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bangkok     international wellness summit   

kuala lumpur  spa asia wellness summit 

london     professional spa   

new delhi     global spa & wellness summit 

lissabon     international spa conference   

berlin     international tourism fair   

monte carlo    monaco spa event  

moskau     wellness pro forum   

istanbul     global spa summit 2010   

düsseldorf     medica   

paris       paris hotel & spa   

budapest     international spa conference   

interlaken     global spa summit   

münchen     wellnesshotel kongress 

warschau     european spa & wellness congress 

lausanne     école hoteliére de lausanne   

köln     ahgz wellness gipfel 

barcelona     hospitality industry world congress 
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was ist wellness? 
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visionäre ärzte in den 1960s 

_neuer blick auf die medizin 
_weg von der reparatur  

_hin zum guten und gesunden leben 

 

_einem ganzheitlich erfüllten leben 



©	  2016	  by	  linser	  hospitality	  gmbh.	  all	  rights	  reserved.	  	   bruneck	  I	  märz	  2017	   5	  

Achse Umwelt 

Achse Gesundheit 

high level 
wellness 

dr halbert dunn 
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Global Spa & Wellness Economy Monitor 

 
1 

I. The Global Wellness Economy 

Health and well-being represent universal human desires that transcend geographic, 

socioeconomic, and cultural boundaries. Aging populations and chronic diseases 

associated with the unhealthy modern lifestyle have been driving up medical costs 

around the world, demonstrating the limitations of the conventional medical 

paradigm of “sick care.” The rise of the wellness economy is a direct response to 

combat this trend, largely driven by consumer demand.  

Wellness is best understood on a continuum 

that extends from poor health to a state of 

optimal well-being (see below).1 In contrast to 

the medical paradigm, which focuses on 

clinical, curative approaches, wellness is 

proactive, voluntary, and individually driven. 

Wellness-conscious consumers take initiative 

to integrate a variety of healthy habits and 

practices that prevent disease, improve health, 

enhance quality of life, and bring them to 

closer to an optimal state of well-being. These 

consumers form the backbone of the wellness 

economy.

 

1 The continuum concept is adapted from Dr. Jack Travis’ Illness-Wellness Continuum. Travis was one of the pioneers of 
the modern wellness movement in the late-1970s. 

dr jack travis 
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original wellness 

_auf seinen körper achten 
_den geist intensiv einsetzen 

_seine emotionen ausdrücken 

_sich um die menschen um einen herum kümmern 

_auf die umwelt achten 
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aktive gesundheitsförderung durch  
änderung des lebensstils 
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das leben als ganzes umarmen 

_proaktiv 
_in der gemeinschaft 

_natürlich gesund leben 

_in natürlichen rhythmen leben 

_in gesunder umgebung leben 

_das leben als geschenk erleben 

_dankbar sein 

 

_und nicht kalorien zählen 
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wellbeing (diener & seligman 2004) 

have supportive friends and family 
have rewarding and engaging work 

be reasonably healthy 

have important goals  

have a philosophy or religion  

... 
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happiest people 

surrounded by family and friends 
lose themselves in daily activities  

not focussed on materialism 

not obsessed with image and fame 

satisfied with what they have 

help others 
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aktuelle entwicklung 

ganzheitlich 

zeit zeit 

ganzheitlich 

wellness angebote wellness nachfrage 
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wie wir heute leben 
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mentale gesundheit 
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depression in europa 

 Quelle: http://www.welt.de/gesundheit/psychologie/article13585956/Jeder-siebte-Europaeer-leidet-unter-krankhafter-Angst.html 
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lebendgeburten europa (pro 1000pax in 2012) 

http://de.statista.com/statistik/daten/studie/352936/umfrage/geburtenrate-in-eu-und-euro-zone/ 
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Vereinigte Staaten 

US Department of Health and Human Services 

1991 2009 

ANTI-DEPRESSIVA 
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1 : 100 
Neandertaler Büroarbeiter 
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_weltweit hat sich adipositas seit 1980 mehr als verdoppelt 
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mentale gesundheit der selfie generation 

16-24 weiblich 
 

 

 

Percentage with:  

ängste, depression, panik,  

und phobien:   

 

  

28,2%   
 

  National Health Service /UK 
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LEBEN UND 
ÜBERLEBEN 
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1960 healthy inactive unhealthy 

60 

75 

60 

50 

5 

5 

15 

20 

Diagrammtitel 
Health Sick 

living or surviving? 

1960 
 

 

  

2020 
gesund 

 
 
  

2020 
passiv 

 
 
  

2020 
ungesund 
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veränderte nachfrage 
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urbanisierung 
demografie 

nachhaltig 

weniger ist mehr 

einfach 
natürlich 

ganzheitlich 

de-stress 

coaching 

individualisierung 

selbstoptimierung 

self tracking 

jugendlich 

neue wünsche 

aktuelle entwicklungen 

globalisierung 
unsicherheit 

druck 
zuvielisation 

widerstandsfähig 
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konsumer märkte 

zeit	  

veränderung	  

spa & wellness 
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wellness  
for the well 

wellness  
for the unwell 

wellness  
for the sick 

2010 
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wellness  
for the well 

wellness  
for the unwell 

wellness  
for the sick 

2020 
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neue aufgabe im gesundheitswesen 

heilkunst 

lebenskunst 
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achtsamkeit 
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innen außen 
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vom tun zum sein 
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selbstoptierung 
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Jawbone 
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Fitbit Zip 
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eintauchen in die natur 
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Como	  Shambhala,	  Bali	  
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Floating Sauna, Seattle 

https://static.dezeen.com/uploads/2016/03/wa-sauna-gocstudio-floating-architecture-seattle-washington-usa_dezeen_1568_1.jpg  
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The Bands, Norwegen 

https://www.toposmagazine.com/wp-content/uploads/sites/7/2016/05/timber-sauna-the-bands-norway.jpg  
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Spruce Sauna, New England   

http://static1.squarespace.com/static/5307a330e4b06dde7ef78d6f/5341b854e4b0258f115b2287/5341ba07e4b09659516f1f6e/1396816392778/SpruceSauna_Winter.jpg  
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Apfelsauna, Südtirol (Torgglerhof) 

www.designboom.com/wp-content/uploads/2016/07/noa-applesunda-saltaus-italy-designboom-011.jpg 
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ruhe und rückzug 
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Finnland Tourismus 
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Finnland Tourismus 
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Forest Therapy 
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die wellness industrie 
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globaler wellness tourismus (2013) 

2013 

Mrd 

2017 

Mrd 
510  

330 

9,1% jährliches Wachstum.  
50% mehr als der Gesamttourismus. 
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globaler wellness tourismus (2016) 

2013 

Mrd 

2017 

Mrd 
563  

330 

9,1% jährliches Wachstum.  
50% mehr als der Gesamttourismus. 
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reisen 

20 | Global Wellness Institute

Segmenting Global Wellness Tourism, 2015

ARRIVALS/TRIPS

RECEIPTS/EXPENDITURES

Source: All wellness tourism data are estimates by Global Wellness Institute. General  
global travel and tourism data from Euromonitor International (www.euromonitor.com). 

Non-Wellness 
Tourism

93% 
(9.9 bil trips)

Secondary

89% 
(613 mil trips)

Secondary

86% 
($482 bil expend.)

Domestic

83% 
(575 mil trips)

Domestic

67% 
($376 bil expend.)

Non-Wellness 
Tourism

84% 
($3.1 tril expend.)

Wellness  
Tourism

7% 
(691  

mil trips)

Primary

11% 
(78 mil trips)

Primary

14% 
($81 bil expend.)

International

17% 
(116 mil trips)

International

33% 
($187 bil expend.)

Wellness  
Tourism

16% 
($563  

bil expend.)
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ausgaben 

20 | Global Wellness Institute

Segmenting Global Wellness Tourism, 2015

ARRIVALS/TRIPS

RECEIPTS/EXPENDITURES

Source: All wellness tourism data are estimates by Global Wellness Institute. General  
global travel and tourism data from Euromonitor International (www.euromonitor.com). 

Non-Wellness 
Tourism

93% 
(9.9 bil trips)

Secondary

89% 
(613 mil trips)

Secondary

86% 
($482 bil expend.)

Domestic

83% 
(575 mil trips)

Domestic

67% 
($376 bil expend.)

Non-Wellness 
Tourism

84% 
($3.1 tril expend.)

Wellness  
Tourism

7% 
(691  

mil trips)

Primary

11% 
(78 mil trips)

Primary

14% 
($81 bil expend.)

International

17% 
(116 mil trips)

International

33% 
($187 bil expend.)

Wellness  
Tourism

16% 
($563  

bil expend.)
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WELLNESS 
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wertvoller wellness gast 

24 | Global Wellness Institute
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Wellness tourists tend to have higher disposable 
incomes, tend to be older and more educated, 
and typically take longer trips, so their spending 
patterns are higher than the average tourist. 
International wellness tourists on average spent 

$1,613 per trip in 2015, 61% more than the typical 
international tourist. The premium for domestic 
wellness tourists is even higher, spending an 
average of $654 per trip, 164% higher than the 
typical domestic tourist. 

Wellness tourism is a high yield sector, 
benefitting many segments of the economy 
and bringing far ranging economic impacts. 

Wellness Tourism Spending Premiums, 2015
 

Source: All wellness tourism data are estimates by Global Wellness Institute. General global travel and tourism data from Euromonitor 
International (www.euromonitor.com). 

An international wellness tourist 
spends 61% more than the 
average international tourist

A domestic wellness tourist 
spends 164% more than the 
average international tourist
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trips vs. expenditures  
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