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THE PROJECT ALPSHEALTHCOMP

ALPSHEALTHCOMP STENGTHENING THE COMPETITIVENESS OF 
THE ALPS AS HEALTH AND WELLNESS DESTINATION 2005-2008
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productsand 
servicesas

instrumentsΧ
= means

Χ to reach
personal goals

= end

product(hard- and software) development/ 
improvementςpriceand promotion

communicationpresentationof products
advantagesand emotional promotion

THE PROJECT ALPSHEALTHCOMP ïHOW TO IMPROVE COMPETITIVENESS

attributes consequences values

concrete abstract functional psychosocial instrumental terminal
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THE PROJECT ALPSHEALTHCOMP ïKEY QUESTIONS

experiences

motivation

social-cultural background

personal framework

information

expectation / intention

behavior

Key questions

1) Alpine Space 
Å perception
Å experiences 
Å expectations

2) intercultural differences 
Germany / Italy

3) spatial differences

4) consequences 
Å products / services
Å communication

Input 
to

MEC
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THE PROJECT ALPSHEALTHCOMP ïTHE SURVEY

Germany 1.607 interviews (CATI) 
January / February 2007
MARPLAN Offenbach (D)

Italy 1.000 interviews by phone
June / July 2007
CISET Venice (I)

Same questionnaire but adapted to specific 
situation (e.g. Alps in Italy not 100% 
ŎƭŜŀǊΣ αbenessereά ƛƴǎǘŜŀŘ ƻŦ 
wellness

Open (e.g. associations) and closed questions
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 having had holidays (5 days or more) within the last 5 years (rows) or  
short trip (up to 4 days) (columns) in the Alpine Space 

 

 
 Germany Italy  

holidays 
(5 days 
or more) 
within 
the last 
5 years 

 never once twice 
or 

three- 
times 

four 
times 

or 
more  

total 
Ger-
many 

never once twice or 
three- 
times 

four 
times 

or 
more  

Total 
Italy 

 

never 
 

6,7% 6,4% 3,2% 16,3% 
 

6,7% 6,4% 1,9% 14,9% never 

once 24,9% 4,1% 3,2% 0,7% 33,0% 2,1% 9,6% 6,7% 0,9% 19,3% once 

twice or 
three- 
times 

24,3% 1,3% 4,1% 1,3% 31,1% 2,4% 2,0% 8,6% 5,4% 18,4% 
twice or 
three- 
times 

four 
times 
or more 

12,0% 0,9% 2,2% 4,5% 19,7% 25,6% 2,8% 3,9% 15,1% 47,4% 
four 
times 
or more 

 
total 61,2% 13,1% 15,9% 9,7% 100,0% 30,1% 21,1% 25,5% 23,4% 100,0% total 
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ALPINE SPACE AS DESTINATION

= 22,3% = 55,0%
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ALPINE SPACE AS DESTINATION
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0 20 40 60 80 100

geographic region or location

all kind of winter sports

alpine nature in winter

air and climate

recreation, health and wellbeing

all kind of summer sports

alpine nature in general

% of nominations (up to three open answers possible)

Associations "Alps and Holidays"

DE medium to high affinity DE low affinity IT medium to high affinity IT low affinity

ASSOCIATIONS ïDEPENDING FROM EXPERIENCES

Question: if youhearthe wordsα!ƭǇǎά ŀƴŘ αIƻƭƛŘŀȅǎά what comesup in your mind? 
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ALPINE SPACE ïEXPERIENCES AND PERCEPTION
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Higher interest in Italy (21,5%) 
comparedto Germany 
(14,8%) relative to total 
marketΧ

Χ higher
repetition rate in 
Italy

Attention: questionwithout
precisedefinition of αhealth / 
wellnessά vacation

0 20 40 60 80 100

Germany (n=239)

Italy (n=205)

in case of experiences, how often ...

once twice three times four times five and more

0 20 40 60 80 100

Germany (N=1.607)

Italy (N=984)

experiences with health and wellness 
(SPA) holidays within last 5 years

no yes

AFFINITY TO HEALTH AND WELLNESS / SPA IN GENERAL
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AFFINITY TO HEALTH AND WELLNESS / SPA
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AFFINITY TO HEALTH AND WELLNESS / SPA
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TOP 10 EXPECTATIONS TO  ALPINEHEALTH AND WELLNESS VACATIONS 

6,3

6,5

6,9

7,1

7,4

7,8

13,8

17,0

30,9

35,3

0,0 10,0 20,0 30,0 40,0

10. thermal bath / spa

9. recreation and relaxation

8. baths medical, regional, physical

7. healthy food, nutrition

6. beauty and cosmetics

5. sports and fitness

4. guided / pre-organised hikes

3. swimming pools

2. sauna / steam bath / solarium

1. treatments 
standard and regional

Expectations Germany

9,1

10,5

11,6

12,2

13,9

14,8

15,2

15,6

17,4

25,0

0,0 10,0 20,0 30,0 40,0

regional products used for 
treatments

swimming pools

meals typical for the region, 
delicious food

ice skating

staff, qualified and friendly

healthy food,nutrition

sauna / steam bath / solarium

sports and fitness

recreation and relaxation

treatments 
standard and regional

Expectations Italy

1. treatments standard 
and regional

2. Sauna, steam bath,  solarium

3. swimming pools

4. guided / pre-organized hikes

5. sports and fitness

6. beauty and cosmetics

7. healthy food, nutrition

8. baths medical, regional, 
physical

9. recreation and relaxation

10. thermal bath / spa

nominationsin % of population nominationsin % of population

1. treatments standard 
and regional

2. recreation and relaxation

3. sports and fitness

4. sauna, steam bath, solarium

5. healthy food, nutrition

6. staff, qualified and friendly

7. ice skating

8. meals typical for the region, 
delicious food

9. swimming pools

10. regional products 
used for treatments

Question: What do you expect of an alpine health and wellness vacation?
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0% 20% 40% 60% 80% 100%

Germany

Italy

sports& fitnesswhat is more important to you?

support and instruction self reliance / doing things by myself

0% 20% 40% 60% 80% 100%

Germany

Italy

nutrition what is more important to you?

balanced nutrition and instruction delicious food with large choice 

EXPECTATIONS II:   ADDITIONAL SERVICES WELCOME?
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servicefield alternatives DE IT DE IT

sport& fitness supportand instruction
selfreliant training

69
31

52
48

nutrition balancednutrition and instruction
deliciousfood and large choice

63
37

40
60

48
52

relaxationand 
recreation

relaxingand gettingpampered
beingactivewhile relaxing

47
53

59
41

68
32

groupexperiences activitieswith other guests
bymy own/ with partner or family

46
54

37
63

27
73

mental training specialoffersmental training
mental activitiesby myself

43
57

52
48

38
62

beautyand body
treatments

typicalregional products
well knownproducts/ brands

71
29

75
25

medical, thearp. 
consultancy

consultancyand takingcare
stayinghealthyself reliant

80
20

76
24

82
18

all experience1) 

1) Onlywellness/ healthvacationexperiencedςsignificantgroupdifferences (Chi-squaretest =0,05)

EXPECTATIONS II:   ADDITIONAL SERVICES WELCOME?

CBTS 2008
Bruneck13/12/2008

© Prof. Dr. Thomas Bausch
MunichUniversity of Applied Sciences
Facultyof Tourism

16

balanced nutrition and instruction versusdelicious food and large choice 
support and instruction versusself reliant training
relaxing and getting pampered versusbeing active while relaxing 
special offers mental training versusmental activities by myself 
activities with other guests versusby my own/ with partner or family 
consultancy and taking care versusstaying healthy self reliant 
typical regional products versuswell known products / brands 

EXPECTATIONS II:   ADDITIONAL SERVICES WELCOME?


