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ABSTRACT: The Covid’19 pandemic hit hard all economic sectors. 
Tourism – one of the growth accelerators for many economies worldwide – 
registered astronomic losses.  
Since 2014 tourism was playing an ever-increasing role in the Portuguese 
economy; in our opinion the sector must reinvent itself beyond the 2027 
Tourism Strategy. After long lockdown periods, many travellers feel an 
urgent need be able to travel again and enjoy new experiences. So, there are 
several key trends to explore in the post pandemic years. 
In this article we explore Portugal’s opportunity to boost wellness tourism, 
particularly as an integrative wellness destination. !
Keywords: PENT2027; Portugal; Sustainable Development; Tourism; 
Wellness. !
Introduction 

The Covid’19 pandemic is negatively impacting population and world 
economy, and is interrupting a growing line of average age expectancy, 
especially in the so-called western societies. On the verge of the post 
pandemic era, a certain sense of normal life - the ‘new normal’ - is being 
felt by those communities whose governments had the economic power to 
buy enormous quantities of vaccines.  

After long lockdowns at home and remote work for many people 
those affected are eager to start travelling again at home and abroad. 

For many reasons, tourism is expected to be one of the economic 
engines of the post pandemic recovery. However, from a sustainability 
perspective it will be important that themes like over tourism and the effect 
of tourism on climate change are correctly addressed by policymakers and 
stakeholders.  

In terms of tourism subsectors, wellness is proving to be one of the 
fast growing. Wellness tourism is multidimensional and incorporates many 
of the attractiveness factors that tourists are looking for right now.  

Portugal, successfully overcame the 2008 global financial crisis after 
implementing a tourism-focused strategy (among other actions). Hit by the 
pandemic, the country will rely again on tourism. Considering that 
significant changes - also at the country level - must be addressed in the 



post pandemic, we understand that Portugal has all the potential to become 
one of the world’s leading wellness destinations.  

The main purpose of this article is to explore Portugal’s opportunity to 
boost wellness tourism. In chapter one, we address the main differences 
between health and wellness as well as the main dimensions of wellness. In 
chapter two, we present the concept of wellness tourism, its economic 
importance and the key trends worldwide. Wellness tourism in Portugal is 
analysed on the 3rd chapter; the chapter starts with a reference to the 
National Tourism Strategy 2027, and includes a SWOT analysis of 
wellness tourism in Portugal. The last chapter presents some final 
considerations. 

Our aim is that this study may become a catalyst for tourism 
stakeholders, investors and executives to design and implement tourism 
wellness projects as well as to contribute to the creation of a national 
wellness tourism strategy. !
1. Health vs wellness 

The World Health Organization (WHO) defined in 1948 health with a 
sentence that is still applied by modern authorities: “health is a state of 
complete physical, mental, and social well-being and not merely the 
absence of disease or infirmity” (Feldman, 2021; WHO, n.d.). 

Later, in 1986, the WHO widened the definition to: “a resource for 
everyday life, not the objective of living. Health is a positive concept 
emphasizing social and personal resources, as well as physical 
capacities” (Feldman, 2021). This is a comprehensive vision focused on the 
social role of the individual in the society and the interrelation between a 
healthy lifestyle, meaning and purpose.  

In 2009, researchers publishing in ‘The Lancet’ journal defined health 
“as the ability of a body to adapt to new threats and infirmities. The authors 
understand that pathologies are inevitable, but modern science is able to 
discover combat and/or eradicate them” (The Lancet, 2009, p. 781). Their 
conclusion is that “health is an elusive as well as a motivating idea. By 
replacing perfection with adaptation, we get closer to a more 
compassionate, comforting, and creative programme for medicine—one t 
which we can all contribute” (The Lancet, 2009, p. 781). 

Regarding wellness, one of the most widespread quotes regarding the 
history of the concept is “wellness is a modern word with ancient roots”. 
The first records of wellness as both preventive and holistic can be traced 
back to ancient civilizations from the East (India, China) to the West 
(Greece, Rome) (GWI, n.d.-a). The Global Wellness Institute (GWI) has 
compiled several milestones of the wellness history as described in Fig. 1:   !

https://www.who.int/about/who-we-are/constitution
https://www.who.int/healthpromotion/conferences/previous/ottawa/en/


!  
Fig. 1 – Milestones of wellness history 

Source: Global Wellness Institute !
According to the GWI records, in the19th century in Europe and the 

United States, a variety of intellectual, religious, and medical movements 
developed in parallel with conventional medicine. With their focus on 
holistic and natural approaches, self-healing, and preventive care, these 
movements have provided a firm foundation for wellness today. Wellness 
focused and holistic modalities have gained more visibility since the 1960s/
1970s under the writings and thought leadership of an informal network of 
U.S. physicians and thinkers (such as Halbert Dunn, Jack Travis, Don 
Ardell, Bill Hettler, and others). As these have evolved, proliferated, and 
gone mainstream, they have informed the healthy-living, self-help, self-
care, fitness, nutrition, diet, and spirituality practices that have become a 
flourishing wellness movement in the 21st century (GWI, n.d.-a).  

The Global Wellness Institute defines wellness as: “the active pursuit 
of activities, choices, and lifestyles that lead to a state of holistic health” 
(GWI, n.d.-b). There are two important aspects to this definition: 1) First, 
wellness is not a passive or static state, but rather an “active pursuit” that is 
associated with intentions, choices, and actions as we work toward an 
optimal state of health and wellbeing; 2) Second, wellness is linked to 
holistic health – that is, it extends beyond physical health and incorporates 



many different dimensions that should work in harmony (GWI, n.d.-b); 
(see Fig. 2): 

� 	

Fig. 2 – Wellness Dimensions 
Source: Global Wellness Institute !

Moreover, according to the “2019 Wellness White Paper”, wellness: 
―is an economic growth driver; 

―improves public health; 

―supports protection of natural & cultural assets;  

―supports workforce development and worker welfare; 

―enhances quality of life & social capital (GWI, 2019).  !
The same publication, emphasises that wellness economy has much to 

contribute to this dialogue, as well as to the UN Sustainable Development 
Goals (in particular, Goal 3: Good Health and Well-being) – from new 
modalities, services, and businesses that support health and wellbeing; to 
changing the way we take care of our health; to formulating new wellness-
enhancing environments in which we can work, travel, and live. The global 
wellness economy is the private sector engine that can partner with 
governments and communities to work toward these broader aims of 
wellbeing and happiness, spreading the benefits of growth and 
development to all (GWI, 2019). It also outlines the cross-cutting impacts 
and opportunities that a growing wellness industry can offer for 
development and growth in countries, regions, and communities around the 
world (GWI, 2019), as we will see in the next chapter.  

Although wellness as a concept enjoys global interest, the ways in 
which it is used in hospitality, healthcare and destination development can 



greatly depend on the local circumstances (HTWW&WTA, 2021; Todd, 
2021). !
2. Wellness tourism  

In the 21st century, tourism has been shaped by profound structural 
changes in the sector that have shifted the focus to meeting increasingly 
diverse demands. Beyond passive stays in the sun, tourists today are 
interested in engaging in various athletic and sport activities, increasingly 
appreciate contact with nature, and, above all, value the availability of 
recreational offerings and facilities (Andreu, M., Font-Barnet, A., Roca, 
2021; Pavón&Tabales, 2010). 

Tourism has become one of the world’s largest economic sectors in 
terms of business generation. “As a result of the exponential growth of 
tourism, particularly in the years following the global financial crisis, there 
has been an almost unlimited expansion of tourism supply” (Ribeiro et al., 
2020, p.43). The sector had grown steadily until February 2020, that is, 
before the outbreak of the pandemic. Until that time, tourism barely 
stopped expanding. The improvement of the living conditions of the 
world’s population and in particular the growth of disposable income, made 
people start to spend more on the travel and leisure markets (Costa, 2021). 

One year ago, we had already advocated that “in the midst of the 
whirlwind caused by the Covid-19 pandemic, we understand that it is 
necessary to promote positive communication to boost creativity and, 
together with economic incentives, relaunch this activity that has 
contributed so much to economic, cultural and social development 
worldwide” (Ribeiro, 2021, p. 203). By then, we already highlighted that 
“Tourism has the ‘wow’ factors that the world needs; it now needs a boost 
and support from governments, experts, stakeholders, including researchers 
and scholars, etc., in order to reset and implement all sustainability 
strategies and projects that were on hold by the end of 2020” (Ribeiro, 
2021, p. 221) , such as wellness tourism projects. 

The World Travel Association (WTA) looks at Wellness Tourism as "a 
specific division of the global tourism industry defined by the common 
goal of marketing natural assets and activities primarily focused on serving 
the wellness-minded traveller and those who want to be" (WTA, n.d.). 

Wellness tourism includes consumers who travel to maintain their 
well-being and life satisfaction through the experiences of healthy 
treatments, according to Fernandes & Fernandes (n.d.). For the authors, 
“wellness has to do with quality of life. In a holistic approach to health 
(Chinese ayurvedic and integrative medicines) wellness treatments and 
therapies restore the vital balance among bodies mind and spirit toward 
equilibrium and health harmony. This harmony re-balances and restores the 



energy flow bringing about overall well-being” (Fernandes&Fernandes, 
n.d.). 

It is a vision very similar to the one presented in 2013 by Prof. 
Amitabh Kant who defined “wellness tourism as travel with the pursuit 
of maintaining or enhancing one’s personal wellbeing. This includes 
both physical and inner well-being” (Kant, 2013). Therefore, we can say 
that wellness tourism turns travel into an opportunity to maintain and 
improve holistic health. We are aligned with this perspective  

According to the GWI, this kind of tourism has several benefits. 
Firstly, it brings precious moments of relaxation and rejuvenation with 
physical activities, healthy food, wellness spas and therapies. Another 
benefit associated with wellness tourism is the preservation of natural 
resources around the world. In fact, wellness tourists love to visit natural 
surroundings whilst providing funding to preserving wild life, forests, 
marine springs, etc. It is also worth mentioning the economic benefits 
generated by wellness tourism:	a)	Contribution to government revenues;	b)	
Employment, career progression and business opportunities to the local 
communities;	 c)	 Direct foreign exchange earnings;	 d)	 Development of 
modern local infrastructure (GWI, 2019).	!

2.1. Global Wellness Tourism Market 
Before the pandemic, the global wellness economy was estimated to 

worth over a USD $4.5 Trillion, as Fig. 3, indicates; it also describes the 
weight of each of the wellness economy subsectors: !

!  
Fig.3 - Global Wellness Economy (updated 2018; data for 2017) 

Source: Global Wellness Institute !

https://www.youtube.com/watch?v=boM8Z0oyZ-Q


Global Wellness Tourism Market is expected to reach $1.2 trillion by 
2027. Amid the COVID-19 crisis, the global market for Wellness Tourism 
estimated at US$735.8 Billion in the year 2020, is projected to reach a 
revised size of US$1.2 Trillion by 2027, growing at a CAGR of 6.6% over 
the period 2020-2027 (Gough, 2021) as shown in Graph. 1: 

!

!  

Graph. 1 - Global Wellness Tourism Market 

Source: Statista 

!
United States Domestic Wellness Tourism is projected to record 4.7% 

CAGR and reach US$779.1 billion by the end of 2027. After an early 
analysis of the business implications of the pandemic and its induced 
economic crisis, growth in the International Wellness Tourism segment is 
readjusted to a revised 12% CAGR for the next 7-year period (Global 
Industry Analysts, 2021). China, the world`s second largest economy, is 
forecast to reach a projected market size of US$220 Billion by the year 
2027 trailing a CAGR of 10.5% over the analysis period 2020 to 2027. 
Among the other noteworthy geographic markets are Japan and Canada, 
each forecast to grow at 3.6% and 6% respectively over the 2020-2027 
period. Within Europe, Germany is forecast to grow at approximately 4.2% 
CAGR (Global Industry Analysts, 2021). 

According to a recent report by Vision Research Reports, the 
global wellness tourism market size is expected to be worth around US$ 
1.10 trillion by 2028 (Reports., 2021). And, the global Wellness Tourism 
market size was valued at US$ 683.5 billion in 2020 and is anticipated to 
grow at a CAGR of 7.10% during forecast period 2021 to 2028 (Reports., 
2021). 

https://www.visionresearchreports.com/wellness-tourism-market-size-share-trends-growth-production-consumption-revenue-company-analysis-and-forecast-2021-2028/37033


The Global Wellness Institute considers that wellness tourism has 
deep, historical roots in Europe, and Europeans are uniquely sophisticated 
wellness consumers. So, it’s no surprise that Europe drives the largest 
number of wellness trips of any global region: 292 million annually. 
European wellness tourism expenditures hit $211 billion a year in 2017 and 
are forecast to rise to $275 billion by 2022–or a 5.5 percent yearly growth 
(GWI, 2018b) - (pre pandemic estimative). 

!!
2.2 Growth Factors 
Among various growth factors, the rising number of health-conscious 

people is contributing to the increasing demand for wellness activities at 
popular travel destinations. Promotional campaigns arranged by various 
governments are also encouraging wellness tourism across the globe. 
Rising disposable income levels, especially in developing regions like 
China, India, and Mexico, have contributed to the increasing demand for 
wellness activities (MND, 2021; Reports., 2021). 

Simultaneously, key companies in the market offer various wellness 
services, such as Spa services, mindfulness training, accommodation, and 
food & beverages. Preference for wellness activities along with vacation 
due to rising cases of various health issues associated with stress, such as 
insufficient sleep and physical inactivity , will drive the market further 1

(MND, 2021; Reports., 2021).  
According to the latest industry reports, the lodging services segment 

held the largest market share, in terms of revenue, in 2020. On the other 
hand, wellness activities are anticipated to be the fastest-growing segment 
over the forecast period as consumers are willing to spend more on health 
and wellness. Wellness activities include Ayurveda treatments, yoga, 
meditation, mindfulness training, Spa treatments, agricultural tourism, and 
so on. Several other popular activities include shopping, dining, and 
sightseeing (MND, 2021; Reports., 2021). Based on travel purpose, the 
market is segmented into primary and secondary wellness tourism. 
Secondary tourism dominated the market in terms of revenue share in 
2020. Primary tourism, on the other hand, is likely to witness the fastest 
growth rate in the coming years. Most of the wellness tourists are repeat 
customers as it satisfied them in terms of wellbeing. Secondary tourism 
activities involve tourists seeking wellness activities when it is not the 
primary motivation of the trip. In secondary tourism, healthful activities, 
spa treatments, and mind & body experiences are added into the leisure or 

	 According to the National Center for Chronic Disease Prevention and Health (NCCDPHP), the 1

productivity losses from absenteeism cost employers USD 225.8 billion or USD 1,685 per person, 
annually.



business travel (MND, 2021; Reports., 2021). Based on the travel type, the 
market is divided into domestic and international wellness tourism. 
Domestic service was the largest segment in 2018, in terms of revenue 
share, and will expand further at a healthy CAGR from 2019 to 2026. 
Rising expenditure recorded by domestic tourists for wellness activities is 
contributing to the segment growth. In 2017, domestic tourists spent around 
150% more than average international tourists (MND, 2021; Reports., 
2021). 

The international tourism segment is expected to witness the fastest 
CAGR over the forecast period due to higher expenditure per trip and a rise 
in the number of trips for the international market. The total number of 
trips increased by around 22% from 2016 to 2017. In 2017, more than 125 
million international trips were recorded. The expenditure on the social and 
physical wellbeing of people, especially pertaining to the need for a healthy 
lifestyle, has boosted the demand for such services in the market (MND, 
2021; Reports., 2021). Asia Pacific, on the other hand, is expected to be the 
fastest-growing regional market from 2019 to 2026. Technological 
advancements and rising disposable income levels in developing countries, 
such as China and India, are likely to contribute to market growth. In 2016, 
a National Medical & Wellness Tourism Promotion board was introduced 
to promote tourism focusing on wellbeing (MND, 2021; Reports., 2021). 

Wellness retreats are on the rise, growing more than twice as fast as 
general tourism. More and more tourists are willing to seek out wellness by 
improving their health and consequently the quality of their life. Along 
with this, wellness centers emphasize spiritual and mental health, healthy 
sleeping techniques and beauty treatments in the hope of improving one’s 
health. They also encourage maintaining a healthy lifestyle through a 
nutritious diet and fitness-related activities (MND, 2021; Reports., 2021). 
Additionally, this type of tourism is extremely profitable as wellness 
travelers generally spend 178 percent more than the average traveler. 
Recent studies demonstrate that wellness travelers are more discerning, 
more cultured and more affluent than many other tourists and their higher 
spending capacity is a vital contributor to wellness travel (MND, 2021; 
Reports., 2021). 

Another new report “predicts a bright future for wellness 
tourism” (Todd, 2021). Wellness travel and wellness service sales are 
forecast to experience rapid growth between now and 2030. The Wellness 
Tourism 2030 Report  predicts a bright future for wellness tourism and 2

confirms that the popularity of wellness services and facility types can vary 
by market segment as well as geographical areas.  The Wellness Tourism 
2030 report is based on information gained in spring 2020 from in-depth 

 The report is a continuation of initial research first published in 2012 as ‘4WR Wellness Tourism 2020’. 2



interviews with 131 industry representatives from 25 countries along with 
59 academics from 24 countries. The aim of the study was to predict what 
the main global and regional trends in wellness-motivated travel will be 
from 2025-2030 (HTWW&WTA, 2021; Todd, 2021). While there was a lot 
of agreement between the two respondent groups, the greatest difference 
was in the assessment of motivation triggers for wellness travel. Industry 
representatives believed that de-stressing, recharging and relaxation will 
lead the demand for wellness trips, while academics stressed the 
importance of self-healing, fitness and also personal reward 
(HTWW&WTA, 2021; Todd, 2021). 

The report was completed during the Covid-19 pandemic, so 
participants considered how travel would be once the pandemic controls 
begin to loosen. Key Takeaways: 

―Resort, eco-spas and wellness centres represent great growth 
potential whereas workplace wellness trips should not expect 
significant development 

―Spiritual practices and treatments based on local, natural 
resources represent the highest growth potential 

―Sport and fitness and medical wellness propositions show 
potential through to 2030 

―Alternative therapies and New Age approaches may not 
represent significant opportunities (HTWW&WTA, 2021; Todd, 
2021). !

Industry respondents forecast that solo female travellers would remain 
a dominant market segment for the wellness travel product in the US, while 
academics highlighted same-sex couples as another important segment. In 
Europe, the study results suggest a more balanced segment mix, comprised 
of couples, groups of friends, families and guests looking for healthy 
options (HTWW&WTA, 2021; Todd, 2021). 

Industry representatives anticipated a significant growth in wellness 
travel while academics were more focused on the growth in wellness 
spend, but both said that wellness represents great opportunities for 
tourism, however, more short-term travel decisions should be expected, as 
well as shorter travel distances (HTWW&WTA, 2021; Todd, 2021). !
3. Wellness tourism in Portugal 

Portugal has reached top positions in the world’s travel and tourism 
market. Between 2010 and 2019, tourism almost doubled in the country. In 
2019, with a population of about 10 million people, Portugal attracted 27.1 
million guests and generated 70.2 million overnight stays. According to the 
World Travel and Tourism Council (WTTC), direct, indirect and induced 



impacts of tourism accounted for 19.8% to the GDP (Costa, 2021; WTTC, 
2021).  

According to Costa (2021), the enhancement of the living conditions 
was critical for the rapid expansion of domestic tourism. In addition, the 
improvement of facilities and infrastructure and the increasing visibility of 
the country associated with high levels of security and hospitality made 
tourism expand. Furthermore, in the World Travel and Tourism Awards 
2019 Portugal was ranked right at the top of the world’s best destinations, 
winning 24 prizes, including Europe’s leading beach destination, leading 
adventure tourism destination, leading cruise destination, and leading city 
break destination. In addition to this, the Executive Digest1 ranks Portugal 
first with the best tourism promotion in Europe, and the third best in the 
world  (Costa, 2021).  3

Then arrived the pandemic. The impact of COVID-19 on Portugal 
(and on the world) is still ongoing.  

The emergency programmes put forward in Portugal have been 
supported by the Portuguese government only. However, according to 
Carlos Costa, it would be wise to consider their continuation in the future 
because in the short run the priority should be to protect the tourism 
economy and prevent jobs from disappearing. Therefore, European 
Commission support should be channelled to tackle the actual state of 
calamity, and to avoid tourism businesses from bankrupting (Costa, 2021).		

Portugal Strategy 2030  is strongly rooted in a document named 4

‘Strategic Vision for Portugal’s Economic Recovery Plan 2030’, or as it is 
often labelled, the ‘Costa e Silva Plan’ . The plan calls for several 5

structural changes, and defends that tourism should be seen as a driving 
force to boost new economic dynamics in the country, and also that the 

 The same positive scenario happened during critical pandemic years with several world and European 3

awards in 2020 and 2021: https://www.worldtravelawards.com/winners/2020; https://
www.worldtravelawards.com/winners/2021. Portugal ranked first in the best European countries: https://
www.europeanbestdestinations.com/best-of-europe/best-countries-to-visit-in-europe/. Last accessed in 
12.10.2021.

 Portugal’s policy orientation for the period 2020-2030 is included in a report called ‘Portugal Strategy  4

2030’ (Estratégia Portugal 2030). This document creates four thematic agendas for the country: 1. People 
first; 2. Digitalisation, innovation and qualification of human resources; 3. Climate transition and 
sustainability; 4. Competitiveness and cohesion. Resulting from a national debate, the ambitious initiative 
has outlined several crucial goals and targets to be reached across three dimensions of sustainability; 
Economic, Social and Environmental. Within this framework, Turismo de Portugal has developed a set of 
monitoring indicators, otherwise known as SITS (Sustainable Tourism Indicators System) based on 
recommendations from international organisations (UNWTO, Eurostat).

 Costa Silva, A. (2021) Visão estratégica para o plano de recuperação económica de Portugal 2020-2030, 5

Lisboa. Available: https://www.portugal.gov.pt/download-ficheiros/ficheiro.aspx?v=%3d%3dBQAAAB
%2bLCAAAAAAABAAzNDAytAQAziD%2fFAUAAAA%3d. Last accessed: 21.10.2021

https://www.portugal.gov.pt/download-ficheiros/ficheiro.aspx?v=%253d%253dBQAAAB%252bLCAAAAAAABAAzNDAytAQAziD%252fFAUAAAA%253d
https://www.worldtravelawards.com/winners/2020
https://www.worldtravelawards.com/winners/2021
https://www.europeanbestdestinations.com/best-of-europe/best-countries-to-visit-in-europe/


chain of operations and operations management should be shrunk in order 
to strengthen the local economic basis. In other words, when businesses are 
made more locally, internal networks may be strengthened and diversified, 
which makes the local economy grow and develop in a more sustained and 
sustainable way (Costa, 2021).  

3.1 2027 Tourism Strategy 
The 2027 Tourism Strategy  was approved by the Portuguese 6

Government in 2017 under the patronage of Ana Mendes Godinho (former 
Secretariat of State for Tourism Portugal) to embed sustainability into the 
national tourism policy. With ethical tourism policies and eco-friendly 
initiatives high on the global agenda, Portugal put together a cohesive 
strategy to position the nation as a leading destination within the 
sustainability criteria and a thought leader in the future for European and 
cross-continental tourism (Araújo, 2017; Godinho, 2017; Rokou, 2019). 
The sustainability pillars were structured as follows: 

―Environmental Sustainability 
The 2027 strategy looks to maximize the efficient management of 

water, energy and waste. The objective is to improve environmental 
efficiency from the public and private sector related with Tourism, 
increased efficiency and focused development in the effective management 
of resources. The key milestones pertaining to the environment include: 

▪ Energy – to boost the number of tourism companies developing 
energy efficiency measures by 90% in 2027. 

▪ Water – to boost the number of tourism companies developing 
water efficiency measures by 90% in 2027 

▪ Waste – To boost the number of tourism companies developing 
waste management measures by 90% in 2027. 

―Social Sustainability 
The strategy works with three goals in mind: to solidify the standard 

of qualification for the Portuguese workforce, reduce seasonality amongst 
tourists and improve residents’ satisfaction with the process of tourism 
development. The following social goals have been outlined: 

▪ Skillset – the 2027 strategy will aim to increase the number of 
‘secondary’ level skilled workers from 30% (2015) to 60%, and 
superior skilled workers from 12% (2015) to 28%. 

▪ Year-round Tourism – to reduce seasonality from 37.5% to 
33.5% by 2027 and have tourism figures positively even out 
across all seasons. 

The objective of SITS will be to evaluate the performance and progress of the 2027 strategy. Retrieved 
from: ccosta_for_ec.covid-19.report_txt.final_.pdf (portugal2020.pt). Last accessed in 14.10.2021

https://www.portugal2020.pt/sites/default/files/ccosta_for_ec.covid-19.report_txt.final_.pdf


▪ Local attitude towards tourism – to increase the number of 
locals recognizing the positive impacts of tourism by 90% in 2027. 

―Economic Sustainability 
The 2027 Tourism Strategy is focused on boosting economic 

sustainability by increasing the number of overnight stays and revenues 
from Tourism as a result of the touristic activity. The strategy outlines a 
clear plan to have overnight stays in the country rise from 48.9 million 
(2015) to 80 million by 2027. In return, revenue generated as a result of 
tourism will look to rise at a rate beyond double from 11.5 billion (2015) to 
26 billion in 2027. There will also be an aim to increase the average stay 
and average spend of guests in certain regions as this can be a decisive 
factor in economic progress. The monthly evolution of overnight stays by 
region also allows for the seasonality of tourism to be managed. Further to 
this there is an active emphasis on increasing the average stay and spend of 
guests in non-traditional regions to promote additional and balanced 
demand dispersal to accelerate significant economic progress (Araújo, 
2017; Godinho, 2017; Rokou, 2019). 

―2027 Action Plan 
The action plan includes seven key verticals put in place in order to 

ensure the stability of tourism based on the following five strategic axes; 
Value the territory, boosting the economy, enhancing knowledge, increasing 
connectivity ang promoting the country. Some of the measures already 
implemented include: “Valorizar” Program, Portuguese Trails, Portuguese 
Waves, Sustainability Criteria for investment & Classification, Promoting a 
more inclusive tourism, Innovation, Promote Knowledge (Araújo, 2017; 
Godinho, 2017; Rokou, 2019). 

New programmes to help relaunch the industry are being implemented 
to overcome the tremendous pandemic impact. !

2.  The golden opportunity for wellness tourism in Portugal 
The health and wellness markets are expanding fast. Health and 

wellness brand destination becomes more important to promote the image 
of high-quality healthcare in a location (city/region/country). Seeking to 
attract international patients from around the world partners and 
stakeholders should work together to develop network synergies health and 
wellness clusters. Hotels and resorts become healthcare facilities for prior 
and post-surgery medical travellers (Fernandes&Fernandes, n.d.) 

The attractiveness and competitive advantage of medical/ aesthetical 
tourism are competitive prices on a global scale international accessibility 
and proximity international accreditation/certification and excellence. 
Excellence is defined as a high-level of holistic quality (several levels and 
parameters) which exceed expectations including accredited hospitals 
qualified doctors certified surgeons qualified anaesthesiologists qualified 



nurses and others professionals advanced technologies efficacious 
therapeutic procedures faster medical services affiliation with universities 
and research centres humanization of healthcare beautiful hospitals 
hospitality/hotel structure linguistically competent teams healing climate 
pleasant environment/ landscapes healthy gastronomy and partnership with 
luxury hotels and resorts  (Fernandes&Fernandes, n.d.).  

In a post pandemic report addressing the post pandemic economic 
recovery, the European Union states that as far as Health & Wellness (SPA) 
tourism, Portugal offers great potential in the area as growing numbers of 
units are modernizing in order to cope with growing demand. During the 
pandemic, spa hotels saw their demand increase owing to their capacity to 
provide accommodation together with health and wellness facilities in low-
density areas, away from crowded urban centers (Costa, 2021). 

Thermal Spas are still sought after for medical treatments. However, 
in the recent past many of them have already introduced complementary 
products of health and wellness or even have shifted definitively to this 
market. This tendency clearly coincides with the future, since people are 
increasingly more interested in quality of life, happiness, slow tourism, and 
body care (Costa, 2021) . 

In this context, the EU defended the following recommendations: 
―‘Spa’ tourism is an effective way of meeting Europe’s objective of 

creating new opportunities for health care; 
―Investments should be oriented to the restoration of historic 

buildings and enhancing the surrounding areas; 

―Being located in low-density areas, investments in Spa 
establishments should be designed to include both tangible and 
intangible offers in order to create spill-over effects to the 
communities and boost local development (Costa, 2021, p. 176). 

According to the Luxury Spa Edit, Portugal is a dream destination; 
combining cultural hot-spots with lush green landscapes and wide-
stretching beaches, it also boasts some of the best Spa and wellness 
Retreats in Europe. The editor’s best of the best destinations are: EPIC 
SANA, Algarve; Anantara Vilamoura, Algarve; Palácio Estoril Hotel, Golf 
& Wellness; Vilalara Thalassa Resort & Medical Spa, Algarve; Tivoli 
Palácio de Seteais, Sintra (LSE, 2021). To this list we must add Six Senses 
Douro Valley, in Lamego, and Cascade Wellness Resort, in Lagos, Algarve, 
that has just been awarded the Best Sports Resort and Best Family Resort 
in Europe . 7

Nevertheless, it is important to consider that, in Portugal or elsewhere, 
wellness is not only about luxury and wellness destinations may not be 

 Cascade Wellness Resort. 2021 World Travel Awards. Retrieved from. https://7
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wellness retreats only as wellness goes far deeper than spa days and sweaty 
bootcamp classes under shaded lodges. Or, as says Annie Daly, “actual, 
genuine wellness is a far cry from the homogenous images of overpriced 
grain bowls you see all over the place” (Daly, 2021a, 2021b).  

Moreover, she points out that” true health and happiness isn’t 
something you can always check into or buy with one click - it’s about the 
way you live your life every day. And while it may be trendy right now, it’s 
certainly not a trend; people around the world have been practicing wellness 
in a variety of ways for centuries, everywhere from Jamaica, Norway, and 
Hawai’i, to Japan, India, and Brazil” (Daly, 2021a, 2021b). And we add, 
Bhutan, the birthplace of Gross National Happiness (Ura, K., Alkire, S., 
Zangmo, 2012) .  

Aligned with the above-described notions, new projects are being 
designed and developed in Portugal targeting different segments. An 
example is “Vale de Rans” - a future health and wellness resort . The 8

project has evolved from rural tourism and is located in Minho Region, one 
of the most well-preserved regions of the country in terms of natural 
landscape.  

In terms of trends, experts highlight Wellness Real Estate and 
Communities (GWS, 2021). 

The pandemic ignited demand for “well” homes and new trends–from 
developments that blend home, work and wellness to a huge new value for 
nature to a shakeup in senior living to thinking beyond the billionaires 
(GWS, 2021).  

Way back in 2007, Global Wellness Symposium (GWS) trends 
forecasters named “spa real estate” a rising trend (when destination spas 
were starting to add homes). In 2015, they named “wellness homes, 
communities and cities” a top trend, exploring just how much more 
comprehensive and meaningful the idea of building for human health had 
become. According to GWS, now, we all know that the pandemic 
completely transformed the concept, function and value of the home. It 
became our “everything” (from where we work to workout), and during 
this long crisis, more people have questioned where and how they want to 
live (what they want in a home and community). The answer, in a word, is 
“more wellness”: more safety; nature and sustainability; space and serenity 
to work; and more purpose, meaning and true community (GWS, 2021) . 

More people now seek homes and communities purpose-built to 
deliver more physical, mental and social wellbeing. This is not just a 
temporary fallout of the pandemic, but because of bigger cultural, 

 Vale de Rans – Turismo de Saúde e Bem-estar, hotel residencial. Retrieved from: https://8
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environmental and demographic shifts that will play out over decades 
(GWS, 2021). 

Other rising trends, according to GWS research, are: 1. more wellness 
“hardware”; 2. New programming angles; 3. Nature, nature, nature: from 
biophilic design experiments to regenerative living; 4. The Work From 
Home (WFH) shake-up; 5. Baby boomers will reinvent “senior living” 
around wellness, Beyond the elitist high-end.  

It is also emphasized that there are so many more trends to talk about: 
from the powerful impact millennials will have on this market to the new 
resort/residence/community models that big wellness resort players (Six 
Senses, Aman, SHA Wellness, GOCO Hospitality, etc.) are creating. It’s a 
whole different future for wellness real estate and communities than the 
one imagined in 2019 (GWS, 2021), specialists say. 

Additionally, the Global Wellness Symposium has identified six trends 
that create a framework for how developers and investors can think about 
the planning and design of wellness real estate. The trends are: 1. created 
“on purpose” - not in name only; 2. all sizes matter - principles of wellness 
communities applied at any scale; 3. people first - versus bricks and mortar 
focus; 4. uniquely contextual - responding to the local context; 5. 
accelerated and activated - requires programming, operational support and 
continued evolution - never finished; 5. an ear to the past and an eye to the 
future - provides inspiration (GWI, 2018a, 2021).	

In terms of wellness real estate communities, new research 
demonstrates that the market doubled from 2017-2020 – Reaching $275 
Billion. The Global Wellness Institute released by the end of September, 
2021, this research on the wellness real estate market, and it reveals 
incredible recent growth: 
▪ The global market nearly doubled in 3 years: from $148 billion in 

2017 to $275 billion in 2020. That’s 22% annual growth; 
▪ The pandemic further fuelled growth: from 2019-2020, wellness real 

estate grew by over 22%, even as overall construction shrank by 
-2.5%; 

▪ The number of wellness-focused residential projects worldwide more 
than tripled: from 740 in 2017 to over 2,300 today; 

▪ The top 20 national markets for wellness real estate all show striking 
3-year growth. Japan (360% growth) and Canada (240% growth) are 
standouts – and the US, China, UK, France, Netherlands, Denmark, 
Switzerland, Singapore, Norway, Italy and Finland all essentially 
doubled their markets (McGroarty, 2021). !

So, based on global visions and learnings of this research, we decided 
to synthetize our perspectives and notes regarding the Wellness Tourism in 
Portugal on the following SWOT analysis (see Figure 4):  



!

!  

Fig. 4: Wellness Tourism SWOT analysis 

In spite of the big challenges that the country and the world is facing 
right now, in our opinion wellness tourism can become one of the anchors 
of the tourism sector in Portugal. In addition to the strengths and 
opportunities described above, wellness tourism will contribute to the 
country’s key strategic policies like innovation and sustainability. On the 
side of the weakness and threats, at local and global levels, it’s important to 
emphasize that the Covid pandemic human and economic negative impacts 
will still affect our lives long beyond 2019-2021. 

4. Final considerations 
Wellness tourists increasingly want to indulge in memorable 

experiences and satisfy their wellness requirements to feel good. 
Additionally, wellness tourism can help with all aspects of our lives, from 
mental to emotional, and of course, physical (Bambini, 2020).  

European Union leads the vision that wellness offers a new 
perspective for a post COVID-19 world. The response to COVID-19 is 
unprecedented because it compels us to work together to combat a global 
public health issue. Government decisions are now driven by the 
imperative to contain the physical and economic suffering of citizens. 
Businesses, communities, and individuals are urged to change their 
behaviours to contain the virus – from working and schooling at home, to 
hand-washing and wearing masks. Imagine if we applied this same resolve 
and collaborative action in the aftermath of the crisis, to address the 
pervasive and immense physical, mental, social, and environmental 
unwellness around us. There is much that we can do to strengthen our 
wellness foundations and build resilience for ourselves, our families, and 



our communities – but to do so will require us to shift our priorities and 
change our behaviours at all levels (Costa, 2021).  

A similar perspective is highlighted in the 2020 Compendium of the 
GWI’s White Paper Series, “Resetting the World with Wellness,” explores 
how a holistic concept of wellness could transform human life, including 
our workplaces, built environment and mental wellbeing. Each of the eight 
white papers included in the Compendium considers ideas that have the 
potential to positively change our world in unprecedented ways (GWI, 
2020). 

Based on our study and in line with the content of the previous 
paragraphs, we understand that wellness tourism is definitely an anchor 
element to take into consideration when defining post pandemic growth 
strategies, particularly in Portugal. 

The capacity to adjust fast and create synergies between local wellness 
destinations and integrate several subsector operators to expand offer and 
experiences will be, in our opinion, key actions to boost wellness sector in 
Portugal – this is what we define as becoming an integrative wellness 
destination.  

Furthermore, the creation of a wellness destination brand is essential 
to create awareness of the potential and of the already existing wellness 
infrastructures.  

We also defend that short and mid-term growth strategies should 
include wellness real estate projects as well as health and wellness 
communities. Events to promote both concepts will be highly beneficial.  

In our perspective, in order to become an important player, a national 
wellness strategy as well as a good communication plan needs to be put 
together as soon as possible.  !
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