniors (Q8_10No).

To sum up the conducted study, it should be pointed out that among all the character-
istics of seniors, tourism exhibitors most often notice movement problems. Such a focus in
the construction of future offers may result from their experience and knowledge of the
architectural barriers that seniors encounter while implementing a classic offer. Therefore,
the problem revealed here should be solved not only by the sector strictly related to tourism
but also by companies around tourism and local governments.

To solve additional challenges that concern seniors, it was decided to use data from
Statistics Poland [81] on the travel of Poles, which helped to identify the reasons for not
participating in tourism by seniors. There were several possible reasons: financial resources
(1), lack of available time due to family (2), lack of available time due to professional and
educational reasons (3), limited mobility (4), lack of access to travel or preference to stay at
home (5); lack of sense of security (6); other factors (7); the COVID-19 pandemic (8).

Among the Poles participating in the study, most people aged 65+ did not participate
in tourism in 2023 (Figure 5).
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Figure 5. Persons not participating in tourism by age group (%). Notes: M15-24 are men aged
15–24 (analogous subsequent age groups) and W15-24 are women aged 15–24 (analogously subse-
quent age groups).

The observed significant change in non-participation in tourism among women and
men after the end of professional activity directs the subsequent study to the reasons for
such choices. For this purpose, correspondence analysis was used, and the effects are
presented in Figure 6.
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Figure 6. Reasons for not participating in tourism by age group. Notes: M15-24 are men aged 15–24 
(analogous subsequent age groups), W15-24 are women aged 15–24 (analogously subsequent age 
groups), and R1-i is the first (analogously second and third) reason (i = 1–8; the reasons given above 
and taken from Statistics Poland [81]). 

The quality of the presentation in the R2 space of the results of the analysis of corre-
spondence of the reasons for non-participation in tourism by age and gender of Poles is 
very high (88.3%). First of all, it is worth noting the reasons related to the results obtained 
in the survey. The location of points R1-4, R2-4, and R3-4, indicating health problems or 
limited mobility as reasons for non-participation, was checked. In the first choice, this rea-
son was chosen by the oldest people, but a very strong relationship cannot be found here. 
A more characteristic reason for the oldest women and men not participating in tourism 
is the desire to stay at home (R1-5) and the lack of security given in the first and second 
choices. In the group of pre-seniors, differences in the assessment of the reasons for not 
participating in tourism are observed. Women aged 55–64 choose health and financial rea-
sons, while men indicate other reasons. The youngest respondents most often indicate a 
lack of time due to family responsibilities. People aged 35–44, like men aged 25–34, point 
to family responsibilities and other reasons. Women and men aged 45–54 mainly do not 
participate in tourism due to professional and family obligations. 
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15–24 (analogous subsequent age groups), W15-24 are women aged 15–24 (analogously subsequent
age groups), and R1-i is the first (analogously second and third) reason (i = 1–8; the reasons given
above and taken from Statistics Poland [81]).

The quality of the presentation in the R2 space of the results of the analysis of corre-
spondence of the reasons for non-participation in tourism by age and gender of Poles is
very high (88.3%). First of all, it is worth noting the reasons related to the results obtained
in the survey. The location of points R1-4, R2-4, and R3-4, indicating health problems or
limited mobility as reasons for non-participation, was checked. In the first choice, this
reason was chosen by the oldest people, but a very strong relationship cannot be found
here. A more characteristic reason for the oldest women and men not participating in
tourism is the desire to stay at home (R1-5) and the lack of security given in the first and
second choices. In the group of pre-seniors, differences in the assessment of the reasons for
not participating in tourism are observed. Women aged 55–64 choose health and financial
reasons, while men indicate other reasons. The youngest respondents most often indicate a
lack of time due to family responsibilities. People aged 35–44, like men aged 25–34, point
to family responsibilities and other reasons. Women and men aged 45–54 mainly do not
participate in tourism due to professional and family obligations.

5. Conclusions and Discussion

The questionnaire survey allowed us to find an answer to the first research question.
The vast majority of representatives of the tourism sector participating in the Tourism
Fair indicated that they have observed demographic changes resulting from the ageing of
society. Thus, the first hypothesis of H1 has been confirmed. At the same time, 26 exhibitors
out of 42 participating in the study declared that they have an offer dedicated to seniors
that differs from offers for other generational groups, and that this differentiation of offers
due to the age of recipients is necessary. Therefore, the new business strategies indicated by
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Guido et al. [25], suitable for the requirements of senior tourists, are also being introduced
in the Polish tourism sector.

Respondents from the tourism sector also indicated that offers addressed to seniors
should take into account, in particular, mobility problems and lack of knowledge of new
technologies for older people. This is important because today’s seniors differ from those
who have just passed or will pass the age limit of 65 in the coming years. These youngest
seniors, as noted by González et al. [43], Mangra [44] and Roszko-Wójtowicz et al. [45], will
cope better with new technologies and their physical capabilities while travelling will not
be a barrier. The exhibitors pointed out with similar frequency that offers for seniors must
be properly structured in terms of finances and availability in a foreign language. These are
two other characteristics of seniors to which the tourism sector should be sensitive if it does
not want to lose valuable travel participants. This part of the study confirmed hypothesis
H2 and completed the answer to the first research question.

The conducted SAL analysis indicated associations for the most frequently indicated
factors conditioning a well-designed offer for seniors, i.e., problems with mobility and
problems with new technologies. Hypothesis H3 was confirmed. Introducing an aspect
confirming knowledge about demographic changes in societies to the association rules
resulted in a lower frequency of selecting rules with factors determining the construction
of tourist offers.

On the one hand, the tourism sector should constantly monitor the situation of tourists’
participation in travel activities. On the other hand, the tourism sector faces the challenge of
identifying the reasons for non-participation in tourism to attract new recipients of tourist
products with appropriate actions. For this reason, based on Statistics Poland data from
2023 [81], it was checked what reasons cause people to give up travelling in each age group.
The analysis provided an answer to the second research question. In the first place, it was
not financial and health reasons that decided the seniors’ non-participation in tourism,
but the desire to stay at home (Hypothesis H5 was confirmed). This may be related to
habits and lifestyle during professional activity because, as Vargas et al. [93] pointed out,
an individual’s lifestyle affects how they engage in tourism.

On the other hand, the factors characterising other age groups are variable over time.
In this case, it is necessary to observe variables related to household finances and family
and professional responsibilities over a long time to recognize trends in the changes of
these factors. Seniors also indicated health or mobility problems, but with less weight.
For the tourism sector, it is essential to point out that health and mobility problems were
indicated by women aged 55–64. Therefore, in the future, it will be necessary to adapt the
offer for seniors so that this aspect is taken into account. This is an important observation
because women make up the majority of tourists. Thus, hypothesis H4 was also confirmed.

Summing up, the increase in the number of older tourists necessitates the adaptation
of tourism services to address their specific health and comfort needs, which presents
a new challenge for the industry. Therefore, the tourism sector, as an industry vulnera-
ble to changes in income and demographic structures, must adapt to shifting consumer
preferences and economic challenges. Demographic changes, such as the ageing popu-
lation, affect the structure and preferences of travellers. Additionally, health limitations
that may worsen with age necessitate the adaptation of tourism programs, the provision
of appropriate medical conditions, and the introduction of insurance options that cover
emergencies. Accessibility issues, such as adequate facilities for individuals with limited
mobility, present challenges for tourism establishments seeking to attract older clients.
Therefore, the tourism industry must adjust its offerings to meet the diverse expectations
and health constraints of older travellers.

6. Limitations and Further Suggestions

Numerous studies have focused on the reasons and methods of travel among seniors,
considering them as consumers of tourism services. These studies analyse their preferences
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and limitations, as well as the benefits of engaging in tourism. The literature clearly
delineates a segment of older purchasers of tourism services.

However, it is also important to recognize a specific market niche emerging from
the development of what is referred to as filial duty [94], which is increasingly prolonged
due to the longevity of parents. In this context, the issue of family-oriented tourism may
play a significant role in the growth of the tourism sector. This involves examining the
potential of intergenerational tourism, including the role of seniors in travel planning, their
financial contributions, and the influence of intergenerational relationships on the choice
of destination.

Social or health tourism are the most frequently mentioned activities that encourage
seniors to participate in tourism. Diekmann et al. [95] highlight opportunities for greater
intensity of research on the importance of policy in advancing social tourism and stress the
fundamental role that social tourism can play in achieving strategic policy goals towards
enhancing well-being, citizenship, and quality of life in the future. Both analyses we
conducted complement each other’s knowledge about seniors’ concerns about participating
in tourism. From the point of view of the tourism sector, the most critical barriers are
mobility problems, lack of knowledge of new technologies, lack of understanding of
foreign languages, and financial considerations. However, many Polish seniors did not
participate in tourism due to safety concerns.

The reasons for not participating in tourism listed above show areas in which not only
the tourism sector itself should take action to facilitate seniors’ participation in tourism,
but also regional governments or institutions supporting seniors can play an important
role here. It is easiest to adapt infrastructure to the limited mobility of seniors. However,
reaching the mental sphere of fear of tourism is much more challenging. Supporting seniors
in learning new technologies and foreign languages will contribute to tourism development
and reduce seniors’ concerns about safety while travelling.

The conducted survey and the methods used to analyse the data are examples carried
out among companies from the tourism sector that are very active in this area. Participation
and promotion during tourism fairs indicate activities aimed at acquiring new customers.
The study should be extended to more companies, but the questionnaire and analysis
methods should still be used.

Research related to unidentified individual data obtained from Statistics Poland [81]
in the following steps should be carried out, taking into account data from several years to
observe the occurrence of trends and changes in individual reasons for non-participation
in tourism.
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39. Grześkowiak, A.; Przybysz, K.; Peternek, P.; Stanimir, A. Pokolenie 65+ Perspektywa Społeczno-Ekonomiczna (Generation 65+

Socio-Economic Perspective); Wydawnictwo Uniwersytetu Ekonomicznego we Wrocławiu: Wrocław, Poland, 2021.
40. Przybysz, K.; Stanimir, A. Measuring Activity—The Picture of Seniors in Poland and Other European Union Countries. Sustain-

ability 2023, 15, 9511. [CrossRef]
41. Altimari, A.C.N.V.A.; Melia, M. The transformative power of technology to turn the silver economy into a gold society: A

systematic literature review. Sinergie Ital. J. Manag. 2022, 40, 19–41. [CrossRef]
42. Olejniczak, T. Konsumenci Seniorzy Wobec Innowacji Produktowych (Senior Consumers Towards Product Innovations); Wydawnictwo

Uniwersytetu Ekonomicznego w Poznaniu: Poznań, Poland, 2019.
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