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Scope 
 
According to the Global Wellness Tourism Economy report (compiled on 
behalf of the Global Health and Wellness Summit), the healthy holiday trend is 
now worth $US438.6 billion a year and is set to swell to $715.6 billion by 
2017.[1] And it’s not just an elderly population concerned with illness that’s 
travelling. It’s also a younger demographic who embrace healthy eating and 
exercise, with many travelling solely for the purpose of tending to their health.  
 
Healthy Hotels 
 
Australia is predicted to see between 5.5-8.5 million wellness tourists in the 
next five years. International wellness tourists are incredibly valuable to the 
country as they spend 65 per cent more than normal tourists, while their 
domestic equivalents spend almost twice that of non-wellness tourists.[2] 
 
More Australian hotel chains are therefore focusing on this segment so 
travellers can feel well on the road. For example, the Healthy Hotels program 
http://healthyhotelsprogram.com/ connects guests with Healthy Hotel Certified 
accommodation choices throughout Australia and New Zealand believing 
“many of today’s health concerns can be minimised and even avoided through 
simply improving the indoor environmental quality of the places in which we 
live, work and recreate.”[3] 
 
Westin Hotels & Resorts 
http://www.starwoodhotels.com/westin/index.html?language=en_US wanted 
guests to leave feeling better than when they arrived so developed a ‘Gear 
Lending’ program. In partnership with New Balance, 
http://gear.westinwellbeing.com/ the initiative allows guests to borrow exercise 
gear and a pair of running shoes – guaranteed fresh and clean – so they’re 
able to maintain their fitness regime while travelling, without having to pack 
bulky, often smelly gym gear. It was awarded the ‘Best In-Room Idea’ 
by Gourmet Traveller at its inaugural 2014 Australian Hotel Guide Readers’ 
Choice Awards and is now available to guests across all Westin hotels 
worldwide for just $5 per stay. 
 
The hotel’s ‘Wellbeing Movement’ 
http://westinwellbeing.starwoodpromos.com/ features a Wellbeing Council of 
Arianna Huffington, an authority on ‘working well’, Andy Puddicombe who 
specialises in helping people ‘feel well’ and Ashley Koff who focuses on 
‘eating well’. Each expert dispenses wisdom to help Westin guests make 
higher quality choices to have a better experience. As Koff comfortingly 
writes, “I recognise how important it is to eat well as a way to enhance your 
overall wellbeing, not only while you’re staying at a Westin, but also before 
and after your travels, anywhere in the world. Eating well can seem confusing, 
complicated and downright stressful! My goal is to help you take the stress out 



of eating well by not only providing simple tips, but also strategies to make it 
easier.” 
 
Wellbeing is no longer seen as an alternative offering, but rather something 
most hotel guests are looking for. The Rise offering from Rydges Hotels & 
Resorts http://www.rydges.com/rise/ is a new approach to breakfast as they 
aim to give guests a positive start to the day with fresh food and a bright 
ambience. There’s no microwave meals or soggy cereals but rather on offer 
it’s fresh pressed vegetable juices, fruit smoothies and parfaits in a setting 
more similar to a café than a boring hotel breakfast room. 
 
Nature deficit disorder 
 
Australia is one of the most urbanised populations in the world and according 
to Australia’s Planet Ark, one in ten children today play outside once a week 
or less, and nearly one in four parents say their children have never climbed a 
tree.[4] Richard Louv, http://richardlouv.com/ author of The Nature Principle 
and Last Child in the Woods, says Australians, like Americans, are 
experiencing nature deficit disorder. As physical activity decreases and 
screen-based activity increases, research from around the world indicates a 
correlation between time spent in nature with reduced symptoms of ADHD 
and depression and improved mental cognition and creativity.[5] With 
paediatricians now ‘prescribing’ nature and more urban residents demanding 
nature-rich neighbourhoods, it’s only fitting that players in the Australian 
wellbeing tourism sector focus their core offering on the uniqueness of the 
country’s landscape, local produce and indigenous ingredients. 
 
Wild bush luxury 
 
The Luxury Lodges of Australia http://www.luxurylodgesofaustralia.com.au/ 
boast of barefoot paradises, where the remoteness and specialness of the 
location lead to an exclusivity that no urban lodging could ever compete with.    
Words used to describe their properties range from ‘remote’, ‘wild’, ‘elegant’ 
and focus on environmental sustainability (as much as traditional key luxury 
standards) to exude ‘wild bush luxury’. Often hidden in rugged outback 
settings, whether it’s overlooking a pristine billabong or on dunes overlooking 
Ningaloo Reef, these outback oases provide vast wilderness to explore and 
access exceptional regional food, all within a heightened eco-sensitivity.  
 
At Saffire Freycinet, http://www.saffire-freycinet.com.au/ Australia’s newest 
luxury coastal sanctuary on Tasmania’s East Coast, you could restore your 
wellbeing just from the location as it’s positioned overlooking the Hazards 
Mountains, Freycinet Peninsula and the pristine waters of Great Oyster Bay, 
in one of the country’s most spellbinding natural wonders. Taste senses can 
be indulged and inspired too with local culinary delights in the Palate 
restaurant where the innovative dining enhances the true flavours of the 
freshest local produce.  
 
Indigenous ingredients 
 



GoWild Australia http://www.gowildaustralia.com/ develops and licenses 
uniquely all-natural extracts and process solutions from Australian Aboriginal 
wisdom traditions. They specialise in superfoods and superfruits like Kakadu 
plum (the world’s richest source of natural Vitamin C), lemon myrtle, Diemen 
Tasmanian mountain pepper, Australian desert limes, wattleseed and 
quandong. These foods are shown to deliver some of the highest levels of 
antioxidants, vitamins and essential minerals. Australia's indigenous people 
have sourced these native fruits and remedies for thousands of years and 
now others from around the world can have access to them. The company is 
additionally marketing the Kakadu plum in supplement form to beauty product 
manufacturers for their skincare products. By supporting sustainable wild 
harvesting methods, the company is also instrumental in supporting the native 
Aboriginal community’s economy.    
 
LI’TYA, http://litya.com/ which means ‘of the earth’, is a range of skin, hair and 
body products based on indigenous Australian plants and the principles of 
modern and indigenous herbalism, aromatherapy and touch therapy. The 
brand was launched in 2000 as ‘spa care from the Australian Dreamtime’ with 
the hope of integrating the wisdom from the oldest continuing people on the 
planet with the spa and wellness industry.  
 
Living in harmony with nature, indigenous Australians view themselves as 
custodians of the physical and spiritual dimensions of this earth, so therefore 
tread lightly on the land with the greatest of respect. Inspired by the mineral 
rich lands, LI’TYA uses clays, peat mud and wild-harvested native botanicals 
in their skincare line so their spa treatments are sensory journeys of aroma, 
touch and taste. The treatments work on both physical and energetic levels to 
unify body, mind and spirit with the land.  
 
Tribal elders sharing their intimate knowledge of native plants and healing 
modalities provides an enriching dimension to a wellbeing industry that is 
focusing more and more on holistic healing principles. This wisdom generates 
a greater awareness of the value of the earth, the traditional custodians and 
the energy within this Great Southern Land.  
 
Insights and opportunities 
 
Millennials – as much as baby boomers – are focused on health and 
wellbeing and are looking for ethical, sustainable and harmonious travel 
experiences. They are interested in fusing philosophy (whether from 
indigenous tribes or modern-day thought leaders) with healing techniques. 
Brands that are successful are the ones that help a traveller feel their best, 
while also rekindling a relationship to their natural surrounds, especially 
through indigenous ingredients and local produce.  
 
As authenticity is key in delivering these experiences, the quality of experts 
and the products and services they recommend comes under greater scrutiny 
from increasingly discerning consumers. The key brand battleground for those 
in the wellbeing tourism market is how well they can help guests on their 
wellbeing path before, during and after their stay. Congruency and alignment 



are key values in delivering intangible results, which is why the Westin 
Wellbeing Movement is offered not only to hotel guests, but employees too.  
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