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ABSTRACT

This article sets out to investigate the effects of the chosen marketing mix decisions on the
business performanceof80 small and medium pharmaceutical enterprises in Telangana of India.
The study took each enterprise’s specific choice from the varying categories of marketing mix
variables and the data of financial performance relating to 2019. Statistical tests were performed
to unravel the link between the specific marketing mix decisions and their impact on sales
revenues and profits.

Research Methodology: Kruskal-Wallis and Mann-Whitney tests were performed.

Findings: Sales maximation objective is better for profits performance of pharmaceutical
companies. As regards price, current Market Price basis comes out as a better method for a
good performance of Sales Revenues. Type of Product/Business influences Sales Revenues and
Profits. Businesses with APIs and Formulations are good for both Sales Revenues and Profits.
Middlemen Method of distribution is good for Sales Revenues and Wholesale Method of
distribution is good for Profits. Promotion method and Advertisement media chosen by a firm
makes no difference for firm’s sales revenues and profits.

Implications for managers: Firms should be guided by sales maximization objective. Pricing
should be in line with what is going in the market. Businesses and products with high value
addition influence the firm’s performance.
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Limitations: The sample is small and the respondents are SMEs (small and medium enterprises)
operating in Telangana state of India. The findings are rooted in local practices and hence
should be generalised with caution for their applicability elsewhere.

KEYWORDS: Marketing Mix, 4 P’s, Product, Promotion, Detailing, Advertising, and
Pharmaceutical Marketing.

INTRODUCTION

India is the world’s third largest pharmaceutical producer in terms of volume, and fourteenth in
value, having 10500 manufacturing units and 3000 drug companies. About 75% of retail
pharmaceutical sales in India consist of branded generics. Local companies, with their strengths
in formulation capabilities and early investments, enjoy a commanding position. Indian
pharmaceutical industry is growing at 11 % in the domestic market and 16% in the export
market.

India is a dominant global player of pharmaceutical industry. Current global market share of
Indian pharmaceutical industry is 3.6 % by value. What is quite heartening is that 90% of the
WHO demand for measles, 80% of global demand for AIDS-related drugs, 50% of the global
requirement for vaccines, 40% of the US demand for generic drugs, and 25 % of the UK’s
requirement of medicines are supplied by Indian pharma industry. India accounts for 20 per cent
of global generic medicines exports. Thanks to availability of Indian drugs in Africa, treatment
of AIDS patients rose from 2% in 2003 to 37% in 2009. India has become a dominant player and
a visionary in pharmaceuticals sphere what with its formulation capabilities and entrepreneurial
nature. Indian pharma has established itself as a supplier of high-quality generics at affordable
prices. The Indian Economic Survey 2021 expects that the demand for pharmaceuticals will
grow three times in the coming decade. The domestic demand for them in 2021 is estimated at
US$42 billion and by 2024, it will reach US $ 65 billion, and by 2030, it will be at US$ 120
billion, due to the prospering middleclass, their growing health consciousness, innovation of the
industry, and the industry’s strong marketing muscle. The value of India’s exports of
pharmaceuticals and drugs stands at US $ 24.44 billion in 2021. As a shot in the arm to the
industry’s growth, Government of India amended its Foreign Direct Investment Policy (FDI)
concerning pharmaceutical industry so as to allow FDI up to 100%.

Product Mix Decisions of Pharmaceutical SMEs

Product mix, also referred as ‘4 P’s’, consists of four categories of business decisions that should
be targeted and tailored so that a firm competes successfully in the competitive space; these are
four controllable variables that affect customer’s decision with regard to product/service offered
by the firm (Singh, 2012). These, also called ‘marketing levers’ are Product (Acceptability, and
customer solution), Place (Availability, and convenience), Price (Affordability and cost), and
Promotion (Awareness and communication). When the business is in services, the firm should
focus on three more variables, i.e., people (the staff involved in the delivery of service, process
(the set of activities designed to produce best service, and physical evidence (all the tangible
assets that facilitate business operations and impress the customers). Marketing mix is a creator
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of differentiation; it is a holy quadruple of marketing faith written on stone tablets (Kent, 1986).
A diligent blending of these elements produces the expected response from the target customers.

Marketing mix has its share of opposition and criticism from the scholars; importantly, it
emphasizes functions but not output, and lacks emphasis on relationships (Patterson and Ward,
2000); it is internally oriented and lacks focus on external forces like competitors (Robins,
1991); similarly, it does not touch strategic elements like competition, customers and corporation
(Ohmae, 1982). However, marketing mix is simple and easy to understand; it introduces the
businessman to the basics of business, and helps one avoid the pitfalls that most businesses do.

Many studies attest the link between proper marketing mix decisions and business success
(Antonella, 2017). Advertising has positive effects on the long-term profitability (Jedidi, Mela &
Gupta, 1999). Montoya (2008) found varying effects of promotion tools in pharma industry; he
observes that detailing and sampling have long-term effects; detailing is a customer acquisition
tool, while sampling is a retention tool. Strategies relating to marketing mix bring in revenues
but all other strategies create costs (Wawira 2016).

To contribute to the debate on the link between decisions on 4Ps and a firm’s performance, this
research attempted to establish the connection of (1) sales revenues, and (2) profits, each with (a)
Product/Business, (b) Pricing Objective, (c) Pricing Basis, (d) Distribution Method used, (e)
Major Promotion Method, and (f) Major Advertising Media used.

LITERATURE REVIEW
Product/Business

Type of Business that a firm works in, has great implications for Sales Revenues and Profits. A
product with high value addition brings in more revenues and more profits. Business with a basic
product/service, pressured by similar other businesses and lacking in differentiation, suffers in
both revenues and profits. Business with a product recently innovated and created with very
relevant features and the new-the-world attributes and benefits is patronized soon and thus
phenomenally improves the firm’s profitability.

The terms, ‘Product’ and ‘Business’ are used interchangeably in this paper, since business is
roundly rooted in product. Product is a physical object or service offered to consumer for which
he is willing to pay; it includes high-value and low value tangible products and intangible
services (Singh, 2012). Product is the first and foremost on an entrepreneur’s mind and one of
the principal marketing elements; Kotler and Armstrong observe that product is what is offered
to the market, to get attention, or to acquire for use, and satisfy wants and needs.

Product should be created for ‘Acceptability” which stipulates that it should meet unique, local
needs; it should satisfy functional, psychological and environmental needs of an individual and
society; it should be customized to be in line with consumer’s capability too.

Product should be differentiated and created superior to others of the same category; Cooper
(1994) developed an index of the factors that make a superior product. They are enumerated here
as: (1) unique attributes, not offered by the competitors; (2) value for money for the customer;
(3) ability to better meet customer’s needs; (4) excellent relative product quality as compared to
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that offered by the competitors; (5) superior price/performance; (6) easily identifiable benefits
and attributes, and (7) benefits highly visible to the customer.

Delivering highly differentiated product with highly visible and unique benefits, and a robust
value for the customer is the single factor that makes a big difference for a company’s
performance. Superior products have five times the success rate, four times the market share, and
four times the profitability of a undifferentiated, me-too product (APQC, 2003; McNally,
Cavusgil, & Calantone, 2010). The product should be new-to-world, not new to the company
(Garcia and Calantone, 2002). Some products wear the appearance of newness and novelty to the
eyes of the customer but benefits may not be up to the mark. Importantly, the meaning of the
product spans not only the physical product but extended product too which is a bundle of
benefits like technical support, service support, product image etc. Further, product superiority
comes from the extent, to which a new product exceeds the performance of competing products
Rijsdijk, Langerak, & Jan, 2011).

The new drug development process, typically in Pakistan, consists of the following steps.
(1) Molecule identification, (2) Molecule Screening, (3) Raw Material Source Identification,

(4) Sample Lot Manufacturing, (5) Marketing Strategy Formulation, (6) Clinical Trial/Patient
Trial/Test Marketing, and (7) Promotion. The process is refined with a diligent attention to: (1)
quality (2) special differentiating features (3) dosage form (4) brand name and (5) packaging of
the product.

Park, Srivastava, and Gnyawali (2014) found a positive relationship between innovation, and
profit generation. Ambrammal and Sharma (2014) observe that innovations are instrumental in
securing competitive advantage.

For this study, four business variants have been identified and studied for their impact on Sales
Revenues and Profits. They are: (1) Contract Development & Manufacturing Organization, (2)
Active Pharmaceutical Ingredients, (3) APl and Formulations, and (4) Others. To understand the
impact of Business type on Sales Revenues and Profits, the following hypothesis is formulated.

Hypothesis |
Type of Business does not influence Sales Revenues and Profits.
Place

Distribution Method (Place) is the way pharmaceutical products are carried away from
manufacturing point to a farther place so as to make them available to the final buyers. Stated
differently, Distribution Method is a series of service activities that help the product reach the
final consumers. Several intermediaries are involved in the process, each adding some value like
transport, storage, credit, convenience, educating and information sharing.

Distribution strategies profoundly influence the business performance of an organization; several
studies attest the key role of distribution in achieving high business performance (Louter,
Ouwerkerk and Bakker, 1991; Wolok, Mandey, & Kojo, 2015; Schoviah, 2012; Laswali,
2013.Ferri, Mohd, Radia and Hamidreza (2012) with their study on innovative business channels
of SMEs established that innovation, information sharing and well-coordinated transportation
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positively and strongly affect firm’s business performance. Some studies found a strong
connection between geographic location of a business and its sales performance, customer
patronage and profitability (Nguyen, McCracken, Casavant, and Jessup, 2011; Eze, Odigbo and
Ufot, 2015).

For this study, three different kinds of distribution methods were identified, and data collected
from them. They are: 7 companies with Retailing Method, 22 with Wholesalers, and 51
Middlemen. The purpose of this part of research is to understand the impact of Distribution
Method on Sales Revenues and Profits. To realize this purpose, the following hypothesis is
formulated.

Hypothesis 11
Distribution Method does not influence Sale Revenues and Profits of pharmaceutical companies.
PRICE

Price is the sum total of costs incurred on creating, distributing and promoting, and organizing
the concerned processes. (Kotler 2007).Penetration Pricing, in which the price is kept at the
minimum, gives advantage to the company in spreading its wings; when a new product is
launched or new market entered, if penetration pricing is followed, the company draws more
customers and generates higher revenues to get a foothold in the market.

Odhiambo (2013), found through his study on pharmaceutical companies’ sales revenues, that
pricing strategy significantly influences the organization’s sales performance. Importantly, price
leadership has a huge impact on the organizational efficiency. The studies of some scholars
(Colpan, 2006; Owomoyela et al, 2013) to testify to the importance of pricing strategies in
raising organizational performance. The study of Owomoyela, Oyeniyi, & Ola (2013) confirmed
a strong connection between price and business performance; price is the key to marketability of
a product. Gbolagade, Adesola & Oyewale (2013) similarly concluded through their study that
price influences the business performance. For this study, two price parameters are chosen for
investigation: (1) pricing objective, and (2) pricing basis.

Pricing Objective

Sales Revenue Maximization is expected to bring about market power, market leadership,
liquidity for further expansion of business, and higher employment. On the contrary, Profit
Maximization ignores revenues in favour of profits. Profit maximization is expected to keep in
good shape the financial health of the firms, shareholder satisfaction, and long-term survival of
the firm. But the consumer outreach is low in the case of profit maximization pursuit. These two
mutually exclusive objectives, which drive the thinking of the organization as a whole, must
influence the performance. This research intended to check the influence of price objective on
performance indicators of the firm. Accordingly, a hypothesis is formulated as follows.

Hypothesis 111

The Pricing Objective does not influence the firm’s performance indicators, i.e., Sales Revenues
and Performance.
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Pricing Bases

Pricing is usually done on any of two distinct bases, (1) the ruling current market price trend, and
(2) desired profit and total effective cost. Which basis is good for Sales Revenues Performance?
Which basis is good for Profit Performance? Taking cue from the foregoing questions, the
following hypothesis can be formulated.

Hypothesis IV
Pricing basis does not influence Sales Revenues and Profits of pharmaceutical companies.
Promotions

Promotions are employed for persuasion of the user; quick responses ensue from customer with
the promotions. In other words, Promotions, unlike advertisements, provoke quick action. The
effects of promotions are naturally short-termed. That apart, promotions might potentially affect
brand equity also. For achieving quicker and higher turnover and for the inventory to fly off the
shelves, promotions are resorted to.

According to Donohue, Cevasco, and Rosenthal (2007), based on their study on arthritis,
depression, cholesterol and allergy drugs, advertisements lead to use of drugs and also reporting
of negative medical consequences, but with detailing, such reporting comes down; promotion
and advertising creates a proper understanding between physician and patients and thus improves
the welfare of the patients. The study of Kalyanaram (2009) found that both consumer-directed
and physician-directed advertising campaigns lead to positive change in brand’s market share.
The demand elasticity with consumer-directed advertising is 0.21 while that with doctor-director
is 0.62. This is consistent with the results of the study of Wosinska (2002). Between 1996 and
2000, consumer advertising was a rapidly increasing part of the pharmaceutical promotion, with
an average yearly growth rate of 33% for gastrointestinal, cholesterol, insomnia, and anti-
arthritic/analgesic drugs. In contrast, detailing and sampling grew at annual rates of 12-13%,
whereas professional journal advertising remained almost the same (Dave and Saffer 2012).

For this study, three promotional methods have been identified for knowing their impact on Sales
Revenues and Profits. They are (1) Personal Selling, (2) Advertising, and (3) Sales Promotion.
These are the dominant methods used in this universe of respondents. Personal selling involves
personal, face-to-face presentations of the information. Advertising is a non-personal
presentation of information through media like newspapers, TVs etc. Sales Promotion is a time-
limited offer, inter alia, of products more than the usual, reduction in the prices etc.This research
set out to investigate the influence of Promotion Method on Sales Revenues and Profits. The
following hypothesis is made to proceed further with this part of research.

Hypothesis V
Promotion method does not influence Sales Revenues and Profits.
Advertisement

Advertisement is a non-personal presentation of information to inform, persuade, and remind the
consumers about a product or a service. Advertisements inform the customers. This is referred as
information-view which is different from persuasion-view.
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The study of Rosenthal et al (2003) conducted on the data relating to the period from 1996 to
1999 of USA pharmaceutical industry, stumbled on a finding that direct-to-consumer (DTA)
advertisement expands the total demand and the sales for the product, but not the market share of
the advertiser or brand specific demand. Wosinska (2002) found that if a drug has a top place in
the formulary (list of recommended drugs) and is advertised, such advertisement leads to
increase in the demand. Some researchers (Bhattacharya and Vogt, 2003; Dave & Saffer, 2012)
observed that product life cycle should guide the advertisement and promotion activities, since
certain stages of product life cycle don’t lead to any effects and some do.

Meyerhoefer and Zuvekas (2008) who studied depression drugs with the help of the data relating
to the period of 1996-2006 found that advertisements increase the demand from new patients,
with an elasticity of 0.16; the effect is substantial when they pay on their own in small amounts.
Liu and Gupta (2011) found that advertisements cause visits of patients to physicians. lizuka and
Jin too found that advertisement drives visits to physicians and increase in demand. Bradford et
al (2006) too found the same effects of market expansion when consumer advertising is used.

Consumer-directed advertisements in televisions will strongly impact the demand from less-
served communities (Liu and Gupta, 2011). Bradford et al (2006) who studied 57 doctors
between 2000-2002 with regard to use of Vioxx and Celebrex also found the market expansion
effects; they also found that advertisements on local and network television drove the
osteoarthritis patients to doctors.

For this study, three kinds of advertisement are found being used in this universe selected for this
research. They are: (1) Print, (2) Electronic, and (3) Trade Expos. This research intended to find
the evidence for the influence of Advertisement Method on Sales Revenues and Profits. Hence
the following hypothesis is formulated.

Hypothesis VI

Advertisement Method does not influence Sales Revenues and Profits.

The following is the list of hypotheses for ready reference.

List of Hypotheses

I. Type of Business/Product does not influence Sales Revenues and Profits.

I. Distribution Method does not influence Sale Revenues and Profits of pharmaceutical
companies.

III. The Pricing Objective does not influence the firm’s performance indicators, i.e., Sales
Revenues and Performance.

IV. Pricing basis does not influence Sales Revenues and Profits of pharmaceutical companies.
V. Promotion method does not influence Sales Revenues and Profits.
V1. Advertisement Method does not influence Sales Revenues and Profits.
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Sample Description

This research has selected on a convenience basis the data of 80 pharmaceutical units operating
in Telangana state of India. The sample is stratified on different bases as described below.

Major Market

Export 37

In-state 22

Qut-state 21
Product Type

Generic/small molecules 62

Biologics 7

Nutraceuticals 3

Others 8
R & D Ownership

Own R&D 45

Others' R & D 35
Certification

Others 55

Own Labels 25
Business Type

CDMO* 16

APls** 34

API and formulations 17

Others 13

Data
Data was collected with the help of a questionnaire.

Kruskal Wallis and Mann Whitney tests were performed on SPSS software.

Sales Revenues and Profits, which vary with the size of the firm and the staff size, their absolute
figures, were converted into quotients. This ensures comparability of the data of one firm with
that of the other.

Dependent variables are: (1) Sales Revenues, and (2) Profits.

Independent variables are (1) Product/Business, (2) Pricing Obijective, (3) Pricing Basis, (4)
Distribution Method used, (5) Major Promotion Method, and (6) Major Advertising Media used.

Findings & Discussions

Product Decision

The following hypothesis was first taken for research and data analysis.
Type of Business/Product does not influence Sales Revenues and Profits.

To clarify on the above hypothesis, means of Sales Revenues and Profits were calculated
separately for each of the four different kinds of businesses, i.e., Contract Development and
Manufacturing Organization, Active Pharmaceutical Ingredients, APIs and Formulations, and
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Others. They were compared and statistical tests conducted. A suitable test for this kind of test is
Kruskal Wallis Test.

The means of Sales Revenues and Profits of companies doing APIs and Formulations are higher

than those of all other business. The results are displayed in Table # 1.

Table #1

Sales Revenues

Profits -Table #2

Table # 3

Product/Business Type Mean N
Contract Development & Mfg.
Organization 4.38819 16
Active Pharmaceutical Ingredients 8.01797 34
APl and formulations 13.00547 17
Others 1.70031 13
Total 7.32524 80
Product Type Mean N
Contract Development & Mfg.
Organization 29419 16
Active Pharmaceutical Ingredients 66279 34
API and formulations 157106 17
Others -.01985 13
Total 67115 80
Ranks
Product/Business Type N Mean
Rank
Sales Contract Development &
Revenue | Mfg. Organization 16 40.91
Quotient Actlve_ Pharmaceutical 34 4293
Ingredients
API and formulations 17 53.35
Others 13 16.85
Total 80
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Profits | Contract Development &

Quotient | Mfg. Organization 16 36.16
Active Pharmaceutical 34 41.41
Ingredients
API and formulations 17 5776
Others 13 20.88
Total 80

(The means of ranks are not useful for comparison but used in further statistical test.)
Table # 4

Test Statistics™”
Sales Revenue Quotient Profits Quotient
Chi-
Square | 19.046 19.263
df 3 3
Asymp.
Sig. .000 .000
a. Kruskal Wallis Test
b. Grouping Variable: Product/Business Type

The Kruskal Wallis Test, whose results are shown in Table # 4, gives the evidence that Type of
Business influences the firm’s performance outcomes, i.e., Sales Revenues and Profits. The
significance values are 0.000 in both the cases; they are <0.05, implying that Business type
influences the Sales Revenues and Profits.

Hence the hypothesis that Product/Business Type does not influence Sales Revenues and Profits
is not accepted.

Distribution Method
The data analysis was made on the following hypothesis.
Distribution Method does not influence Sale Revenues and Profits of pharmaceutical companies.

Towards settling the above hypothesis, statistical tests were performed on the data collected.
Group means were computed first, and later Kruskal Wallis tests run; for Kruskal Wallis test,
computation of rank means is a prerequisite, and they are, needless to say, not useful for
comparison of one group with the other.

The mean of Sales Revenues of companies whose dominant distribution method is Middlemen is
greater than that of the remaining two groups. This comparison prompts us to consider
Middlemen Distribution as the best for high Sales Revenues. But Kruskal Wallis test has to be
run to check if the difference is a real one or a just an error of the sampling.

As regards Profits performance, similar exercise is performed. But, in this case, when means of
the groups are compared, the mean of the companies with Wholesalers as a dominant distribution

TRANS Asian Journal of Marketing & Management Research (TAJMMR) 13
https://tarj.in



TAIMMR

ISSN: 2279-0667 Vol 10, Issue 7- 8, July- August 2021,

Impact Factor: SJIF 2021 = 7.263

method emerges as one with a high mean and prompts us to judge Wholesale method as the best
distribution method for achieving high Profits performance. So, to be sure whether it is a true and
reliable difference, or a product of a sampling error, Kruskal Wallis test has been run and results

presented in Table # 8.
Sales Revenues

Table #5
Distribution Method Mean N
Retail 1.82957 7
Wholesale 6.91841 22
Middlemen 8.25504 51
Total 7.32524 80
Profits Quotient
Table # 6
Distribution Method Mean N
Retail .02229 7
Wholesale 1.34786 22
Middlemen 46829 51
Total 67115 80
Rank Means
Table# 7
Ranks
Distribution Method N Mean Rank
Sales Revenue . 18.2
Quotient Retail ! 9
Wholesale 22 4 42.1
Middlemen 51 4 42.8
Total 80
Profits Quotient Retail 7 . 17.1
Wholesale 22 5 41.5
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Middlemen 51 7 406
Total 80
Kruskal Wallis Test Results
Table # 8
Test Statistics®”
Sales Revenue Quotient Profits
Quotient
Chi-Square 7.025 9.09
9
df 2 2
Asymp. Sig. .030 011

Kruskal Wallis test results (Table # 8), with their significance values of 0.030 and 0.011 for
Sales Revenues and Profits respectively, which are less than 0.05, prove that the differences are
not from a sampling error, but true and statistically dependable. Based on the results of this test,
one can conclude that Middlemen method of distribution is best for achieving superior Sales
Revenues performance, and Wholesale method of distribution is best for raising Profits
performance of pharmaceutical units.

Hence, the null hypothesis that Distribution Method does not influence Sales Revenues and
Profits is not accepted.

Pricing Objective and Basis
The research and data analysis were made on the following hypothesis.

The Pricing Objective does not influence the firm’s performance indicators, i.e., Sales Revenues
and Performance.

Towards resolving the above hypothesis, statistical tests were performed on the data collected.
The means of performance indicators of the companies pursuing Sales Revenue Maximisation
and Profit Maximisation are first separately calculated for each group. Later, MannWhitney U
Tests were run and the results presented in Table # 11.

Actual Means

Table #9
Pricing objective N Mean
Sales Revenue | Maximize sales 24 7.136
Quotient Maximize profits 56 7 406
Profits Quotient Maximize sales 24 0.754
Maximize profits 56 0.635
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The means of Sales Revenues of companies pursuing Profit Maximization greater than those
pursuing Sales Maximization;

The means of the Profits Quotient of companies pursuing Sales Maximization are greater than
those pursuing Profit Maximization.

Rank Means (Useful for Test Calculation only)

Table # 10
Pricing objective N Mean Rank

Sales Revenue | Maximize sales 24 45.21

Quotient Maximize profits 56 38.48
Total 80

Profits Quotient Maximize sales 24 49.06
Maximize profits 56 36.83
Total 80

In this particular case, rank means don’t clearly convey the performance differences.

Table # 11
Test Statistics
Sales Revenue Quotient Profits Quotient
Mann- | 559.000 466.500
Whitney
U
Asymp. | .235 031
Sig. (2-
tailed)
a. Grouping Variable: Pricing objective

As attested by the significance value, i.e., 0.235 (> 0.05) Sales Revenues are not affected by the
Pricing Objective.

But Pricing Objective discriminates between those pursuing sales and those pursuing profits in
terms of profits. The profits performance of those pursuing Sales Revenues is significantly
greater than those pursuing Profits. This is attested by the significance value which is less than
0.05. The results testify to the attractiveness and worth of Sales Maximization Objective.

But with regard to Sales Revenues, the pricing objective does not make any difference.
Moreover, profit maximization objective shows higher means of Sales Revenues than those of
sales maximization objective.
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The null hypothesis is accepted in respect of Sales Revenues since the objective does not have
any influence on it. But in respect of Profits, null hypothesis is not accepted since the difference
is significantly greater for those pursuing sales maximization. This boils down to the conclusion
that sales maximation is better for profits performance of pharmaceutical companies in this part
of the world.

Pricing Basis
The next part of data analysis was made on the following hypothesis.
Pricing basis does not influence Sales Revenues and Profits of pharmaceutical companies.

Going forward for resolving the above hypothesis, actual means were calculated; the means of
Sales Revenues and Profits are presented in Table #. It is evident from the means table that
means of Sales Revenues and Profits of companies using current market price trend as a basis for
pricing are higher than those using Cost plus Profit as a basis. As attested by the means, current
market price as the basis of pricing comes out as an attractive alternative. But to allow for
sampling error, statistical tests, Mann Whitney U tests were run and the results shown in Table #
14.

Table # 12
Actual Means

Basis of Pricing N Mean
Sales Current Market -Determined 72 7.86160
Revenue .
Quotient Cost + profit 8 2.49800
Profits | Current Market -Determined 72 .71838
Quotient
Cost + profit 8 24613
Table # 13
Rank Means (For test calculation only)
Ranks
Basis of Pricing N Mean Rank | Sum of Ranks
Sales Current Market - |72 42.25 3042.00
Revenue | Determined
Quotient ["Cost + profit 8 24.75 198.00
Total 80
Profits | Current Market - |72 40.72 2931.50
Quotient | Determined
Cost + profit 8 38.56 308.50
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Total 80 | |
Table # 14
Test Statistics®
Sales Revenue Quotient Profits Quotient
Mann-Whitney U 162.000 272.500
Asymp. Sig. (2-tailed) 043 .804

a. Grouping Variable: Basis of Priciing

The difference in Sales Revenues for those following Current Market Trend and those following
Cost-Plus Profit are significant as evidenced by the significance value, 0.043 ( Table # 14),
which is less than 0.005. But in respect of Profits, pricing basis has no influence as testified to by
the significance value, 0.804 which is far greater than 0.05.

So, the null hypothesis in respect of Sales Revenues is not accepted since the mean difference is
significant. But in respect of Profits, null hypothesis is accepted since the difference, although
greater, is not significantly greater to consider it as an influencer.

Promotion Method
The following hypothesis guided my next part of the data analysis.
Promotion method does not influence Sales Revenues and Profits.

Means have been computed for inter-group comparison. The means of Sales Revenues of three
groups, (companies following Personal Selling as a dominant method, companies following
Advertising as a dominant method, and companies following Sales Promotion as a dominant
method), are presented in the Table #. A quick scan of the table (Table # 15) suggests that Sales
Promotion is giving the highest mean, followed by Advertising. These means, after comparison,
prompts us to conclude that Sales Promotion is the best method for Sales Revenues. But
sampling errors have to be reckoned for figuring out the true influence. Kruskal Wallis test has
been performed. See Table #. The significance value of the test is greater than 0.05. Hence, the
difference is not a real and dependable one. It implies that Promotion method has no bearing on
sales revenues.

Hence the null hypothesis that Promotion method does not influence Sales Revenues is accepted.

Sales Revenues

Table # 15
Major promotion method Mean N
Personal Selling 5.14830 33
Advertising 8.21800 15
Sales Promotion 9.15172 32
Total 7.32524 80
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Profits

Table #
Major promotion method Mean N
Personal Selling 53439 33
Advertising 1.46427 15
Sales Promotion 44041 32
Total 67115 80

Means comparison exercise was performed for Profits also. See Table # for means comparison.
The group whose dominant promotion method is advertising has higher Profits mean. This
suggests that Advertising is the best method for achieving best Profits. But, to make sure that the
difference is not a product of sampling error, Kruskal Wallis test has been performed to detect
the true difference.

The results (Table # 17) show that the significance value is much greater than the cut-off value
of 0.05, which implies that the difference is just a result of sampling error but not difference
those matters.

Hence the null hypothesis that Promotion does not influence Profits is accepted.
Rank Means

Table # 16

Ranks

Major promotion method N Mean Rank

Sales Revenue | Personal Selling 33 39.70

Quotient Advertising 15 42.73
Sales Promotion 32 40.28
Total 80

Profits Quotient | Personal Selling 33 41.00
Advertising 15 47.33
Sales Promotion 32 36.78
Total 80

Rank means are not suitable for attempting inter-group comparisons. As said before, they are just
prerequisite for running Kruskal Wallis test.
Kruskal Wallis Test

Table # 17
Test Statistics
Sales Revenue | Profits
Quotient Quotient
Chi-Square 181 2.132
df 2 2
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Asymp. Sig. 914

Grouping Variable: Major promotion method

344

Advertisement Medium
The following hypothesis was the cue for the next part of the research and data analysis.
Advertisement Medium does not influence Sales Revenues and Profits.

To resolve the above hypothesis, group means were computed. There are three groups of firms:
(1) firms with Print Media advertising as a dominant advertising method, (2) firms with
Electronic Media advertising as a dominant advertising, and (3) firms with Trade Expos as a
major advertising method.

The computed group means for Sales Revenues and Profits were compared to get an idea about
which advertisement method is showing higher performance on Sales Revenues and Profits.
Electronic media is showing higher mean of Sales Revenues, followed by Print. Coming to
Profits, Print media is showing a higher mean of Profits. These differences might not be true
differences. So, to settle this dilemma, Kruskal Wallis tests were run.

Table # 18
N Mean
Sales Revenue | Print 9 8.31767
Quotient Electronic 29 10.18172
Trade €XpPOS 42 5.14024
Total 80 7.32524
Profits Quotient Print 9 1.15378
Electronic 29 .70210
Trade expos 42 54636
Total 80 67115
Table # 19
Ranks
Major Advertisement Method Mean Rank
Sales Revenue | Print 9 39.94
Quotient Electronic 29 41.28
Trade expos 42 40.08
Total 80
Profits Quotient Print 9 47.22
Electronic 29 38.48
Trade expos 42 40.45
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Total | 80 |
Table # 20
Test Statistics®”
Sales Revenue Quotient Profits
Quotient
Chi-Square .051 972
df 2 2
Asymp. Sig. 975 .615
a. Kruskal Wallis Test
b. Grouping Variable: Major Advertisement Method

Kruskal Wallis tests (Table # 20) report significance values greater than 0.005. it implies that the
differences are a result of random error but not a true difference caused by the efficiency of any
particular method. It means that Advertising Method has no influence on the performance of the
firms.

Hence the null hypothesis that Advertising Method does not influence Sales Revenues and
Profits is accepted.

Scope for Further Research

The next phase of research should better be made on a bigger sample spanning the entire India. A
more comprehensive research output will emerge if many other practices, particularly of
strategic marketing, are studied for their connection with firm’s performance. In the next phase,
panel data relating to several years should be used for better accuracy of the results.

Limitations

The sample is small and the respondents are SMEs (small and medium enterprises) operating in
Telangana state of India. The findings are rooted in local practices and hence should be
generalized with caution for their applicability elsewhere.

Conclusion and Summary

Sales Revenues are not affected by the Pricing Objective. Importantly, sales maximation
objective is better for profits performance of pharmaceutical companies. Further, Sales Revenues
are affected by Pricing Basis. But Profits are not affected by the Pricing Basis. Most notably,
current Market Price basis comes out as a better method for a good performance of Sales.
Revenues

Type of Product/Business influences Sales Revenues and Profits. Businesses with APIs and
Formulations are good for both Sales Revenues and Profits. Distribution Method influences a
firm’s financial performance. Middlemen Method of distribution is good for Sales Revenues and
Wholesale Method of distribution is good for Profits. As regards promotion and advertising
medium, it is found that Promotion method does not influence the financial performance, i.e.,
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Sales Revenues and Profits; Type of Advertising too does not influence the financial
performance of a firm.
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ABSTRACT

Today, people are so busy in the race of success that their lives have become so stressful
affecting negatively to their health, emotion and mental faculty. To get a breath of relief, one
decides to travel, however, travelling leads to unhealthy and overeating, disturbing of fitness
routine, poor sleeping and travel stress which means ‘unwell travel’. Hence, one seeks for
wellness tourism which rejuvenates tourists, offers authentic experience, includes healthy eating
and staying and connects oneself with soul and god. Wellness tourism is defined as all travel
associated with the pursuit of maintain or enhancing one’s personal well being. Rural Wellness
and Yoga tourism is a new and fast growing trend on the global tourism market and as such it
brings new changes in the client base, service and product offer and attracts new providers into
the traditional tourism and spa field. In order to understand the changes, author has conducted a
literary review that aimed at clarifying the meaning of the wellness concept that describes the
changes that are driving the market changes through SWOT analysis. The primary aims of this
study are to review the emergence and growth of wellness tourism and to report its present
status. The conclusion suggests possible implications of embracing the term “wellness” in its
deeper meaning instead of just a trendy marketing label. This paper talks about the concept of
wellness tourism, components and worldwide view of wellness tourism with the support of
related reports, articles and secondary data.

KEYWORDS: Wellness, Rural Tourism, Yoga, Sustainability, Traditional Healing.
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INTRODUCTION

In general parlance, the word ‘Wellness’ refers to the state of being well and fit mentally,
physically and emotionally. Wellness is the amalgamation of medical, spiritual, mental peace,
relief and leisure. It is rightly said that good health is the God gift and the real wealth. The
greater concern for the good health has resulted into the high demand for wellness tourism which
has created a buzz among wellness seekers across the world. In fact, wellness tourism is as old as
ancient civilization such as Greece, Rome and Asian. Wellness tourism can be defined as all the
activities of tourists at destination, seeking the well being resulting into a healthy balance of
mind, body and spirit. Wellness tourism encompasses various activities such as yoga, meditation,
ayurvedic therapy, exercise, beauty treatment and spa etc offering the bundle of advantages
namely rise in concentration power, enlightenment of thoughts, physical fitness, remedy of
prolonged diseases, stress buster etc. As a matter of fact, wellness tourism is linked with Medical
tourism and spiritual tourism due to the commonness of the characteristics and objectives.
However, medical tourism is different from wellness tourism. According to SRI, wellness
tourism is defined as all travel associated with the pursuit of maintain or enhancing one’s
personal well being. Wellness tourism is for mental, physical, emotional, spiritual and
environmental wellness. It cannot be regarded as medical tourism. Wellness tourism has a pro
active approach while medical tourism has a reactive approach. Medical tourism involves people
who travel to a different place to receive treatment for a disease, an ailment, or a condition, or to
undergo a cosmetic procedure, and who are seeking lower cost of care, higher quality of care,
better access to care or different care than what they could receive at home. Wellness tourism
involves people who travel to a different place to proactively pursue activities that maintain or
enhance their personal health and wellbeing, and who are seeking unique, authentic or location-
based experiences/therapies not available at home (Global Spa Summit LLC 2011). SPA tourism
and CAM tourism are the core businesses of Wellness Tourism. The word SPA is derived from
the Latin phrase Salus per Aquam which means health by water (healing through water therapy).
The International Spa Association has defined Spa as places devoted to overall well being
through variety of professional services that rejuvenates mind, body and spirit. WHO defines
CAM (Complementary & Alternative Medicine) Tourism as the sum total of knowledge, skills
and practices based on the theories, beliefs and experiences indigenous to different culture that
are used to maintain health as well as to prevent, diagnose, improve or treat physical and mental
illnesses.

Why Wellness Tourism?

» Wellness tourism is opted to gain below benefits.
* To get rid of stress, anxiety and tension

* To get connected with soul

* To manage proactively chronic and fatal diseases
* To acquire the feeling of contentment

* To achieve high concentration power and control over the oneself
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* To bring healthy balance into mind, spirit and body

Wellness tourism association not only promotes but also develops wellness tourism
products/services. It is the group of wellness tourism service providers which decides framework
of wellness tourism services and other related issues. Accreditation Authority / Board for
Wellness Tourism - Such board and accreditation authority recognizes wellness tourism centers
as well as assesses the services of such centres. Licence is also issued by such authority.For
example, NABH, AYUSH. Wellness tourism facilitators are those who assist in wellness tourism
such as Tour Operators, Travel Agent. Wellness Tourism Service providers are Hospitals, Spas,
Ayurvedic health centre, retreat centers / ashram wellness centre where wellness services are
performed. Wellness seeker is one whose purpose of visit is wellness. Government Agency like
Ministry of Tourism and State Tourism Department formulate policy pertaining wellness tourism
and develop necessary infrastructure by the way of financial assistance.

The word yoga means ‘union’, though a more literal equivalent is the English ‘yoke’. In fact, the
words yoga and yoke have the same Sanskrit root. In fact yoga are practiced in a different
manner altogether. While yoga comprises of body postures using hands and legs, meditation is
more of a spiritual thing. It involves exercises with your breathing. Most people associate yoga
and meditation with the Hindu religion, however it is only after one learns or starts to practice
them that one knows that the effect and healing powers transcend the boundary of religion. Yoga
and Meditation are just such indigenous twin techniques of self-realization and purification. One
incomplete without the other, they help an individual to develop a sense of physical, mental,
emotional as well as spiritual well being. Yoga in all its forms tries to create harmony of the
body with the mind and soul. It is a very general term that encompasses many different
disciplines ranging from the purely physical to the purely spiritual, and is a truly original Indian
concept. People from across the world now come to India for Ayurveda, yoga and meditation in
Rishikesh, Uttaranchal that is practiced since centuries. In fact India has fast emerged as a health
tourism destination because of these. Since time immemorial, India has been known for its
spirituality, religious and yoga tolerance and its secular character. India is called the "Yoga-
Bhoomi™ and the gateway to the heavens. India is internationally renowned for its ancient
healing practices and alternative therapies. For more than thousands of years now, we have
followed our own indigenous healing systems and medicinal practices such as Ayurveda,
Naturopathy, and Pranic Healing to name just a few. It is no wonder then that people from all
over the world are turning to the Indian sub continent for guidance towards a more spiritually
satisfying way of life.

LITERATURE REVIEW

Smith and Kelly (2006) opined that wellness tourism one of the ancient forms of tourism and the
proliferation of wellness centers, holistic retreats, spas, spiritual pilgrimages, complementary and
alternative therapies is unprecedented. Mueller and Kaufmann (2001) concluded that there is a
need for clear demarcation of the wellness concept from the cure. And, special emphasis on
quality management and wellness professionals (doctor, physiotherapists, wellness trainers and
sports instructors) was also suggested. Upadhyaya (2014) carried out the study to explore the
methods to develop the medical and wellness tourism strategy. He also stressed on building of
brand image of India, proper policy frame work, good infrastructure and professional marketers
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for wellness tourism. Koncul (2012) stated that it is important to devote a considerable part of
leisure-time in health, sport and other wellness activities. Shaik (2013) attempted to address the
issues and prospects of medical and wellness industry in India and to outline strategies for
making India as an ideal hub for medical and wellness tourism and also suggested to identify the
macro and micro issues facing the tourism industry.

Wellness evolved as early as 4200 BC when the Sumerians recuperated their health by bathing in
thermal springs and fountains located in temples; medical care can be dated back to 1500 BC
with the Greeks laying a foundation stone in a temple in honor of their God of Medicine. Ever
since, history has evidence of man travelling out of his country to avail himself of suitable
medical treatment. Currently more than 50 countries are engaged in medical tourism with
developing nations from Asia, Latin America and South Africa capturing amajor segment. The
reasons for growth in wellness tourism stem from the following: One, high levels of uninsured
population (asin the case of USA); two, lack of private participation and high waiting times (as
in UK); three, pressures of aging population and over- hospital stay (as in Japan); four, dearth of
sufficient and cost-effective healthcare facilities across various parts of the world; five, elective
surgery with privacy (such as Botox treatment, rhino plasty, liposuction, etc); and six, inefficient
healthcare systems in developing and underdeveloped world. In addition to the primary factors
mentioned above, certain secondary factors have influenced the growth in wellness tourism as
well: secular shifts across the developed and developing world (such as working versus leisure
time, population pyramid, individualization, increasing demand regarding quality, etc.,) have led
to modified leisure and tourism behavior. Moreover, socio-economic factors such as flexible
working times, higher incomes, more leisure time and the changing value of holidays (now seen
as a part of life) have also resulted in new and changed lifestyles. Having identified the growing
potential of wellness segments, several wellness tourism companies/facilitators promising end-
to-end wellness tourism services have sprung up across the globe. They have strategically
identified wellness needs and mapped them with expert wellness care services from various
country destinations. Inarguably wellness tourism is an economic tool for nations striving to
boost their economies through direct benefits such as increase in revenue, employment
opportunities, investment in tourism avenues etc and indirect benefits that include spillover
effects leading to growth in other industries. Though the benefits may apparently be micro-faced,
the ripple effect is capable of touching innumerable spheres in the economy, namely, rise in
living standards of people associated with tourism, need for education, demand for related
educational courses, growth of ancillary industries, and so on.

METHODOLOGY

The primary aims of this study are to review the emergence and growth of wellness tourism and
to report its present status through SWOT analysis. The researcher has made use of purely
secondary data and referred research papers, reports and articles pertaining to wellness and yoga
tourism.
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SWOT ANALYSIS
STRENGTHS

0 Wellness is synonym to India o World class wellness facilities at affordable costs established at
aesthetic locations.

o International visitors are already well versed with the alternative therapies prevailing in India.
o0 State- of-the-art equipments, technology and procedure.

0 Tourists are welcomed as ‘guests' and made to feel at home in unfamiliar surroundings.

0 Recognition and classification of centers facilitated by the Central and State Government.

0 Ayurveda & spa available in all major resorts.

0 Permanent cure of disease and rejuvenation of body, mind and spirit imparted by the Wellness
therapies

o0 Predicted as best performing Country in wellness tourism by UNWTO.
0 Wide range of tourism resources, equable climate, variety of cuisine and vivacious culture.

0 The country has states for best services to the wellness tourists like Kerala, Uttarakhand,
Himachal etc moreover Kerala has been selected by World Travel and Tourism Council as a
partner State

0 Wide usage of English.

WEAKNESSES

o Poor infrastructure in terms of roads, drainage and traffic systems.
o Unscientific waste management system and pollution control.

0 The positive message and curative therapies of Ayurveda has not yet spread globally to the full
extend

0 Presence of a large number of unlicensed alternative medical practitioners.

o If Ayurvedic medicines need to be exported, many countries pose compulsion of a certification
regarding non-existence of metals in medicines.

0 Open latrines, contaminated water and sewers convey a negative image

o Spread of diseases like swine flu, chikungunya, birds’ flue and leptospirosis. o Irritating
behavior from the local public towards foreign visitors.

o Lack of standardization in alternative Medicare and costing methods.
o Poor internet connectivity.

0 Threat of terrorist activities

0 Lack of international accreditation.
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0 Poor coordination among tourism providers.

OPPORTUNITIES

0 Preventive healthcare

o0 Combination of Ayurveda, Spa, Meditation, Naturopathy or healthcarewith leisure tourism.
0 More stress management and holistic treatment centers.

0 Medical outsourcing.

0 Government controlled information centers on Wellness in all countries.

0 Organizing of International Wellness expos in India, annually.

0 An exclusive website for wellness tourism facilities in India monitored by Government.
THREATS

o Commercialization of health care.

0 Threat on public health system due to over emphasis on health tourism.

o Sexual exploitation and development of sex tourism.

0 Travel agents stress only on the massage part of Ayurveda

o Unlicensed and unqualified medical practitioners getting established.

o0 Hike in charges o Adverse effects on culture

0 Unhealthy competition among Wellness providers.

Globally, wellness tourism accounts about 6% (524.4 million) of all domestic and international
trips and 14% ($438.6 billion) of all domestic and international tourism expenditures. Wellness
tourism is expected to rise by more than 9% per year through 2019 which is approximately 50%
greater than growth rate of overall global tourism Wellness tourism generates 11.7 million direct
jobs, delivering $1.3 trillion of global economic impact. Spa Tourism occupies the significant
place in the business of wellness tourism which accounts about 41% of wellness tourism
expenditure. It accounts $179.7 billion market and 224.9 million spa trips.

Ayurvedic Practice is deeply ingrained in Indian tradition and culture. Historically, ‘water’
therapy gained popularity since people would travel to bath hot springs and seaside resorts for
purification and spiritual rituals. Wellness Tourism in India is as old as the ancient civilization of
Asia, Greece and Rome. As India is blessed with varied natural resources, it is the main hub for
the wellness tourism. Other reasons for India being the hub for well tourism are cost effective
naturopathy and ayurvedic therapies, quality of service, tourist friendly climate, spa and health
care centres, yoga and meditation centers, gym and spiritual retreats ashrams. Similarly,
internationally famous yoga and spiritual gurus of India attract wellness seekers across the world.
Spa Tourism affiliation is with Indian Railways - Palace on Wheels and Royal Rajsthan on
Wheels while CAM tourism affiliation is with Ananddham Nature Cure Centre — managed by
SWAS Healthcare Pvt Ltd, Ayurveda Clinics, Maharshi Atrey Health Centre, Global Health
Foundation, AUN Swasthya Holistic Centre and Atharva Multispecialty Ayurvedic Centre. The
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most frequent visited destinations of India for Wellness Tourism are Rishikesh, Kovalam
(Somatheeram Ayurvedic Health Resort, Ideal Ayurvedic Resort, Shin Shiva Ayurvedic Resort
and Shin Shiva Ayurvedic Resort and Niraamaya — Surya Samudra), Goa (Yoga Magic Eco
Retreat, Little Cove Yoga Holiday Retreat and The Mandala), Thekkadyetc.

The main products of wellness tourism are spas, ayurveda, naturopathy, yoga and meditation
which rejuvenate one’s mind, body and soul. There are many destinationsand placesin India
encouraging Yoga Tourism. The mountain ranges of the Himalayas, Rishikesh, Kedarnath,
Gangotri of northern India, Kerala, Tamilnadu, Goa and New Delhi are some of the places where
one can get eternal peace and satisfy their spiritual quest and are the perfect destinations for
Wellness Tourism. Some of the most popular places in India for wellness tourism draw regular
tourists and travelers from all over the globe to various travel destinations in India that boasts of
some of the natural healing procedures and life style changes to foster physical and psychic well-
being of the deserving tourists. There are many popular places in India for wellness tourism that
are renowned for their tranquil living atmosphere, natural environment, beautiful flora and fauna
and organically validated traditional healing procedures for the mind and body. Here we would
name some of the most popular places in India for Wellness tourism.» Ananda, Narendranagar,
Uttarakhand * Banyan Tree Spa, Udaivilas, Udaipur ¢« Golden Palms, Bangalore * Vedic Village,
Kolkata « Amatrra Spa, New Delhi ¢ Aturvedagram, Bangalore ¢ Jindal’sHealthfarm, Bangalore °
Krishnamacharya Yoga Mandiram,Chennai, Tamilnadu ¢ Sivananda Ashram, Madurai,
Tamilnadu * Iyengar Institute, Pune « Atma Darshan Yogashram, Bangalore ¢ Kaivalyadhama,
Lonavala ¢ Patanjali Yogpeeth, Haridwar « AtmaVikasa Centre, Mysore * Yog-Ganga Centre,
Dehradun ¢ International Yoga Festival, Rishikesh etc.

The quality Council of India and the Ministry of Tourism has taken the first step to extend the
National Accreditation Board for Hospital and Wellness Centers (NABH) certification for Spas
and wellness centers. This will be a first step to making a statement to the world that we have
adopted the finest in quality standards and will give the clients tremendous confidence. The
second challenge will be to develop trained and certified manpower. It is estimated that 600,000
jobs will be created in the wellness industry in next five years. A great deal will have to be
developed to meet the human resource challenge. In fact this must be the focus during the next
few years. The third challenge is safety and security. As we know that tourism is a fragile and
delicate industry. Wellness tourists will come to visit our destinations for peace, calm,
meditation, yoga, health and wellbeing therefore the first and foremost issue will be safety and
security of the tourists because in the presence of the fear we cannot promote tourism worldwide.

The Ministry of Tourism also provides financial assistance under the Market Development
Assistance Scheme (MDA) to approved wellness centers, i.e. representatives of wellness centers
accredited by NABH or the State Governments. The MDA assistance is for participation in
medical/tourism fairs, medical conferences, wellness conferences, wellness fairs, and allied road
shows. Yoga/Ayurveda/Wellness has been Opportunities and Challenges of Wellness Tourism in
India promoted in the past years in the print, electronic, internet and outdoor medium under the
Ministry of Tourism’s “Incredible India Campaign”. Ministry of Tourism, Department of
AYUSH and NABH brings Accreditation for Wellness Centers.
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RECOMMENDATION
» Wellness tourism week should be celebrated with collaboration of wellness tourism centres

* In India, destinations should be rightly identified where wellness tourism centres can be
established

* Policy framework for wellness tourism should be investor friendly
» Wellness tourism should be endorsed by celebrity

* On regular basis, Ministry of Tourism and State Tourism Department should arrange workshop
and training programme for wellness instructors.

» Government should release funds for the development of infrastructure suitable for wellness
tourism and also offer concession or relaxation to wellness tourism service providers.

CONCLUSION

The SWOT analysis brings forth the following issues. India has a wide range of tourism
resources, equable climate, variety of cuisine and vivacious culture. Lack of international
accreditation among tourism providers means poor coordination among services.Poor
infrastructure in terms of roads, drainage and traffic systems. Unscientific waste management
system and pollution control. Ayurveda & spa available in all major resorts. Ayurveda is a form
of Ayurvedic medicine. It has been linked to sexual exploitation and development of sex tourism.
There are also concerns over unlicensed and unqualified medical practitioners getting established
in the region. Wellness broadens the original understanding of health and rather than a state free
from desease aims for a multidimensional balance in the given situation. This notion of wellness
as positive health invites to broaden the curative spa services of more general offerings that focus
on the individuals’ subjectively perceived well-being... Promoting the social component of
wellness as an experience possible to all humans, not just the healthy and rich, allows for
engaging new social groups that are now left untreated by the general wellness offer in the
tourism context, elderly persons, minorities, youngsters etc.. This broader understanding of
wellness would open the private wellness centers to the local communities, becoming place
where everybody can come to feel better.

Wellness tourism is much broader; it addresses the complexity of human and penetrates beyond
the material barriers, which is essential in restoring the human being (balance on physical,
emotional, mental and spiritual plans,) by inducing a state of well-being. Understanding the
meaning of the wellness concepts, although very theoretical at first sight, helps management of
wellness facilities to position themselves on the wellness market by consciously choosing which
wellness demand they will respond to with which services and products. A proactive approach to
wellness tourism would not only address the current trends on the market, but would also create
offerings that help the persons to feel better in the broader sense of wellness. The human need to
attain wellness can be met not only through spa treatments and wellness oriented products, but
also services that have not until now been traditional in the spa setting — communication courses,
family days, silence hours, creativity workshops or many others. A conceptual option is
introducing a position of a wellness coach who gives initial assessment and guidance to new
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coming clients and provides continuity to returning clients with respect to their wellness path.
And even if the offer is focused on activities that are predominantly physical, wellness providers
should be aware of the spiritual, psychological or holistic dimensions of the experiences and
consciously use them in the strategic planning or market positioning. The term “wellness” has
already been used as a marketing label for various services across the world. Understanding the
meaning the wellness concept allows further use in the promotion matter — in the external
marketing for labeling services and treatments that could be otherwise seen by customers as too
spiritual or uncommon (as tai-chi, meditation, thai massage and others); but also in the internal
marketing for creating a shared vision of the institution or a common ground for staff
professional (and personal) growth.
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