


As travel gets
pback on IS Teet
whnat does the

future hold?

At the 2022 Global Wellness Summit held in Tel Aviv, our
global travel practice presented a multi-research study
identifying the factors shaping tourism’s recovery and
how the pursuit of wellnhess is influencing how we travel.
According to the Global Wellness Institute (GWI), wellness tourism is travel
associated with the pursuit of maintaining or enhancing one's personal well-
being. GWI valued the wellness tourism market at $720 billion in 2019. This

figure has shrunk to $436 billion during the pandemic, with wellness trips
dropping from 936 million to 601 million.

But while the pandemic has exacted the heaviest toll on the travel industry, it
has also ushered in a wellness revival that is having a profound influence on
how we travel. The impressive 21% annual growth rate projected for wellness
tourism by CWI through 2025 reflects new traveller values as well as a period
of rapid recovery from pent-up demand.


https://globalwellnessinstitute.org/?gclid=EAIaIQobChMIgsrjoqao-wIVAraWCh00awL3EAAYASABEgL88fD_BwE
https://globalwellnessinstitute.org/wellness-tourism-spas-thermal-mineral-springs-the-global-wellness-economy-looking-beyond-covid/

meansto’
today's

travellers.

To understand the shift, we partnered with

a travel intelligence consultancy that uses big data analysis to
identify and predict consumer trends. Ve also drew insights
from JLL's Destination 2030 report created in partnéership with
the World Travel and Tourism Council, which identifies th%,2 actors
determining cities' readiness for sustainable tourism. grov i

IN

PARTNERS

Our Key Takeaways
Looking ahead, wellness tourism'’s recovery will depend on three factors:

1. Understanding how changing consumer behaviours towards wellness
will impact the development and promotion of tourism destinations,
products and programs.

2. Building sustainability as the engine for tourism growth

3. Preparing for the ‘renewed’ outbound Chinese travel segment, which
will continue to be the largest travel segment going forward.

Walk This Way: Wellness to Today's Travellers

Mabrian's study analyzed travel sentiment on Trip Advisor around wellness
activities from 2018 to September 2022. Reassuringly, it reaffirmed that
wellness pursuits continued to gain traction over the pandemic years despite
the curtailment of travel, lockdowns and quarantine restrictions.

Wellness Activities
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Walking Tours Hiking Kayaking & Bike Tours Spas Cooking Surfing, Farms Sports Camps & Golf Courses  Health/Fitness Others
Canoeing Classes Windsurf. & Clinics Clubs & Gyms
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1

a
R®

1

Q
xR

[34]
B3

Q

Share of Mentions by Wellness Activities
Jan-Dec 2018-2021 and Jan-Sep 2022, ALL DESTINATIONS, ALL MARKETS

Source: Mabrian Technologies
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https://mabrian.com/blog/wellness-tourism-global-outlook-report/
https://mabrian.com/blog/

While there were many interesting findings from the study, one in particular stood out relaxation (imagine that quintessential massage) to increased physical activity and most
for us: Among all leisure activities associated with travel, walking was the most preferred importantly, a quest for nature and a deeper connection to the sense of place.

wellness activity above all else. , . ,
It makes sense that after years of restricted mobility, the singularly most powerful

Why is this a big deal? expression of being well is to be able to move. Specifically, to walk. So if immobility
While this may seem like a trivial observation, when taken in a wider context, represents  was associated with unwellness, conversely the picture of wellness was simply the
a profound shift in how wellness is viewed today — beyond a more passive form of freedom to move.

Not on our backs, but on our feet.
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we're going.

Through this lens, the Mabrian study identified the
top 20 wellness destinations and Cusco, Peru topped
the list primarily because of its hiking trails, which
received the highest numbesqfa/levvs on social

ln\_ media platforms WWIC{@ L’

While it seemed like a rather r.ildom frndm&Cuscos appea! is Machu
Picchu’s ancient ruins and IWz‘atﬂon nature and heritage. And
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Sicity typologies that showcase the
»fvp_rje_ésure, challenges and opportunities
“that destinations face as they grow in a
; ‘stain_a'b.‘l'e and.inclusive way.

e rationale behind each of these

ypologies are described at length in
their report. Suffice to say, the cities
-vvho ranked highestin two pillars —
: Env1ronmenta| Readiness and Policy
zation — tended to be the
. . : ' onesthat were primed for sustainable
~JL1's Readiness 030 report Shorthsted 8 tounsm grovvth.
: p|||ars vvlth 75 indicators |dent|fy|ng

'r,avel and Tourism Council this yea o
“doa comprehensive study addresism'g '
what makes a city ready for: sustamabie
-travel and tourism grovvth and hovv [t .
can be achieved,

Typologies: 5 Levels of City Readiness : 7 5

lndlcators _;' -

AMSTERDAM BARCELONA HONOLULU LAS VEGAS LONDON
Managing Momentum
NEW YORK PARIS SAN FRANCISCO  SINGAPORE TOKYO
BERLIN CHICAGO DUBAI DUBLIN HONG KONG LOS ANGELES
Mature Performers
MADRID MIAMI OSAKA ROME SHANGHAI SYDNEY TORONTO
Indexed outcomes
AUCKLAND AUSTIN BEIJING  BRUSSELS GUANGZHOU LISBON MACAU o
Balanced Dynamics across 63 cities create
MUNICH PRAGUE SEOUL  SEVILLE = STOCKHOLM  VANCOUVER WASHINGTON D.C. destination pillars and typologies
~ ABUDHABI BANGKOK BUENOSAIRES CAPETOWN CHENGDU DUBROVNIK FORT LAUDERDALE
Emerging Performers [
ISTANBUL  KUALALUMPUR  MEXICOCITY MOSCOW  RIODEJANEIRO SANTIAGO  VENICE
ANTALYA BOGOTA CAIRO DELHI DURBAN HO CHIMINH CITY  JAKARTA
Dy g Developers .
Heoe sk LI LA R Scale Concentration Leisure Business
F _ Urban Safety & Environmental Policy .
N Seuiest JILL & Wine Readiness Security Readiness Prioritisation Seuies: JILL & Wie


https://www.us.jll.com/en/industries/hotels-and-hospitality/destination-2030
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It is virtually impossible to imagine tourism’s recovery without factoring the return of
China's outbound travel segment. If there's one market that plays an outsized role in
travel's recovery yet has been profoundly and permanently altered by the pandemic,
it's China, which continues to endure the strictest travel lockdowns and restrictions as
of this writing.

Why does this market remain the linchpin to global travel's recovery? A decade ago,
it was predicted that there would 200 million outbound Chinese travellers by 2020.
By 2019, there were 155 million already, and that figure represents only 12% of the
population with passports. By all accounts, China will be the number one economy
by 2050, eclipsing the US which will fall to #3. India will be in 2nd place. Imagine the
potential ahead.

Much has already been laid on the feet of Chinese travel segment — from overtourism
to how it's propping up the global luxury market despite economic downturns. So it
begs the question, what will China's travellers be like when they can travel again?

About 12% of mainland Chinese have passports,
but they actively travel
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Sources: Statista, China Outbound Tourism Research Institute, National Immigration Administration,
China National Tourism Association



Our Shanghai team took a look at this and they've found that Chinese
consumers have prioritized wellness much more over the past two years,
with wellness shifting from physical to mental, especially among the
younger demographics. A proprietary report conducted by CSG on affluent
Chinese travellers also confirms this finding: health and wellness pursuits
are in the top 5 of most preferred travel activities and caring for their
physical and mental health is having a lasting impact on their lifestyles.

Because of continuing travel restrictions, wellness tourism in China has been
largely concentrated domestically. This segment has grown significantly,
with over 6,000 domestic enterprises engaged in wellness tourism. What's
emerging is a market segment, long associated with marathon shopping
trips to one that is avidly seeking “healing hikes,” temple stays and
wilderness car trips.

A good example of this phenomenon is The Feiwen Yeshe Hotel in
Hangzhou, which offers three residences—one adjacent to a temple, one
hidden in the mountains, and one located in the wilderness.

Incidentally, this trend is also something we've found among travellers in
other key North Asia markets Japan and South Korea.

Preferred leisure travel activities

m Mainland China Respondents: % 21-25 years old: % 26-35 years old: % 36 years old or above: %
Gourmet & wine [N 54 I 50 I 54 I 54
Scenic Spots and Historical Sites | N NN 53 I 48 I 55 I -2
Shopping and Collection | N 47 I S0 I 43 I 45
city Explore NN 46 I 45 I 50 I 41
[ Health and Welness [ 38 . - . . <o ]
Relaxing in Nature (e.g. mountain
climbing, camping, golf, skiing, beach _ 37 I 30 I 42 I 34
activities, glamping, etc.)
Culture Experience (e.g. performance,
e M 55 I 25 I 37 I 35
Stimulating Adventure (e.g. hang
gliding, white water rafting, diving, [ll 10 B 10 N 3 Hs

bungee-jumping, and parkour, etc.)

Source: China Luxury Forecast 2022 Survey, CSG Research, May 2022
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In the short to midterm, travel's recovery will be
hampered by headwinds: economic uncertainties,
the ongoing Ukraine/Russian war, the climate and
enerqy crisis, and labour challenges.

But taking a long-term view, the prospects far
outweigh the challenges. The wellness imperative
will continue to define how we develop and market
products as the quest for wellness will only continue
to grow across all demographic and psychographic
segments. Technological advances are accelerating
how wellness is delivered across sectors. Destinations
are building back better, and we can count on the
immense potential posed by emerging economies
in the coming decades.
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Travel's resilience

We can gain a glimpse of travel's future by looking back. In the last 30
years, tourism’s incredible and proven resilience has been tested through
economic downturns, terrorism, regional conflicts and now a global
pandemic. Time and again, travel bounces back.

That the pandemic has forced our industry into a time of radical self-
correction could be a blessing in disguise. It has also accelerated the
transition to more sustainable models of tourism growth and an opportune
time for all of us in the broader travel and hospitality sector, to build more
inclusively and resiliently so that destinations are not just great places to visit
but to live in as well.

International Tourist Arrivals, 1950-2021
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. TO GET COPIES OF THE SOURCE REPORTS:
Mabrian Technologies Wellness Tourism Global Outlook 2022

Destination 2030: Global cities’ readiness for sustainable tourism growth
(JLL/World Travel & Tourism Council)



http://FINNpartners.com
https://mabrian.com/blog/wellness-tourism-global-outlook-report/
https://research.wttc.org/destination-2030-jll-wttc-report

