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Project cProject consortiumonsortium
Lead partner: 
Latvian Country tourism association “Lauku Celotajs” (LV)

Partners:  
•EuroGites – European Federation of  Rural Tourism (EU/FR)
•HANEN  (NO)
•LKTA – Lithuanian Rural Tourism Association (LT)
•NFE – Nationaal Ouderenfond  (NL)
•ANCESCAO (IT)
•Toerisme Vlaams-Brabant (BE)



Main outcomesMain outcomes
1. Guidelines for product accreditation “Seniors Go Rural” 

incl.:
• Criteria for rural tourism hospitality services to receive seniors
• Technical advice for rural tourism businesses on the preparation of 

products
• Best practise exsamples of businesses

2. Rural tourism products along these guidelines:
• Created and put on the market in BE, LV, LT, NO

3. Promotional web site http://sengor.eurogites.org  
4. “Silver Suitcase” logo and Guest Card:

.  The products accessible to seniors under  special conditions

http://sengor.eurogites.org/


Target audience: Target audience: 
Active seniors aged 55+



Product and criteria Product and criteria 
Product criteria and technical 
guidelines in:  
•Information and bookings
• Price
• Assistance
• Location, rooms surroundings
• Equipment
• Staff
• Food service

Pilot produts:
•LV – 4 accommodation, 1 tour
•LT – 2 accommodation, 1 tour
•NO – 3 accommodations, 1 visitor program
•BE – 4 accommodation



Operative system – Operative system – Silver suitcase card

1.  Distributed via 
organisations representing 
seniors

2.  Agreement between a 
seniors’ organisation and a 
marketing/rural tourism 
organisation

3.  Agreement between a 
marketing/rural tourism 
organisation and service 
provider



Product feedbackProduct feedback
~ 70 responses (NO, NL, LT, LV)  

What did you like? What you did not like?
• Hosts, staff, people;
• Hosts' recommendations, services;
• Cozy feeling, aura, peace and quiet, 

feels like a home, atmosphere;
• Location, nature, the surroundings, 

area, environment, horses;
• Accommodation, rooms, 

restaurant, place, food, catering, 
library, cleanliness;

• Walking tours around the hotel,  
interesting excursions, good guide;

• Have already made reservations for 
this year as well; will definitely go 
back.

• Rain, noises;
• Restaurants, expensive prices in 

the restaurant, few restaurants in 
the surroundings, breakfast;

• Neighbors next door, too many 
tourists, dogs;

• Would like some music in the 
evening, they should put latest 
photos in their webpage;

• Difficult access in some areas;
• Labeling, information; 
• Tap water;
• Holiday was too short.



Is a "Silver Suitcase" guest ID card of interest?

Pilot implementation feedback Pilot implementation feedback 



Pilot implementation - Pilot implementation - testing conclusions

• Too short time for making  reservations for testing;
• Too difficult reservation and info receiving process;
• Language barrier;
• Preference to travel in a small group (NO);
• Need financial protection (NL);
• Introduction of new product takes 2-3 years;
• No map and too little product explanation;
• Benefits of the test tour not stressed enough;
• Mediator - unexperienced in travel business;
• Narrow target group.



 Senior friendly product has been established – the supply 
side is prepared with ~100 individual products

 Accessibility levels introduced

 Operative system “Silver suitcase” implemented

 The idea of the seniors’ card as such is generally 
welcomed by seniors and providers

 Research about senior needs - useful for suppliers to 
further improve the product.

Pilot implementation summary – Pilot implementation summary – 
success story



Future needsFuture needs
• Increase the Silver Suitcase product basket extending the 

offers as well as countries;
• Diversify the product – accommodation and tourism objects, 

tours and thematic itineraries, 
• Cooperation – tour operators, transport sector, guides etc.
• Serious promotional work for the card and products locally 

and internationally
• Improve product marketing - Segmentation and visual 

materials for different senior target groups. 



Partners’ active promotionPartners’ active promotion

http://sengor.eurogites.org 

BE - http://www.verliefdopvlaamsbrabant.be/senioren

LT - http://www.atostogoskaime.lt/senjorai 

LV - www.celotajs.lv/seniors

NO - http://www.hanen.no/utforsk/113

 



Partners’ active promotionPartners’ active promotion
BE - http://www.verliefdopvlaamsbrabant.be/senioren



Partners’ active promotionPartners’ active promotion
LT - http://www.atostogoskaime.lt/senjorai 



Partners’ active promotionPartners’ active promotion
LV - www.celotajs.lv/seniors



Partners’ active promotionPartners’ active promotion
NO - http://www.hanen.no/utforsk/113



Contacts:Contacts:
Asnate Ziemele - asnate@celotajs.lv / www.celotajs.lv

Klaus Ehrlich- general.secretary@eurogites.org /  www.eurogites.org 
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