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SILVER SMEs supports regional policies in rural 

and mountainous areas by enlightening the 

potential for small- and medium sized enterprises 

to develop new innovative products and services 

of benefit and joy for a senior population and for 

growth and competitiveness of the regions.
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I.A NEW NICHE OF MARKET 
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Silvers, the new market

▪ Did you know that the Silver Economy accounted for over 78 
million of jobs in the EU in 2015?

▫ Through the development of the Silver Economy and 
support of SMEs in all stages of their life cycle, our project 
will bring important job opportunities in sectors of high 
relevance to the Silver Economy. Beside healthcare, the 
Silver Economy offers new opportunities as well for a wide 
range of subsectors, such as silver tourism, development 
of ICT Apps, Internet of Things, transport, shopping, 
cleaning, housing, etc.

▪ We expect the project to identify relevant practices that will 
contribute to promoting the engagement of regions in 
innovation of Silver Economy SMEs. This will allow to 
develop, from a mid-term perspective, new ICT-products and 
services that will allow public authorities to deliver better and 
cheaper care for all.

▪ To do so, we will change and improve 8 regional policies in 
our partners’ regions from Sweden to Portugal.
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Main activities

▪ Silver SMEs will identify and improve policy measures for the 
promotion of the Silver Economy. Our aim is for regional authorities 
to acknowledge the opportunities linked to the Silver Economy and 
develop tools for the business environment linked to the ageing 
society (62 years old onwards).

▪ Silver SMEs will collect 60 good practices across the EU in the 
fields of housing, health, wellbeing, robotics, and ICT. Our approach 
will cover the SMEs development sectorial opportunities derived 
from key needs of 3 groups:

▫ Active people (Healthy-Wealthy)

▫ Fragile-Vulnerable people

▫ Dependent people

▪ If you are interested in the project, have a look at the map of 
partners to see if you can be involved in the stakeholder groups or 
join us during the international policy workshops Silver SMEs will be 
organizing on each of our key target groups, as well as a transversal 
seminar on “Senior Tourism & Accessibility”.
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II. EXCHANGE OF EXPERIENCES
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Our activities until now
▪ An SWOT about Silver economy at European level

Why can we improve #silvereco

#SMEs settlement in rural areas?

3 main reasons from our SWOT : 

🔹 Seniors in our regions want to 

stay active

🔹 Our policy environment wants 

to encourage #ActiveAgeing

🔹 SMEs in our territories are willing 

to develop services

▪ Collection of Good Practices

▫ We have collected 64 Good Practices that are available in our
web page
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Our future activities

▪ Keep on selecting Good Practices

▪ Peer-review of 18 Good Practices:

▫ Active Elder

▫ Vulnerable Elder

▫ Dependent Elder

▪ Next meeting in Brussels (Belgium)

▪ During this semester we will start the work on the 

Action plans and we will develop Local info days in 

all our territories
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IV. COMMUNICATION OF 

SILVER SMES
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SILVER SMEs

on the social media

Facebook
▪ @SilverSMEs

▪ www.facebook.com/SilverSMEs

Twitter
▪ @Silver_SMEs

▪ https://twitter.com/Silver_SMEs

LinkedIn
▪ www.linkedin.com/company/silver-smes

And on the Internet

https://www.interregeurope.eu/SilverSMEs

http://www.facebook.com/SilverSMEs
https://twitter.com/Silver_SMEs
http://www.linkedin.com/company
https://www.interregeurope.eu/SilverSMEs


Follow us on the social media

For more information contact: 

Thank you!

www.interregeurope.eu/SilverSMEs

Laura Gascón Herrero

lgasconherrero@dpteruel.es

https://www.linkedin.com/company/silver-smes/
https://twitter.com/Silver_SMEs
https://www.facebook.com/SilverSMEs


Falun World Heritage Site
Where tradition meets the future

On-Line Seminar on Senior Tourism and Asseccibility

September 2, 2020



The Mine and the Town of Falun



• Developing new sites and products for target
group 55+, national and international target
groups.

• Curious discoverers

• Safe and sound

• New experiences, new knowledge

• Culture and outdoor activities nearby

• Easy access, physical and digital

• Good infrastructure, quality accomodations and 
great local food

• Value for money

Falun World Heritage Site



• We develop quality assured destinations

• We develop products for both our residents and 
visitors, 

• Our residents are our most important 
ambassadors for visitors 55+

• We develop collaboration between public actors, 
companies and associations

• We embrace both the rough and the fragile in our 
cultural legacy

• We preserve our living cultural heritage and our 
identity while pursuing development and being 
modern

Our Tools



Treasures of Falun World Heritage Site

The Great Copper Mountain
and the Historic Town of
Falun



Treasures of Falun World Heritage Site

• The Landscape

• Well preserved master miner’s estates

• Restored gardens from different historic periods

• Cultural and cultivated landscapes and forests. 

• Open to public and accessible 
year round 

• Sweden’s four seasons presents different visitors 
experiences



Treasures of Falun World Heritage Site

• Outdoor Adventures

• Historic Foot paths

• New Bike rides

• Guided tours

• Nature + industrial + cultural heritage in new 
attractive combinations and packages for visitors 
55+



Development project

• World Heritage Journeys in the European Union

• Presenting Europe's heritage and history through
selected World Heritage Sites.

• Falun Copper mine, a part of the theme
Underground Europe.



Development project

• Strengthen World Heritage Sites, 2019-2021

• Test and adapt the UNESCO World Heritage 
Sustainable Tourism Toolkit, a method for 
sustainable visitor destination development.

• Test site: Falun World Heritage Site



Development project

• Bruk 2.0

• Sustainable site development

• Developing natural and cultural 
environments into places to visit.

• Selected industrial historical sites, 
including the Master Miner’s cultural 
landscape around Falun.







Outdoor
Winter Events

Meetings and 
Business 

Travellers

Peace and 
quiet

Culture and lifestyle

Thematic areas in Dalarna

Outdoor Spring, 
Summer, Autumn



The five Product Areas in Dalarna



• falun.se/varldsarvet-falun.html

• visitdalarna.se/en

• falugruva.se/en/

• visitworldheritage.com

• worldheritagesweden.se/en/

For more information, please contact
Ulrika Nisser, project manager

ulrika.nisser@visitdalarna.se

For more information, 
please visit



Hauts-de-France region

Partners´ Meeting and International Workshop nº 4
Dalarna (Sweden), 2nd &3th September 2020

BERTRAND Alexandra
P7 Eurasanté – France (Hauts-de-France)
abertrand@eurasante.com
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Description of the Good Practice

o Problem addressed

In order to meet the mobility needs of isolated elderly people but also to relieve their
family carers, “Entre Ed & Vous" is a transport service for the elderly that offers various
assistance and tourism services :
 Transport and support to medical appointments

 Shopping support (Transport to the mall, support in the shop, help to tidy up the shopping

at home)

 Organized visits to museums, monuments…

o Context

Elderly people are becoming increasingly isolated. They don't always have the physical
ability to travel on their own and their family carers are not always available to support
them on their travels. In addition, the places are not always easily accessible.

Entre ED & vous is a trip planner which was created to make older people 
want to go out again, alone or in a group. 
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o Objectives

ENTRE ED & VOUS contributes to the "better life" of our seniors, through a new range of

services provided by motivated and caring people.

A relationship based on affinities, to facilitate conversations and a relationship based on

trust.

Targeted impacts :
 Contribute to the "better living" of our seniors

 Fighting the isolation of the most fragile among them

 A job that makes sense

 Bringing together the generations that have so much to share

OFFER for INDIVIDUALS
20€ an hour

A trusted person for daily 
driving and support

• medical appointments
• Shopping

• administrative help 

• and time to be present and 
listen

OFFER for NURSING 
HOMES

Variable price 

Outings for small groups. 
Each outing is designed and 

adapted to make them 
experience a day like no 

other
• Museums

• Cinema 

• Cultural trip

OFFER for 
COLLECTIVITIES 

160€ for 4 hours

An accompanied transport to 
bring isolated elderly people 

closer to town centres, 
shopping or medical 

facilities
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Implementation

o Timescale

March 2019

o Human resources needed

1 full time job for the beginning

A budget of 50 000€ is to be set aside to launch a project of this kind.

Unfortunately, the covid-19 crisis and lockdown stopped the company's
development.
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Implementation

o Monetary resources needed

 A dedicated budget for the car

 Communication material (flyers, posters, business cards)

 The fuel budget is important

o Actors involved

• Institutional : County Council, Lille European Metropolis, mayors

• Nursing homes
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Evidence of success

The project began in March 2019 and a few months later, in November, the first clients
were on board.

However, as France had locked down its inhabitants during the covid crisis, the company

was forced to stop its services.

However, it has managed to bounce back by offering a home shopping delivery service.

The beneficiaries of this project are the elderly (especially 60 to 90 age group), alone or
couple, still independent but vulnerable (socially and/or geographically isolated)
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Lessons learned

o Key success factors

OFFER FOR INDIVIDUALS : The company has had its first 5 clients between
November 2019 and January 2020

OFFER FOR COLLECTIVITIES : 2 organized visits (museums) have been set up

OFFER FOR NURSING HOMES : Still looking for partnerships

o Negative aspects / challenges

Three major challenges :

• Make oneself known
• Have enough customers to make a profit

• Getting people out of their homes
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o Conclusion

Entre Ed & Vous is a complete and original way of thinking about tomorrow's
mobility for our seniors.

Entre Ed & Vous could stimulate the local economy in rural places.

The success depends on taking into account the elderly’s needs and
expectations.
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Contact details

Website : http://www.entreedetvous.fr/

Edouard DHELLEMMES, CEO : 

bonjour@entreedetvous.fr



“60s Club: Travel and Thermalism

Programme” 

Castilla y León Region - SPAIN

Online Seminar “Senior Tourism and Accessibility”

2nd September 2020

Beatriz García Val

Society for the Development of the Province of Burgos - SODEBUR

bgarcia@sodebur.es
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▪ Overview. Problem addressed. 

Club integrating different programs for people over 60 (registered in Castilla y León)

which aims both to prevent dependency and to promote personal development and

independent life as long as possible (Active and Healthy Ageing).

- Travels Programme.

- Thermalism Programme.

- Interuniversity Experience Programme.

Access to culture and education as a way of personal growth.

- Intergenerational Approach Programme.

Sharing experiences, knowledge and/or accommodation between elderly and students

(University).

- Active and Healthy Ageing Integral Programme.

▪ Context

Castilla y León (Spain) – REGIONAL LEVEL

DESCRIPTION OF THE GOOD PRACTICE
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▪ Timescale

- Successful, experienced and well-known Programme in Castilla y León region.

(1991 - On-going)

- 2020 edition was cancelled due to COVID-19 sanitary crisis (postponed to 2021).

IMPLEMENTATION

▪ Objective and operating method

- Access to national and international travel opportunities (destinations) to promote the

knowledge of other cultures and geographical territories among Club members.

- PUBLIC TENDER to select the TRAVEL AGENCIES to organise the trips (lots).

- The travel award system is carried out by draw (users who ask for a travel, first time,

have priority to get a seat).

▪ Users – beneficiaries

- Club members (people over 60 registered in any municipality of

Castilla y León region). More than 340.000 users.

- Beneficiaries have also the possibility to choose the companion

of any other person (over 18 and also registered in the

region).
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▪ Monetary resources needed

30 M€ - Regional Government budget (annual).

Partially co-funded for beneficiaries 

(costs depending on the destination).

IMPLEMENTATION

▪ Human resources needed

Civil Servants in the SOCIAL SERVICES UNIT (Regional Government of Castilla y

León – Family and Equal Opportunities Ministry).

Programme’s management is coordinated from the central services in Valladolid (capital

city) but territorial offices in the other 8 provinces are also involved.
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▪ Results achieved

- Experienced programme (close to 30 years).

- 34 destinations: Spain, Europe, America, Asia…

2 rounds: Spring and Autumn.

- Available seats (2020): 32.950

EVIDENCE OF SUCCESS

▪ Actors involved

Public-private collaboration

- Regional Government of Castilla y León.

- Users of the Club (elderly registered in the region).

- Spanish Tour operators (Travel agencies).

Indirectly: hotels, restaurants, bus companies, official 

guides, tourism  attractions (all over the world)… 

HIGH ECONOMIC IMPACT IN ALL DESTINATIONS
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▪ Negative aspects

- ACCESS TO THE PROGRAMME ONLY FOR CLUB MEMBERS.

The application period is permanently open. It’s for free.

Required documentation: ID and certificate of registration.

Two options: application can be registered digitally or physically (offices

of the regional social services, capital city of every province).

LESSONS LEARNED

▪ Key success factors

- QUALITY DESTINATIONS AT COMPETITIVE PRICES.

- CONSIDERATION OF USERS’ SUGGESTIONS; Destinations vary depending on

the demand or suggestions of the elderly and they are evaluated by the Regional

Government in order to meet the objectives and expectations of its participants.

- STRENGTHEN RELATIONSHIPS; It allows members to travel with children,

grandchildren or anyone over 18.

- WELL ORGANISED TRIPS; They includes transport, accommodation, meals, official

guides, excursions, insurances…
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PHOTOGRAPHS
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CONTACT DETAILS



www.interregeurope.eu/SilverSMEs

Laura Gascón Herrero

Project manager, Lead Partner

Provincial Government of Teruel

Social thermal in the province of 

Teruel

On line meeting, 2rd of September 2020

http://www.interregeurope.eu/silversmes
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Termal spring of water in 

Teruel’s province
▪ In the province of Teruel there is a long tradition of taking 

medicinal baths

▪ The baths are located in the center part of the province 

and south.

▪ The oldest one is from the beginning of the 20th century.
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Tradition and health

▪ Taking into account:

▫ the tradition 

▫ the health of retired people 

▫ the seasonality of this touristic attraction 

The Provincial Government of Teruel prepared a social 

thermal program where the beneficiaries are retired people 

born in Teruel, living in or having a house in the province 

and their partners
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The subsidy
▪ The beneficiaries can obtain

▫ 50% off the cost of staying in the thermal resort

▫ Up to 200 € per person

▪ Goal of this project

▫ Improve the quality of life of retired people from the 

province

▫ Allow the spas to have less seasonality 

▫ Longer contracts for the staff that are living in the area

▫ Publicity for the hotels
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This year

▪ No subsidy because of the pandemic

▪ No good idea to mix people in risk

▪ The thermal are at the same time hotels so they

benefit from the touristic campaing of the Province.

▪ Discount codes of 30€ raffled in the newspaper of 

the province that the readers can use to book rooms

in the hotels. In total 3.000 nights have been raffled. 



Follow us on the social media

For more information contact: 

Thank you!

www.interregeurope.eu/SilverSMEs

Laura Gascón Herrero

lgasconherrero@dpteruel.es

https://www.linkedin.com/company/silver-smes/
https://twitter.com/Silver_SMEs
https://www.facebook.com/SilverSMEs


Training SMEs for accessible tourism: 

A.L.L. project

Lombardy, Italy

Online Seminar “Senior Tourism and Accessibility”

2nd & 3rd September 2020

Blandine Camus

Euromontana

Communication@euromontana.org
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Description of the Good Practice:

▪ Problem addressed:

Lack of tourism offer adapted to older adults

Need to promote the common Lombard heritage in Italy and Slovenia

▪ Objective:
→ to enhance and valorise Lombard cultural heritage by making it more attractive and 

accessible to all;

→ to raise awareness among public and private tourism operators about the economic 

potential of accessible tourism;

→ to increase information and knowledge about tourism for all among the operators of the 

tourism sector and to enhance their skills;

→ to support tourism SMEs to integrate or adapt their services to the requirements of 

tourists with different access needs;
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Implementation:

▪ Timescale:

September 2016 – November 2017

▪ Resources needed:

Funded by the COSME programme. Project management resources. Coordinator: INCIPIT

Consulting Soc.Coop (specialised in innovative and customised tourism offers and in

training)

▪ Context where & when the practice was introduced:

Italy and Slovenia
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Implementation:

▪ Actors involved:

Partners (Tourism Consulting agency, Municipality of Spoleto, National Museum of Slovenia, 

regional Development agencies, social enterprises from the tourism sector, ENAT European 

Network for Accessible Tourism)

200 SMEs and operators from the tourism sector

16 Cultural heritage sites 

93 tourism facilities (hotels, restaurants)

▪ Activities:

Creation of 2 itineraries adapted to seniors in Italy and Slovenia

Awareness raising on accessibility among operators of the tourism sector

Market analysis on accessible tourism 
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Evidence of success:

▪ Results achieved:

From the accessible itineraries identified: 6 tour packages in Italy & 3 in Slovenia

→ Itineraries include the list of visits and the adapted services they propose

→ Sold by local tourism operators

→ Organised upon demand from groups

→ Prices from 110 to 430 euros per person

Accessible tourism business toolkit for SMEs

▪ Users/ beneficiaries/ stakeholders:

Persons with specific needs including

Older adults

Persons with disabilities

Persons with deseases that complicate mobility like strong asthma
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Lessons learned:

▪ Key success factors:

Involvement of 200 operators / SMEs from the tourism sector and 93 facilities 

▪ Negative aspects:

No involvement of end users in the design of tour packages

No test phase by end users
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Photographs:
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Contact details:

Maria Stella Minuti

Project coordinator

m.minuti@incipitconsulting.it



EDEN55plusNW 

Austria, Slovenia, Croatia, Italy

Online Seminar “Senior Tourism and Accessibility”

2nd & 3rd September 2020

Blandine Camus

Euromontana

Communication@euromontana.org
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Description of the Good Practice:

▪ Problem addressed:

Lack of adapted tourism offers for older adults

Encourage sustainable tourism during low seasons

▪ Context where & when the practice was introduced:

EDEN (European Destinations of Excellence) is an EU initiative promoting sustainable 

tourism development models across the EU through various topics (rural tourism, cultural 

heritage, accessibility, well-being etc.).

EDEN destinations have to respect certain criteria: a low flow of tourists (compared to 

national average), be managed by a partnership between public authorities and private 

entities from the tourism sector, have a local strategy for sustainable tourism

Five EDEN-Destinations in Austria, Slovenia and Croatia applied to a COSME call aiming at 

developing adapted senior tourism
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Implementation:

▪ Timescale:

COSME call from 2015 for projects aiming at increasing tourism flows in the low and medium 

seasons for seniors

Project duration: March 2016 – July 2017

▪ Resources needed:

COSME project led by the Development Centre of the Heart of Slovenia

▪ Objective:

In these destinations, developing tourism packages offers

adapted to the needs of people over 55 and targeting older

adults living in cross-borders countries.

https://ec.europa.eu/growth/sectors/tourism/offer/seniors-youth_en
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Implementation:

▪ Actors involved:

Project partners (Development agencies, municipalities, National Parks, Association of 

cultural heritage protection, University of Trieste)

SMEs of the tourism sector

Associations of older adults

▪ Activities:

Networking between seniors’ associations, SMEs, EDEN destinations

2 pilot tours (3 days visit): 1 for women +55, 1 for couples +55 

→ feedback from older adults to improve the offer

3 workshops for tourism SMEs

→ share good practices

→ Present results from surveys done among +55 and train SME to better target 

older adults
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Evidence of success:

▪ Results achieved:

10 tourism packages (3 days) for +55 developed: 

→ for single women +55

→ for couples +55

Each of the 5 EDEN destination propose both packages

tours of cultural & natural heritage sites,

yoga, tasting of local food from farms,

free time

▪ Users/ beneficiaries/ stakeholders:

Older people over 55, including single 

women
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Lessons learned:

▪ Key success factors:

Testing the offer with older adults: 

→ Adapting the quality of the offer to the target group (higher quality of 

accommodation, guided visits, catering, visits with interpretation or in tourists’ 

language etc)

→ Less is more: adapted tourism packages should propose less activities but 

more in depth

Providing SMEs with examples and testimonies to show how to easily adapt the offer

▪ Challenges:

Get SMEs on board to train them
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Photographs:

“12 women from the senior 

organisation AUSSER in Trieste were 

testing the tourism offer of the EDEN-

regions in Slovenia, Croatia and the 

Styrian Vulkanland”

Training for SMEs
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Contact details:

Lead partner Development Center of the 

Heart of Slovenia

info@razvoj.si 



INATEL FOUNTADION

Senior Tourism  Programe 55+

Portugal

Online Seminar “Senior Tourism and Accessibility”

2nd & 3rd September 2020

Paulo Pinto

CIM do Ave

Paulo.pinto@cim-

ave.pt
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Description of the Good 

Practice:

▪ Problem addressed:

Social and Silver Tourism

▪ Context where & when the practice was introduced:

INATEL Foundation is a Portuguese organization that works in all areas of leisure,

namely Culture, Sports and Tourism. It was founded 85 years ago, in the 13th June

1935, within the frame of the Portuguese Nationalist regime, with the name National

Foundation for the Joy at Work (FNAT) but was considered useful when democracy

arrived in 1974 and maintained its whole functions even though the name changed,

becoming INATEL – National Institute for Leisure
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Description of the Good Practice:

▪ Objective:

INATEL 55+ is a programme is  designed  to create a access  for SILVER associates 

to hotels belonging to the INATEL Network and 50 other associated  hotels situated  

in the country interior, usually in Spas or Thermal Parks. It was designed to help the 

interior economy devasted by the enormous forest fires in 2018 and support access 

to vacations for senior citizens with limited resources ( middle or lower middle class).

The Foundation has 16 hotels, 2 campsites, 23 INATEL local units throughout 

the country, operates as a travel agency in the area of social and senior 

tourism, holds a Theatre in the center of Lisbon and several sports parks all 

over the country. The main objective of the Foundation is to work for active 

and retired workers, guaranteeing that they can enjoy in their free time quality 

activities at affordable or free prices, if possible with their families
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Implementation:

▪ Timescale:

The institution operates for the last 85 years. 

The SILVER TOURISM Project 55+ operates since 2018

▪ Human resources needed:

Around 2000 employees on INATEL and associated Hotels. ( 2018). 



5

Implementation:

▪ Monetary resources needed:

€ 9.411.765,00

(source https://poise.portugal2020.pt/documents/10180/90972/Aviso_TO3.20_POISE-38-

2019-10_v1.pdf/20b17669-527c-49bb-bbe1-cabe5fc3af46)

▪ Actors involved:

▪ Portuguese State. 

▪ European Union ( 

ESF)

▪ Fundação INATEL
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Evidence of success:

▪ Results achieved:

The 55+ Project allowed 21 000 SILVER Tourists, with limited resources to have access to

vacations in the country’s interior hotel units. 

▪ Users/ beneficiaries/ stakeholders:

More that 21000 senior beneficiaries - 2019

More that 190.000 associates.

More than 50 adhering hotels.
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Lessons learned:

▪ Key success factors:
A very strong structure created by the state even though now run privatly. A large number of 

Associates. A strong financial support from the Portuguese State and the EU. 

▪ Negative aspects:

1. Low income SILVER tourists tend to have a low educational level. People with lower 

educational level tend to be less demanding, as a result some lower quality in service can be 

observed, not often but sometimes.

2. ESF funding has temporal limits. Therefore the program must become financially 

sustainable.

▪ Challenges:

Raise quality standards on service independently of guests demanding.

Create a broader network of partners.

Reach Finantial Sustainability. 
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Photographs:
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Photographs:
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Contact details:

MAIL:

cultura@inatel.pt - inatel@inatel.pt

WEBSITE:

www.www.inatel.pt

SOCIAL LINKS:

Facebook

ADDRESS:

Calçada de Sant’Ana, 180 - 1169-062 Lisboa - Portugal

TELEPHONE/FAX:

Tel 00351210027000 - 00351210021010



Online Seminar “Senior Tourism and Accessibility”

2nd & 3rd September 2020

Katarzyna Jaworska

Managing Director

Travel Agency Exodus

k.jaworska@exodus.com.pl

Organizing trips for seniors. 

Cooperation between 

Travel Agency Exodus 

and University of the Third Age (UTA) 

in Zielona Góra, Lubuskie Region 
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Description of the Good Practice:
◼ Problem addressed:  Reconciling the dichotomy of senior experiences

- daily desires: to be socially and culturally active, to broaden mind, to feel

integrated and included in the group, to use time wisely, to avoid feeling lonely,

- daily struggles: limited financial resources, problems with mobility 

(in terms of health condition and means of transportation), poor orientation 

in new technologies (a source of inspiration/information/booking).

◼ Context where & when the practice was introduced:

Cooperation between Exodus and UTA Zielona Góra since the early 1990s: 

- Travel Agency Exodus – family company established in 1991 in Zielona Góra 

by Jaworski family, a micro-enterprise,

- UTA – nonprofit organization established in 1992 in Zielona Góra, currently

approx. 1000 members.

◼ Objective:

To provide tours tailored to seniors’ expectations, with respect to their age, needs

and also limitations.
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Implementation:

▪ Timescale:

Cooperation since almost 30 years, annually organized: at least one longer 

(e.g. a week-long) leisure group excursion plus multiple one-day excursions.

▪ Activities:

- multi-day leisure groups with focus on relaxation/health improvement (e.g. to 

health resorts) or common celebration (e.g. Easter, New Year’s Eve),

- one-day excursions with focus on:

✓ health improvement (e.g. tour to thermal pools),

✓ cultural participation (e.g. tour to opera performances, exhibitions, concerts),

✓ sightseeing/life-long learning (e.g. visit to local attractions or the neighbouring 

regions, workshops, etc.)

▪ Human resources needed:

- contact persons both in Exodus and UTA to discuss particular needs and

expectations of seniors in order to prepare a tailor-made offer,

- Exodus staff during the tour: qualified tour leader, one or two bus drivers, local

tour guide if needed.
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Implementation:

▪ Monetary resources needed:

-One-day tour: 20-50 €/person

-Multi-day tour: 120-600 €/person

Cost of the tour can be covered:

- exclusively by the participant from his own resources (main scheme),

- partly by the participant and co-financed by UTA, if UTA receives a grant 

from an external institution (e.g. from Zielona Góra City Council),

- each year Exodus donates vouchers to UTA lottery – the winners get free tour.

▪ Actors involved:

- Exodus: programme planning, pricing, staffing, bookings: transportation/

accommodation/meals/tickets/guides, etc.

- UTA: coordination between the group and Exodus, specification 

of requirements and expectations

- insurance company that cooperates with Exodus,

- external partners booked by Exodus: e.g. opera house, museums, thermal

pools, etc.

- external funding institutions if a grant has been received by UTA.
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Evidence of success:

▪ Results achieved:

- the number of excursions and participants is growing every year,

- regular excursions promote activisation, integration, inclusion, participation

and life-long learning among senior population, 

- tours help to improve both mental and physical condition of seniors,

- popularization of the idea – Exodus cooperates now with many UTA’s

from other cities and even provinces (e.g. UTA Międzychód, UTA Leszno),

- a positive bond formed not only between senior participants, but also between

them and employees of Exodus (‘a family feeling’).

▪ Users/ beneficiaries/ stakeholders:

- all involved actors (participants, Exodus, UTA, places of interests, involved

partners etc.) benefit from this cooperation, 

- it serves also as promotion of tourism in general - seniors will likely

recommend their own families to visit places/events they enjoyed with Exodus. 
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Lessons learned:

▪ Key success factors:

- one company (Exodus) arranges everything what is needed for the tour,

- Exodus is a family business – no big rotation of employees, ‘family feeling’, 

- long-lasting and successful cooperation based on trust and personal bond,

- Exodus has its own fleet of modern Setra buses based in Zielona Góra –

provides transportation ‘right from home and back home’,

- own bus fleet and own tour leaders guarantee best possible rates,

- Exodus shows initiative in offering interesting programmes, events etc.

- For UTA groups Exodus always negotiates the best rates – e.g. provides

reduced ticket fare to opera shows, etc. 

▪ Negative aspects/challenges:

- deterioration of health condition over time, limited mobility of participants,

- fear of coronavirus among seniors,

- limited financial resources - low pensions in Poland,

- increasing level of prices in tourism (e.g. admission tickets),

- participation only for UTA members – to become a member senior needs 

to show own initiative, contact UTA and get involved. 
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Photographs (UTA archives):

Spreewald, Germany European Parliament in Brussels

Hajdúszoboszló thermal pools, 

Hungary

The Balkan tour
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Contact details:

Katarzyna Jaworska

Managing Director, Travel Agency Exodus

k.jaworska@exodus.com.pl

+48 691 035 350

www.exodus.com.pl

Thank you for your attention.



The Freebird Club – Update

Online Seminar “Senior Tourism and Accessibility”
2nd & 3rd September 2020

Dr Aisling ConwayLenihan
Hincks Centre for Entrepreneurship Excellence, 
Cork Institute of Technology,
Southern region of Ireland



Context & Objectives

Social travel and homestay club exclusively for the 
over 50s

First of its kind in Ireland
Serving the community 

& visitors
Open all year round
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Implementation:

 Monetary resources needed:

Funding: 1). Membership Fees (private members club) - €25 (once-off)

2). Commission (Host & Guest 15%)

Freebird hosts earn an income (€25 - €300 p/n)

4500 members across 80 countries

Hosts (150-200) across 40 countries

 Actors involved:
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Update since COVID19

• Developed new website & associated branding

• Financial Impact –
- Bookings cancelled
- No recruitment of staff  
- Slow down in engagement with potential investors
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Update since COVID19

• Continue to stay in touch with the community (hosts & members)

• Weakness of Digital Platform – can’t support an online meetup

• Creative ideas on developing and supporting the Freebird Club community, 
Reality – Financial Loss

 Challenges:

We don't stop playing because we grow 
old, we grow old because we stop playing."

- George Bernard Shaw 



Project’s media

Hincks Centre for 
Entrepreneurship Excellence, 
Cork Institute of Technology, 
Email: hinckscentre@cit.ie

Twitter
@silver_SME
@hinckscentre

www,thefreebirdclub.com
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