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Abstract  
 

This paper suggests a framework for assessing the economic relevance of social tourism 
programmes for tourism destinations, based on two simultaneous approaches: an analysis of the 
stakeholders’ perceptions of the economic impacts and a quantitative assessment of the impacts on 
the national economy. This framework was applied to a Portuguese social tourism programme 
directed at the senior market. A survey of supply agents (N=220) was carried out to analyse the 
stakeholders’ perceptions of the Programme impacts. An integrated model, including a senior 
survey (N=1000) and an input-output model, was used to estimate the total economic impact of the 
Programme on output, household income, employment and Value-added. The supply agents 
surveyed perceived considerable positive impacts of the Programme on their companies regarding 
profitability, employment, occupancy rate in the low season, loyalty and attraction of new 
consumers. They also perceived important positive impacts on local communities regarding 
decrease of seasonality, diversification and revitalization of local economy. The quantitative 
assessment also revealed high total economic impacts (direct, indirect and induced) of the 
Programme on the national economy. Finally, some suggestions to maximize the economic benefits 
of social tourism programmes for tourism destinations are presented. 
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Introduction 
Tourism is a major industry worldwide, but 
there are still many persons with no access to 

this activity. The senior population in many 
countries is still relatively underrepresented in 
the overall tourism market, as a result of 
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lacking prior travel experience, low incomes, 
relative social isolation and/ or poor health 
conditions. However, particularly this actually 
growing demographic group could benefit 
largely from tourism given its social, cultural 
and health related benefits reported in several 
studies (Dann, 2002; McCabe & Johnson, 
2013). Social tourism programmes directed to 
the senior population may help overcome some 
barriers and stimulate this group’s participation 
in tourism activities. 
 
Several international organizations (e.g. 
International Bureau of Social Tourism – BITS, 
European Commission) and researchers (e.g. 
Bélanger & Jolin, 2011; Minnaert, Maitland & 
Miller, 2011), recognize social tourism as an 
important activity worldwide (Eusébio, 
Carneiro, Kastenholz & Alvelos, 2013a), for 
both participants and society. This kind of 
initiatives may also have an important role in 
the economic development of tourism 
destinations, creating jobs, generating income, 
diversifying local economic structure and 
decreasing seasonality. However, doubts 
persist about the real impact of these initiatives 
on tourism destinations, since studies in this 
area are scarce, with almost an absence of 
strong empirical evidence revealing the scope 
of these impacts. Moreover, studies on the 
economic impacts of tourism have adopted 
only one approach for assessing these: 
mathematical models to quantify the total 
economic impacts or analysis of stakeholders’ 
perceptions of impacts.  
 
In order to fill the above mentioned gaps, this 
paper presents some empirical evidences that 
highlight the importance of developing social 
tourism initiatives financed by governments, 
mainly in periods of economic crises, where 
usually these initiatives suffer a considerable 
decrease of public funds. Moreover, the paper 
intends to develop and test a framework to 
analyse the role of social tourism for seniors in 
the economic development of tourism 
destinations. For this purpose, two 
complementary approaches to assess the 
economic impacts of a Portuguese social 
tourism programme for the senior market - 
Programa Turismo Sénior -, promoted by the 
INATEL Foundation are adopted. First, an 
analysis of impact perceptions from the tourism 

supply agents’ perspective is presented. 
Second, a calculation of the program’s total 
economic impacts, based on information on 
programme costs, participants’ expenditures 
and an input-output model for the Portuguese 
economy is developed. For assessing the 
perceptions of tourism suppliers concerning the 
sectorial and territorial economic impacts of this 
programme, a survey of organizations affected 
by it was carried out. In order to quantify the 
total (direct, indirect and induced) economic 
benefits of the programme concerning output, 
employment, household income and value-
added, total expenditures carried out in the 
programme and respective multiplier effects 
were calculated. This study differs from 
conventional tourism research on economic 
impacts by analysing the economic relevance 
of a social tourism programme for the senior 
market through the two aforementioned 
approaches.  
In this paper we start with a conceptual 
introduction into the topics of social and senior 
tourism and discuss results from existing 
studies on the impact of social tourism 
programs. Then, the methodology of data 
collection and techniques used to assess the 
economic relevance of a Portuguese social 
tourism programme for the senior market are 
presented. Results, both regarding supply 
agents’ perceptions of the programme’s 
economic impacts and in terms of the total 
economic impact of the Programme (output, 
household income, value-added and 
employment) to the Portuguese economy are 
presented in the third section. The paper ends 
with some guidelines for strategies designed to 
maximize the economic benefits of social 
tourism for tourism destinations, limitations of 
the study and suggestions for further 
researches in this domain. 
 
Literature review 
Social Tourism for Seniors  
Although the United Nations (1948) declared 
the opportunity to enjoy leisure and holidays a 
human right, there are still many people 
excluded from tourism for several reasons. 
Senior travellers deserve, in this context, 
particular attention, not only since the elderly 
are frequently constrained from travelling due 
to economic and health related reasons (BITS, 
2011; Fleischer & Pizam, 2002; Nimrod, 2008), 
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but also given the fact that it is an increasing 
demographic group, in which physical 
disabilities are a common additional constraint 
(increasing with age), being seniors also 
frequently affected by social isolation. 
 
However, the classification of who is a “senior 
tourist” is not consensual, being defined by 
diverse authors and institutions as a traveller 
belonging to a population group, beginning 
“anywhere from 50 up to 65 years of age” 
(González, Rodríguez, Miranda & Cervantes, 
2009: 179), while some authors discuss the 
relativity of the concept, suggesting the 
consideration of cognitive, perceived or felt age 
rather than simply chronological age (Cleaver & 
Muller, 2002; González et al., 2009). 
Independently of the definition of “senior”, as a 
matter of fact, Europe faces in the near future a 
number of challenges associated with an 
ageing society, as a consequence of the post-
war baby boom generation reaching retirement 
age, gradual increase of life expectancy, 
resulting from an improvement of quality of life 
standards and healthcare and relatively modest 
fertility rates simultaneously decreasing the 
relative share of the younger population 
(EUROSTAT, 2013). Forecasts (EUROSTAT, 
2012) concerning the age structure in 2050 
indicate an increase in the number of elderly, 
with those aged over 65 years expected to 
account for 27.8% of the European population 
and those aged over 80 years 10.1% in 2050. 
Worldwide, the number of people over 60 years 
is estimated to more than double to constitute 
22% of the world’s population by 2050 
(Magnus, 2009). 
 
These ageing tendencies are also visible in 
Portugal where, according to INE (2013: 16), 
“The weight of the elderly population continued 
to follow an upward trend, as a consequence of 
a decline in fertility and an increase in 
longevity”. This is reflected in an ageing ratio 
that went up from 102.2 (aged 65 and over per 
100 young individuals), in 2000, to 131 in 2012 
(INE, 2013). Additionally, those aged above 65 
are one of the most vulnerable groups in the 
Portuguese society regarding the risk of 
poverty, which showed a record in 2011 with a 
risk-of-poverty rate of 17.4% (INE, 2013). 
 

Several authors (e.g. Urhausen, 2008; Wang, 
Cheng, & Chou, 2007) expect a substantial 
growth of the senior tourist market in the next 
decades, not only due to population aging and 
improvement of health conditions, but also due 
to the aging of new generations or age cohorts, 
more used to travelling. Additionally, this 
group’s increasing travel propensity and 
relatively fewer limitations regarding timing of 
travel and duration of stay (Nimrod & Rotem, 
2010) implies the opportunity for increasing 
demand and occupation rates in the low tourist 
season.  
 
Social tourism programmes play an important 
role in making tourism accessible to all and in 
also promoting tourism amongst the senior 
population. The European Economic and 
Social Committee (EESC, 2006) suggests 
social tourism includes all the activities 
developed by organisations to help those totally 
or partially inhibited to participate in tourism 
(e.g. due to low incomes, disability, personal or 
family isolation, reduced mobility, geographical 
barriers), in overcoming travel constraints, 
since tourism is considered a right.  
 
According to Minneart, Maitland and Miller 
(2007) social tourism provides “an added moral 
value, which aims to benefit either the host or 
the visitor in the tourism exchange” (Minnaert 
et al., 2007: 9), however there are diverse 
interpretations and implementations of social 
tourism in diverse countries. Differences may 
be identified in the level of government support 
given to social tourism, with some countries 
(e.g. France; Brazil, Chile; Portugal and Spain) 
actively boosting the development of social 
tourism, while others adopt rather non-
interventionist approach (Eusébio et al., 2013; 
McCabe, 2009; Minnaert et al., 2011; Diekman 
& McCabe, 2010). In the countries more active 
in this field, social tourism is frequently 
implemented as some form of financial or other 
kind of support to disadvantaged groups 
enabling them to take a holiday (McCabe, 
Joldersma & Li, 2010).  
 
Minnaert et al. (2011: 404-405) distinguish four 
interpretations of social tourism visible in 
corresponding schemes existing in Europe, 
depending on a) the initiative being 
standardized or specific, and on b) it being only 
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accessible to social tourism users or open to 
all, resulting in social tourism fitting into:  
• the participation model - based on a 
standardized product, made available via 
specific schemes to social tourism users; 
• the inclusion model - stimulating tourism 
participation as a universal benefit/ right (e.g. 
through subsidized schemes such as holiday 
vouchers in France) through a standardized 
tourism product for all; 
• the adaptation model - product that is 
specifically adapted to and only directed at 
respective social tourism participants; 
• the stimulation model  - a specifically 
adapted social tourism product, but open to 
wider groups, aiming at the stimulation of local 
destination economies. 
 
The Bureau International du Tourisme Social 
(BITS), distinguishes four major markets of 
social tourism: families, young people, seniors 
and persons with disabilities or reduced 
mobility, which are also the target groups of 
social tourism identified in the Calypso 
Programme (Minnaert et al., 2011). The 
initiatives promoting social tourism amongst the 
elderly are generally supported by public 
funding and most of them take the form of low-
cost domestic holidays (Minnaert, Maitland, & 
Miller, 2009). Examples are organisations such 
as INATEL, in Portugal, IMSERSO, in Spain 
and the Brazilian Ministry of Tourism, 
developing tourism schemes designed for 
seniors, simultaneously aiming at a stimulating 
the destination areas’ economies, particularly in 
the low season (Almeida, 2011; Diekmann & 
McCabe, 2011; Eusébio et al., 2013a; Minnaert 
et al., 2011), thereby being classifiable as 
belonging to the before mentioned adaptation 
and stimulation model.  
 
However, the current economic climate has 
inspired the debate in many countries about the 
State’s role in providing social security and 
public welfare, calling for private stakeholders’ 
more active involvement in solving society’s 
problems and a corresponding reduction of the 
public welfare budget (Minnaert et al., 2011). 
Consequently and in face of many other more 
urgent social concerns, providing tourism 
opportunities to those typically lacking access 
requires arguments demonstrating concrete 
impacts of these programmes justifying 

investment in times of scarce financial 
resources. That is why the argument of these 
schemes falling under the stimulation model 
and actively enhancing the destination’s 
economy, with evidence of wide ranging 
economic benefits, is most important to 
maintain public funding, particularly in times of 
economic crises, as is the case of Portugal. 
Given the importance of social tourism in 
general, and of corresponding schemes 
directed at seniors in particular, it is also 
important to measure the several impacts of 
this kind of initiatives on tourism destinations. 
The next section presents a theoretical 
reflection concerning the economic relevance 
of social tourism programmes for tourism 
destinations. 
 
Social Tourism Programmes and economic 
development of tourism destinations 
Social tourism programmes play a relevant role 
both for the well-being of its participants and for 
economic development of tourism destinations 
(Carneiro, Eusébio, Kastenholz & Alvelos, 
2013a; Eusébio et al., 2013a; Hazel, 2005; 
Higgins-Desbiolles, 2006; Minnaert et al., 
2011), promoting the development of host 
communities, through its capacity to attract 
investment, to generate additional household 
income, to diversify the local economy 
structure, create new jobs and increase state 
revenues. As Minnaert et al. (2011: 410) 
highlight, social tourism contributes “to social 
integration, to the creation of sustainable 
tourism structures, to employment and 
economic development at the destination level 
and to the so-called global development by 
offering an alternative to declining agriculture 
and manufacturing industries”. EESC (2006) 
also emphasises that social tourism can help 
combat seasonality and create stable and high 
quality employment. Additionally, frequently 
social tourism programmes are implemented in 
territories characterized by low levels of 
economic development (Eusébio et al., 2013a; 
Fontanari & Kern, 2003) and may have an 
important role in maintaining the population in 
these territories. 
 
Despite the relevance of social tourism, 
empirical evidences about the impact of this 
kind of tourism on economic development of 
the destinations where these programmes take 
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place is scarce (Eusébio et al., 2013a; Hazel, 
2005; Higgins-Desbiolles, 2006; McCabe, 
2009; Minnaert et al., 2009). Studies to assess 
the social tourism programmes’ contribution to 
economic development in host regions are 
therefore required. One of the few studies 
published in this field was carried out in 2009 
regarding the employment in Social Tourism in 
Europe. This study was developed under the 
auspices of EFTA (European Free Trade 
Association) and BITS (ULB-IGEAT-LITOteS, 
2009). Still, there is a lack of knowledge 
regarding both the stakeholder’s perceptions of 
social tourism programmes’ impacts and the 
quantification of the total economic impact of 
social tourism programmes worldwide. In order 
to overcome this gap a study estimating the 
total economic benefits (output, employment, 
household income and value-added) of a 
Portuguese social tourism programme 
(Programa Saúde e Termalismo Sénior) 
through an input-output model was published in 
2013 (Eusébio et al., 2013a). The results of this 
study reveal that, despite the limited scope of 
this programme, involving only about five 
thousand participants, its total economic impact 
was substantial. More specifically, in 2007, a 
total of 15, 350,548 Euros of output, 4,044,834 
Euros of household income, 5,379,181 Euros 
of value-added and 247 jobs were generated in 
the Portuguese economy in consequence of 
this social tourism programme (Eusébio et al., 
2013a). Another study carried out in the United 
Kingdom shows that many organizations, which 
participate in social tourism programmes, 
highlight the economic benefits of social 
tourism (All-Party Parliamentary Group on 
Social Tourism, 2011). In this country, 
thousands of rooms are left empty in the non-
summer months (high seasonality) leading to 
decreased tourism employment in these 
months. Social tourism can help alleviate these 
problems by allowing disadvantaged groups to 
have access to holiday accommodation in the 
low-season, bringing benefits not only to the 
accommodation providers, but also to the food 
and beverage, transports, attractions, retail and 
cultural sectors (All-party Parliamentary Group 
on Social Tourism, 2011). Also the Calypso 
Programme, currently being run by the 
European Commission, stresses the economic 
benefits of Social Tourism in Europe. 
 

The role of a social tourism programme for the 
economic development of host communities 
may be evaluated using several approaches. 
However, the literature in this field is very 
limited, with a literature review on tourism’s 
economic impact studies, published in the past 
four decades, identifying two approaches as 
the most frequently used: (i) models assessing 
the host’ perceptions of tourism impacts (e.g. 
Andereck, Valentine, Knopf & Vogt, 2005; 
Brunt & Courtney, 1999; Eusébio & Carneiro, 
2012) and (ii) mathematical models quantifying 
the total economic impacts of tourism (e.g. 
Archer, 1995; Bergstrom, Cordell, Ashley & 
Watson, 1990; Eusébio et al., 2013b; Frechtling 
& Horváth, 1999; Fresenmair, Jones, Um & 
Ozuna, 1989; Kumar, 2004; Lichty & Steines, 
1982; Mayen, Muller, Woltering, Arnegger & 
Job, 2010). 
 
A limited number of studies analyse the 
suppliers’ perceptions of tourism impacts (e.g. 
Byrd, Bosley & Dronbergen, 2009; Hardyam, 
2005), being even more limited regarding 
suppliers’ perceptions of economic impacts of a 
social tourism programme. In this domain, the 
study carried out by Carneiro, Eusébio, 
Kastenholz & Alvelos (2013b) on the suppliers’ 
perceptions of socioeconomic impacts of a 
Portuguese social tourism programme 
(Programa Saúde e Termalismo Sénior) stands 
out. The results of this study reveal that the 
suppliers perceive positive economic impacts, 
both on the participant organizations and on 
local economic development through, for 
example, an increase of sales and occupation 
rates, an increase of profitability and a 
reduction of seasonality. 
 
Regarding the studies that analyse the total 
economic benefits of tourism, the literature 
review shows that input-output models have 
been more frequently used to quantify the 
multiplier effects (e.g. Archer 1995; Daniels, 
Norman & Henry, 2004; Freeman, 1997; Hjerpe 
& Kim, 2007; Lee & Kwon, 1995; West & 
Gamage, 1997; Eusébio, Castro & Costa, 
2013b). Several authors (e.g. Baaijens, 
Nijkamp & Montfort, 1998; Eusébio et al., 
2013b; Frechtling & Horváth, 1999; Archer, 
1995) emphasise the relevance of input-output 
models to quantify the economic impacts, 
providing a very detailed understanding of 
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economic impacts. Indeed, this kind of models 
permits a separate estimation of the primary 
(direct effects) and secondary effects (indirect 
and induced) of a change in tourism demand. 
In order to carry out an input-output model to 
estimate the total economic impact of a social 
tourism programme on output, income and 
employment, two sets of data are required. The 
first is the final demand broken down into 
products or industry categories, and the second 
is a set of multipliers corresponding to these 
expenditure categories (Fretchling & Horváth, 
1999). More recently, general equilibrium 
models have been used to study the economic 
contribution of tourism in several countries (e.g. 
USA, Australia, Spain, Indonesia and Hawai) 
(Dwyer, Forsyth & Spurr, 2005). In Portugal, 
the available information to construct this type 
of models is very limited, making the design of 
a general equilibrium model a very complex 
task. 
 
Empirical Study 
The empirical study presented in this paper is 
based on data collected in the scope of a 
project undertaken in 2009 for the INATEL 
Foundation. The study’s main objective is to 
assess the economic impact of a social tourism 
programme for the senior market - the 
Programa Turismo Sénior -, for the period 
between 2001 and 2005, promoted by the 
INATEL Foundation. The next sections present 
a brief characterisation of the Program, the 
methodology adopted in the study and a 
discussion of the results obtained. 

 
Characterization of the Portuguese Social 
Tourism Programme for senior market  
The Programa Turismo Sénior, started in 1995, 
is a conjoint initiative of the Ministry of 
Economy and Innovation and the Ministry of 
Labour and Social Solidarity, financially 
subsidized by the Turismo de Portugal, I.P. and 
the Instituto de Gestão Financeira da 
Segurança Social (INATEL, 2005). Its 
development process, as well as its 
commercialization, implementation and 
evaluation, are carried out by the INATEL 
Foundation. This programme is designed to 
citizens, aged over 60, who can be 
accompanied by their spouse or by another 
person aged over 18, if assistance is needed. 
 

The objectives of the Programme can be 
categorized as social, economic and cultural. 
At a social level, it aims at giving senior citizens 
the opportunity of occupying their spare time 
with tourism trips, at reduced prices and with 
excellent safety and assistance conditions. At a 
cultural level, and through the visit of tourism 
destinations with high historical and cultural 
interest, the Programme aims at enriching 
participants’ culture. At an economic level, the 
stimulation of local economic activities must be 
stressed, in the first place of those connected 
to tourism, delivering goods and services 
directly to the senior visitors (lodging, food 
services, transportation, entertainment and 
commerce). 
 
The trips included in this Programme have a 
length of stay of 8 days (7 nights) and integrate 
destinations located in Portugal (mainly) or 
Spain. Packages include lodging (half-
pension), transportation (between the district 
capital and the accommodation unit), cultural 
and entertainment activities and permanent 
monitoring by a recreational assistant. 
 
Regarding the evolution of demand in the 
period from 2001 to 2005, an increase of 
number of participants by 12% is observed 
(from 47.794 in 2001 to 53.480 in 2005). The 
available information for the year of 2011 
shows that, comparing to 2005, there was a 
reduction of about 44% in the number of 
participants (which were 29 710 in 2011), which 
is a consequence of the lower government 
funding of the programme, due to the economic 
constraints experienced in Portugal in the last 
years.  
 
Methodology  
In order to analyse the economic relevance of 
the Portuguese Social tourism Programme for 
the senior market the methodology presented 
in Figure 1 was used. 
 
Methodology adopted to analyse the 
perceptions of tourism suppliers regarding the 
economic impacts of the Programme 
One approach used to evaluate the economic 
impacts of the Programme was to assess the 
perceptions of several organizations that 
participated as suppliers of tourism products in 
the scope of the Programme - accommodation 
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units, entertainment companies, restaurants, 
transportation companies (e.g. bus 
companies), points of sale (e.g. INATEL’s 
offices and travel agencies) and local shops 
(e.g. shops selling local products and 
souvenirs) – through the application of a 
questionnaire. 
 
The population of tourism suppliers under 
analysis was composed by all suppliers who 
provided tourism products to seniors who 
participated in the Programme between 2001 
and 2005. The INATEL Foundation provided 
the researchers a complete database of all 
organizations that supplied tourism products in 
the scope of the Programme in the mentioned 
period, except for local commerce, whose 
universe was impossible to determine. All the 
accommodation units and bus companies who 
participated in the Programme were surveyed 
in 2009, yielding a total of responses from 67 
accommodation units located in diverse regions 
of the country (11 holiday centres run by 
INATEL and 56 private hotel units) and 16 bus 
companies. However, given the impossibility of 
surveying all other suppliers participating in the 
Programme during the period under study, 

some sampling procedures were adopted to 
select the other groups. As far as entertainment 
companies are concerned, a total of 36 
companies were surveyed (from a total of 625 
entertainment companies participating in the 
Programme), including the six casinos who 
participated in the Programme and 30 other 
entertainment companies selected using a 
stratified sampling approach based on location 
and the type of entertainment services 
provided. A stratified sampling approach based 
on location was also adopted to identify a 
sample of restaurants and a sample of points of 
sale of the Programme resulting in a total of 20 
restaurants (from a total of 52 participating 
restaurants) and of 50 points of sale - INATEL’s 
offices and travel agencies (from a total of 628 
points of sale participating in the Programme). 
Despite the attempts to obtain data from two air 
companies that were participating in the 
Programme when the data collection was 
carried out, only one of them answered the 
questionnaire. A convenience sampling 
approach was used to identify 30 local 
commercial establishments located near the 
accommodation units, considering that seniors 

Figure 1. Methodology used to analyse the economic relevance of the Portuguese Social 
Tourism Programme for Senior Market 
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would be more likely to go shopping close to 
the accommodation units.  
 
Accordingly, a total of 220 organizations were 
surveyed – 67 accommodation units, 36 
entertainment companies, 17 transportation 
companies (16 bus companies and one air 
company), 50 points of sale of the trips 
(INATEL’s offices and travel agencies), 20 
restaurants and 30 local shops. 
 
The questionnaire administered to these 
tourism suppliers participating in the 
Programme was designed to assess both the 
Programme’s sectorial and territorial economic 
impacts, as mentioned above. Therefore, in the 
questionnaire, first the suppliers were asked to 
report the perceptions about the impact of the 
Programme on their own organization 
regarding: (i) sales or occupancy rates; (ii) 
employment; (iii) reduction of seasonality; (iv) 
profitability; (v) quality of infrastructures; and 
(vi) quality of the services provided. 
Respondents answered on a five-point scale 
from 1 “very negative” to 5 “very positive”. 
Then, the tourism suppliers located in the 
destination territories or that had stronger links 
with these territories - accommodation units, 
entertainment companies, restaurants and local 
commerce – were also asked to indicate their 
perceptions regarding the impact of the 
Programme on local communities of the 
destinations integrated in the  Programme. 
They were asked to indicate their perceptions 
regarding the impact on: (i) local employment; 
(ii) quality of tourism supply; (iii) dynamisation 
of local economy; (iv) diversification of local 
economic activities; and (v) valorisation of 
regional products, using the above-mentioned 
five-point scale. Additionally, the suppliers were 
requested to report their global satisfaction with 
the Programme in a five-point scale from 1 
“very unsatisfied” to 5 “very satisfied” and the 
probability of applying to the Programme again 
in a five-point scale from 1 “ not likely” to 5 
“very likely”. 
 
For surveying tourism suppliers, first the 
researchers contacted the suppliers to explain 
the objective of the study and then the 
questionnaire was administered via direct 
personal administration, by phone, by fax or by 
mail, according to each supplier’s preference. 

Collected data was analysed with descriptive 
statistics for the whole sample and 
comparisons between the several types of 
organizations surveyed were carried out with 
Kruskal-Wallis tests as the assumptions of 
Anova were not met. 

 
Methodology adopted to quantify the economic 
impacts of the Programme 
To estimate the total economic impacts of a 
social tourism programme for the senior market 
it is necessary to quantify the total demand by 
type of products consumed and the multiplier 
effects. 
 
Methods to estimate total demand 
Two kinds of expenditures resulted from the 
implementation of the Portuguese Social 
Tourism Programme for the senior market: (i) 
expenditures carried out by INATEL 
Foundation to implement the programme and 
(ii) expenditures carried out by seniors 
participants undertaken outside the package 
tour. 
 
(i) Expenditures carried out by INATEL 
Foundation to implement the programme 
These expenditures were estimated based on 
the Execution Report of the Programme for the 
year 2005 (INATEL, 2005). In order to supply 
packages tours to seniors, INATEL Foundation 
makes expenditures, using public funds and 
the contributions of the senior participants to 
purchase the tour, in several economic 
activities (e.g. accommodation, food and 
beverage, transportation, cultural, 
entertainment and sport activities, insurance, 
travel agencies and financial institutions).  
 
(ii) Expenditures carried out by seniors - survey 
of the seniors participating in the Programme 
One of the approaches used to quantify the 
economic impact of the Programme was to 
undertake a survey of seniors, in 2009, who 
participated in the Programme between 2001 
and 2005. A questionnaire was designed to 
assess the seniors’ expenditures beyond their 
payment of the package tour. Seniors were 
asked to report the amount of expenditures 
they made by trip on transportation, food and 
beverage, entertainment, shopping and other 
issues, beyond the payment of the package 
tour. 
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Gender Age Place of Sample

residence

(municipality) N % N

Male 60 to 75 years old Lisbon and Oporto 3337 11.3 114

Other 6940 23.5 236

More than 75 years old Lisbon and Oporto 2636 8.9 90

Other 4427 15.0 150

Female 60 to 75 years old Lisbon and Oporto 2058 7.0 70

Other 4782 16.2 162

More than 75 years old Lisbon and Oporto 1948 6.6 66

Other 3345 11.3 112

Total 29473 100.0 1000

Population

 

Table 1. Sampling approach adopted to select the seniors who were surveyed 

Given the impossibility of surveying all the 
seniors who participated in the Programme, a 
sample was selected from the complete 
database of seniors provided by the INATEL 
Foundation, using a stratified sampling 
approach based on gender, age and place of 
residence (see Table 1). In total, 1000 seniors 
were surveyed by phone. Portraying the 

population, the sample was composed by 59%  
males, 58% seniors aged between 60 and75 
years and by 66% seniors living in 
municipalities other than Lisbon and Oporto. 
 
Methodology to quantify the multipliers  

The input-output analysis is a widely accepted 
and useful method (Daniel et al., 2004) to 

Total

Government FBCF Exports Outputs

Personal Government Gross

Use consumption purchases of private other

Commodities expenditures good and services domestic countries

investment

Industries Make

Imports

Total inputs

Employees

Final demandIndustriesCommodities

Number of employees

Household income

Other countries

Except household income
Value Added

 
 

Figure 2. Structure of the input-output matrix used to calculate total multipliers effects 
Source: Based on Eusébio et al. (2013) 
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Figure 3. Structure of the input-output model used to quantify total Keynesian multipliers 
Source: Eusébio et al. (2013) 

 

 

calculate tourism multiplier effects, therefore 
chosen here to quantify the multipliers effects 
of the social tourism programme under 
analysis. The vectors of expenditures 
generated by the social tourism programme for 
seniors were incorporated into a national make 
and use input-output model developed for this 
specific study. A make and use input-output 
matrix (31 industries by 31 products) was 
created based on the last make and use 
matrixes published by the National Statistical 
Institute of Portugal (INE, 2007).  The date on 
which the study was conducted this was the 
input-output matrix, published by the National 
Statistics Institute, with definitive data. 
 
In order to quantify the total effects (direct, 
indirect and induced) of the social tourism 
programme, two kinds of input-output models 
were developed. First, an open make and use 
input-output model was developed to quantify 
direct and indirect effects. Second, a closed 

input-output model, including the household 
sector as one of the processing sectors, was 
created, based on an input-output table with 
the structure of the table presented in the 
Figure 2, to quantify total  Keynesian multipliers 
(output, household income, value-added and 
employment), as indicated in the Figure 3 
 
In this research the Keynesian multipliers, also 
designed in the literature as “normal” 
multipliers, were used. As suggested by Liu et 
al. (1984) these multipliers, when compared 
with the ratio multipliers, are a better measure 
of the overall impacts generated by tourism 
expenditures. The Keynesian multipliers 
represents the amount of income or of other 
economic variable generated per unit of 
tourism expenditure, while the ratio multipliers 
give only the extent of secondary effects 
generated relative to the direct effect obtained 
(Eusébio et al., 2013). 
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Results and discussion 
Tourism suppliers’ perceptions of economic 
impacts  
Globally, the tourism suppliers surveyed 
consider that the Programme has positive 
economic impacts on their own organization 
and on the local community where the 
organization is located (Table 2). The major 
positive impacts of the Programme on the 
suppliers’ organization seem to be the increase 
of sales or occupation rates (average value of 
3.73 in a scale of 1 “very negative” to 5 “very 
positive”), followed by the reduction of 
seasonality (3.66) and the increase of 
profitability (3.55). The suppliers perceive even 
higher positive economic impacts on the local 
community where their organization is located, 
particularly regarding the valorisation of 
regional products (4.21 in the scale referred 
above), the improvement of the quality of local 
tourism supply (4.15) and the dynamisation of 
local economy (4.00). 
 
Although, the suppliers recognize the positive 
impacts of the Programme, results reveal 
statistically significant differences regarding the 
perceptions of the different types of 
stakeholders. Although these differences are 
especially high in the case of some impacts at 
the level of the organization – reduction of 
seasonality, improvement of the quality of 
equipment and infrastructure and increase of 
employment – significant differences are 
noticed in all the impacts except for generation 
of local employment. 
 
The managers of accommodation units, 
restaurants and transportation companies are 
those who perceive higher benefits of the 
Programme in their organization. This probably 
happens because these companies are the 
major beneficiaries of the Programme, 
considering the amount of money spent on the 
different tourism products.  
 
On the other hand, the managers of 
entertainment companies and restaurants are 
those perceiving more benefits of the 
Programme to the local community. This may 
be due to the more family-run type of these 
companies, with more managers from the local 
community responding here. . The reduced 
size of these companies and their greater 

integration in the local community may 
contribute to the perception of more benefits of 
the Programme to that community. 
 
Analysing the overall sample of suppliers, one 
may conclude that suppliers are highly satisfied 
with the Programme (with an average value of 
3.84 in a scale of 1 “very dissatisfied” to 5 “very 
satisfied”) and have a high probability of 
repeating participation in the Programme (an 
average of 4.10 in a scale of 1 “not likely” to 5 
“very likely”). Nevertheless, statistically 
significant differences are also detected among 
the different types of suppliers in this context. 
The suppliers who are most satisfied with the 
Programme are those recognizing the highest 
impact of the Programme on local community – 
the entertainment companies and the 
restaurants. The diversity of answers is 
extremely high regarding the probability of 
repeating participation in the Programme (std. 
deviation=1.591), with the entertainment and 
transportation companies being highly 
interested in repeating (4.82 and 4.73, 
respectively), whereas accommodation units 
are those with a lower probability of applying 
again (3.02). 
 
Estimation of total economic benefits to the 
national economy  
Expenditures 
Table 3 presents the expenditures carried out 
in the Portuguese economy in the scope of the 
Social Tourism Programme for the senior 
market. In 2005, 16,497,872 Euros were 
generated in the Portuguese economy as a 
consequence of this social tourism Programme. 
Expenditures carried out by the INATEL 
Foundation for implementing this Programme 
correspond to 80% of total expenditures 
generated, while the expenditures carried out 
by seniors “extra-package” represent 20% of 
the total. Moreover, various economic activities 
directly benefit from the Programme. Hotels 
and restaurants (55.25% of total expenditures), 
transports and travel agencies (26.72%) and 
retail trade (10.73%) being the most benefited 
economic activities.  
 
The results obtained in the seniors’ survey 
(Table 3) reveal that the majority of the 
expenditures carried out extra-package 
correspond to shopping (54.4%). The expendi- 
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tures carried out in food & beverages services 
represent almost 35% of total expenditures, 
while only about 2% of expenditures are carried 
out in transports. 
 
Multiplier effects 
The degree to which a social tourism 
programme is an agent of economic 
development of a tourism destination depends, 
simultaneously, on the total expenditures 
generated and on the multiplier effects of these 
expenditures. The higher the destination’s 
propensity to import, the higher will be the 
leakage of money flows out of the tourism 
destination, and, consequently, the lower will 
be the multipliers. Additionally, for policy and 
planning purposes is important to analyse how 
the effects of direct expenditures carried out in 
the scope of a social tourism programme ripple 
through an economy. As referred by Fletcher 
and Archer (1982) the concept of the multiplier 
is based upon the recognition that the various 
sectors which make up the economy are 
interdependent.  

Table 4 presents the Keynesian multipliers of 
output, household income, value-added and 
employment of the expenditures carried out in 
the scope of a Portuguese social tourism 
programme. Keynesian multipliers, also 
denominated as “normal multipliers”, measure 
the effects of an additional unit of spending 
carried out in consequence of the social 
tourism programme on a specific economic 
variable (e.g. output, income, employment). 
These multipliers can be categorized, 
according to the type of impacts analysed, into 
two groups (Miller & Blair, 1985): (i) simple 
multipliers (only direct and indirect effects are 
accounted) and (ii) total multipliers (direct, 
indirect and induced effects are accounted). 
 
The output multiplier measures the effect of an 
extra unit expenditure in the level of output of 
an economy (Archer, 1982), indicating the 
degree of intersectorial linkages (Lee & Kwon, 
1995). The output multipliers of the Programme 
show that for each euro of expenses carried 
out in the scope of this programme 1.693 Euros 

Table 3. Total expenditures of the Portuguese Social Tourism Programme for the senior market 

€ % € % € %

G - Wholesale and retail trade; 

repair of motor vehicles, 

motorcycles personal and 

household goods

Shopping - - 1,770,254 54.40% 1,770,254 10.73%

Accommodation services 7,498,462 56.62% - - 7,498,462 45.45%

Food & Beverages services 492,386 3.72% 1,124,260 34.55% 1,616,646 9.80%

Passenger transportation on road 2,341,234 17.68% 62,331 1.92% 2,403,565 14.57%

Air transport 1,218,286 9.20% - - 1,218,286 7.38%

Services of travel and tourism agencies 786,574 5.94% - - 786,574 4.77%

J - Financial intermediation Financial services 35,645 0.27% - - 35,645 0.22%

K - Renting and business 

activities
Advertising 176,345 1.33% - - 176,345 1.07%

L - Public administration and 

defence; compulsory social 

security

Tourism related services (INATEL) 406,500 3.07% - - 406,500 2.46%

Cultural, entertaining and sport 

activities
288,312 2.18% 101,683 3.12% 389,995 2.36%

Personal services - - 195,600
6.01%

195,600
1.19%

Total 13,243,744 100.00% 3,254,128 100.00% 16,497,872 100.00%

Total expenditures 

H - Hotels and restaurants

I - Transport, storage and 

communication

O - Other community, and 

personal services activities

Economic Activities
a Types of goods and services Total expenditures 

generated to 

implement the 

programme

Extra-programme 

expenditures carried 

out by seniors

 
Legend: a) Economic Activity Classification (CAE Rev.1) 
Source: Seniors’ survey and INATEL (2005) Execution Report of the Programa Turismo Sénior. 
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of output were directly and indirectly generated. 
When induced effects are added on, the output 
multiplier of the Programme increases to 4.029. 
These results reveal, as has been 
demonstrated in other studies (e.g. Lee & 
Kwon, 1995), the particular importance of 
induced effects. Considering the products 
consumed in the scope of this programme, the 
highest output multiplier was found for 
accommodation and food & beverage services 
(4.346), followed by tourism related services 
(INATEL) (4.210), while the lowest multiplier 
was obtained in the financial services (3.257) 
(Table 4). 
 
The household income multiplier shows the 
relationship between an additional unit of 
expenditures carried out in the scope of the 
social tourism Programme and the consequent 
changes in the level of household income in the 
national economy. In this study, household 
income means personal income (corresponding 
to the sum of wages and salaries, mixed 
income, net property income, net current 
transfers and social benefits) as defined by the 
OECD (2013). For each Euro of expenditures 
1.030 Euros of household income were 

generated. The highest household income 
multiplier was found for advertising services 
(1.147) and shopping (1.141). However, 
transports and travel agencies and financial 
sector had relatively low multiplier effects 
(0.816 and 0.767, respectively) (Table 4). 
 
The value-added multipliers indicate that every 
euro spent in the scope of the social tourism 
programme generated 1.398 Euros of value-
added in the national economy. The highest 
multipliers were found in tourism related 
services (1.700), advertising sector (1.553) and 
in the shopping sector (1.529), while the lowest 
value-added multipliers were obtained financial 
services (1.380) and in transport and travel 
agencies (1.231) (Table 4). 
 
Finally, the employment multiplier reports the 
effect of each thousand of Euros in 
expenditures in full-time jobs created in the 
national economy. For each thousand of Euros 
spent in the scope of this Programme, 0.063 
jobs were created. The highest employment 
multipliers were found in accommodation and 
food & beverage services (0.074), tourism 
related services (0.070) and cultural, 

Table 4. Multipliers effects of the Portuguese Social Tourism Programme for senior market 
 

Simple Total Simple Total Simple Total Simple Total

G Shopping 1.566 4.156 0.637 1.141 0.840 1.529 0.035 0.065

H Accommodation and Food & Beverage 1.815 4.346 0.623 1.115 0.759 1.432 0.045 0.074

I Transports and Travel Agencies 1.560 3.301 0.428 0.767 0.768 1.231 0.018 0.038

J Financial services 1.405 3.257 0.456 0.816 0.888 1.380 0.016 0.037

K Advertising 1.511 4.115 0.640 1.147 0.861 1.553 0.024 0.054

L Tourism related services (INATEL) 1.270 4.210 0.720 1.300 0.920 1.700 0.030 0.070

O 
Cultural, entertaining and sport 

activities and personal services
1.539 4.083 0.626 1.121 0.806 1.482 0.037 0.066

Resulting from expenditures generated 

to implement the Programme

1.703 3.987 0.562 1.007 0.770 1.377 0.035 0.061

Resulting from extra-programme 

expenditures carried out by seniors
1.650 4.199 0.627 1.123 0.808 1.485 0.038 0.068

Resulting from the totality of 

expenditures 
1.693 4.029 0.574 1.030 0.777 1.398 0.036 0.063

Types of goods and services

Keynesian Multipliers 

Output Household income Value-added (VA) Employment
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entertaining and sport activities and personal 
services (0.066). Again, the lowest employment 
multiplier effects were obtained in transports 
and travel agencies (0.038) and financial 
services (0.037) (Table 4). 
 
A global analysis of the multipliers effects of the 
Portuguese social tourism programme for the 
senior market (Table 4) permits the conclusion 
that the multiplier effects resulting from extra-
programme expenditures carried out by seniors 
are higher than the multiplier effects resulting 
from expenditures undertaken to implement the 
Programme. These differences are related to 
different structures of consumption. 
Additionally, shopping, accommodation, food & 
beverage services and tourism related as well 
as cultural/ entertaining services have higher 
multiplier effects, appearing to have stronger 
linkage effects than other sectors. The results 
of this study are similar to those of other 
studies on the economic impact of tourism (e.g. 
Lee & Kwon; Kim & Chon, 2009). 
 
In order to analyse the relevance of secondary 
effects (indirect plus induced) versus primary 
(direct) effects of the social tourism 
programme, Table 5 presents a disaggregation 
of multipliers effects. These results show that 
secondary effects of this Programme are higher 
than primary effects, corroborating the results 
obtained in other studies (e.g. Archer, 1995; 
Lee & Know, 1995; Eusébio et al., 2013b). For 
example, for output multipliers the secondary 
effects were three times larger than primary 
effects. 
 
Total economic benefits 

In this study the total economic benefits of the 
Portuguese social tourism programme were 
estimated multiplying the expenditures carried 
out in the scope of this Programme by 
multipliers for output, household income, value-
added and employment. As shown in Table 6, 
16,497.872 Euros of expenditures carried out in 
the scope of this programme generated 66, 
468,995 Euros of output, being only 24% 
generated directly. The total expenditures also 
generated 16,985,570 Euros of household 
income and 23,063,389 Euros of value-added, 
being 34% of household income and 32% of 
value-added generated directly. The total 
receipts generated by this Programme created 

Table 5. Disaggregation of the multipliers 
effects of the Portuguese Social Tourism 
Programme for senior market 
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about 1,034 full-time jobs, being 379 generated 
directly. As far as  economic activities that 
directly benefit from this Programme are 
concerned, the accommodation and food & 
beverage sectors generated the largest impact 
in all economic variables (output, household 
income, value-added and employment) 
analysed, followed, in a second position, by the 
transports and travel agencies and, thirdly, by 
local commerce. 
 
The results estimated for the economic impact 
of the Portuguese social tourism programme 
for the senior market was found to be 
substantial to the Portuguese economy, when 
all impacts (direct, indirect and induce effects) 
were accounted. These results confirm the 
important role of this Programme in the 
economic revitalization of tourism destinations 
and, consequently, for the stimulation of the 
country’s economy. 
 
Conclusions and implications  
Social tourism for seniors is becoming 
increasingly relevant due to many factors such 
as population ageing, social exclusion as well 
as financial and health barriers the senior 
population is facing. There is evidence of 
benefits regarding health, social inclusion, 
wellness and overall well-being of tourism 
practice in general and for the elderly in 

particular. Social tourism initiatives for seniors 
can already be found in some countries. 
Several researchers and international 
associations consider that social tourism 
programmes may provide great benefits both to 
the participants of these programmes and to 
the destinations where these programmes take 
place. However, there is a lack of research in 
this field, mainly concerning the economic 
relevance of social tourism initiatives for the 
economic development of destinations. 
 
This paper analyses the economic impacts of a 
Portuguese social tourism programme for 
seniors – coordinated by the INATEL 
Foundation - on the host communities using 
two complementary approaches: (i) the 
analysis of the perceptions of tourism suppliers 
regarding the referred impacts, based on the 
results of a questionnaire survey; and (ii) the 
quantification of the direct, indirect and induced 
economic benefits of the Programme, based on 
the direct expenditures made by the INATEL 
Foundation and on the amount of money spent 
by the seniors who participated in the 
Programme. 
 
The results of the first approach reveal that 
tourism suppliers perceive positive benefits of 
the Programme on their own organizations and 
even more important benefits on the local 
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community of the host destination. Those 
perceiving higher benefits on their 
organizations are the managers of 
organizations where INATEL expenditures are 
highest – accommodation, transportation 
companies and restaurants – whereas those 
who perceive higher benefits on the local 
communities are the managers of 
entertainment companies and restaurants, who 
are more likely to be integrated in the referred 
communities. The results of the second 
approach show that the increase of the goods 
and services demand generated by both the 
seniors participating in the Programme and the 
INATEL Foundation originated significant 
direct, indirect and induced economic effects in 
the Portuguese economy, namely on output, 
income and employment. As far as the 
multipliers are concerned (output, employment, 
household income and value-added), it should 
be highlighted that the Programme’s secondary 
effects are higher than the primary effects. This 
result corroborates other studies’ findings that 
stress the importance of the tourism activity’s 
secondary effects (e.g. Archer, 1995; Lee & 
Know, 1997). 
 
One of the main contributions of the study 
presented in this paper is the methodological 
approach adopted to analyse the economic 
impacts of a social senior tourism programme, 
using the two complementary approaches 
mentioned above. Actually, no studies are 
known that use this type of methodology, but it 
would certainly be useful in other contexts, 
namely to evaluate the economic impact of 
other social tourism programmes. Another 
important contribution consists in providing 
relevant information that may be used to define 
policies concerning social tourism 
development. Hence, as the results point out, it 
is important to continue developing this type of 
programmes given the economic benefits they 
produce in the organizations involved, in the 
destination communities and for the entire 
Portuguese economy.  
 
The study also suggests that tourism suppliers 
are likely to have different perceptions on the 
economic impacts of social tourism 
programmes. In the case of the programme 
analysed, it is important to emphasize its 
benefits to the local economy among the 

suppliers found to be less aware of them. The 
creation of networks among tourism suppliers 
participating in these programmes and even 
between them and other local stakeholders is 
most relevant, since it may increase the 
awareness about the benefits of the 
programmes on tourism destinations, while 
eventually stimulating additional linkages inside 
these destinations.  
 
This kind of study is also crucial to understand 
the different types of effects of the expenditures 
in different economic activities and, 
consequently, to identify the consumptions that 
should be more stimulated in order to increase 
the economic impacts of these initiatives. In 
this context, the results of the present study 
suggest that it is of utmost importance to 
encourage the consumption of accommodation 
and food & beverage establishments in social 
tourism programmes since these activities 
showed the highest multipliers effects of the 
programme under analysis, contributing most 
to the growth of the Portuguese economy as a 
result of the Programme. Also shopping, 
tourism related and cultural/ entertainment 
activities show interesting multiplier effects 
revealing a relevant role for enhancing the 
economic contribution of the here analysed 
programme on the local and national economy. 
This should alert INATEL managers to continue 
developing initiatives integrating diverse 
activities and opportunities in their programmes 
and to eventually try to involve also those local 
stakeholders more actively in the planning 
process that are not directly serving as 
participants of the programme, but directly 
benefitting from it and which also contribute to 
the overall tourist experience quality and global 
economic impact of the programme (e.g. 
through regular information on the 
programmes’ schedules, inclusion of 
promotional material in information kits given to 
programme participants, etc.). Some 
assumptions of the input-output model used 
should be considered as limitations of the 
study, such as the constant returns to scale 
production function, no input substitution and 
no supply constraints considered here. In order 
to overcome these assumptions it would be 
appropriate to quantify the impacts using 
General Equilibrium Models. The use of this 
methodology was not possible in this research 
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due to limitations regarding the data available 
for the Portuguese economy. In this context, it 
is useful to consider other methodologies to 
quantify impacts in future studies. The use of 
several methodologies will permit the 
comparison of results obtained and to infer 
about the relevance of the different methods.  
 
Another limitation of the study is that the 
economic impacts of the programme were only 
assessed for one year (2005). Although this 
may be a limitation of this paper, the aims of 
this research are to highlight the relevance of 
developing social tourism initiatives and 
present a possible framework, which 
encompasses both qualitative and quantitative 
approaches, that may be used in future studies 
designed to assess the impact of social tourism 
initiatives. This kind of studies is of utmost 
importance in countries such as Portugal 
where, traditionally, there was a strong support 
to these initiatives, through public funds, but 
where this support tends to decrease, mainly 
due to the economic crisis. However, it is on 
periods of economic crises and population 
ageing that this kind of social initiatives 
assumes particular relevance in order to 
ensure “tourism for all”. The Portuguese 
programme under analysis has been suffering 
some changes in the last years, namely a 
decrease of public funds. It was considered 
particularly important to carry out this research 
in a period where the social initiatives were 
having a great dynamic, involving a high 
number of seniors and receiving a strong 
government support, to better emphasise the 
relevance of this kind of social tourism 
initiatives. In order to extend knowledge in this 
field, where there is hardly any research, it is 
recommended to carry out longitudinal studies 
to understand the evolution of the impacts of 
the initiative analysed. It would also be very 
interesting to apply the here proposed 
methodology to assess the economic impacts 
of social tourism programs in other contexts, 
namely in other countries and for other target 
publics. 
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