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SAZETAK: Ovaj rad bavi se izudavanjem upravljanja prostorom na kojem se odvija wellness is-
kustvo te analizira komponente odrZive wellness destinacije. U radu se istraZuju strategije koje koriste
razne destinacije te se raspravlja o prednostima i nedostacima razvoja tog sektora. Razmatraju se i na-
¢ini na koje se ovo podrugje preklapa s konferencijskim temama upravljanja i poduzetnijtva.
Wellness turizam moZe se temeljiti na mnogo razli¢itih na¢ina ponude i na iskustvima korisnika te se
o0 njima raspravlja u radu. Razmatraju se resursi, prirodni i antropogeni te se razvija potreba za usmje-
ravanjem prema autohtonim kulturama i jedinstvenim prirodnim resursima. Prezentiran je odrZivi
model wellness turizma i dane su preporuke destinacijama koje namjeravaju uéi na ovo trziste.
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SUMMARY: This paper examines the management of the space in which the wellness experi-
ence occurs, and analyzes the components of a sustainable wellness destination. It examines strategies
used by various destinations and discusses the advantages and disadvantages of developing such a
sector. The ways in which this field overlaps with the conference themes of governance and entrepre-
neurship are examined. Wellness tourism can be based on many different supply modalities and cus-
tomer experiences and these are discussed in the paper. The resources, natural and human are dis-
cussed, and the need to focus on indigenous cultures and unique natural resources is developed. A
sustainable model for wellness tourism is presented and recommendations are made for destinations
planning to enter this market.
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1. UVOD

Prostor na kojem se javlja wellness te
upravljanje tim prostorom znatno utjeté na
kvalitetu iskustva. Kada se wellness turizam
doda temeljnim destinacijskim iskustvima,
potrebni su znatni pomaci u strategiji, mar-
ketingu, fokusu odrZivosti i osjeéaju mjesta.
Destinacije diljem svijeta teZe privliaienju
wellness turista uz pomo¢ razvoja potrebnih
iskustava i infrastrukture. S obzirom na to
da industrija wellnessa u Sjedinjenim Ame-
ritkim DrZavama generira 200 milijardi $
(Steiner i Reisinger 2006), a zdravstveni tu-
rizam globalno generira oko 7,7 milijardi $
godisnje, za destinacije su moguée znatne

ekonomske koristi (Tourism Queensland

2006). Ovaj rad proutava wellness turizam
iz perspektive njegovog upravljanja unutar
destinacije i njegovu ponudu onih iskustava
koja se &esto u razvoju oslanjaju na podu-
zetni¢ki sektor. Ovdje se uzimaju u obzir
faktori koji su nuZni uspje$noj i odrZivoj
wellness destinaciji, kao i jedinstvene ka-
rakteristike trZi§ta. Prezentirane su i poten-
cijalne prednosti i nedostaci za destinacije
koje razvijaju ovaj sektor. Nadalje, uspore-
dno s modelom razvoja, raspravlja se i o re-
sursima wellnessa i politikama koje su pot-
rebne za kreiranje odrZive destinacije.

Wellness destinacije postoje veé stolje-
¢ima privladeéi turiste koji na razlidite na-
¢ine traZe poboljSanje zdravlja. Glavni
privlaéni faktori destinacija (Steiner i Rei-
singer 2006) &esto su jedinstvena prirodna
svojstva, poput ljekovitih mineralnih voda,
odmarali$ta i skijaliSta te svetih mjesta. Prije
nekoliko stoljeéa turistitke destinacije raz-
vile su se prirodno oko tih posebnih eleme-
nata, uz nedostatak politike i planiranja u
pozadini njihovog razvoja. Uz te posebne
prirodne osobine te uz drugu turistitku
infrastrukturu koja je uslijedila, privla¢nost
je porasla. Obzirom na novije nadmetanje za
wellness turiste, destinacije vife ne mogu
biti pasivne i dopustati svojim destinacijama

1. INTRODUCTION

The place in which wellness tourism oc-
curs, the governance of that place significantly
influences the quality of experience. 'When
wellness tourism is added to more mainstream
destination experiences, significant shifts in
strategy, marketing, sustainability focus, and
sense of place are needed. Destinations all over
the world are seeking to attract wellness tour-
ists by developing the necessary experiences
and infrastructure. Given that the wellness in-
dustry in the United States generates $2C0 bil-
lion (Steiner and Reisinger 2006) and health
tourism generates about $7.7 billion per year
globally, significant economic gains are possi-
ble for destinations (Tourism Queensland
2006). This paper examines wellness tourism
from the perspective of its governance in the
destination and its supply of such experiences
which often rely on the entrepreneurial sector
for development. It considers factors necessary
for a successful and sustainable wellness desti-
nation as well as the unique market character-
istics. Potential advantages and disadvantages
for destinations developing this sector arz also '
presented. Further, wellness resources and
policies required to create a sustainable desti-
nation are discussed along with a development
model.

Wellness destinations have been in exis-
tence for centuries, attracting tourists seeking
increased health in various forms. Unique natu-
ral features such as mineral healing waters,
beach and mountain resorts, and sacred sites

“are often the key attractors in the destinations

(Steiner and Reisinger 2006). Centuries ago,
tourism destinations developed quite naturally
around such special features with little policy
and planning behind their development.

Amenities naturally arose close to these special
natural features with other tourism infrastruc-
ture soon following. Due to more recent com-
petition for wellness tourists, destinations can
‘no longer be passive and allow their destina-
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da se prirodno prilagodavaju, ve¢ moraju
strateSki planirati za to trZi§te i identificirati
svoje konkurentske prednosti. Identifikacija
resursa i wellness proizvoda te strateSko po-
zicioniranje na trZi$tu kljuni su za uspjeh.

Turisticka potraznja, potaknuta baby-
boom generacijom, snaZna je u podrudju
aktivnosti koje pridonose wellnessu uma,
tijela, emocija i duha. Ti turisti traZe prom-
jene u stilu Zivota, pomladivanja, predah od
iscrpljujuéih Zivota, a imaju i gotovo naj-
veée raspoloZive prihode medu svim demo-
grafskim segmentima (Garcia-Ates 2005).
Takoder uotavaju pozitivan uginak koji pri-
rodna i opustoSena podrudja imaju na nji-
hovo blagostanje (de la Barre, de la Barre i
Taggart 2004). Pored toga, u SAD-u se vri-
jednosni sustav turista mijenja od sloZenosti
u korist jednostavnosti, autenti¢nih isku-
stava, duhovne uklju&enosti, usluga volonti-
ranja i brige o ekologiji (Jesawich 2004).
Svi ti trendovi upuduju na povecanu potra-
#nju za mnogim oblicima wellness iskustava
i postavljaju osnovu za raspravu o wellness
destinacijama.

2. PREDNOSTIAI NEDOSTACI
RAZVOJA

Destinacija ima mnogo prednosti pri ra-
zvijanju wellness turizma. Prvo, potife se
poduzetnitvo i dolazi do poveéanog zapos-
ljavanja marginalno zaposlenih stru¢njaka.
Poduzetni¢ki sektor, s malim i srednjim po-
duzeéima, moZe pokrenuti razvoj wellness
sektora. Ukoliko se on pravilno vodi, moZe
povecati osjecaj za prostor u destinaciji i
zdravlje lokalnog stanovnistva. Kada su po-
nude wellness turizma jedinstveni spojevi
prirodnih resursa i lokalnih kultura, one
mogu lokalnom stanovniStvu pruZiti nove
moguénosti, ¢ineéi cijelu industriju odrZi-
vijom. To zahtijeva procjenu i razvoj te-
meljnih sposobnosti resursa wellnessa koje
"nije lako imitirati" (Pechlaner i Fischer
2006:69). Drugo, destinaciju se moZe osna-
%iti i udiniti odrZivijom ukljudivanjem zna-

tions to naturally adapt, but must strategically
plan for this market and identify their competi-
tive advantages. Identification of wellness re-
sources and products, and strategic positioning
in the market are critical to success.

 Tourism demand, fuelled by the baby-
boomer generation, is strong for activities con-
tributing (o the wellness of mind, body, emo-
tions, and spirit. These tourists seek lifestyle
changes, rejuvenation, respite from hectic lives,
and have one of the highest disposable incomes
of all demographic segments (Garcia-Altes
2005). They also realize the positive effect that
natural and wilderness sites have on their well-
being (de la Barre, de la Barre and Taggart
2004). In addition, in the United States, tour-
ists’ values are changing to favor simplicity
over complexity, authentic experiences, spiri-
tual engagement, volunteer service, and con-
cern about ecology (Yesawich 2004). All of
these trends point to an increasing demand for
wellness experiences of many types, and set the
stage for" the discussion on wellness destina-
tions.

2. DEVELOPMENT ADVANTAGES
AND DISADVANTAGES

There are many advantages to destinations
for developing wellness tourism. First, it can
encourage entrepreneurship and bring up-

"graded employment to marginally employed

practitioners. The entrepreneurial sector, with
small and medium enterprises, can lead the de-
velopment of the wellness sector. If done right,
it can enhance the sense of place of a destina-
tion, and the health of the local residents.
When wellness tourism offerings are unique
blends of the natural resources and local cul-
tures, they can pose new opportunities for host
communities, making the whole industry more
sustainable. This requires an assessment and
development of the core competencies of well-
ness resources which "are not easy to imitate”
(Pechlaner and Fischer 2006:69). Second, the
destination can be strengthened and made more
sustainable by engaging the local community’s
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nja, ljudi i vjeStina lokalne zajednice u di-
zajniranje wellness proizvoda. Iskustva koja
se baziraju na destinacijskoj kulturi njegovat
¢e i potencijalno ojacati lokalnu zajednicu.
Treée, destinacija se moZe okoristiti i eko-
nomski. U pravilu, zdravstveni i wellness
turisti nalaze se u vi§im socio-ekonomskim
grupama i/ili su zaposleni na pozicijama
gdje se javlja visoka razina stresa, a trode
vide nego drugi tipovi turista. To se posebno
odnosi na one u potrazi za pomladivanjem i
iskustvima relaksacije. Cetvrto, iskustva
wellness turizma, koja ukljuéuju prirodne
resurse mogu pomoéi u ofuvanju okoli¥a uz
volun-turiste i turiste-filantrope koji pomazu
u oCuvanju prirodnih postavki i njihovih
flora i fauna. Peto, razvoj weliness turizma
moZe biti pokretna sila za diversifikaciju i
poboljSanje kvalitete proizvoda i trZista de-
stinacije, $to je kljuéno za one koji se nalaze
u zreloj fazi Zivotnog ciklusa destinacije, a
zahtijevaju renovaciju i modernizaciju in-
frastrukture, nadgradnje i drugih sadrZaja.
Destinacije takoder mogu izgraditi smjes-
tajne kapacitete razligitih stilova, poput pa-
Zljivo dizajniranih uto&ista u prirodi i ekolo-
8ki Osoblje
zaposleno u wellness centrima mora unap-
rijediti svoje vjestine putem usavrSavanja i
certifikacijskih programa. Sesto, wellness
turizam moZe biti udinkovita strategija za
destinacije koje nastoje povecati broj po-
novljenih posjeta, ispuniti razdoblje izvan
glavne sezone novima proizvodima ili raz
viti nova turisti¢ka trZista.

Uz brojne prednosti razvoja wellness tu-
rizma, javljaju se i odredeni nedostaci. Prvo,
moZe se dogoditi da wellness turizam ne us-
pije uspjesno egzistirati uz hedonisti&ki turi-
zam, zahtijevajuéi napustanje drugih oblika
turizma. Drugo, moZe konkurirati za inves-
ticije i zemlji§te u destinaciji, ali i zahtije-
vati ulaganje znatnih sredstava za razvijanje
novih standarda i certifikacija te za usavria-
vanje novih stru¢njaka koji ¢e voditi ob-
jekte. Bez toga bilo bi teko kontrolirati
kvalitetu ponude, $tetilo bi se iskustvima tu-
rista, promociji od-usta-do-usta i, posljedi

knowledge, people and practices in the design
of wellness products. Experiences focusing on
the destination culture will nurture and poten-
tially strengthen the host community. Third, the
destination can also benefit economically.
Typically, health and wellness tourists are in
higher socioeconomic groups and/or high
stress employment, and spend more than other
types of tourists. This is particularly trus for
those seeking rejuvenation and relaxation ex-

- periences. Fourth, wellness tourism experi-

ences involving natural resources can help to
preserve the environment with volun-tourists
and philanthropic tourists assisting with the
preservation of natural settings and their flora
and fauna. Fifth, the development of wellness
tourism can be an impetus for diversifying and
improving the quality of the destination’s
products and markets, which is critical for
those in the mature phase of the destination
lifecycle, requiring renovation and moderniza-
tion of infrastructure, superstructure, and other
facilities. The destination may also need to
construct different accommodation styles in-
cluding sensitively-designed retreat centers in
nature, and more eco-friendly buildings. Per-
sonnel working in wellness centers need to up-
grade their skills by training and certification.
Sixth, wellness tourism can be an effective
strategy for destinations trying to increase re-
peat visitation, to fill low seasons with a new
product, or develop new tourist markets.

While there are various advantages tc de-
veloping wellness tourism, disadvantages also
exist. First, it is possible that wellness tourism
may not successfully co-exist beside more: he-
donistic tourism, requiring the cessation of
other types-of tourism. Second, it can compete
for investments and land in the destination, and
also require the investment of significant funds
to develop new standards and certifications,
and in training new technicians to staff the fa-
cilities. Without this, it would be difficult to
control the quality of offerings, damaging
tourists’ experiences, word-of-mouth promo-
tion and subsequently, the reputation of the
place. Further, problems associated with un-
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¢no, ugledu mjesta. Nadalje, takoder se
mogu pojaviti i problemi poput parniéenja,
povezani s nekvalitetnom ponudom
wellness turizma. Tree, u sludaju kada

proizvodi i usluge nisu bazirani na lokanim
proizvodima i resursima, a oni se ne mogu’

neprestano i lako obnavljati, mogu se o¢eki-
vati znadajni ekonomski gubici. Moguce je
da ne postoji jaka konkurentska ili kompa-
rativna prednost za wellness iskustva desti-
nacije. Cetvrto, wellness turizam mogao bi
biti samo hir kratkog Zivotnog ciklusa koji
ne moZe opravdati znadajne investicije u
objekte i ljudske resurse.

3. NACINI PONUDE I ISKUSTVA
KORISNIKA

Destinacije mogu razviti mnoge oblike
wellnessa i iskustava. Kao Sto je ranije
- spomenuto, u idealnom sludaju iskustva bi
proizlazila iz konkurentnih prednosti desti-
nacije, poput lokalnog znanja o wellnessu,
Jjedinstvenih prirodnih obiljeZja te autohto-
nih trava i biljaka. NuZne su inovacije ‘u
prilagodavanju tih obiljeZja i proizvoda
kako bi se zadovoljile potrebe suvremenih
wellness turista. Stimulacije poduzetnit¢kog
sektora vazna su komponenta uspjeha.

Stoga, destinacija mora razviti svoja po-
sebna wellness obiljeZja, sa svojom infras-

trukturom, nadgradnjom (objekti i udobnosti

stvoreni posebno za turiste), investicijama i
ljudskim resursima koje trZiSte zahtijeva. U
studiji odredivanja poloZaja wellness turizma
u Australiji, Bennett i drugi (2004) sugeriraju
dvije dimenzije wellness proizvoda. Prva di-
menzija proteze se od objekata s medicin-
skim tretmanima do onih sa Sirim turistickim
fokusom. Druga se dimenzija proteZze od
objekata koji nude uobi¢ajene aktivnosti do
onih koje osiguravaju alternativne aktivnosti.
Ustanovili su da se u Australiji najveca gru-
pacija objekata nalazi unutar osnovnog/Sireg
turistitkog fokusa, a ofekuje se da ¢e u bu-
duénosti vodeéi sektor biti grupacija alterna-
tivnog/Sireg turistitkog fokusa.

qualified wellness tourism offerings such as
litigation can occur. Third, substantial eco-
nomic leakages can be expected when products
and services are not based on the local prod-
ucts and resources and these cannot be con-
tinuously and readily supplied. It is possible
that no strong competitive or comparative ad-
vantage exists for a destination’s wellness ex-
periences. Fourth, wellness tourism could be
just a fad with a short lifecycle, which cannot
justify significant investments in facilities and
human resources.

3. SUPPLY MODALITIES AND
CUSTOMER EXPERIENCE

Destinations can develop many kinds of
wellness modalities and experiences. As men-
tioned above, ideally experiences would be
generated from competitive advantages of the
destination such as cultural knowledge of well-
ness, unique natural features, and indigenous
herbs and plants. Innovation in the adaptation
of these features and products to meet the
needs of current wellness tourists is necessary.
Stimulation of the entrepreneurial sector is an
important component of success.

The destination, therefore, must develop its
pecial wellness features with its infrastructure,
superstructure (facilities and amenities built
specifically for tourists), investment, and hu-

* man resources that the market is seeking. In a

positioning study for wellness tourism in Aus-
tralia, Bennett et al. (2004) suggest two dimen-
sions of wellness products. The first dimension
ranges from facilities with medical treatment to
those with a wider tourism focus. The second
dimension ranges from facilities that offer
mainstream activities versus those providing
alternative activities. They found that in Aus-
tralia, the largest grouping of facilities was in
the mainstream/wider tourism focus, and the
leading sector in the future is expected to be
the alternative/wider tourism focus grouping.

It is critical that the wellness features in the
destination be integrated into its tourism distri-
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Kljutno je da objekti wellnessa unutar
destinacije budu integrirani u njene turis-
tike kanale distribucije, osiguravajuci da su
opskrbljivanje informacijama i moguénosti
za buking dostupni turistima i turistikim
posrednicima. Ve¢ postoje primjeri te integ-
racije sa lje€iliSnim turizmom gdje pacijent
traZi tretmane na drugim lokacijama, moti-
viran troSkovima ili dostupno3éu pregleda.
Zemlje poput Indije i Malezije spojile su
svoje bolnice s turistiCkim agencijama i tu-
roperatorima kako bi bukirali putovanja za
¢lanove obitelji ili pacijenta koji se oporav-
lja. Takoder su suradivale s agencijama za
pograni¢énu kontrolu kako bi olak3ale ili
ubrzale ulazak svojih klijenata u drZavu.
Destinacije koje razvijaju svoje wellness tr-
ZiSte mogle bi od njih mnogo nauditi o stra-
te$koj politici i poduzetni¢kim aktivnostima
(iako su proizvod i motivacija za putovanje
prili¢no razligiti), dok razmifljaju koji ée
nacin ponude, od mno§tva ponudenih, izab-
rati. Neki nacini navedeni su dalje u tekstu,
uz navodenje resursa destinacije koje svaka
od njih zahtijeva.

Fitness i sport. Ova kategorija omogu-
¢ava sudjelovanje u sportu u slobodno vri-
jeme ili u sklopu organiziranog natjecanja.
Takoder uklju€uje moguénosti odredivanja i
unaprjedivanja razine kondicije uz specija-
lista za veée i vise razine postignuéa. To
ukljucuje treninge u fitness centrima, sas-
tanke s profesionalcima u golfu ili tenisu,
savjetovanje s osobnim trenerom ili sudje-
lovanje u utrkama/triatlonima, biciklizam po
utrtim stazama, pjeSacenje, putovanje s ruk-
sacima i vodene sportove. Neki nuzni re-
sursi destinacije ukljuduju sportske objekte
(tereni za tenis i golf, trkade staze, gimnas-
tike dvorane itd.) i sportske trenere.

Komplementarni tretmani. Ti tretmani
uklju¢uju alternativne ili komplementarne
nafine lije¢enja poput akupunkture, kirop-
raktike, kineziologije, naturopatije, rad na
energiji, lijeCenje biljem, homeopatiju,
tradicionalnu kinesku medicinu, ayuverde te

bution channels, ensuring that information pro-
vision and booking facilities are available to
tourists and travel intermediaries. There are al-
ready examples of this integration with medical
tourism, in which the patient seeks treatment in
other locations motivated by cost or availability
of appointments. Countries such as India and
Malaysia have connected their hospitals with
tour companies and travel agents to book tours
for family members or the recuperating patient.
They have also worked with border control
agencies to facilitate or fast-track the entry of
their clients into the country. Destinations de-
veloping their wellness market could learn
much from them about the strategic govern-
ance -and entrepreneurial activities (even
though the product and motivation for travel
are quite different), while considering a vast ar-
ray of supply modalities to choose from. Some
of the modalities are listed below with a state-
ment of the destination resources needed for
each:

Fitness and Sports. This category provides
for participation in sports at leisure or in an or-
ganized competitive setting. It also includes
opportunities to assess and improve fitness lev-
els with a specialist for greater or higher levels
of achievement. This includes sessions at a fit-
ness center, meeting with a golf or tennis pro,
consulting with a personal coach, or partici-
pating in races/triathlons, trail biking, hiking,
backpacking, and water sports. Some necessary
destination resources include sports facilities
(tennis courts, golf courses, running tracks,
gymnasiums etc.) and sports coaches.

Complementary Treatments. These treat-
ments involve alternative or complementary
healing modalities such as acupuncture, chiro-
practic, kinesiology, naturopathy, energy work,
herbal remedies, homeopathy, traditional Chi-
nese medicine, Ayurveda, and intuitive healing
sessions. Some necessary destination resources
include licensed complementary practiticners
and healing centers.

Indigenous Cultures. Many indigenous
cultures and their land carry intrinsic spiritual
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intuitivne sesije lijeCenja. Neki nuzni resursi
destinacije uklju€uju licencirane komple-
mentarne prakticare i lje¢iliSne centre.

Autohtone kulture. Mnoge autohtone
kulture i njihovi prostori sadrZe istinske du-
hovne i ljeéilisne kvalitete 1 mogu se kreirati
wellness iskustva usmjerena promoviranju i
prenosenju tog znanja i pogleda lokalne po-
vijesti 1 kulture. One ukljucuju saune, Ka-
huna ili §aman vidare, cermenonije blagos-
lova ili godi$njica, tradicionalnu hranu, au-
tohtone biljke te voZnje urodenickim &am-
cima. Medu potrebnim resursima destinacije
su kultura znanja o lije¢enju, praktiari tih
metoda te prikladno prirodno okruZenje koje
podrZava te prakse.

Ljecilisni smjestajni  kapaciteti. Neki
smjeStajni  kapaciteti pogodniji su za
wellness iskustva od drugih. Lje¢ilisni
smjeStajni kapaciteti nude opcije zdrave
hrane, ekoloski osjetljiv okolis i/ili lje¢iliSnu
atmosferu okruZenja i atmosferu smjestajnih
kapaciteta. Njihovi destinacijski resursi uk-
ljutuju hotele, gostinjske kuce, nocenja s
doru¢kom, smjestaj u prirodi, kao i privia¢-
nost arhitektonskog dizajna za osjecaj
mjesta te gostoljubivosti i upoznatost profe-
sionalaca o zdravim opcijama jela i pica.

Promjena stila Zivota. Promjena stila Zi-
vota usmjerava se na promjenjive navike i
ponasanja prema onim zdravijima koje ¢e se
nastaviti kada se turisti vrate kuci. TraZene
informacije nude treneri Zivljenja, prakticari
holisti¢kog zdravlja, dijagnosticki sustavi ili
nutricionisti. Resursi destinacije koji se
traZe ukljuduju prakti¢ara s integriranim
znanjem o dijagnozama i na¢inima kako bi
usmjerili promjene stila Zivota.

Iskustvo prirode. Ovaj tip wellness isku-
stva promovira svjesnost, relaksaciju i za-
dovoljstvo kroz susrete s delfinima, jahanje,
posjete botani¢kim vrtovima, meditacije u
prirodi, eko ture i agrokulturne ture. Tako-
der, ukljuéuje i upotrebu prirodnih i organ-
skih materijala poput bilja, morskih trava,
blata i cvijeca. Resursi koje destinacija mora

and healing qualities, and wellness experiences
aimed at promoting and teaching this knowl-
edge and aspects of local history and culture
can be created. These include sweat lodges,
Kahuna or shaman healers, blessings or anni-
versary ceremonies, (raditional foods, native
plants, activities in nature related to indigenous
cultures such as outrigger canoe paddling.
Among destination resources needed are a
culture of healing knowledge, practitioners of
hose methods, and appropriate natural sur-
roundings to support these practices.

Healing Accommodations. Some accom-
modations are more conducive to a wellness
experience than others. Healing accommoda-
tions offer healthy food options, ecologically —
sensitive environments, and/or the healing na-
ture of the accommodation’s surroundings and
atmosphere. Destination resources for these in- -
clude hotels, guest houses, eco-lodges, bed and
breakfast, retreats in natural surroundings, as
well as grasp of architectural design with sense
of place, and hospitality and food and beverage
professionals knowledgeable about healthy op-
tions. : ]

Lifestyle Modification. Lifestyle modifica-
tion focuses on changing habits and behaviors
to healthicr ones to be continued once the
tourist returns home. Life coaches, holistic
health practitioners, diagnostic systems, coun-
selors, or nutritionists provide the information
required. Destination resources needed include
practitioners with integrated knowledge of di-
agnosis and modalities to address lifestyle
changes.

Nature Experience. This type of wellness
experience promotes awareness, relaxation,
and pleasure through meaningful encounters
with the natural environment. Examples in-
clude hiking in nature, swimming with dol-
phins, horseback riding, visits to botanical gar-
dens, nature meditations, eco-tours, and agri-
cultural tours. It also covers the use of natural
and organic materials such as herbs, seaweed,
mud, and flowers. Resources that destination
need to have include unique natural sites open
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imati ukljuuju jedinstvena prirodna mjesta
dostupna turistima te infrastrukturu i sustave

tumadenja kako bi se tim mjestima i resur- .

sima omogucio pristup.

Relaksacija i pomladivanje. Relaksacija
i pomladivanje primarno se fokusiraju na
njegovanje i odmaranje tijela. Moguénosti
se krecu od lak$e joge, tai chija i pilatesa do
masaZe, brige o koZi, refleksologije, terapije
pozitivnom energijom, akupresure te reikija.
Potrebni resursi destinacije su licencirani
prakti€ari i centri lijeenja unutar zajednice
ili u hotelima.

"Unutarnje hodocasée.” Cesta motiva-
cija za wellness odmore su unutarnje puto-
vanje do samoostvarenja, traZenje dubljeg
znacenja Zivota te rad na osobnoj promjeni.
Duhovna svijest pomaZe u $irenju svjesnosti

"1 olakSava kontakt s najdubljom biti poje-
dinca.” To ukljuduje vodene meditacije, du-
hovnu osamljenost, potragu za vizijom, po-
sjete svetim mjestima, duhovna lijedenja,
povratak proslog vremena, umjetnost i tera-
piju umjetno$éu, samoodraZavanje, sesije
osobnog razvoja, ¢itanje astrologije, sesije s
intuitivnim voditeljem, rad na disanju, tera-
piju plesom ili vodene sesije duhovnog
rasta. Potrebni resursi destinacije uklju¢uju
sveta mjesta, duhovne voditelje, duhovne
centre 1 prirodnu okolinu.

Putovanje u svrhu pomaganja drugima.
Filantropija putnika i volon-turizma odgo-
varaju potrebama ljudi koji zahtijevaju da
na neki nacin doprinesu destinaciji — istodo-
bno pomaganje destinaciji i moguénost da
turisti dobiju osje¢aj blagostanja kroz po-
‘maganje. To moZe ukljudivati pomaganje u
oCuvanju prirodnih osobina ili rad s lokal-
nom zajednicom u vidu podrike. Resursi
destinacije ukljuduju spremnost zajednice
na rad s turistima i sposobnost definiranja
suvislih projekata.

Ove tipologije wellness turizma nisu is-
crpljene, a destinacije mogu izabrati

definiranje dugih, temeljene na njihovim
komparativnim prednostima. Zapravo, kla-
steri razli¢itih iskustava, bilo u wellness

to tourists, and infrastructure and interpretive
systems to give access to these sites and re-
sources.

Relaxation and Rejuvenation. Relaxation
and rejuvenation focus primarily on nurturing
and relaxing the body. Opportunities range
from facilitated Yoga, Tai Chi, and Pilates to
massage, skincare, aesthetic procedures, and an
array of body treatments. Some of these in-
clude cranio-sacral therapy, rolfing, zero bal-
ancing, reflexology, polarity, acupressure, and
reiki. Destination resources needed are licensed
practitioners and healing centers in the com-
munity or in hotels.

Inner Pilgrimage. The inner journey to
self-actualize, find deeper meaning in life, and
to work through times of transition is often a
motivation for wellness vacations. Spiritual
awareness helps expand consciousness and fa-
cilitate contact with one’s innermost being.
This includes guided meditations, spiritual re-
treats, vision quests, visits to sacred sites, sa-
cred healing, past life regression, art and art
therapy, self-reflection, personal development
sessions, astrology readings, sessions with an
intuitive guide, breath work, dance therapy or
guided spiritual growth sessions. Destination
resources needed include sacred sites, spiritual
guides, retreat centers, and natural environ-
ments.

Travel for the Purpose of Serving Others.
Traveler philanthropy and volun-tourism meet
the needs of people seeking to contribute to the
destination in some way—both to help the
destination and for the tourist to gain a sense of
wellbeing through giving. This could include
helping to preserve its natural features or
working with the local community in a suppor-
tive way. Destination resources needed include
community willingness to work with tourists,
and ability to define meaningful projects.

These typologies of wellness tourism are
not exhaustive, and destinations may choose to
design others based on their competitive: ad-
vantages. In fact, clustering of different experi-
ences, either in a wellness center or in a region
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centru ili u regiji destinacije mogu biti uéin-
koviti u povec¢avanju njihove privla¢nosti.

4. UPRAVLJANJE )
DESTINACLJOM ODRZIVOG
WELLNESSA

U ovom dijelu razmatrat ée se modeli
odrZive destinacije kako bi se omoguéio
uvid u nadin na koji destinacija moZe razyviti
konkurentni wellness turizam. Temeljem ra-
zmatranja tih modela, izdvaja se jedan mo-
del. Model se temelji na modelu Ritchija i
Croucha, "Konkurentnost i odrZivost desti-
nacije", uz neke modifikacije.

U tu svrhu "konkurentnost” se moZe
definirati u okviru mjera u€inkovitosti u us-
poredbi sa sli¢nim destinacijama, ukljucu-
juéi broj turista, njihovu potrosnju, trZi¥ni
udio i ukupne prihode. U posljednje se vri-
jeme, medutim, definira u kontekstu odrZi-
‘vosti destinacije izvan perspektiva orijenti-
ranih prema rezultatima ili onih reaktivnih.
Ritchie i Crouch tvrde da je "konkurentnost
bez odrzivosti (destinacije) iluzija" te kako
"prava konkurentnost mora biti odrZiva"
(2000:2,5). Sli¢no, Hassan tvrdi da je
"usmjeravanje komparativnih prednosti de-
stinactje u konkurentnu trZi$nu poziciju"
kiju¢ njenog  dugoroénog  uspjeha
(2000:240).

Postojece definicije konkurentnosti des-
tinacije opéenito naglaSavaju sposobnost
destinacije da razviju svoju snagu i uprav-
ljaju njome s dugoro€nom perspektivom i
suradnjom izmedu inherentno meduzavis-
nim dionicima (Hassan 2000; Ritchie i
Crouch 2000, 2002). Iako su neki istraZivadi
to¢no odredili ekoloske aspekte odrZivosti
(Hassan 2000), tvrdi se da odrZivost

obuhvaca sve aspekte dugovjetnosti desti- -

nacije, ukljudujuéi ekonomske, politicke,
ekoloske i socio-kulturne aspekte (Ritchie i
Crouch 2000). Ritchie i Crouch tvrde da se
konkurentnost destinacije moZe definirati
kao "sposobnost (destinacije) da poveca tu-
ristiCku potro$nju, da priviai turiste u vecoj

of the destination can be effective to increase
its appeal.

4. GOVERNANCE OF A
SUSTAINABLE WELLNESS
DESTINATION

In this section, models of sustainable desti-
nation are reviewed to provide insight into how
a destination can develop competitive wellness
tourism. Based on a review of such models, a
single model is introduced. This model is
based on Ritchie and Crouch’s (2002) "desti-
nation competitiveness and sustainability",
with some modifications.

For this purpose, "competitiveness" can be
defined in terms of performance measures in
comparison to similar destinations including
number of tourists, their expenditure, market
share, and total receipts. More recently, how-
ever, it is defined within the context of sustain-
ability of a destination beyond the outcome-
oriented or reactive perspective. As argued by
Ritchie and Crouch, "competitive is illusionary
without sustainability [of a destination]" and
“...true competitiveness must be sustainable”
(2000:2,5). Similarly, Hassan argues that
"turning the destination’s comparative advan-
tages into a competitive market position" is the
key to its long-term success (2000:240).

Existing definitions of destination competi-
tiveness commonly emphasize a destination’s
capability to develop and manage its strengths
with a long-term perspective and collaboration
among inherently interdependent stakeholders
(Hassan 2000; Ritchie and Crouch 2000,
2002). While some researchers have specified
the environmental aspect of sustainability
(Hassan 2000), it has been argued that sustain-
ability encompasses ‘all aspects of a destina-
tion’s longevity including economic, political,
environmental, and social/cultural aspects
(Ritchie and Crouch 2000). According to
Ritchie and Crouch, competitiveness of a des-
tination can be defined as "[a destination’s]
ability to increase tourism expenditure, to in-
creasingly attract visitors while providing them
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mjeri uz zadovoljenje  nezaboravnog
iskustva i da sve to &ini na profitabilan
natin, uz obogaéivanje dobrobiti za biduée
generacije" (2002:101).

Modeli se mogu kategorizirati na one
koji su orijentirani na faktore koji odreduju
konkurentnost (npr. Dwyer, Mellor, Livaic,
Edwards i Kim 2004; Hassan 2000) 1 na one
koji sadrZe elemente destinacijskog mena-
dzmenta (npr. Ritchie i Crouch 2000, 2002).
Na primjer, Hassanov model ilustrira 4
glavna elementa trZiSne konkurentnosti
unutar okvira ekologki odrZivog turizma. Ti
elementi uklju€uju komparativnu prednost,
orijentaciju na potraZnju, strukturu indus-
trije 1 dugoro¢nu ekolo¥ku skrb u destinaciji.
Hassan nadalje nagladava vaZnost suradnje
izmedu javnog 1 privatnog sektora te
sudjelovanje lokalnog stanovni$tva. Dok se
neki modeli konkurentnosti destinacije (npr.
Dwyer i drugi. 2004; Hassan 2000)
usmjeravaju na glavne elemente "konku-
rentnosti” (konkretne faktore koji destina-
ciju ¢ine konkurentnom), model Ritchija i
Croucha (2000) je opseZniji, s obzirom da
ilustrira elemente kao i sustavne faze kon-
kurentnosti i odrZivosti u Sirim okvirima de-
stinacijskog marketinga i menadZmenta,
ukljutujuéi politiku i planiranje. To se &ini
najprimjerenijim za one destinacije koje se
Zele ukljuditi na turisti¢ko wellness trZiste.
Cetiri faze i pomoéni faktori Ritchijevog i
Crouchovog (2000) modela su:

Prva faza, "prate¢i faktori i resursi”,
predstavlja potrebne faktore poput infras-
trukture, dostupnosti, sadrZajnih resursa, go-
stoljubivosti lokalne zajednice i poduzeéa.
Kada su ti resursi dostupni, karakteristike
destinacije su faktori koji privlage turiste, a
koji su druga faza, "temeljnih resursa i at-
raktivnosti". Ti faktori ukljuuju klimu i ge-
ografiju, kulturu i povijesti, aktivnosti i do-
gadanja koji su dostupni turizmu i nadgra-
dnji. U tre€oj fazi, "destinacijskom mena-
dZmentu", potrebno je razviti kolaborativne
menadZerske funkcije kako bi se uspostavila
1 organizirala konkurentnost destinacije u

with satisfying memorable experiences and to
do so in a profitable way, while enhancing the
well-being for future generations” (2002:101).

Models can be categorized as those that are
focused on the determining factors of competi-
tiveness (e.g., Dwyer, Mellor, Livaic, Edwards
and Kim 2004; Hassan 2000) and those that
incorporate elements of destination manage-
ment (e.g., Ritchie and Crouch 2000, 2002).
For example, Hassan’s model illustrates four
major elements of market competitiveness
within the framework of environmentally-sus-
tainable tourism. Those elements include com-
parative advantage, demand orientation, indus-
try structure and the destination’s long-term
environmental commitment. Hassan further
emphasizes the importance of cooperation
among and between the public and private
sectors and involvement of local residents,
While some models of destination cornpeti-
tiveness (e.g., Dwyer et al. 2004; Hassan 2000)
focus on the major elements of "competitive-
ness” (specific factors that make a destination
competitive), Ritchie and Crouch’s (2000)
model is more comprehensive, as it illustrates
the elements as well as systematic stages of
competitiveness and sustainability in a broader
framework of destination marketing and man-
agement, including policy and planning, This
seems to be most appropriate for destinations
wishing to enter the wellness tourism market.
The four stages and auxiliary factors of Ritchie
and Crouch’s (2000) model are:

The first stage, "supporting factors and re-
sources" delineates the prerequisite factors
such as infrastructure, accessibility, facilitating
resources, hospitality of the local communities
and enterprise. When these resources iare in
place, a destination’s characteristics are the
factors that appeal to tourists which is the sec-
ond stage, "core resources and attractors”.
These factors include climate and geography,
culture and history, activities and events avail-
able for tourism and superstructure. The third
stage, "destination management”, is where col-
laborated managerial functions are required to
develop and organize destination’s cornpeti-
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podrujima marketinga, financija, ljudskih
resursa, istraZivanja, kvalitete usluga i turis-
titkog menadZmenta. Cetvrta faza je "poli-
tika, planiranje i razvoj destinacije” koja
treba biti dinami€na kako bi se odluke mo-
gle prilagodavati na promjenjivu potraznju i
razvoj, kao i na menadZment aktivnosti des-
tinacije. Konaéno, "oznalene i proSirene od-
rednice” upuéuju na napore destinacije da
unaprijedi svoje snage iz perspektive turista
u smislu lokacije, sigurnosti, vrijednosti i
imidZa u usporedbi s konkurentima.

Kao takvi, modeli konkurentnosti desti-
nacije ili destinacijskog menadZmenta dijele
nekoliko  zajedni¢kih  komponenti. Na
primjer, isti€u meduzavisnost sastavnica
koje karakteriziraju jedinstvenost mjesta.
Bez obzira na to jesu li resursi koji privlage
turiste izdadni ili izgradeni ili to nisu,
potvrduju kako bi destinacija trebala biti u
stanju da ih odrZava i povecava za jedno
duZe vrijeme. Sli¢no, nagladavaju kako bi
suradnja unakrsno i izmedu industrija, vlade
i lokalnih zajednica trebala biti u suglasnosti
s drugim planovima koji naizgled nisu iz-
ravno povezani s turizmom. Taj razvoj koji
se temelji na samopromatranju trebao bi biti
koordiniran, ne samo kako bi ojagao svoju
odrZivost, veé istovremeno i konkurentnost
u vanjskom okruZenju.

Kako je slutaj i s drugim oblicima turi-
zma, razvoj destinacije wellnessa zahtijeva
strateSko 1 zajedni¢ko planiranje te imple-
mentaciju i menadZment unutar okvira odr-
Zivosti kako bi bila konkurentna. Stoga,
model &iji su autori Ritchie i Crouch (2002)
moZe se primijeniti na destinacije wellnessa,
jer, gledano iz menadZerske perspektive,
ilustrira meduovisnost mnogih komponenti i
faza konkurentnosti i odrZivosti destinacije.

5. MODEL WELLNESS
DESTINACIJE

Temeljeno na modelu konkurentnosti i
odrZivosti destinacije Ritchija i Croucha

tiveness and sustainability in the areas of mar-
keting, finance, human resource, research, ser-
vice quality, and tourist management. The
fourth stage is "destination policy, planning
and development” which need to be dynamic
in order that the decisions can be adaptable to
the changing demand and development and
management activities of a destination. Finally,
“qualifying and amplifying determinants" indi-
cate a destination’s efforts to enhance its
strengths from the perspective of tourists in
terms of location, safety and security, value,
and image in comparison to competitors.

As such, models of destination competi-
tiveness or destination management share sev-
eral common components. For instance, they
highlight the interconnectivity among the com-
ponents that characterize a place’s uniqueness.
Whether or not the resources that attract tour-
ists are endowed or constructed, they recognize
that those should be within a destination’s ca-
pacity to maintain and enhance for a long time.
Similarly, they emphasize that collaboration
across and among the industries, government
and local communities should be in harmony
with other plans seemingly not directly related
to tourism. This introspective development
should be coordinated to not only strengthen its
sustainability but concurrently, competitiveness
in the external environment.

As with other forms of tourism, develop-
ment of a wellness destination necessitates
strategic and collaborative planning, imple-
mentation and management within a frame-
work of sustainability in order to be competi-
tive. Therefore, the model by Ritchie and
Crouch (2002) can be applied to wellness des-
tinations, as it illustrates the interdependence of
the many components and the stages of desti-
nation competitiveness and sustainability from
a managerial perspective,

5. A WELLNESS DESTINATION
MODEL

Based on Ritchie and Crouch’s (2003)
model of destination competitiveness and sus-
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(2003), onaj za odrZivi wellness turizam tainability, one for sustainable wellness tourism
moZe se formulirati uz neke modifikacije can be formulated with a few modifications
(Slika 1). Havaji su prikazani kao sluaj (Figure 1). Hawai'i is presented as a case to il-
kako bi se ilustrirale faze modela, a za od-  lustrate the stages in the model and other desti-
govarajuce faze kao primjeri se razmatraju i nation examples are also discussed for
druge destinacije. corresponding stages,

Slika 1: Model destinacije odrZivog wellnessa (prema Ritchie i Crouch, 2000)

Destinacija odrZivog wellness turizma

/ AN

Upravljanje wellness destinacijom

Ljudski resursi, usavrsavanje, edukacija, certificirani programi, poduzetnistvo i
inovacije, stvaranje udruZenja izmedu wellness industrije { javnog sektora

I | I

Politika i planiranje wellness destinacije

Vizija, ciljevi, zajednicko planiranje i razvoj politike privatno-javnog
~sektora, nadgledanje/valorizacija mjera iskustva i odrZivosti wellnessa

il 1

Temeljni resursi i atrakcije wellnessa

Jedinstvena wellness destinacija sadrzi: prirodne i kulturne resurse,
tradicionalne iscjeljiteljske/terapeutske/ resurse wellnessa

i 1

Pratedi faktori t resursi wellness turizma

Infrastruktura, nadgradnja, gostoljubivost domacéina i njihovo poznavanje
iscjeljiteljske prakse, atmosfera destinacije (osjeéaj mjesta)
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Figure 1. A Model of Sustainable Wellness Destination
(Adapted from Ritchie and Crouch, 2002)

Sustainable Wellness Tourism Destination

/

AN

Wellness Destination Governance
Human resource, training, education, certification programs,
entrepreneurship and innovation, building associations among and between
the wellness industry and public sector

I

i

Wellness Destination Policy and Planning
Vision, Goals, Private-Public Sectors’ Collaborated Planning and
Development of policy, monitoring /evaluation measures of wellness
experiences and sustainability

i

i

Core Wellness Resources and Attractors

Unique wellness destination features: Natural and Cultural Resources,
Traditional healing/therapeutic/wellness resources

1

I

Supporting Factors and Resources for Wellness Tourism

Infrastructure, Superstructure, residents’ hospitality and knowledge of
healing practices, destination atmosphere (a sense of place)

U pocetku destinacije bi trebale identifi-
cirati pratece faktore i resurse wellness turi-
zma, s obzirom na to da ne bi bilo ostvarivo
razviti taj proizvod ukoliko se turistima ne
moZe pruZiti osnovna infrastruktura i prik-
ladan pristup destinaciji. Ti faktori i resursi
ukljuuju aerodrome, ceste, smjeitajne ka-
pacitete, prostore za pruZanje usluga hrane i
pica te gostoljubivost lokalne zajednice
prema turistima i cjelokupnu atmosferu koja
promovira wellness. Na primjer, prateéi
faktori i resursi wellness proizvoda Havaja

Initially, destinations should identify the
supporting factors and resources for wellness
tourism, as it would not be feasible to develop
this product if tourists cannot be provided with
basic infrastructure and appropriate access to
the destination to begin with. These factors and
resources include airports, roads, accommoda-
tions, food and beverage establishments, and
the host communities’ hospitality toward tour-
ists and the overall atmosphere that promotes
wellness. For example, Hawai’i’s supporting
factors and resources for wellness product are
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su izda$ni, poSto turistitka djelatnost
obuhvaéa gotovo Cetvrtinu BDP-a (Minis-
tarstvo gospodarstva, ekonomskog razvoja i
turizma 2004). Glasoviti "aloha duh" Ha-
vaja svjedo&i o sentimentalnosti lokalne za-
jednice i opéenitoj atmosferi destinacije pri
doceku turista.

Uz to, koncept wellnessa mozZe se uklo-
piti u navedene pratece faktore. Na primjer,
restorani koji su orijentirani na zdravlje ili
aerodromi i smjeStajni kapaciteti koji uklju-
Cuju wellness iskustvo (poput masaZe ili
tihih mjesta za relaksaciju ili meditaciju)
mogu pridonijeti ukupnom wellness isku-
stvu. Kvalificirana i obufena radna snaga
takoder je vaZna, a postoje i alternativni mo-
" deli edukacije i usavr$avanja javnog i privat-
nog sektora. Edukaciju i usavr§avanje &esto
pruZaju neprofitne organizacije poput Ame-
rican Spa Therapy Education and Certification
Council (http://www.asteccse.com/2007) ili
strukovna udruZenja poput European Spa
Association ili Australasian Spa Association
(http://www.australasianspaassociation.com
12007).

Kada su ti preduvjeti osigurani, destina-
cija moZe identificirati temeljne resurse i at-
raktivnosti wellnessa koji ju &ine jedinstve-
nom. Oni ukljuduju prirodne i kulturne re-
surse koji se mogu razviti za potrebe
wellness turizma. Prirodne atraktivnosti
mogu ukljudivati elemente prirodnog oko-
liSa poput jezera, rijeka, oceana, planina,
Suma i opustoSenih podrugja gdje turisti
mogu iskusiti iscjeljenje i wellness. Priro-
dne atraktivnosti mogu uklju€ivati i autoh-
tone biljke, blato, sol i druge prirodne proi-
zvode koji se koriste u sklopu wellness
tretmana. Kao primjer moZe se navesti
Mrtvo more u Jordanu sa svojom bogatom
okolinom jedinstvenih ljekovitih voda i at-
mosferom (www.visitjordan.com 2007). Pri
identifikaciji tih temeljnih resursa potrebna
su pomna istraZivanja i planiranje ne samo
unutar jedne destinacije veé i cijele regije.
Na primjer, &etiri drzave (Njematka, Svi-
carska, Italija i Austrija) uloZile su znatne

abundant, as tourism is a major industry ac-
counting for almost a quarter of gross state
product (Department of Business, Economic

‘Development and Tourism 2004). Hawai’i’s

renowned "aloha spirit" attests to the local
communities’ sentiment and the overall desti-
nation atmosphere for welcoming tourists.

In addition, the concept of wellness can
even be infused into these supporting factors.
For example, restaurants with a health focus,
and airports and accommodations that include
wellness experiences (such as massages or
quiet places for reflection or meditation) can
add to the wellness experience. Skilled and
trained human resources are also important,
and there are alternate models for public or
private sector driven education and training.
Education and training are often provided by
non-profit organizations such as the American
Spa Therapy Education and Certification
Council (http://www.asteccse.com/ 2007) or
industry associations such as European Spa
Association, Australasian Spa Association
(http://www australasianspaassociation.com
2007).

Once those prerequisites are in place, the
destination can identify its core wellness re-
sources and attractors which make the destina-
tion unique. These include natural and cultural
resources that can be developed for wellness
tourism. Natural attractors may include envi-
ronmental features such as lakes, rivers,
oceans, mountains, forests, and wilderness ar-
eas where tourists can experience healing and
wellness. Natural attractors would also include
the native plants, mud, salt and other natural
products used in wellness treatments. An ex-
ample would be the Dead Sea in Jordan with
its rich environment of unique healing waters
and atmosphere (www.visitjordan.com 2007).
Identification of these core resources may take
careful research and planning not only within
one destination but as a region. For example,
significant efforts were made by the four coun-
trics (Germany, Switzerland, Italy and Austria)
making up the Alpine Wellness Cluster to
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napore pri izradi Klastera alpskog wellnessa
kako bi se identificirale osnovne sposob-
nosti temeljene na resursima, a koje su po-
mogle pri izgradnji regionalne mreZe udru-
Zenja kako bi se istaknula regija sa sli€nim,
ali jedinstvenim resursima (Pechlaner i
Fischer 2006).

Kulturne  atrakcije  ukljucivale bi
wellness iskustva, gdje bi se lokalno 1 au-
‘tohtono znanje o ljudskom bitku i prirodi
uklopilo u tretmane. Mnoge destinacije
imaju povijest vezanu uz znanje o iscjelje-
nju — poput Kine (akupunktura i bilje), In-
dije (ayurveda) i Havaja (kahuna iscjelje-
nje). Nadalje, komponentu wellnessa u sebi
sadrZe i sveta mjesta, kulturni festivali i ri-
tuali. Za destinaciju i razvoj proizvoda dos-

tupnih turistima temeljenih na tom znanju-

nuzno je identificirati te prirodne i kulturne
resurse i atraktivnosti. Na primjer, kultura,
razli¢iti obi€aji i tradicionalna terapija ma-
sazom temeljeni su privlaéni turisti¢ki re-
sursi Havaja (Crites i Crites 2003).

Ritchie 1 Crouch (2000) tvrde da su
"svjesnost/imidZ/marka" dodani posljednjoj
fazi njihovog modela - "odredivanje i pove-
¢avanje smjernica” zbog popularnosti
brandiranja destinacije unutar djelatnosti i
akademske zajednice. Medutim, tvrdimo da
bi se napori oko brandiranja mogli (ili tre-
bali) poduzeti u fazi gdje se identificiraju
temeljni resursi i atrakcije wellness indus-
trije. To je stoga §to se resursi wellnessa
lako mogu povezati s kulturom, nasljedem i
obitajima lokalne zajednice, a koja je, kao
posljedica, identitet ili marka destinacije.
Takoder, taj identitet ne bi trebao biti nesto
"stvoreno" kako bi zadovoljio Zelje turista u
kasnijim fazama razvoja, ve¢ bi trebao biti
odraz karakteristika kojima se lokalna
zajednica definira kako bi wellness turizam
bio odrZiv.

Za razliku od modela Ritchija i Croucha,
treca faza destinacije odrZivog wellness tu-
rizma je "politika i planiranje wellness des-
tinacije”. Vjerujemo kako wellness turizam
ne moZe biti odrZiv bez jasne vizije, kon-

identify resource-based core competencies that
helped build a regional alliance network to dis-
tinguish the region with similar but unique re-
sources (Pechlaner and Fischer 2006).

Cultural attractors would include wellness
experiences where local and indigenous
knowledge of the human being and nature are
incorporated into the treatments. Many desti-
nations have a history of healing knowledge—~
such as China (acupuncture and herbs), India
(Ayurveda), and Hawai'i (Kahuna healing).
Further, sacred sites, cultural festivals, and
rituals have wellness components. Identifying
these natural and cultural resources and attrac-
tors for the destination and developing prod-
ucts accessible to tourists based on this
knowledge is necessary. For instance, Ha-
wai’i’s distinctive natural resources (the beauty
and energy of the land and environment), Ha-
wai’ian culture, diverse customs, and tradi-
tional massage therapy are core resources that
attract tourists (Crites and Crites 2003).

Ritchie and Crouch (2000) state that
"awareness/image/brand" was added to their
model’s last stage—"qualifying and amplifying
determinants”"—due to the popularity of desti-
nation branding in the industry and academia.
However, we argue branding efforts can be (or
should be) made in this stage where core re-
sources and attractors for wellness tourism are
identified. This is because it is likely that well-
ness resources are connected with the host
communities’ culture, heritage, and customs,
which in turn is the destination’s identity or
brand. This is also because this identity should
not be something crafied to meet the tourist’s
wants in later stages of development, but
should reflect characteristics that the host
communities define themselves in order for
wellness tourism to be sustainable.

Unlike Ritchie and Crouch’s model, the
third stage of a sustainable wellness tourism
destination is "wellness destination policy and
planning”. We believe that wellness tourism
cannot be sustainable without a clear vision,
specific goals, and positioning in the market of
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kretnih ciljeva i pozicioniranja na trZiStu,
¢ija potraZnja se podudara s temeljnim re-
sursima wellness destinacije. Odnosno, raz-
voj ovog proizvoda bez definiranja ciljeva,
temeljnih resursa i ciljnih trZista, samo zbog
toga Sto je postao jedna od popularnih ak-
tivnosti turista bio bi, gledajuéi iz perspek-
tive strategije destinacije, kratkorotan,
Primjer planiranja wellness turizma bila bi
Viktorija u Australiji, gdje je Plan djelova-
nja spa i wellness turizma razvijen sa slje-
decom vizijom:
¢ Do 2010. godine Viktorija ¢e biti
prepoznata kao destinacija izbora za po-
sjetitelje koji traZe spa i wellness iskus-
tvo. Snage njenih prirodnih proizvoda i
izvora mineralnih i geotermalnih voda i
povezanih iskustava spa proizvoda
upotpunit ¢e potrebe korisnika za
zdravljem i iskustvom blagostanja, a is-
poruka proizvoda bit ¢e na razini
svjetskih standarda (2005:2).

Plan djelovanja osigurao je status
potroSalkog trzifta i strategije za razvoj
marketinga, proizvoda i infrastrukture.

Politiku planiranja trebalo bi formulirati u
suradnji s javnim turisti¢kim uredima i pri-
vatnim pruZateljima usluga wellnessa tew lo-
kalnom zajednicom. Klaster &etiri lokacije
wellnessa u  sredi$njoj Europi (Slovenija,
Madarska i dvije pokrajine u Austriji — Gra-
dis¢e i Stajerska) primjer su te suradnje. Kla-
ster je bio uspjeSan u priviaenju fondova
Europske Unije za kreiranje Europskog pro-
jekta wellnessa sa stratelkim planom
wellness turizma u toj prekograniénoj regiji
(Lebe 2006). Klaster regiji dodaje viSe atrak-
tivnosti nego §to bi to bio sluaj kada bi je-
dna od lokacija promovirala taj proizvod. U
Kanadi je osnovana radna skupina za
wellness turizam. Na Havajima je 2001. go-
dine osnovana Hawai’i Wellness Tourism
asocijacija koja predstavlja suradnju izmedu
privatnog i javnog sektora u cilju razvoja
wellness turizma. Vizija i ciljevi udruZenja su
u ovoj fazi predstavljeni na sljedeci nadin:
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which demand matches a destination’s core
wellness resources. That is, developing this
product without defining goals, core resources,
and target markets, just because it became one
of the tourist’s popular activities would be my-
opic from the destination’s strategic perspec-
tive. An example of planning for wellness tour-
ism would be Victoria, Australia, where Spa
and Wellness Tourism Action Plan was devel-
oped with this vision:

» By 2010, Victoria will be recognized as the
destination of choice for visitors seeking a
spa and wellness experience. Its natural
product strengths and mineral springs and
geothermal waters and associated spa
product experiences will fulfill consumer
needs for a health and wellbeing experience
and the product delivery will be of a world
class standard (2005: 2).

The action plan provided the status of con-
sumer market and strategies for marketing,
product and infrastructure development.

Policy and planning should also be collabo-
ratively formulated between public tourism of-
fices and private wellness service providers as
well as the host communities. A cluster of four
wellness locations in Central Europe (Slovenia,
Hungary, and two areas in Austria—Bur-
genland and Styria) is an example of this col-
laboration. The cluster has been successful in
attracting European Union funding to create a
European Wellness Project with a strategic
plan for wellness tourism in this cross-border
region (Lebe 2006). The cluster adds more at-
tractivity to the region than if just one of the lo-
cations were promoting this product. In
Canada, a taskforce for wellness tourism has
been developed. In Hawai’i, the Hawai’t Well-
ness Tourism Association was inaugurated in
2001, representing collaboration between pri-
vate and public sectors to develop wellness
tourism. The association’s vision and goals
were delineated in this stage as follows:

Vision. Using progressive models of col-
laboration, our ‘members share a common in-
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Vizija. Koristeéi progresivni model su-
radnje, na8i ¢lanovi dijele zajedni¢ke nam-
jere: razviti i promovirati Havaje kao vo-
decu destinaciju wellness turizma, doprino-
se¢i ekonomskom zdravlju naSeg otoka, a u
isto vrijeme isticati naSu raznoliku kulturu,
svetu zemlju i aloha duh.

Ciljevi:

promovirati svijest o tome 5to wellness
turizam jest, ali takoder 1 koristi koje on
pruZa turistima i lokalnim stanovnicima
aktivno promovirati Havaje kao vodecu
wellness destinaciju

posluZiti kao izvor informacija o mogu¢-
nostima wellness turizma na Havajima
osigurati popis visokokvalitetnih resursa
i pruzatelja usluga u podru¢ju wellnessa
za lokalno stanovnistvo, turiste, turope-
ratore, menadZere resursa, planere, edu-
katore, vladine agencije 1 druge profe-
sionalce

promovirati turisti¢ku djelatnost koja je
svjesna wellness turizma i inkorporira ga
u svojstvu odrZive trZi$ne nise
promovirati ekonomski odrZiv razvoj
okrenut zajednici, a od kojeg lokalno
stanovniStvo ima koristi

unaprijediti iskustva turista UpUCU_]UCl ih .

na moguénosti wellnessa

poticati 1 zastupati aktivno i rastuée
¢lanstvo koje ce podupirati aktivnosti i
ciljeve udruZenja

privladiti darove, potpore i donacije koje
¢e potpomoci projekte i aktivnosti u
realizaciji spomenutih ciljeva
organizacije

savjetovanje po pitanjima politike 1
podupiranje promocije wellness turizma
Havaja kroz razne lokalne i drZavne
agencije.

Nakon faze planiranja, slijedi faza raz-
voja 1 menadZmenta wellness destinacije
gdje se ulaZu napori kako bi se pruzili
izvrsni proizvodi i usluge, ukljudujuéi raz-
voj ljudskih resursa kroz programe eduka-

tent: to develop and promote Hawai’i as a
premier destination for wellness tourism, con-
tributing to the economic health of our islands
while emphasizing our diverse culture, sacred
land and aloha spirit.

Goals:

To promote awareness about what wellness
tourism is and the benefits it offers tourists
and residents alike.

To actively market Hawai’i as a premier
wellness destination.

To serve as a resource for information
about wellness tourism opportunities in
Hawai’i.

To provide a list of top quality wellness re-
sources and providers for residents, tour-
ists, tour operators, resource managers,
planners, educators, government agencies
and other professionals.

To promote a tourism industry that is aware
of and incorporates wellness tourism as a
viable niche market.

To promote community-based, sustainable
economic development that benefits local
residents.

To enhance tourists experiences through
guiding them to wellness opportunities

To encourage and represent an active and
expanding membership which will support
the association’s activities and purposes.
To attract gifts, grants, and bequests of
money to support projects and activities for
accomplishing the foregoing purposes of
the organization.

To advise on matters of policy and support
efforts to promote wellness tourism in Ha-
wai’i by various local and state agencies.

After the planning stage, the stage for well-
ness destination development and management
is ensued where efforts are made to provide
excellent products and services, including de-
velopment of human resource through training
and educational programs and offering of certi-
fication systems for the service provider. In this
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cije 1 usavr§avanja i ponudu certificiranih
sustava za pruZatelje usluga. U ovoj fazi
trebalo bi utvrditi marketinske aktivnosti
kako bi se izgradila svijest i pozitivan imidz
paralelno s brandiranjem napora uspostav-
ljenih u ranijoj fazi (temeljni resursi i atrak-
cije wellnessa). Takoder osporavamo da u
modelu Ritchija i Croucha nedostaje mani-
festacija suradni¢kih napora. Kako je
Hawai’i Wellness Tourism Association i
dokazalo, izmedu pruZatelja usluga i vladi-
nih agencija u podrugju turizma koje dijele
viziju i ciljeve za destinaciju i lokalnu zaje-
dnicu mogu se osnovati razni oblici udruZe-
nja za suradnju. Nadalje, upravljanje
wellness turizmom na razini destinacije bilo
bi djelotvornije kada bi to partnerstvo ujedi-
nilo resurse kako bi se razvila "wellness
imovina” te postavili standardi kvalitete,
valorizacije, nadzora i prilagodavanja.

S vizijom i konkretnim ciljevima, Ha-
vajsko udruZenje wellness turizma je 2003.
godine pokrenulo program &lanstva koji

nalaZe proces imenovanja kako bi se uprav-
ljalo kvalitetom i ugledom udruZenja. Uspo-
stavljen je i eti¢ki kodeks u svrhu odrZava-
nja, kontrole i unaprjedenja kvalitete ¢la-
nova. UdruZenje sada predstavlja preko 70

havajskih  pruZatelja usluga i resursa
wellness turizma, nudi usavrSavanja za dje-
latnike u putni¢kim agencijama i radionice
na nacionalnim konferencijama. Ono
opskrbljuje svoje ¢&lanove adresarom svih
pruZatelja usluga na svojim web stranicama
(http://www.hwta.net, 2007) i raznim pogo-
dnostima za &lanove (poput popusta na pro-
grame usavrSavanja, broSura, mogucnosti
umreZavanja). U sludaju Alpine Wellness
International, Inc., organizacija koja sura-
duje na regionalnoj razini, potencijalni par-
tneri koji pruZaju proizvode i usluge koji je-
dinstveno karakteriziraju resurse Alpa, valo-
riziraju se temeljem Cetiri kriterija (alpski
karakter, relaksacija, fitness i zdravlje) (Al-
pine Wellness International 2004; Pechlaner
i Fischer 2006).

stage, marketing activities should be estab-
lished to build awareness and a positive image
in line with branding endeavors instituted in the
earlier stage (core wellness resources and at-
tractors). We also contest that the specific
manifestation of collaborative efforts is missing
in Ritchie and Crouch’s model. As exemplified
by the Hawai’i Wellness Tourism Association,
various types of associations for collaboration
can be established between and among service
providers and tourism governmental agencies
with shared vision and goals for the destination
and the host communities. Furthermore, man-
aging wellness tourism at a destination level
would be more effective, if this partnership
pools resources together to develop wellness
assets, set standards for quality, evaluation,
monitoring, and adaptation.

With a vision and specific goals, the Ha-
wai’i Wellness Tourism Association started a
membership program in 2003 which requires a
nomination process to manage the quality and
reputation of the association. The code of eth-
ics was also developed to maintain, control,
and enhance quality of members. The associa-
tion now represents over 70 of Hawai’i’s well-
ness tourism service providers and resources,
offers training for travel agents and workshops
at national conferences. It supplies members
with a directory of providers on its website
(http://www.hwta.net, 2007) and various mem-
bership benefits (such as discounts on training
programs, newsletters, networking opportuni-
ties). In the case of Alpine. Wellness Interna-
tional, Inc, a regional cooperative or-
ganization, the prospective partners who pro-
vide products and services uniquely character-
izing Alpine resources, are evaluated based on
the four criteria (Alpine character, relaxation,
fitness, and health) (Alpine Wellness Interna-
tional 2004; Pechlaner and Fischer 2006).

Developing sustainable wellness tourism
begins with the destination defining its own vi-
sion, goals, and identity. It can be accom-
plished through cooperation among the indus-
try, the public sector, and the host communities
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Razvoj odrZivog wellness turizma zapo-
¢inje tako da destinacija definira svoju vi-
ziju, ciljeve 1 identitet. To se moZe postiéi
suradnjom unutar industrije, javnog sektora
i lokalne zajednice u smislu razvoja i up-
ravljanja resursima wellness turizma. Us-
pjeh wellness turizma ovisit ¢e o tome moZe
1i destinacija kreirati trzite potraZnje koje
cijeni njegove snage te o naginu na koji se
postizu zajedni¢ki ciljevi zainteresiranih
strana bez iscrpljivanja resursa koje su
razlog dolaska turista.

ZAKLJUCAK

Ovaj rad razmatrao je &imbenike koji su
ukljuéeni u upravljanje odrzivom i konku-

rentnom wellness destinacijom. Razmotrene

su prednosti i nedostaci koje destinacije
koje namjeravaju razviti ovaj sektor moraju
uzeti u obzir. Prezentirani su razli€iti oblici
wellness turizma i resursi destinacije koji su
potrebni za svaki od njih. Nadalje, prezenti-
ran je model destinacije wellness turizma
temeljen na onome kojeg su razvili Ritchie i
Crouch.

U razvoju wellness destinacije presudni
su zadaci nacionalnih, drZavnih i lokalnih
turistitkih ureda. Oni ukljuduju kreiranje
vizije te poticanje dijaloga izmedu stru¢-
njaka u podru&ju wellnessa i industrije kako
bi mogli suradivati u stvaranju wellness us-
luga. Takoder je potrebno poticati inovacije
u proizvodniji i identificirati najbolje proiz-
vode i vjedtine. To bi moglo ukljucivati
kreiranje certifikata za kvalitetu /ili ozna-
¢avanje programa. Kako bi se pomoglo tu-
ristu u pronalaZenju usluga, turisti¢ki ured
takoder mora kreirati bazu podataka svih
struénjaka i proizvoda koji bi se mogli pret-
raZivati putem Interneta. Razvoj wellness
proizvoda takoder se mora potaknuti potpo-
rama i drugim poticajnim mjerama, para-
lelno s edukacijom, usavrSavanjem i prog-
ramima istraZivanja. Razvoj wellness udru-
Zenja pomoéi ¢e turizmu i industriji
wellnessa u stvaranju sinergije (Lebe 2006).

for developing and managing resources for
wellness tourism. Success of wellness tourism
will depend on whether or not a destination can
create customer markets that value their
strengths, and on how the shared goals of
stakeholders are achieved without depletmg the
resources for which tourists come.

CONCLUSION

This paper has examined the factors in-
volved in governing a sustainable and com-
petitive wellness destination. Advantages and
disadvantages, that destinations planning to
develop this sector should consider, have been
discussed. Different modalities of wellness
tourism and the destination resources needed
for each have been presented. Further, a model
for a wellness tourism destination has been
presented, based on one developed by Ritchie
and Crouch.

The tasks of the national, state, or local
tourism office in developing a wellness desti-
nation are critical. They include building the
vision, encouraging a dialog between wellness
practitioners and the industry so that they can
collaborate in creating the wellness services. It
is also necessary to encourage innovation in
production and to identify the best products
and practices. This could include creating
quality certification and/or labeling programs.
To assist the tourist in finding services, the
tourism office also needs to create a database
of practitioners and products searchable on the
Internet, Wellness product development should
also be encouraged with grants, and other sup-
portive measures, hand-in-hand with education,
training, and research programs. The develop-
ment of a wellness association will assist the
tourism and wellness industries to act
synergistically (Lebe 2006). The knowledge,
skills, resources, traditions, and practices that
are the key to a successful wellness destination
must ideally be captured in an evolving knowl-
edge base that can be accessed by providers,
customers and planners alike.
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Znanje, vjeStine, resursi, tradicije i praksa,
koji su klju¢ uspjesne wellness destinacije,
moraju biti idealno spojeni u razvijajuéu
bazu znanja kojoj na isti na&in mogu pristu-
piti dobavljagi, korisnici i planeri.

Idealno, suradni¢ke i skupne napore pri
razvoju sektora wellness turizma vode naci-
onalne turistitke organizacije. Mnogo je
primjera suradnje na &elu kojih se nalaze tu-
ristiCki uredi destinacije, ukljudujuéi Spa
Health and Wellness Tourism Taskforce
Kanadske turisticke komisije, osnovane
2004. godine. Ova radna skupina, koja je
svoj rad zapoela kao dio Povjerenstva za
inovacije i poboljfanje proizvoda unutar
komisije, istite kako su resursi i privlagni
¢imbenici Kanade razvijeni kao dio novog
turistitkog proizvoda drZave. Potrebno je
sudjelovanje i vodstvo turistitkih ureda i
drugih vladinih organizacija kako bi se
proizvodi i usluge kroz klasifikaciju i certi-
ficirane sustave unutar destinacije standar-
dizirali, kontrolirali i obogatili. To je pose-
bno vaZno kod wellness turizma koji je ori-
Jentiran prema uslugama. Primjeri zemalja
gdje se to ve¢ implementiralo ukljuduju
Tajland, gdje Federacija tajlandskih spa
centara
(http://www.federationofthaispa.com 2007)
nudi akreditirane programe od strane Mini-
starstva javnog zdravstva te Malezija, gdje
su se udruZile tri organizacije: Ministarstvo
zdravlja, UdruZenje za razvoj malezijske
vanjske trgovine te Tourism Malaysia
(http://www.virtualmalaysia.com/destination/
health  2007). U Austriji, Madarskoj,
Njemackoj, Monaku i Indiji takoder se
mogu naci primjeri uspje$nog wellness turi-
zma kojeg potice javni sektor. Wellness de-
stinacije zahtijevaju i metode valorizacije
kako bi se nadzirale ne samo financijske
u¢inkovitosti, ve¢ i stupanj odrZivosti njiho-
vih postupaka. To je jo¥ jedan zadatak za
kojeg bi trebali biti nadleZni drZavni turis-
ti¢ki uredi.

Ostaju, medutim, mnoga pitanja vezana
uz wellness turizam, a koja se tidu destina-
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Cooperative and collaborative efforts to
develop the weliness tourism sector are ideally
spearheaded by the national or state tourism
organization. There are many examples of
collaboration headed by destination tourism of-
fices, including the Spa Health and Wellness
Tourism Taskforce by the Canadian Tourism
Commission, established in 2004. This task-
force being under the Product Innovation and
Enhancement Committee within the commis-
sion indicates that Canada’s resources and at-
tractors for wellness experiences are developed
as part of the country’s new tourism products.
Participation and leadership by tourism offices
and other governmental agencies is needed to
standardize, control, and enhance the quality of
products and services through classification
and certification systems within a destination.
This is particularly important for service-ori-
ented wellness tourism. Examples of countries
where this has taken place include Thailand
where the Federation of Thai Spas
(http://www.federationofthaispa.com 2007) has
accreditation programs by the Ministry of Pub-
lic Health, and Malaysia where three organiza-
tions collaborated: the Ministry of Health, the
Malaysia External Trade Development Corpo-
ration, and Tourism Malaysia
(http://www.virtualmalaysia.com/destination/
health/ 2007). Other successful public-sector
initiated wellness tourism examples exist in
Austria, Hungary, Germany, Monaco, and
India. Wellness destinations also need evalua-
tion methods to monitor not only financial per-
formance but also the degree of sustainability
of their practices. This is again a task for which
the government tourism office needs to be re-
sponsible.

There remain, however, many questions

regarding wellness tourism from the destina-

tion’s perspective. The most notable is the
over-abundance of spas. Destinations would be
wise to consider more comprehensive products
and services that nurture both the tourists, the
destination, and its residents, and it has been
pointed out that innovation from the entrepre-
neurial sector will be important in this devel-
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cije. Najistaknutije je ono o povecanoj izda-
S$nosti spa centara. Destinacijama bi bilo
mudro da razmotre proizvode 1 usluge koje
su opseZnije te njeguju i turiste i destinaciju
i njene stanovnike, a istaknuto je kako ce
inovacije poduzetni¢kog sektora biti vazne u
tom razvoju. Druga pitanja ukljuéuju pot-
rebu certifikacije strunjaka, integracije
kulture u iskustvo wellnessa i vece eduka-
cije turista i stanovniStva o proizvodima i
uslugama. Jo$ jedno pitanje vrijedno raz-
matranja buducih planiranja je integracija
tehnologije u wellness proizvod. Poboljsa-
nje ljudskog postojanja uz pomo¢ novih te-
hnologija u sljedeéim ce desetljeima pos-
tati svakodnevica, a destinacije trebaju raz-
motriti kako ¢e taj trend utjecati na njihove
turiste koji ¢e i dalje traZiti pomladivanje,
relaksaciju, duhovnu povezanost i najviu
mogucu razinu wellnessa.

Napomena: Ovaj rad prezentiran je na
konferenciji Odyssey 2008, u organizaciji
Ekonomskog fakulteta u Zagrebu, u Cav-
tatu, Hrvatska, u lipnju 2008. godine. Dio
sadriaja rada preuzet je iz predstojee
knjige autora Bushell, R. i Sheldon, P.
"Wellness Tourism: Mind, Body, Spirit.
Place”, 2008, Cognizant Communications.
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