Acta Academiae Beregsasiensis: Geographica et Recreatio ISSN 2786-5843 (Print); 2786-6440 (Online)

UDC 338.486:339.138:159.923
DOI https://doi.org/10.32782/2786-5843/2026-2-13

INTEGRATING WELLBEING DOMAINS INTO THE TOURISM
PRODUCT STRUCTURE: ATOUR OPERATOR’S PERSPECTIVE

Shchuka Halyna Petrivna

Doctor of Pedagogical Sciences, Professor,

Professor at the Department of Geography and Tourism,

Ferenc Rakoczi II Transcarpathian Hungarian University, Berehove, Ukraine
ORCID ID: 0000-0003-4368-5081

Patsiuk Viktoriia Serhiivna

PhD in Geography, Associate Professor,

Associate Professor at the Department of Tourism and Economics,
Kryvyi Rih State Pedagogical University, Kryvyi Rih, Ukraine
ORCID: 0000-0002-0401-2573

Nestoryshen Ihor Vasylovych

PhD in Economics, Associate Professor,

Associate Professor at the Department of Tourism and Hotel and Restaurant Business,
Khmelnytskyi National University, Khmelnytskyi, Ukraine

ORCID ID: 0000-0003-0765-195X

Relevance of the research. Modern tourism requires a transition to designing of a holistic experience. Integrating
wellness domains into the structure of a tourism product can become one of the tools that will accelerate this process.
The subject of the research is methodological approaches and matrix models for combining wellness domains with
parameters of tourist service in the process of tourism product design. The purpose of the article is the theoretical
substantiation and development of methodological approaches to the use of wellness domains by tour operators as
basic guidelines in the construction of a service program. Research methodology: genetic and retrospective analysis,
methods of systemic decomposition, structural-logical modelling, synthesis and matrix modelling, generalization.
Research results: it is proved that within tour operating wellness should be interpreted as a methodological principle
of design. Differentiation of six key domains (physical, emotional, social, intellectual, spiritual, and environmental),
which are subject to direct management through tour operating tools, has been carried out. The expediency
of excluding occupational and financial dimensions due to their inertia relative to a short-term tourist experience is
substantiated. A two-dimensional matrix model of the tourism product architectonics is constructed, where concrete
design solutions are formed at the intersection of wellness domains and design parameters (location, activities,
interaction, pace, interpretation). Practical significance: the results can be implemented into the practical activities
of tour operating companies when developing innovative service programs, as well as used in the educational
process in the training of specialists in the specialty “Tourism and Recreation” for studying modern technologies
of tourism product design. Conclusions: the implementation of the proposed methodological model transforms
the tourism product into a managed experience design, which allows tour operators to satisfy the personalized needs
of the client and strengthen strategic brand loyalty in a competitive market. Future research prospects are related to
the creation of applied tools for diagnosing wellness domains for the personalization of tourism product parameters
at the stage of its design.
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Axmyansnicme 0ocnioncennsn. Cyuacuuii mypusm nompedye nepexooy npoeKmy8aHHs YiliCHO20 00c8idy.
Inmezpayia Oomenie OGrazononyyyss y cmpymypy mypupoOyKmy Modice Cmamu OOHUM 3 THCMpPYMeHmI8, AKi
npuckopams yetl npoyec. Ilpedmemom oOocniorycenHa € memoOuyHi nioxoou ma MampuyHi mooeii NOEOHAHHSA
OOMeHi8 O1Ia20NoNYYYs 3 NAPAMempPamy MypUCMUYHO20 00CIY208Y8AHHA Y NPOYEC] NPOEKMYBAHHI MYPRPOOVKHILY.
Mema cmammi nonseae y meopemuiHoMy OOIDYHMYBAHHI MA PO3POOYI MEMOOUUHUX NiOX00I8 00 GUKOPUCHIAHHSL
domenie Onazononyyys cyo’ekmamu myponepetumunzy sk 0A306UX OpPIEHMUPI6 Npu KOHCMPYIOBAHHI Npocpamu
obcnyeosyeanis. Memooonozia 00CHiONCEHHA: 2eHeMUYHUT MA PeMPOCNeKMUGHUN AHAI3, MEMOOU CUCEMHOT
0EKOMNO3UYIL, CIMPYKMYPHO-T02IYHO20 MOOETIOBANHS, CUHME3Y Ma MAMPUUHO20 MOOENI0BAHHS, V3A2ANbHEHHS.
Pesynemamu  podomu: 008edeno, wo 6 Mexncax myponepeumuney 6einec OOYIIbHO IHmMepnpemyeamu sK
MemoOON02IYHULI NPUHYUN Npoekmyeanns. 30ilicheHo Oughepenyiayito wecmu Kuovosux O0omeHis (ghizuunoco,
eMOYINIHO20, COYIANbHO20, THMELEKMYAIbHO20, 0YX08HO20 MA eKON02IUH020), AKi niddarmsca 6e3nocepedHboMmy
VApaeninHIO yepe3 iHcmpymenmu myponepeumuney. OOIDYHMOBAHO OOYiIbHICMb BUKIIOYEHHS NPOQecilinozo
ma inaHco8o20 GUMIpIE uepe3 iXHIO [HepMHICMb GIOHOCHO KOPOMKOCHIPOKOBO20 MYPUCIUUHO20 00CBI0Y.
CKOHCMPYII08aAHO 0808UMIDHY MAMPUYHY MOOETb APXIMEKMOHIKU MYPUCMUYHO20 HPOOVKIY, e Ha NepemuHti 6elHec-
O00MeHi8 ma napamempis npoekmysanisl (10Kayis, akmueHocmi, 83acmodis, memn, inmepnpemayis) Gopmyromoscs
KoHKpemHi npoexmui piwenns. IIpakmuune 3Hauenns: ompumani pe3ynomamu MOXCyms Oymu iMnieMenmosani
Y npakmuyny OBLIbHICMb MYPONEPAMOPCLKUX KOMNAHIU npu po3podyi IHHOBAYIIIHUX NPoepam 00CTY208Y8aAHHS,
a MAKodIC 6UKOPUCTAHI Y HAGHATLHOMY NPOYeci npu nioeomosyi ¢haxieyis 3i cneyianvnocmi « Typusm ma pexpeayiny
ON15l BUBYEHHS CYYACHUX MEXHONO2Il NPOEKMYBaAHHSL mypnpodykmy Bucnoeku: enposadiicenns 3anpononosanoi
MemoOuuHoi mooeni mpancopmye mypnpooykm y Kepogauuil Ou3atH 00cCeidy, wo 0036018€ MypOnepamopam
3a0060/IbHAMU  NEPCOHANIZ08AHI NOMPeOU KIIEHMA ma 3MIYHIOBAMU CMPAmMeziuKy J0IbHICMb 00 OpeHdy
8 yMo8ax KoHKypenmuozo punky. Ilepcnekmuea nooansuiux 00cnioxicenb nos a3ana 3i CMEOPEeHHAM NPUKTAOHUX
iHCmMpyMeHmie diacHOCMUKYU BelHec-00MeHI8 05l nepconanizayii napamempie mypnpooykmy we Ha emani 1020
NPOEKMYBaHHA.

Kniouoei cnosa: eennec, ennec-0omenu, enHec mypucma, myponepeumune, 8eiHec OUsaiin mypucmuyHo2o
00c¢6i0y.

Problem statement. The current stage widespread, which involves developing solu-
of economic development is characterized by tions with a focus on the needs, experience,
the strengthening of human-centred approaches and expectations of the user. This approach is
to the creation of products and services. In var-  based on empathic and collaborative research
ious industries, the concept of Human-Cen- and design methods aimed at forming products
tred Design (HCD) is becoming increasingly and services that meet real human demands [1].
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In such a paradigm, the efficiency of economic
activity is determined not only by the func-
tional characteristics of the product but also by
its ability to contribute to improving the quality
of life and the well-being of the consumer.

One manifestation of this transformation
has been the formation of a global wellness
industry focused on supporting holistic human
well-being, the impact of which has intensified
with the Covid-19 pandemic [2]. The spread
of ideas of well-being has been also reflected in
the tourism industry, where a segment of well-
ness tourism has been formed, involving spe-
cialized trips aimed at restoring the physi-
cal and psycho-emotional state of a person
(SPA tours, yoga tours, retreats, etc.) [3—-5]. As
a result of the aggressive marketing promo-
tion of wellness tourism, a false perception has
been formed that achieving a state of well-be-
ing is the prerogative of exclusively this highly
specialized segment, which artificially limits
the potential of other types of tourism activities.

At the same time, any trip involves a change
of environment, rhythm of life, and the context
of a person’s activity, creating conditions for
focusing on one’s own needs [6; 7]. Accord-
ingly, a tourist is able, to one degree or another,
to improve their own well-being within various
types of tourism, and not only in specialized
wellness trips.

Modern tour operating is increasingly
focused on the individualization of tourist offers
and taking into account consumer needs. In this
context, an approach known as Tourism Expe-
rience Design is being formed, which involves
the purposeful construction of the travel con-
tent, taking into account the expectations,
motivations, and behavioral characteristics
of the traveller [8—10].

Integration of multidimensional wellness
domains directly into the structure of a tourism
product can serve as one of the methodological
tools for such design. In tour operating practice,
this allows considering wellness domains as
functional modules or a conceptual framework
for forming the travel content. This approach
creates the possibility of implementing ele-
ments of well-being support into various types

of tourism products, regardless of their thematic
specialization.

According to this logic, the tourism prod-
uct is transformed from a linear set of services
(transportation, accommodation, and leisure)
into a managed design of a complex experience,
aimed at a purposeful impact on the psycho-
physiological state of the traveler and support-
ing various aspects of his/her well-being.

Analysis of recent research and publi-
cations. The issues of the structure and com-
ponents of well-being have been thoroughly
studied in the works of the founders of this sci-
entific direction (H. Dunn, B. Hettler, J. Ardell),
as well as in the subsequent works of their fol-
lowers — J. Anspaugh, M. Hamrick, D. Rosato,
P. Swarbrick, J. Travis, and others, who devel-
oped the concept of the multidimensional
nature of wellness. The generalization and sys-
tematization of these approaches are presented
in modern studies [11-14], which carry out
a comparative analysis of existing well-being
models. Within these studies, the main focus is
on defining the structure of wellness and iden-
tifying its key domains that reflect various
aspects of human functioning. At the same time,
the mentioned works are mainly of a theoreti-
cal and conceptual nature and are not oriented
toward the application of the obtained results in
the field of tourism activity.

A separate direction of scientific research
is related to the formation and development
of wellness tourism. Scientists have presented
the history of this segment’s establishment [3;
5; 16], the peculiarities of forming the tour-
ist offer in different regions of the world [3; 5;
17], as well as the results of empirical studies
on the motivation and satisfaction of wellness
service consumers [18-21]. In recent stud-
ies, special attention is paid to the transforma-
tive potential of wellness tours and their role in
forming positive changes in a person’s lifestyle,
increasing their level of well-being, and achiev-
ing a state of inner balance [22].

Within the research dedicated to tour oper-
ating, the most common in modern scientific
literature are works analysing the transforma-
tion of the tourism market in the post-pandemic
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period [23], the possibilities of using digital
technologies, online platforms [24; 25], and vir-
tual travel formats [26] in the activities of tour-
ism enterprises, and so on.

At the same time, an analysis of the scientific
literature indicates the existence of a significant
interdisciplinary gap. Human sciences have
formed a systemic understanding of the struc-
ture of well-being and identified the key
domains of wellness; however, in the theory
and practice of tour operating, this knowl-
edge is almost not integrated into the process
of tourism product development. As a result,
a significant part of modern tourism products
maintains a linear structure based on a combi-
nation of transport, accommodation, and lei-
sure services and is oriented primarily toward
meeting the functional needs of the tourist.
Such an approach ensures basic service quality
but does not fully utilize the potential of travel
as a tool for complex impact on various dimen-
sions of human well-being. In this regard,
the development of approaches to the integra-
tion of multidimensional well-being domains
directly into the structure of the tourism product
from the perspective of tour operating is being
updated.

The purpose of the article is the theoret-
ical substantiation and development of meth-
odological approaches to the use of well-be-
ing domains by tour operators in the process
of tourism product design.

Research methods. To achieve the set goal,
a complex of general scientific and special
research methods has been applied in the work:

— genetic and retrospective analysis — to
study the evolution of the “wellness” concept
and the dynamics of identifying its
multidimensional domains;

— method of systemic decomposition — for
partitioning the holistic state of well-being into
separate functional domains;

— method of structural-logical
modelling — for developing a theoretical model
of a multidimensional tourism product;

— method of synthesis and matrix
modelling — for creating a final matrix
of correspondence between wellness domains

and specific tourist services, which constitutes
the practical value of the study for tour operating
entities.

The information base of the study
consists of fundamental works by domestic
and foreign scholars in the fields of wellness,
the psychology of well-being, and tour
operating published between 1950 and 2025,
as well as conceptual models of the National
Wellness Institute (USA).

Presentation of the main material. In mod-
ern approaches to tourism product design, there
is a gradual shift in focus from a resource-based
model, where natural and cultural resources
of a destination are the key objects, to an expe-
rience-oriented model, in which the central
place is occupied by the state and subjective
experience of the traveller [6; 7]. In this con-
text, a tourist trip is viewed not only as the con-
sumption of a set of services but as a process
of forming a certain psychological, physical,
and social state of a person [27].

Such an approach actualizes the need for
theoretical clarification of the “wellness” con-
cept, since it is being more frequently employed
to define the intended result of the travel
experience.

The Global Wellness Institute (GWI)
defines wellness as “the active pursuit of activ-
ities, choices and lifestyles that lead to a state
of holistic health” [2]. This definition high-
lights the process-oriented character of wellness
and the active role of the individual in shap-
ing his/her own well-being. In scientific litera-
ture, the concept of wellness is considered as:
a) a state that is much broader than the simple
absence of disease; b) a positive construct with
a subjective nature; ¢) an ongoing continuum,
not a fixed terminal state; d) a multidimensional
and dynamic phenomenon where various fac-
tors are interconnected and strive for internal
balance [11].

The combination of a procedural approach
to wellness and the idea of its multidimensional
nature allows for viewing human well-being as
a system of interconnected domains, the state
of which can change under the influence of var-
ious types of activities and environmental fac-
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tors. In this context, a tourist trip can serve as
one of the tools for restoring or enhancing
human well-being, as it combines a change
of environment, diverse activities, and social
interactions capable of influencing various
dimensions of the human state [6; 7; 27].

With this approach, wellness in tourism can
be defined as a managed process of transform-
ing the tourist experience, carried out through
the purposeful design of activities, environ-
ments, and interactions aimed at actively
involving the traveller in activities that com-
pensate for deficits in various domains of their
well-being and contribute to achieving a state
of inner balance throughout the entire travel
cycle (Fig. 1).

Within this logic, the personality of a tourist
appears as a system of interconnected well-be-
ing domains. A deficit in any of them can act as
a primary motive for travel, while the success
of its compensation determines the level of sat-
isfaction with the tourist experience and forms
the prerequisites for long-term consumer loy-
alty. Accordingly, it is the domains of human
well-being that can be considered a direct tech-
nical task for designing the structure of a tour-
ism product.

Well- Eemg Deficits [ -ﬁﬂl'ﬂ'illl’ Design

The implementation of such a model in
tour operating requires a clear identification
of the wellness structure and the definition
of a list of its domains relevant to the design
of the tourist experience. This is a difficult
task, as there is no unified wellness model in
the scientific literature. Thus, Kauppi etc., hav-
ing analysed 44 conceptual models of well-be-
ing, identified 494 domains, of which 379 were
unique [11]. At the same time, the structure
of such models largely depends on the field
of study [14] and the context of their develop-
ment, including the country of origin, research
design, characteristics of the population sam-
ple, and consideration of gender-specific
factors [13].

In this regard, it is appropriate to refer to
the most common conceptual model of well-
ness — the Hettler model. It identifies six main
dimensions of well-being: physical, emotional,
social, intellectual, spiritual and occupational
[14]. The National Wellness Institute expands
it to eight domains by adding environmental
and financial components [28].

Let us consider the essential characteristics
of these domains and the possibilities of their
integration into tour operating practice.

Wellness Domains

Mental & Emotional
Traveler's State SNl Targeted Well—BemgState —r— w

Tourism Prudurt
Structure

Transformed
— tnput ————» Traveler's State

<f—— Qutput —

Fig. 1. Wellness-Driven Tourism Product Design

Source: developed by the authors.
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The physical domain is the most relevant
for traditional tour operating. The impact on it
is carried out through the integration of active
types of movement (hiking, cycling) into
the tourism product, recovery services (SPA,
sauna cultures, thermal waters), and the devel-
opment of special nutrition models (farm prod-
ucts, detox menus) that ensure the physiological
regeneration of the traveller.

The emotional and mental domain is
aimed at overcoming psychological exhaus-
tion and stress. The tour operator ensures
an impact on this sector through the inclusion
of relaxation practices, mindfulness sessions,
and the creation of conditions for a “digital
detox”, which contributes to the restoration
of mental resources and emotional resilience.

The social domain is activated through
the design of spaces and events for quality
communication. This is realized through group
activities, collaborative workshops, or authen-
tic dinners with local residents, which satisfies
the deficit in the sense of belonging and social
support.

The intellectual domain 1is based on
the desire for self-development. In tours, this
domain is filled through cognitive excursions,
educational travel components, learning new
crafts, or immersion in the local cultural
context, which stimulates cognitive activity
and expands the worldview.

The environmental domain involves
the formation of harmonious relationships with
the environment. The tour operator realizes this
impact through the choice of locations with
direct contact with nature, accommodation
in eco-dwellings, and the organization
of routes that emphasize the value
of the natural landscape and contribute to
calming the nervous system through
“immersion in the environment.”

The spiritual domain is the subtlest level
of design. It is not necessarily connected to
religion but focuses on the search for inner
meanings [29]. The tour operator provides
conditions for this by including in the pro-
gram “time for silence,” staying in places
of power, contemplation, and reflection, allow-

ing the traveller to restore the connection with
their own inner self.

Despite the complexity of the wellness par-
adigm, there are well-being domains that are
almost impossible to correct by means of tour-
ism due to their inertia or the specifics of their
formation:

The occupational domain wellness: although
travel can provide temporary distancing from
work processes (restoring the “work-life” bal-
ance), the tour operator has no direct levers
of influence on the career self-realization, work-
ing conditions, or professional satisfaction
of the client outside the tour (with the exception
of business tourism).

The financial domain wellness: the state
of financial well-being is an external prereq-
uisite (resource) for making a trip, rather than
a result of consuming a tourism product. More-
over, travel as an expense item often tempo-
rarily reduces the client’s financial resource,
although it converts it into other types of capital
(emotional, intellectual).

The exclusion of unmanaged domains allows
the tour operator to focus efforts on those
aspects of the client’s life that are subject to
direct correction during the trip. Such concen-
tration on six dimensions minimizes the disper-
sion of resources and allows to form the most
accurate “technical task™ for product develop-
ment, where each service acquires a targeted
purpose.

To  operationalize  wellness  domains,
we have identified five basic elements
of the tourism product through which the tour
operator exerts a purposeful influence on
the client’s well-being:

Location (therapeutic environment) provides
the fundamental setting for the journey. In
the wellness concept, a location is not just
a geographical point, but a “recovery space”.
For example, for the physical domain, it
can be a mountain landscape with clean
air, and for the spiritual — a sacred site or
an isolated retreat centre. The tour operator
chooses an environment that, through its natural
or cultural characteristics, resonates with
the traveller’s deficit domain.
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Activities (program content) are the direct
actions performed by the tourist. This is
the main tool for state transformation. Activ-
ities can vary from intense physical exertion
(hiking, rafting) to passive practices of contem-
plation or intellectual immersion (workshops,
lectures). It is precisely through activity that
the depletion of energy, knowledge, or emotions
is replenished.

Social interaction involves regulating
the level and quality of communication during
the trip. The tour operator designs this element
through the group format (large groups, individ-
ual tours, intimate communities) and the nature
of involvement. Social interaction can be either
stimulating (festivals, discussions) or minimal
(quiet walks), depending on the need for social
or spiritual well-being.

The pace of travel is the temporal dimension
of the tourism product. This is one of the most
important and, at the same time, least studied
parameters. The pace can be dynamic (rapid
change of locations to stimulate emotions) or
slowed down (Slow Travel) (for deep reflec-
tion and intellectual comprehension). Aligning
the pace of travel with the psychophysiolog-
ical state of the client is critical for achieving
satisfaction.

Interpretation of the environment (mean-
ingful accompaniment) is the way a guide
or escort reveals the meaning of the location
and events. Interpretation turns the ‘“seen”
into the “comprehended”. In the intellectual
domain, this means providing deep knowledge;
in the spiritual — creating conditions for self-re-
flection; in the environmental — forming an eth-
ical attitude towards nature. Here, the guide acts
not as a transmitter of facts, but as a facilitator
of the tourist experience.

For the practical implementation of this con-
cept, we propose a two-dimensional structural
model, where the wellness domains serve as
target guidelines (vertical axis), and the design
parameters serve as tools for their realization
(horizontal axis) (Table 1).

It is obvious that the proposed matrix
of tourism product architectonics is a basic
conceptual foundation rather than a rigid stand-
ard. Its practical application in tour operating
requires taking into account a number of varia-
ble factors.

Firstly, it is important to consider the mul-
ti-deficit state of the traveller. In practice, tour-
ists rarely have a need for only one direction
of well-being support. Frequently, a combina-
tion of several needs is observed simultane-

Table 1
Matrix of wellness design of a tourism product
Well-bein . e . . Interpretation
. g Location Activities Social Interaction| Travel Pace P .
Domain (Meanings)
Natural landscapes . . . Dynamic: Instruction,
. . Physical exercise | Group training, . .
Physical (mountains, (hiking, yoga) team eames intense change | physiology
coastlines) & yog & of loads of movement
Remote, "quiet" Relaxation, Small groups, Slow travel: .
. ) o . Psychological
Emotional locations, retreat | art therapy, intimate deceleration, .
. support, mindfulness
centres contemplation atmosphere long stops
Cultural Lectures, Discussions, Moderate: time Deep storvtellin
Intellectual and historical seminars, object |debates, exchange |for information ox 5 rtisery &
centers, cities research of experience absorption P
. Maximum Adaptive: Moderation
. Gastro-locations, | Workshops, . aximu puv .
Social . . . involvement, depends on of communication,
coworking, squares | festivals, parties . . e
networking group dynamics | facilitation
o Individual . .
.. "Places of power," | Meditations, ndividua Static/Slow: Reflection, search
Spiritual . . . experience or ) . .
sacred objects silent practices . deep fixation for inner meanings
silent co-presence
Eco-trails, Eco- Interaction with | Natural: aligned |Eco-education,
Environmental | protected areas, volunteering, nature through with the solar ethics
glamping naturalism an eco-guide cycle of responsibility
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ously; for example, physical fatigue may be
combined with social isolation. In such cases,
the model allows for the formation of combined
elements of the tourism product, where a sin-
gle service can simultaneously influence sev-
eral well-being domains. For instance, group
trekking can support the physical state, provide
social interaction, and promote contact with
the natural environment.

Secondly, the model ensures the scalabil-
ity of the tourism product — from mass to niche
(specialized) tourism. In mass tourism, it can
be used as a tool to balance a standard service
package, providing basic support for the main
well-being domains. In niche tourism, the focus
can shift to deeper work with one or two pri-
ority domains, which contributes to the forma-
tion of a unique tourist offer — for example, by

strengthening the intellectual component in edu-
cational tours.

Thirdly, the model promotes a more pur-
poseful use of destination resources. It allows
for the analysis of natural, historical-cultural,
and gastronomic resources of a territory not in
isolation, but as elements supporting various
aspects of a tourist’s well-being. This creates
the opportunity to form individualized tourism
products that correspond to the needs profile
of a specific client or target group.

Thus, the proposed model changes the role
of the tour operator from a service provider
to a designer of the tourist experience, who
can flexibly adapt the travel structure accord-
ing to the needs and expectations of the trav-
eller, as well as the capabilities and specifics
of the destination.
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