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Managing Heritage Site I nter pretation
for Older Adult Visitors

Marie Avellino Stewairt

Abstract

An increasing silver tourists market generates lgmges and opportunities for
tourist destinations, heritage and tourist attracts that can be exploited by a
professional interpretive experience which forgemogonal and intellectual
connections between the interests of the audiendet®e meanings inherent in the
resource. In catering for senior visitors, managefsheritage sites at both the
European as well at the global level, should nat jfocus on physical accessibility
but also on the intellectual and socio-cultural deeof the older generations
around the world. Heritage sites and museums atenaoessarily simply spaces in
which memories are reconstructed; they are settingeere visitors come to
negotiate cultural meanings.
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1. Older Adults Tourism Experience

“The world is in the midst of a unique and irrevelsiprocess of demographic
transition that will result in older populations esyywheré (United Nations,
Ageing, online, n.d. in Avellino, 2016. p. 18). Ookthe main implications of this
global demographic growth is an increase in poé¢igmand from the older adult
tourism market which is shaped mainly by declinbigh-rates in the Western
Hemisphere, together with a longer life expectantiye quality of life of the
majority of older persons is set to be enhancetheg have, and will increasingly
have, better access to health care together wilopensity to travel. Although
seniors may live longer, some may experience airgeah physical, mental and
intellectual health, or a loss of purchasing povegra variety and levels of one or
more of any of these restrictions.

Seniors are steadily taking a larger market shiatieeotravel markets (Wang, Ma,
Hsu, Jao and Lin, 2013, p. 1021) and as a consequ#rat of the cultural heritage
sector. This is due to the fact that they visitwal heritage attractions (CHA) as
part of their travel itinerary. Tourism service piders must evaluate the prospect
of an increase in the senior tourism segment aactianges that will accompany
it, as the new entrants to this demographic, wdl rhore highly educated and
experienced travellers. As a consequence managewdsbe prepared to identify
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and maximise opportunities generated by these newmodraphic challenges
(Lambin and Brondoni, 2000-2001; Brondoni, 2009120Brondoni, Franzoni,
2016).

Calver and Page note that fs only in recent times that an attempt has been
made to resolve the apparent conflict of managingeavice orientated visitor
attraction which provides entertainment and enjoyima a context that may have
profound intellectual significan&g2013, pp. 23-24). They also note the tension
that plagues CHA managers as they try to balanteele® a curatorial and a
marketing focus. This study does not favour oneudomver another but
recommends a hybrid approach. It sets out to agddree fundamental question:
how can site interpretation management improvevibgor experience for older
adults? To answer this question a qualitative nology was used and which
included participant observation, interviews, fogrsups and site visits. It also
collated feedback from industry stakeholders, dsageend users.

Mainstream adult tourists are well catered for burism service providers,
however the author’'s primary research noted thgirements and needs of older
adults are not always being met. Avellino’s (202816) research indicated that
once these shortcomings are addressed the oldéor'gisexperience could be
greatly enhanced. From a practical perspective,siudy helps site managers and
marketers to design and manage CHA so as to praaidegher quality and
satisfactory visitor experience and also to inceetie potential of being able to
host at CHA a larger share of this segment. Frana@demic perspective, the
study opens up the discourses on interpretatiociwihias been largely relegated to
the practitioners’ field of expertise.

2. Literature Review
2.1 Silver Tourists

Although a quarter of a century ago Henry Handsafkthe World Tourism
Organisation declared thathe number of people over 60 in the traditionalristu
generating countries of Europe and North America expected to outnumber ‘pre
adults’ by a third in 2025(Ing, 1993, p. 4, in Patterson, 2006, p. 2), therism
and heritage industry has only recently realisexl ithplications of this increase.
The challenge for industry is to properly underdtahe potential and effective
demand of the senior tourism market and to resployddelivering products
commensurate with its needs” (Ing, 1993, p. 4, attdPson, 2006). Today, this
growth is not only manifested through the increeséhe amount of older adult
international tourists, but is also visible in theeater number of older persons
across the globe who will not only visit attracomand heritage sites when
travelling abroad, but will also do so in their h@environment.

Senior, older adult, grey or silver tourists ament® given to describe a tourist that
is over a certain age (Avellino, 2016). HossainijriBand Lubulwa (2003) use the
term “senior” for persons aged 55 or older. Fa plurposes of this paper, senior
and older adult visitor will refer to persons o%€r years of age as these formed to
cohort group which participated in the study sot@snclude the baby boomers
(born between 1946 and 1964) as well as the prevgeneration. It must be noted
that research undertaken between 1996 and 20(0®ennsylvania, USA by Chen
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and Shoemaker does indicate that the cohort ifmmmbgeneous and warns thét “
would be mistaken to treat people ages 55 to 6@yt@s senior citizefiand “and
that traditionally defined ‘young seniors’ might tnde interested in senior
programs (2014, p.74).

The population aged 65 and over is increasing erye¥eU member state, EU
candidate state and EFTA Member state and rangesée 5.2% in Malta and
4.0% in Finland to an average of less than 1.0%.urembourg and Belgium
(Eurostat, June 2016). Regarding the share of peraged 65 or older in the total
population, Italy (21.7 %), Germany (21.0 %) aneé&xe (20.9 %) had the highest
shares, while Ireland had the lowest share (13.E4)ostat, June 2016). The
significance of this growth was acknowledged whdmre tEuropean Union
designated 2012 as the European Year for Activeinfgand Solidarity between
Generations, and launched the Senior Tourism tivan May 2012 as a pilot
initiative to define the framework conditions fona®uraging senior citizens to
travel in Europe (Age Platform Europe, n.d.). Tomote and support the concept
of active ageing as well as travel for senior enig, several funding projects were
initiated, One such programme is the EU Grundtufglang Learning Programme
called Heritage Interpretation for Senior Audiend@SA), which aimed to
enhance the learning experience of seniors visitiegtage sites, museums and
protected areas through the identification of tequirements and needs of this
audience and design an interpretive framework wbalkld be accessed by heritage
interpreters as well as the institutions and orggtions which host these audiences.

“Globalisation has defined new landscapes of tougsowth and the emergence
of a new tourist profile: traditional tourist moations and behaviours have
become outdated while tourism lifestyles have becomore inconsistent and
contradictory (Brondoni, 2016, p. 10). This is especially tinethe case of older
persons, who, especially if they hail from an afit background, have spent a
substantial time travelling and visiting heritagges They also have more
disposable income and time to learn about the pltwy will be visiting, rendering
them ‘accomplished travellers’ and persons withhlggcial and cultural capital.

Understanding the mature tourist is vital to thecess of any marketing strategy,
however it is even more important to the visitankelf who dedicates a lot of time
and energy to ensure an excellent travel experiéroe an increasing number of
tourists, a holiday has become an investment idstdaa form of consumption
(Brondoni, 2016, p. 18).

2.1.1 OneProfile Fits All?

Not all older persons feel that they fit the stéypmal image of an older person:
conservative, homogeneous, frail in mind and spand dependant on others
(Avellino, 2016). This profile does not describee tibaby boomer (Wilhite,
Hamilton and Reilly, 1988; Horneman, Carter, Wed &uys, 2002) or even the
pre-baby-boomers to some extent. Dann (2007, p) #2%es that the baby
boomers, although now in their 40s and 60s, arecg@ged by marketers as a
generational brand which is different from the abjeely defined seniors market
which, based on seniors membership organisatiotasissat age 50 She too
asserts that a “better understanding of the inflaeaf generational cohorts as
opposed to age as a segmentation and positioninigbie will result in more
effective targeting of this cohort”.
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Over 25 years ago, Wilhite, Hamilton and Reilly988) were already advocating
a service provision which would be based on meetmdjvidual needs and
interests, as well as avoiding making a stressherdifferentness’ of being older
than the rest of the tourist population as muchpassible. The modern trend
towards an active lifestyle coupled with an inceshdravel propensity creates
fertile ground for an active participation in tam in later life. However Faranda
and Schmidt (1999, p. 24 in Wang, 2005, p, 3 ) sagthat marketers that wish to
tap into this market, they should note three aitmomponents: the aging process
comprehended from multiple disciplines, the ackmaulgked ‘heterogeneity and
dynamic nature’ of the mature market and the négefs ‘sound segmentation’.
In conjunction with this we are presented with phefile of the ‘sensation seeking’
tourist as“an older age group, well-travelled, educated, disting, demanding,
environmentally aware and prepared to pay a premfamhigh quality products
and services’(Heath, 2001, in Brondoni, 2016, p. 20). This cades that it is a
worthwhile investment to upgrade the service anddpet delivered at tourist
attractions.

Research carried out in the United States indicthedl there were significant
differences in travel motivations of the 50-64 ahd 65+ tourists for four four
push factors (escape, education, action and rétenyabnd three pull factors
(natural surroundings, upscale facilities and ootdoecreation opportunities).
When the researchers added income and retirematissinto the analysis as
control variables this mediated the effects of agey suggest that these findings
should serve as a caution to those who believeatpatis a sufficient variable for
understanding the mature market (Norman et al.1 200

2.2 Experience

In 1998, Pine and Gilmore published a seminal lartic the Harvard Business
Review whereby they predicted that as goods andicesr become more
commoditised, the thing which will matter most, Iwlle the experience that is
created by companies. They maintained that esipees are a distinct economic
offering from services, as different from servias goods are. An experience,
according to Pine and Gilmore occurs when a compeseg services as the stage
and the goods as props, for engaging individuaks way that creates a memorable
event, such as the Walt Disney Company which is plumeer in experience
providers.

The word experience is an all embracing term repileteveryday conversation;
from job seekers emphasising their previous worneernces during interviews to
holiday makers describing their vacation experiertoefamily and friends. Indeed,
the term is so vague and has received much cnticier being simply a
management buzz word (e.g. Caru and Cova, 2008)0égh there is a lack of
conceptual models that offer “a common terminolagyd a shared mindset’
(Gentile et al., 2007, p. 397), some authors ¢&dglis and Holbrook, 2001; LaSalle
and Britton, 2003; Caru and Cova, 2007) posit &xgterience originates from a set
of complex interactions between the customer amrapany or the company’s
product offerings. Schmitt (1999) suggests thatarasr experience can be defined
in terms of five dimensions: sensory experiencengg); affective experiences
(feel); creative cognitive experiences (think); picgl experiences, behaviours and
lifestyles (act); and social-identity experiencesldte). In their conceptualisation,
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Gentile et al., (2007) add a further componentgmratic, defined as the practical
act of doing something.

Customers can also co-create their own unique epmey (Prahalad &
Ramaswamy, 2004) in which the company provide actsfand contexts to enable
the consumer to shape his/her own experience (&a@ova, 2003). Pine and
Gilmore (1998) suggest that there are four typesxgeriences: entertainment
(passive/absorption); educational (active/absonpti@scapist (active/immersion);
and esthetic (passive/immersion). Visitors as coresg want to be involved in the
co-creation of the tourist experience. They becmasumers’: a consumer and a
producer at the same time (Avellino & Avellino, Z)Wind & Mahaj, 2002).

These dimensions and types of experiences can sasveguidelines for
implementing an interpretation programme for théeoldemographic so that they
are provided with a bespoke experience at a viaitoaction.

2.3 Interpretation

Interpretation is derived from Latininterpretatid for the Greek word
“ermineia” after Hermes,the gods’ messengdfiermes was the one appointed to
translate the divine messages, the language andofvihe gods to humans. At
visitor attractions, especially in the heritage teah messages and communication
are delivered through a process known as interjwata

The concept of interpretation is not easily definedditionally in the tourist
sightseeing environment, it was the tour guidewsdg books which provided some
form of interpretation. Visitors could be accompahto sites of interest by a guide
or ranger (in the case of parks) wherein they wdadgpresented with facts such as
names and dates. However, professional interpoetaims to go beyond that, as it
is now being incorporated in the function of mamaget of a site. It provides for
the means of communicating or explaining to visitthre significance of the place
they are visiting so that their visit experienceeithanced. Through professional
interpretation visitors, are able to experiencesource or event that they would not
be able to experience without it.

According to Weaver (1982), “interpretation origiea very early with ancient
storytelling by hunters, fishermen, traders angsants of the Middle East and Asia”
(in Timothy & Boyd, 2003, p. 196). Later Greek aRoman philosophers (e.g.
Aristotle, Democritus and Socrates) began to erplaiatural causes for
supernatural phenomena’ to their students. Oney gand¢decessor of cultural
heritage interpretation was present in the Grangt Which involved travel within
Europe between the sixteenth and nineteenth cesfwihere young men of British
and European gentry travelled for educational psgpdo experience important and
cultural and historic sites including art collectsp museums, historic sites and
universities. The groups of young social elitesr{fiand Rojek, 1997) would be
accompanied by their governors and governesse®ateggly, and who would
‘interpret’ or explain the cultural sites to thgrotéges’.

Enos Mills is considered to be the “Father of Psefenal Interpretation.” His
book, Adventures of a Nature Guidepntains the foundations of modern-day
interpretation (1920). In 1884, at the age of idls began to build a cabin at the
foot of Long’s Peak in Colorado. Mills had a passfor the outdoors, and would
spend most of his time climbing mountains, observivatural phenomena, and
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attempting to understand the mysterious workingsatfire. He trained himself to
guide visitors up Long’s Peak.

In his Adventures of a Nature Guidslills distinguished between trail guides and
nature guides (1920). According to Mills, trailiges are those individuals that
safely lead visitors to a point of interest andkbagain. In contrast,&’ nature
guide is a naturalist who can guide others to tkersts of nature...Touched by a
nature guide the wilderness of the outdoors becama&snderlant (Mills, 1920).
Mills added that, A nature guide is not a guide in the ordinary seokée word,
he is a teacher. At all times however, he has begimfully associated with
information and some form of education. But nagueling, as we see it, is more
inspirational than informationdl(Mills, 1920). By making this distinction, Mills
created a field that would later be known as inmtgiion. Before his death in
1922, he had developed interpretive principlestactniques that would guide the
profession of interpretation in the future.

In 1953, Tilden, an experienced author, playwrigmwspaper reporter, and
observer, was invited to analyse the interpretatiocurring in the national parks.
After four years of study, he published a landmiadok calledinterpreting Our
Heritage,which was the first book to define the interprietatprofession. His book
defines interpretation asaf educational activity which aims to reveal megsin
and relationships through the use of original olgedy first-hand experience, or
by illustrative media, rather than simply to comneate factual informatioh
(Tilden, 1977).

He admits that definitions are too limiting whewirig to describe interpretation,
and so offers two concepts that expand upon theathdefinition. The first is that
“interpretation is the revelation of a larger truthat lies behind any statement of
fact” The second is thairiterpretation should capitalize on mere curiodiy the
enrichment of the human mind and spiifilden, 1977). To further overcome the
limitations of a single definition, Tilden introded six principles that have become
the guiding foundations of the interpretive profess

There are common threads that wind through theingstof Mills and Tilden.
Both had different perspectives about interpretatidills was the creator of the
profession, while Tilden assessed the professioenwhwas already 30 years old.
However, both described the primary foundationgntdrpretation that distinguish
it from any other profession.

There are two fundamental characteristics thaindjsish interpretation. The first
Is that interpretation exists to inspire and praokot to teach information.
Leading visitors on a hike through the forest aathing them the scientific name
of every plant is not interpretation. Factual mfiation alone is not interpretation,
although it is the foundation upon which true iptetation is built. Interpretation
Is revealing the meaning behind the factual infdroma When a naturalist gives
his visitors the scientific name of a plant, an@nthexplains or shows why it
received that name, interpretation begins to octhe second characteristic that
interpreters must consider is that interpretatioroives not just the informational
parts of the brain, but also the emotional and @graspects.

Building from resources produced by the NationatkP&ervice’s Interpretive
Development Program (IDP), the National Associatfon Interpretation (NAI)
created a new definition for interpretation in 200Based on the fundamentals of
Tilden and Mills, this definition has been widelgcapted within the interpretive
profession. It states that interpretatias & communication process that forges
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emotional and intellectual connections betweenitierests of the audience and
the inherent meanings in the resour¢knapp & Benton, 2004, p. 11). This was
subsequently modified to define the practice asommgunication process that
“forges emotional and intellectual connections betwehe interests of the
audience and the meanings inherent in the reséyid¢Aal, 2006 in Cater, Garrod,
& Low, 2015, p. 29%

Interpretation constitutes a communication pathbralge, which connects
audiences with tangible and intangible phenomenaccé&ssful interpretive
presentation of attractions and phenomena fa@statdividual perception, leading
audiences into new and fascinating worlds. It ®Birigew understanding, new
insights, new enthusiasms, and new interests” ((Gtart, 1994, p. 10). The NAI
are now using another definition on their materféterpretation is a mission-
based communication process that forges emotiom@listellectual connections
between the interests of the audience and meamhgsent in the resource” (NAI,
2016).

2.4 The Role of Management

In cultural visitor attractions managers must takea ‘mediating role’: that of
bridging the gap between the resource or phenomemahthe visitor. A cultural
visitor attraction such as a museum or a naturé& pan be considered as an
informal learning institution as well as an ententaent venue. The manager as
interpreter will need to take on the role of theaformal educator’ and
‘entertainment provider’ for visitors, which in ghipaper is the senior adult.
Through interpretation the resource or phenomemontransformed into an
experience.“Interpretation is the revelation of a larger truthat lies behind any
statement of fagtand “should capitalise mere curiosity for the enrichmehthe
human mind and spitit Tilden (1977, p. 8). This certainly represents alleimge
in the case of older visitors who have extensifeednd travel experiences.

It is important to note that historic heritage mietation should meet the
principles of the ICOMOS Ename Interpretation Céarthe charter recognises the
fundamental role of Interpretation in heritage @mation, and identifies universal
principles of professional ethics, authenticity,tellectual integrity, social
responsibility, and respect and sensitivity for taxdl uniqueness and local
significance. Knowing what older adults expect fribrair visits allows managers to
offer visitor experience opportunities by cateriiog experience diversity. It also
means that interpretative planning has to be vigigmtric in a holistic way and
should provide visitors with a unique in situ expece.

3. Methodology

Three research projects contribute to the dataatipg this paper. The initial
ethnographic fieldwork was undertaken by Avellioo fier doctorate degree which
focused on older British adult tourists. The otteo projects are EU funded
projects entitled Socialising Tourism (SoTo) anditage Interpretation for Senior
Audiences (HISA). Extensive qualitative fieldworky bAvellino involved
ethnographic data collection through narrativetg, @isits, and interviews given by
older British tourists visiting the island of Malt&he also interviewed site
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managers, curators and other stakeholders invaolvéte Maltese cultural heritage
scene.

The SoTo project aimed to provide a much neededpaan framework for
training courses for social tourism service proxsddt collected data through focus
groups, interviews, examining cultural heritageesifrom Malta, Italy, Poland,
Great Britain, Greece and Spain. It identified twgher vulnerability subcategories
of seniors: the first includes older persons thatralso be disabled. The second
comprises older persons who are actually poor,rar are at risk of falling into the
‘poverty’ category due to a diminished income or innorease in medical care
expenses. Notwithstanding thigldta indicates that, after appropriate adjustments
of tourism infrastructures, 70 per cent of disablpdople could travel under
favourable conditions and this is quite relevanaiprogressively ageing European
society (Avellino, 2013, p. 8).

The main objective of HISA was to create a commaamework for
Interpretation for Senior Audiences. Partners ive0 in the data collection hailed
from the cultural industries sector from Germanyaltel, Poland, Italy and the
United Kingdom. All the partners involved organisas such as the British
Museum, Clifton Suspension Bridge, SS Great Briflaust, the National Museum
of Krakow and their Friends Association, Malta’s itarsity of the Third Age,
Heritage Malta, Centro Studi Formazione Orientaimeltaly, the Elztalmuseum
in Waldkirch, Germany and other private sites, faithin their national networks
SO as to have a broad base to collect data, exarageestudies and gather examples
of best practice.

Both EU projects which the researcher was involwed together with the
researcher's PhD thesis, combined onsite researibhwnclude focus groups,
surveys, visits to heritage sites and tourist etitvas, together with the evaluation
of use of different modes of transport. The thresearch projects involved
collating feedback from industry stakeholders, al as end users.

4. Results and Recommendations

The research projects identified five broad setaesds or characteristics which
may or may not distinguish senior visitors fromaatltypes of visitors and which
need to be given consideration during the planaimg)implementation stage of the
interpretation project. They broadly correlate 8ehmitt (1999) and Gentile et al
(2007) dimensions. The following section will dissu each key set of
characteristics and recommend how they can be sglhteby site managers. Good
practice examples taken from heritage visitor siikgstrate the practical
applications.

4.1 Physical needs

The first set of characteristics refer to the prag@ant physical changes which
take place as one becomes older. These are madifesta decrease in mobility and
energy as well as decreasing aural and visual immgait. This means that provision
for ‘rest areas’ such as increased seating, sustenarovision and toilet facilities
have to be located on site, clearly marked andyeascessible.
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During the course of this research, it was notgd@ number of visitor sites do
not provide ‘rest areas’ or seating. Seniors oftemmented that they could not
enjoy the visit as it was too tiring for them t@msd or walk long periods whilst
seeing the exhibits. When managers were askedeéatbbick, the main comment
was that seating would detract from the exhibitsthe small Elztalmuseum in the
Black Forest town of Waldkirch this was addressgdpboviding visitors with
portable chairs, which they carried with them frermibit room to the next, as this
would allow visitors to sit, relax and listen toetlorgan music. Managers at the
Elztalmuseum explained how even demented or degdgssrsons would enliven
and awaken as they listened to the music as wedvnemories of their childhood
and younger years. The researcher has also no&dthité British Museum in
London is now also providing these chairs for teaegal public.

4.2 Emotional Needs

The second set of characteristics encompass théd&maategory. Older persons
exhibit a sense of personal attachment to plagescedly when they find a link
which ties them to their own nationality and hegéaA substantial cross section of
older adults are well travelled and have formeddsowith the places they have
visited either as tourists or past residents. dasin the previous example, these
visitors reminisced through hearing music, as tfedy secure that their physical
needs where being catered for. Site managers ctude other resources such as
historical images or video, and other tactile mater Many museums offer
‘dressing up’ chests for children: older visitoo® tenjoy dressing up in costumes
that either are relevant to their personal or matipast, but may also be related to a
hobby or interest. This practice is beneficial esgfy for intergenerational
bonding as generations consisting of grandparguaisents and children interact
through roleplay which is aided by artefacts sushistorical costumes, vintage
cars and so on. Examples of good practice can §erekd at the Royal Kensington
Palace, London and Beaulieu, Hampshire. At the ddati Museum in Krakow,
during certain events, not only can visitors ernpayntings and other unique works
of art in a large and imposing, but physically astele building, but they can also
enjoy hands on experience of wearing military coss.

One of the unique ways of engaging emotionally hsough food. Food
preparation or food tasting can offer a unique girgpexperience which can be
taken to a higher level if the activity involvedfdrent generations as this will give
the older visitors a platform to share knowledgeegience, memories as well as
skills with a younger audience.

Opportunities could also be offered to seniors hars their reminiscences by
providing materials such as visitor books, feedbdokns, or social media
platforms for recording their memories. Staff césoanteract with these visitors so
that they may record this knowledge which coulddb& incorporated into the
interpretation media or as a means of visitor adtBon (Lambin, 2014; Bellini and
Brondoni, 2016). At various Military-focused visitattractions in Malta, British
older tourists visit because of the colonial anditamy links with the island. They
engage with these sites not just by visiting butddyng the reenactors and guides
about their own personal experiences of the siteodgh social media or repeat
visits they build a repertoire of knowledge whitley are eager to share, and do so
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to the extent that they also donate memorabilita sscmedals and photographs to
the attractions.

4.3 Intellectual Needs

The third set of characteristics are linked to llat# and mental needs. Older
visitors manifest greater knowledge and experieand an interest in making
connections between their lives and the CHA. Soisieovs show interest in having
detailed and deeper explanations, whilst on thesrothand some visitors are
challenged due to senility or to a decrease intdkam memory. Some participants
in the study exhibited prejudice and close-mindedneith the result that they
either contested vehemently the information giverthem or practised selective
hearing. This attitude presents challenges foirttezpreter which can be addressed
by providing layered interpretation which would ganfrom the provision of an
overview to deeper interpretations together with dpportunity for the visitors to
engage with the interpreter as well as other ressuto explore and extract further
detail. A variety of media and resources such astennterpretation panels and
accessible artefacts, activities to offsite resesirsuch as online links and printed
publications (in large fonts) will further enhartbe interpretative experience.

The Clifton Suspension Bridge visitor centre in lEngl addressed the intellectual
challenges by involving their visitors at the deyghent stage of a new display.
They found out their visitors’ preferences and endoing identified key themes
with a set of corresponding questions that thetorsiwanted to know about the
themes. They then layered as well as sequencednthemation and this was
synthesised so that it could be presented in leéss t100 words on each
interpretation panel. They also designed interastiwhich could help explain
complicated engineering concepts.

These resources were tested by the visitors wheiged feedback which was
used to identify issues which were then rectifi€dis is an excellent example of
visitor engagement.

4.4 Social Needs

The fourth set of characteristics are those aswatiaith the social needs of older
adults. The most significant is the desire to eegagh others. The ‘others’ range
from staff at sites to friends and family. As auleé®f this need, having spaces and
activities where these encounters can be facilitatere frequently mentioned by
the older visitors. A café or a seating area witbeas to a vending machine is the
minimum that is requested. This space would noy aiffer an opportunity for
social activities, but is also a place where one cantemplate on the visitor
experience as well as being a place for restingiphily.

Another way in which persons can satisfy their nEedsocialisation is through
volunteering. Volunteering can also give older pass who are no longer in
employment, validity as the feel that they stilvbaan opportunity to contribute to
society.
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4.5 Cultural Needs and Differences

The final cluster is that related to the culturakds exhibited by older visitors.
The two main topics which were evident from theeegsh are related to the
heightened sense of nostalgia brought on by vgsisites or taking part in certain
activities or events. Older adults want the siterppretation to be placed in context:
be it geographical or historical, but more impottanvanted a link to their own
world view, values or belief systems. Site managsehmsuld ensure that the
interpretation offered takes into considerationssroultural and inter-cultural
differences and sensitivities as there are multg@espectives of history, culture,
politics and values. If the site has a policy thatishes to present the interpretation
of a site or artefact in a certain way and knowat tthis perspective may be
disputable or controversial it can prepare for tieas by explaining the context to
the story or interpretation, whilst acknowledginbatt there may be other
perspectives or perceptions.

A good example of how museums can advocate foffaremtiated inter-cultural
understanding, comes to us from an exhibition ledtitOttomania: The Ottoman
Orient in the Art of Renaissance” which was on gpn Brussels (27 February to
31 May 2015) and in Krakow (26 June to 27 Septenfifd5). The exhibition
focused on the power of attraction which the Ottor&anpire exercises on Western
artists who were inspired by the Ottoman culture @#r@ pomp and circumstance of
the courtly life of the sultans. The mutual fastiora brought about a never before
seen cultural exchange between East and West tishgpibe ambivalent image that
the Ottoman Empire left in Renaissance art. (HIS#,5, p. 18)

Two key recommendations were identified as a resfuthe research and which
could enhance the older visitors’ experience aitdgge cultural sites: volunteering
and intergenerational activities. These corresponthe social-identity dimension
postulate by Schmitt (1999). Respondents as welitasnanagers who participated
in the studies described such an experience aspasijive, even though it is not
remunerated. As a volunteer at a cultural herittge the visitor’s role is reversed
with the added bonus that he knows what the oldgtov needs and wants, and is
in a position to empathise. Being able to telltiséory to other visitors and of other
generations highlights the volunteers’ self-wontlal & also a way of socialising. In
the case of intergenerational activities, partiosipasuch as grandparents and
grandchildren are able to transmit a sense of woityi as well as nurture a
relationship as they come to value each othersdtbries, and values. These are
also of benefit not just to the seniors themsekluggo all humanity.

5. Reflections and Conclusions

Demographic changes bring new opportunities andlestgees for tourism and
heritage sector. The main consideration is thats#r@or market is heterogeneous.
There are multiple variables with different combiioas such as nationality,
country of residence, gender, age, health condigdncation, status, employment,
spare time, money, cultural values and so on. Tdetainly carry with them a
combined set of emotional, physical, mental andas@dtributes which make each
senior to say the least unique (Hiemstra & Sisc@0). Among the various
activities undertaken by the seniors, there tendbet a predilection for visits to
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heritage and cultural attractions both abroad at agein their own country of
residence.

Research for this paper has highlighted two ketea which contribute to the
enhanced older visitor experience: education anieg (both formal and informal)
and the link with the life experience of the visitGombined with these two criteria
is the underlying assumption that there must algo & large element of
entertainment and enjoyment. Interpretation shdeld/er on all of these elements.
“Interpretation is not just about facts and figyress the way in which the interest,
value, significance and meaning of heritage is compated to people. It is a
learning activity which communicates the storied aeas behind the heritage and
provokes the audience to think for themselves, ogno their own understanding
about what its subject means to them” (HeritagadrgtFund, 2013, p. 3). It is the
communication which builds a bridge between theowese or the perceivable
phenomena and the visitors, their contemporarygmtian and their past memories.
In other words, good interpretation is not just tadument (education and
entertainment) but also a platform for thought larmg discussion and discovery.

“Planning for visitor experiences is an integral qgument of general tourism and
management plais(Earthlines, 1999, pp. 33-36; NPS, 2000, pp. 6-Bhe
European Commission recommends thhe“interpretative programme must also
include the educational element so as to suppoet Bt vision for Lifelong
Learning (2014).

More significantly the interpretation experience@sld begin before the visit and
continue even afterwards. This is done mainly tglosocial media and online
interaction. One must also consider that not aéolisitors are IT literate and may
have difficulties in accessing these modern methase that have embraced social
media, enjoy immersing themselves in the new telclymes of selfies and
Facebook as they socialise online both on a per$evel and even at a corporate
level as they interact with the attractions andssinline media such as Facebook
and Twitter. These electronic platforms give evé&tepvisitors, the opportunity to
extend their visit enjoyment even after they halgsgcally left the site.

It must be admitted that heritage sites and museamasiot necessarily simply
spaces in which memories are reconstructed; theysattings where visitors come
to negotiate cultural meaning” (Uzzell, 1998, pp-1b). It is the responsibility and
even duty, of the site managers of world-wide aegitbns to provide the necessary
resources, be it interpretation panels, handolgstrenic media and even human
guides, for a professional interpretative heritaige experience which caters for the
steady escalation in the grey global market.
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