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Purpose of the article is an impact analysis of wellness culture on the formation of
the wellness industry. The methodological basis of the study is a critical analysis of the
basic definitions of cultural and tourism sources for the research of the wellness culture
and the wellness industry, an interdisciplinary synthesis of the basic principles of the
formation of the wellness culture and the corresponding transformation of the wellness
industry, induction and deduction methods, as well as content analysis. Scientific novelty.
We have defined and introduced the notions of “wellness culture” and “wellness industry”.
The essential structural components of the wellness culture and wellness industry in the
modern world are determined. Conclusions. The basic social level of the wellness culture
and the crucial philosophical principles regarding relations with society and its traditional
culture are analysed. The main social functions of the wellness culture are determined. The
notions of “wellness industry” and “wellness product” were introduced within the theory of
tourism study. The foreign experience usage in the integration of tourism and the “wellness
industry”, the search for innovative forms of organisation of recreational activities focused
on the comprehensive development of the individual is practice-based. It has been found
out that the stable functioning of the wellness industry and the development of wellness
tourism require a significant transformation of national recreational establishments,
effective integration of the tourism and wellness industry, thorough scientific research,
expansion and segmentation of the wellness tourism market, taking into account national
traditions and economic development of the country, adopting an appropriate range of
government programs for its development, raising funding for the wellness industry and
modernisation of existing recreational facilities, promotion of wellness tourism to improve
the quality of life of the population.

Keywords: wellness culture; wellness industry; wellness product; innovative wellness
services; wellness tourism; social functions and levels of wellness culture; modern structure
of the wellness industry.
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Introduction

The development of modern society, the so-called technogenic civilisation,
involves not only changes in the paradigm of population recreational needs
but also the transformation of the recreational system in general following the
demands of society and the cultural and leisure sphere in particular. And such
a transformation is taking place, a splendid example of which is the increase
of wellness tourism in the recreational market segment, the formation of the
wellness industry and its active integration with the tourism industry. Today,
the share of tourists who are focused on individually specialised tourism and
recreational services, formed under the latest trends in a modern lifestyle with
corresponding priorities, increases continuously. A healthy lifestyle, rejuvena-
tion and life enjoyment are among the main priorities of a modern person, and
all this is embodied in the term “wellness”, which forms a fundamentally new
trend of recent recreational activities. It is namely this vector of development
determines the whole system of values, ideas, concepts, behaviour patterns and
other symbolically significant systems those are factors that form the wellness
culture and human behaviour of modern society, as well as products and ser-
vices aimed at satisfying the corresponding needs. This situation has already
led to the emergence and effective functioning of the wellness industry in the
developed countries in the world. Moreover, wellness culture has a tendency to
active development, creating new entities and models of values.

The analysis of the study of the research issue showed that one of the first
who described the philosophy of “wellness”, the main factors of its development
in society, presenting the corresponding concept in his work Wellness: The His-
tory and Development of a Concept, was James William Miller (2005).

American John Travis (977) outlined an extensive range of issues regarding
the concept of health improvement and the creation of an appropriate system
of institutions that can provide the implementation of new recreational needs
of the population, which, in its turn, will provide certain social and economic
benefits.

The most significant contribution to the study of general issues about well-
ness was made by researchers from the USA and Great Britain. In particular,
American Paul Zane Pilzer developed and presented a successful concept of
wellness business development in his opinion in the period from 2002 to 2007.
In his numerous publications, he identifies a new wellness business with up-
dated information about the Wellness Revolution and its active promotion in
the recreation sphere, which indicates the beginning of wellness industry in-
tegration with corresponding segments of the tourism industry (Pilzer, 2007).

Having won the USA and established itself in the leading European coun-
tries, the wellness industry develops steadily in the leading countries of Asia,
Australia and New Zealand. Today, wellness programs are sold all over the world
as a panacea for preventive medicine and are an important business segment.
This is confirmed by the fact that in almost every resort complex in China well-
ness centres of traditional methods are created and functioned actively, and
modern wellness complexes have been formed in urban environments. Fang
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Yang (2009) notes that the wellness industry is a new stimulus for the Chinese
economic development.

Despite the presence of an important body of researches and publications
on various aspects of the development of wellness activities, a significant com-
ponent remains studied insufficiently, which can be embodied in the concept of
“wellness culture”, and the totality of modern foreign experience on its impact
on the wellness industry.

Purpose of the article

The purpose of the study is to analyse the impact of wellness culture on
the formation of the wellness industry, which determines the following range
of tasks:

- to review publications on the topic under study;

- to analyse the main definitions and directions of research;

- to substantiate and introduce the concepts of “wellness culture” and
“wellness industry” into scientific use;

- to identify the main structural components of the wellness culture and
wellness industry in the modern world;

- to describe the state of wellness industry formation in Ukraine.

Main research material

The term “wellness” comes from the English “be well”, which literally
means “feel good” or “well-being”. Today, the notion of “wellness” is a concept
of a healthy lifestyle based on a combination of physical and mental health,
healthy eating, reasonable physical activity and the rejection of bad habits
("Wellness", 1971).

The main task of wellness activities is to harmonise the psychological and
physical condition of a person, prevention and prophylaxis of diseases, as well
as signs of ageing, both external and internal. In modern society, wellness is
a philosophy of human well-being in all spheres of life: spiritual and physical,
and successful social realisation. According to the generally accepted stereo-
type, the one who lives by this philosophy is successful, full of energy, opti-
mistic and vigorous, regardless of age. He pays attention to the appearance of
his body, adheres to the healthy lifestyle principles, uses moderate physical
activity, can enjoy life.

Some of the basic wellness philosophy principles are:

- movement;

- mental activity;

- relaxation and harmony;

- beauty and body care;

- balanced diet.

In 1959, the American physician Halbert L. Dunn introduced the concept of
“wellness” and was the first who formulated the basic healthy lifestyle princi-
ples. In the 1960s, wellness became very popular at first in professional circles
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among successful and wealthy people, and later in wide circles of American
society, owing to numerous publications by Halbert Dunn, John Travis, Donald
Ardell and Gerhart Hettler.

Since stress has become a common negative phenomenon in the life of
a modern person, which has a constant tendency to increase, a number of re-
searchers and specialists in the recreation sphere began to study and devel-
op programs for psychological recovery. Stephen F. Myler in the article Well-
ness & Psychology considered the concept of health in terms of mental health,
where the psychological state is an important component of health not only of
the individual but also the whole nation, so wellness activities should be com-
prehensive as much as possible, starting with the formation of social priorities
and stereotypes of behaviour to the suggestion of a balanced psychological ap-
proach to well-being and long-term stability (Myler, 2014).

According to the trends of wellness activities in recent decades, it also in-
cludes the sphere of physical culture, as it is a concept of a broader meaning.
Thus, modern wellness is a comprehensive use of health improvement tech-
niques consisting of dietology, rehabilitation programs, psychological health
improvement, functional training, rejuvenation and beauty programs, various
SPA-procedures aimed at restoring, developing and harmonising the psycho-
physical state of a person, optimising physical and mental health. The mod-
ern leading wellness concept pays considerable attention to the formation of
healthy habits, which requires numerous publications and activities to form
a healthy lifestyle. The above-mentioned factors, in their turn, led to the emer-
gence of a large segment of social culture, namely wellness culture.

As it is known, social culture is the attitude of people to each other, the
system of statuses and social institutions. Social behaviour and artefacts (social
and material culture) are interpreted as objectified products of ideal normative
systems and knowledge systems of various kinds, which are spiritual culture.
The separation of social culture allows combining material and spiritual cul-
tures in the context of social science researches. Accordingly, within the social
culture, the wellness culture was formed as a separate segment that covers all
social levels, namely:

- social wellness culture;

- collective wellness culture (organisation or corporation);

- individual wellness culture.

According to the above mentioned, it is expedient to introduce the con-
cept of “wellness culture” into scientific use. Thus, wellness culture is a set of
spiritual and material values created by society during a particular historical
period as a result of satisfaction of the society recreational needs and the ac-
quired set of rules and norms of wellness activities within society for its pres-
ervation and implementation.

Today, wellness culture performs the following social functions:

- the cognitive function provides an opportunity to record, transfer and
explore the achievements of humanity in this sphere of activity;

- the informative function of wellness culture transmits the accumulated
social experience;
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- the regulatory function is realised through the implementation of cer-
tain norms of behaviour;

- the axiological function of wellness culture is to form certain value ori-
entations, moral attitudes and tastes in a person;

- the worldview function is manifested in the fact that it synthesises
a system of factors of the mental and spiritual world of a person (cognitive,
emotional and sensory, evaluative, volitional, and so on) into an integral and
complete form,;

- the educational function of wellness culture is expressed in the fact that
it is a factor of self-development of humankind.

In a broad sense, the wellness industry is a system of institutions and en-
terprises that provide the population with a wide range of various (traditional
and innovative) recreational services.

The experience of studying the basic principles of organisation and func-
tioning of the wellness industry of the leading countries in the world allows
distinguishing the following main structural components common with the
tourism industry.

1. Establishments and areas of recreational and health-improving direc-
tion:

- specialised medical and preventive treatment facility;
- thermal complexes;
- equipped beaches;
- facilities and areas for physical culture and sports;
- tracking areas;
- pump rooms of mineral waters;
- wellness clubs;
- SPA complexes, centres and areas.
2. Companies providing accommodation services:
- hotels, motels, campsites, boarding houses;
- sanatoriums, preventoriums;
- tourist bases, rest homes, shelters and others.
3. Food companies:
- restaurants, canteens;
- cafes, bars;
- fast food companies.
4. Companies providing transport services:
- car companies;
- railway departments;
- river and sea transport companies.
5. Travel companies for the development and selling of wellness products:
- travel companies for the development of wellness products;
- travel companies for the sale of wellness products.
6. Leisure companies:
- culture and recreation parks;
- special interest clubs;
- entertainment establishments.
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The establishments as mentioned above and companies provide the pop-
ulation with similar wellness services, the complex of which forms a wellness
product. There are clear criteria for evaluation of wellness industry activities,
where staff qualification are one of the basic requirements for a successful im-
age of a wellness company and is important for further optimisation of the ef-
ficiency of its activity, providing quality wellness services and wellness prod-
uct. For high-quality training, it is absolutely necessary to study the basics of
the wellness activities theory both in the general context and in specialised
training within the regularities of modern tourist and recreational needs of the
population and create a base for mastering the basic forms and methods of
wellness activities.

Since two-thirds of the tourism and wellness industry establishments are
joint, and the activities of the establishments are interrelated, and sometimes
are interdependent, it is considered appropriate that educational establish-
ments that train specialists in the tourism industry, start training specialists
for the wellness industry in a general or a separate speciality. The reason for
this is a growing number of wellness industry establishments, expansion of the
range and number of wellness services. Today, for successful and effective rec-
reational activities, the episodic descriptive sources of practical experience are
insufficient, it is necessary to form a theoretical basis for:

- disclosure of wellness activities content;

- descriptions of the basic concepts and definitions of wellness activities;

- the modern structure of wellness industry;

- analysis of social functions of tourism of wellness activities;

- wellness product classification;

- descriptions of advanced methods and forms of wellness activities;

- analysis of the interrelation between tourism and wellness activities;

- study of the process of organisation and functioning of the wellness in-
dustry in the modern world;

- national features and specifics of international wellness tourism.

While the wellness industry develops in the world and integrates actively
with the tourism industry, in Ukraine, it is still in the process of formation,
although some of its components are already quite well developed. In general,
this can be said about fitness centres, SPA centres, and rejuvenation programs.
As for the restructuring of the national health resort and sanatorium industry,
it is hampered by a number of factors, such as insufficient funding of the sec-
tor, which, in its turn, is caused by low solvency of the majority of the national
population, because investors need profit that requires mass consumers, which
we cannot observe on the Ukrainian market of wellness services today since
the main directions of wellness activity are quite expensive, that is today only
wealthy segments of the population can afford them regularly.

Health-improving, relaxation or aesthetic SPA-packages for a few days have
gained popularity in the European market of wellness services long ago. This
form of activity of recreational facilities is attractive to customers regardless of
the season. With the emergence of alternatives to health tourism, the period of
stay in wellness facilities becomes more flexible, does not provide fixed cours-
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es of treatment, in contrast to medical and health-improving ones. Wellness
tourism is characterised by much less dependence on seasonal and crisis trends
(Tooman, 2009).

Today, one of the new forms of activity for most Ukrainian resort establish-
ments which do not require significant reorganisation can be wellness weekend-
tour. In Ukraine, the recreational facilities located only near large cities, usually
regional centres and the capital, have relatively good opportunities for wellness
weekend-tours. Modern tourists have become more discerning, unpredictable
in their tastes and priorities. And this situation requires that managers of tour-
ist and recreational companies make strategic decisions on conceptual changes
and find ways to satisfy new consumer needs (Ustymenko, 2016).

Conclusions

Having analysed the influence of wellness culture on the formation of the
wellness industry, we can ascertain that this is a transition to a new stage in
the development of the recreational sphere, which, in its turn, represents an
appropriate level of understanding of the quality of life, a conscious attitude
to oneself and society. Wellness culture organically combines the spiritual
practices of the East and high technology, modern methods of health im-
provement, the latest developments in the spheres of nutrition, cosmetology,
medicine, leisure and tourism.

At the present stage of development of society, wellness culture is an im-
portant and necessary phenomenon that provides the implementation of cog-
nitive, recreational, economic, educational and entertainment functions of
tourism. Wellness culture influences significantly on the formation of value
orientations of a modern person regarding recreation, forms his recreational
needs and, accordingly, ensures the development of wellness tourism and the
necessary transformations of the wellness industry.

In its turn, the stable functioning of the wellness industry and the develop-
ment of wellness tourism require a significant transformation of national rec-
reational facilities, effective integration of tourism and wellness industry, thor-
ough research, expansion and segmentation of the wellness tourism market
depending on traditions and economic development of the country; adoption
of the corresponding range of state programs for its development; attracting
investment for the modernisation of recreational facilities; popularisation of
wellness tourism to improve the quality of life of the population.
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WELLNESS-KVJIBTYPA K YAUHHUK ®OPMYBAHHS
WELLNESS-IHOYCTPII

Yerumenko Jlecss MukonaiBHa

Kanoudam nedazoziuHux Hayk,

ORCID: 0000-0003-2631-1459, ustilesia@gmail.com,
Kuiscokutl HayioHanvHUll yHigepcumem KyJa1emypu i Mucmeyms,
Kuis, Ykpaina

Mertoto cratTi € aHasi3 BBy wellness-kynbrypu Ha popmyBanHs wellness-iHaycTpii.
MeTomo/IOTiuHy OCHOBY HOCTIIKEHHSI CTAHOBJISITh KPUTUUHMIT aHaJIi3 OCHOBHMX mediHiIrii
KYJIbTYPOJIOTIYHMX 1 TYpM3MO3HABUMX JIKepen IWIONO OOoCTiaKkeHHST wellness-KyabTypu
ta wellness-iHgycTpii, MiKIUCIUTUTIHADHUIL CMHTE3 OCHOBHUX MPUHLUITB (HOPMYBaHHS
wellness-KyabTypu Ta BifgmoBimHoi TpaHchopmarii wellness-iHgyctpii, Mmetomu iHAYKIii
Ta OemyKilii, a TaKOX KOHTeHT-aHaski3. HaykoBa HOBM3Ha. Bu3HaueHO Ta BBeLEHO [0
HayKOBOTO 00iry moHATTS «wellness-KkyabTypa» Ta «wellness-ingyctpisi». OKpecieHo OCHOBHi
CTPYKTYpHi ckiamoBi wellness-kynbTypu Ta wellness-iHaycTpii B cyyacHOMYy CBiTi. BUCHOBKM.
[TpoaHasi30BaHO OCHOBHI coliabHi piBHI wellness-KynbTypy Ta Haii61IbI Baromi CBiTOMISIIHI
NPUHLUIM LIOA0 B3aEMOBITHOCUH i3 CYCIIIBCTBOM Ta JOTO TPaAuIiifHOI KYJIbTYpOIO.
CchopmynboBaHO OCHOBHI cycminbHi (yHKIIii wellness-KynbTypu. BBejeHO 10 HAayKOBOTO
06iry Teopii Typusamo3HaBcTBa MOHSTTSI «wellness-iHpycTpis» Ta «wellness-mpogyKT».
OG6I'PyHTOBAHO JIOIIbHICTh BUKOPUCTAHHS 3aKOPIOHHOTO JOCBiY iHTerparii TypuCcTUUHO1
ta wellness-iHgyctpii, momryky iHHOBaIiitHMX GopM opraHisallii pekpealiifHOi JisIbHOCTI,
Opi€EHTOBaHMX Ha BCEOIUHMIT PO3BUTOK OCOOMCTOCTi. 3’SICOBAHO, L0 [IJIs1 CTAOIIBHOIO
¢dyukiionyBanas wellness-iHmycTpii Ta po3Butky wellness-Typusmy HeoOXifmHi cyTTeBa
TpaHcopMallis BITYM3HSIHMUX PeKpealliiiHuX 3aK1a/liB, eeKTUBHA iHTerparis TypuCTUIHOI
Ta wellness-iHaycTpii, I'pyHTOBHI HAyKOBi TOC/Ti)KEHHS, PO3IIMPEHHS Ta CETMEHTAIlisl PUHKY
wellness-Typu3my, BpaxyBaHHS HAlliOHATbHUX TPAAUIIili Ta EKOHOMiYHOTO PO3BUTKY KpaiHu,
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MIPUIHSATTSL BiIIOBiMHOTO KOMa AepKaBHUX IPOrpaM IIOA0 Or0 PO3BUTKY, 3aTydeHHS
inBectuiiit mo wellness-iHmycTpii Ta MomepHisallisl iCHYIOUMX peKpealliliHMX 3aKIafiB,
nomyssipu3saiiist wellness-Typusmy 3 MeTOO TiABUIIEHHSI SIKOCTi SKUTTSI HACEJIEHHS.

Kniouosi  cnosa:  wellness-kynbrypa;  wellness-ingycrpis;  wellness-miponykr;
inHoBaniiHi wellness-mociayru; wellness-typusm; cycriibai @yHKIIii Ta piBHi wellness-
KyJABTYPU; CyyacHa CTpyKTypa wellness-iHgycTpii.

WELLNESS-KVJIBTYPA KAK ®AKTOP ®OPMHWPOBAHUNSA
WELLNESS-UHIAYCTPUN

Verumenxko Jlecss HukonaeBHa

Kanoudam nedazozuueckux Hayk,

ORCID: 0000-0003-2631-1459, ustilesia@gmail.com,
Kuesckuii HayuoHaneHelii yHU8epcumem KyJavmypsl U UCKYCCmM,
Kues, Ykpauna

Llenpio cTaThy SBASETCS aHAMM3 BIAMSHUST wellness-KyabTypbl Ha (OpMUpPOBaHME
wellness-uHaycTpun. MeTomoI0rMYecKyt0 OCHOBY MCCIEIOBAHMUS COCTABIISIOT KPUTUIECKIIA
QHAIM3 OCHOBHBIX HeMUHUILIMIL KyIbTYPOIOTUUECKUX U TYPU3MOBEIUECKUX VICTOUHUKOB
no wuccrnenoBanuio wellness-kynbTypsl u  wellness-uHIyCTpUM, MEKIUCIUILTVHAPHBIN
CUHTE3 OCHOBHBIX TPUHIUIIOB (GopMupoBaHUs wellness-KyJabTypbl ¥ COOTBETCTBYIOIIEH
tpaHcdopmanuu wellness-MHIYCTpUM, METOABI MHAYKIIUM U TeAYKIMUA, & TaK)Ke KOHTEHT-
aHamm3. Hayunass HoBu3HA. OmpefesnieHbl M BBeIEHbI B HAy4YHbIi 0OOPOT TOHSITUS
«wellness-kynbrypa» u «wellness-uamyctpusi». OuepueHbl OCHOBHBIE CTPYKTypPHBIE
cocrasisitoinye wellness-kynmbTypbl 1 wellness-MHIyCTpUYM B COBpeMeHHOM MUpe. BhIBOIbI.
[TpoaHanMM3MpOBaHbl OCHOBHbBIE COIMA/IbHbIE YPOBHU wellness-KynbTypbl ¥ Haubomee
3HAUMMbIe MMPOBO33pPeHUECKIEe TTPUHIIUITBI OTHOCUTETbHO B3aMMOOTHOIIEHMIT C 0OIIeCTBOM
M €ero TPAAUIVIOHHON KynbTypoii. ChopMyaMpoBaHbl OCHOBHbIE OOIIECTBEHHbIE
¢dyukym  wellness-ky/nbTypbl. BBejeHbI B Hay4HbIii 0O0OPOT TEOPUU TYPU3MOBEHEHUS
nousitust «wellness-unmycrpusi» u «wellness-ipomykT». OB60CHOBaHa 11€71€CO06PA3HOCTD
UCTIONb30BAHMUST 3aPYOEXKHOTO OIBbITA MHTETpauy TYypUCTUUecKoi u wellness-uHmycrpun,
MoVuCKa WHHOBAIMOHHBIX  (OPM  OpraHM3alMM  PEKPEeAlMOHHON  IesITeTbHOCTH,
OPMEHTUPOBAHHBIX HA BCECTOPOHHEE Pa3BUTHE JUYHOCTU. BbISICHEHO, YTO [I7151 CTAaOUIBHOTO
¢dyukiuyonupoBanust wellness-ungyctpum u pasButusi wellness-Typusma Heo6XOIMMbI
CYILIeCTBEHHAs TpaHCHOpPMalysi OTeUECTBEHHbIX PEKPeallOHHbIX 3aBeleHuit, 3PPeKTUBHAs
MHTErparys TypuctTudeckoi u wellness-mHmycTpun, OCHOBaTeIbHbIE HAYYHbIE VICCTIeJOBAHMS,
pacuiMpeHue M cerMeHTanusl peiHKa wellness-Typusma, yyeT HaAlMOHAIbHBIX TPaIULINIA
Y SKOHOMMYECKOTO Pa3BUTHSI CTPAHbI, IPUHSATIE COOTBETCTBYIOLIETO KPYTa rOCYyAapCTBEHHBIX
MporpaMMm TI0 €ero pa3BUTHUIO, TIPUBJIEUEHMEe WHBEeCTUIMii B wellness-mHIyCTpUio
Y MOZEPHM3ALIMS CYIIEeCTBYIOIIMX PEKPealIOHHbIX YUpeXkIeHuiT; momysipusanus wellness-
TypU3Ma C LIeJThI0 TIOBBIIIIEHNS KAUeCTBa JXU3HU HACeTIeHMUSI.

Kniouesvie cnosa: wellness-kynbrypa; wellness-ungycrpust; wellness-miponykr;
MHHOBaIMOHHbIe wellness-ycryru; wellness-Typu3sm; o61ecTBeHHbIE PYHKIIUY Y YPOBHU
wellness-KyabTypbl; COBpeMeHHas CTpykTypa wellness-uHmycTpun.
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