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[ standortagentur tirol ] : [ wellness ] [ health ] [ tourism ] [ hardware ] [ lifestyle ] [ innovation ] [ economy ] [ research ] : [ global wellness summit ]

Even though it may be unusual 
for a US-dominated event to 
look into the past, we would 

still like to do so at the Global Well-
ness Summit in Kitzbühel,” Franz 
Linser expands on the summit’s 
motto, which is “Back to the Future.” 
However, as the wellness expert 
quickly admits: “This will not be a 
nostalgic patting each other on the 
shoulder.” The idea, much rather, is 
to take a look at past prognoses from 
the point of view of whether they 
have come true or not, whether the 
experience has been a positive one 
or not. And Linser dares to predict: 
“The answer is an extremely posi-
tive one. And, it seems to me, for a 
simple reason: wellness in its com-
prehensive form has become abso-
lute mainstream. Wellness is not just 
present at hotels, in the meantime 
it is also present in our very lives.” 
An everyday presence that also finds 
expression in the (invited) guests of 
the summit. Around five hundred 
top representatives, not only from 
the hotel industry, tourism, wellness 
and fitness, but also from the fields 
of beauty, finance, medicine, archi-
tecture, design, realty, manufacture 
and technology, one year after the 
summit in the metropolis Mexico 
City now make their way to the “little 
Alpine town” of Kitzbühel. 

That Tyrol is a worthy location for 
the anniversary event is also con-
firmed by Susie Ellies, President & 
CEO Global Wellness Summit, by 
saying that the congress was thus 
returning “to the cradle of well-
ness tourism.” After all, this place, 
just as Austria in general, was “the 

first country, twenty-five years ago, 
where people knew how to wrap up 
wellness intelligently and market 
it.” Today, besides winter sport and 
mountain adventure, it is exclusive 
wellness landscapes and professional 
health packages that are the reasons 
for guests from Austria and abroad 
for deciding on a holiday in Tyrol. 

Yet time, when it comes to well-
ness, has not stood still in Tyrol. The 
industry has moved away from ex-
clusive wellness packages, which the 
guest merely takes advantage of as a 
bonus, and towards holistic concepts 
– coming with the local touch, such
as alpine wellness packages relying
on the health effects of the alpine al-
titudes, or on specialties such as mas-
sages with rock oil, innovative timber

construction, or using local organic 
produce in the kitchens. 

“Tyrol’s great credibility in the field 
of wellness” is also underlined by Ty-
rol’s Governor Günther Platter, who 
refers e.g. to the Cluster Wellness 
Tirol which in the meantime lists no 
less than 105 businesses, “that gener-
ate a turnover of 461 million euro per 
year and employ some 7,000 people.” 
People who, in the Tyrolean wellness 
tourism, work mainly in family-run 
businesses. In this light, as Franz Lins-
er points out, Kitzbühel is the perfect 
location: “We put up the delegates as 
we put up our guests – in family-run, 
small establishments. Where you 
can’t help but take in the place, enjoy 
looking at people. That, in Tyrol, is 
part of a wellness holiday.” ]

STANDORT
 Special EditionTHE LATEST NEWS FROM STANDORTAGENTUR TIROL

[ WELLNESS-DESTINATION AUSTRIA ]

According to the updated research report of the Global
Wellness Institute, the worldwide wellness market is worth 

some 3.4 trillion dollars and thus three times as much as the 
entire drug industry. And the growth rates of the sector too are 
impressive. Wellness tourism, seen on a global scale, grows by 
some 50 per cent faster than tourism in general. As a mainstay 
of the wellness industry, wellness tourism turns over around 
500 billion dollars. From an international perspective, Europe, 
with around 216 million wellness trips a year, is the number one. 
Austria, according to the report, occupies the top spot when 

12.7 billion euro. And the wellness guest is a very precious guest, as some Tyrolean statistics are showing. Their daily 
expenditures in winter are 143 euro and thus much higher than the Tyrolean average, which is 119 euro. And also in 
summer the wellness guest spends considerably more than average, namely 158 as compared to 123 euro. 
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 PATRIZIA ZOLLER-FRISCHAUF
Minister for Economic Affairs,  

Province of  Tyrol

Tyrol is not only one of the global
tourist hotspots, Tyrol has also 

long since established itself as a pul-
sating, innovative business location on 
an international stage. The country 
relies on a healthy sectoral mix of 
trade, industry and tourism. Among 
our companies are both world 
market leaders and niche specialists, 
as well as hidden champions. The 
success of these businesses not least 
is founded on the close coopera-
tion with the local universities and 
research institutions, together with 
whom they develop innovations and 
thus secure a competitive edge. This 
cooperation has been supported by 
the State of Tyrol with 40.8 million 
euro in subsidies in the year 2015 
alone, with an overall project volume 
of around 403 million euro. 

too Tyrol is among the leaders. Top 
level research, world-class medical 
scientists, successful enterprises, 
state-of-the-art infrastructure, ath-
letic, health-conscious people, and 
the surrounding nature – they all 
together, like pieces of a puzzle, make 
up the successful Tyrolean health 
management. Thus, for example, 
 scientists in Tyrol are working on a 
new treatment for tumors on the 
basis of cancer-killing viruses. 

What also makes the country 
stand out against its international 
competitors is the strategic decision 
to link up the Tyrolean know-how 
in health, technology and tourism. 
The vision behind this is to develop 
Tyrol into a Smart Region and the 
most popular power place of the 
Alpine world. We can achieve this 
by deliberately promoting lighthouse 
projects that serve to highlight the 
Tyrolean competences. Wellness and 
health in this context naturally play a 
central role. 

The fact that the Global Wellness 
Summit, the most important get-to-
gether of the industry, is taking place 
in Tyrol on the occasion of its tenth 
anniversary, pleases me enormously. 
A better place for promoting this 
synergy of technology, health and 
tourism than Tyrol, I am sure, would 
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The CubileHealth sensor system 
 measures data as we sleep

The lamp specialist planlicht relies on 
new technologies for “healthy light”

Organoid processes grasses, blossoms, 
etc. into natural decorative coatings

Hardware Page 4

Physiotherm proves the effect of its 
heat applications in dedicated studies

 technology guarantees deep relaxation

Tourism Page 6

A lack of snow was the starting signal 
for the Alpenresort Schwarz

With consistency and quality the Sonn-
hof became the Tyrolean Ayurveda Resort

Wellness Page 7

“Franz Linser on the wellness hotel as 
an alternative world and future strategies

The Cluster Wellness Tirol pools 
“healthy” Tyrolean core competences

SUMMIT HISTORY

T– in those days called Global Spa
Summit – took place in New York, 
in 2007, in order to give leaders and 

to discuss the future of the industry. In 
2008, the second summit was held in 
the Big Apple, after which the interna-
tional wellness conference took to the 
road: Interlaken 2009, Istanbul 2010, 
and Bali 2011. One year later, industry 

in Aspen under the banner Global 
Spa & Wellness Summit, then in New 
Delhi in 2013, and in Marrakesh in 
2014. As Global Wellness Summit the 

in 2015. To the honor of hosting the 
conference on its tenth anniversary, 
Kitzbühel beat co-candidates the 
United Arab Emirates, Singapore, and 
New Zealand. And so the biggest 
international wellness congress for 
invited guests in 2016 sets up shop at 
the foot of the Hahnenkamm. 

Besides winter sport and mountain adventure, guests are attracted to Tyrol by 
world-class wellness. 
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It is not so easy to say how many 
cells a human being consists of. 
What can safely be said, though, 

is that each cell is a marvel, taking care 
of its own energy supply. Often de-
scribed as the cell’s powerhouse, the 
mitochondria control cell breathing, 
a biochemical process in the course 
of which nutrients, especially carbo-
hydrates and fatty acids, are burned 
for producing energy and for sustain-
ing life processes, and chemical en-
ergy stored in the form of adenosine 
triphosphate (ATP). Biologist Erich 
Gnaiger has specialized in the meas-
urement of this process of cell breath-
ing. At the beginning of the nineties, 
he brought his first measuring device 
on the market, today the instruments 
produced by his company Oroboros, 
based in Innsbruck, are used at some 
800 laboratories around the world. 

“With the help of small samples of 
muscle tissue or blood we can meas-
ure the intensity of cell breathing – 
and we can do so with a resolution 
that is unequaled,” says Gnaiger. An 
auxiliary module in his Oxygraph-2k 
enables optical fluorescence meas-
urements, so that it is also possible to 
determine, among other things, the 
production of oxygen radicals and 
ATP, calcium concentration or the 
mitochondrial membrane potential. 
These are values that play an impor-
tant role in the diagnosis e.g. of type 
2 diabetes or dementia. Yet Gnaiger 

wants more, he wants to use the meas-
urement of cell breathing for the 
purposes of preventive medicine and 
lifestyle diagnostics. 

Part one of this research project 
deals with the question of whether 
mitochondrial functions “are show-
ing a measurable alteration at such 
an early stage that they can be used 
for an early warning system.” If they 
are, Gnaiger is convinced, the meas-
urements can be done with the help 
of his Oxygraph-2k, which is why he 
and his team, in a project supported 
by the State of Tyrol, are working to-
wards a globally harmonized measur-
ing standard, in order for study out-
comes from all over the world then 

to be collected in a data bank. The 
data (Gnaiger: “We’re thinking of 
data from 400,000 people.”) would 
form the basis for getting to the bot-
tom of questions as to the link be-
tween the measurable mitochondrial 
fitness and lethargy, nutritional be-
havior, exercise, or obesity. A vision, 
as  Gnaiger points out, that has also 
found a sympathetic ear in Brussels. 
In September, a four-year EU project 
called MITOEAGLE, led by Gnaiger, 
has got underway that involves some 
300 to 400 partners and deals with the 
subject of “Mitochondrial Mapping: 
Evolution – Age – Gender – Lifestyle 
– Environment.” For more informa-
tion go to wiki.oroboros.at ]

Gnaiger: “A measuring of cell breathing for the purposes of preventive medicine.” 
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Having been founded in 1668, the University of Innsbruck is among the oldest universities in Austria. Some 350 
years later, it no longer has a monopoly, though. Together with the Medical University of Innsbruck, the private health 
& life sciences university UMIT, the three universities of applied sciences (FH Gesundheit, MCI, FH Kufstein), as well as 
two teacher training colleges the University of Innsbruck forms a strong Tyrolean research cluster. The latter in num-
bers: almost 35,000 students, 6,300 staff, and an annual budget of 400 million euro. 

Research at the heart of the Alps

FACTS. NEWS. 
[ Subject: Research ]

Tyrolean research projects in the 

recognized and linked up, and many large 
international projects coordinated from 
Innsbruck. Thus, for example, Erich  Gnaiger 
with his company Oroboros leads the 
EU project MITOEAGLE (see article 
bottom left), Hermann Stuppner (article 
left) coordinates the project medihealth, 
in which partners from ten countries 

on healthy aging. 
The gynecologist Nicole 
Concin (picture left) leads 
the EU-wide consorti-
um GANNET53, which 
researches an innovative 
new therapy for ovarian 

cancer. In the APERIM project, meanwhile, 
coordinated by the Innsbruck bioinifor-
maticist Zlatko Trajanoski, new bioinfor-
matic solution approaches are developed 
for data editing in personalized immune 
therapies. In the context of the Human 

-
ropean Commission, training programs are 
worked out, under the leadership of Alois 
Saria (Medical University of Innsbruck), 
that shall meet the future requirements 

Kress, physiologist at the 
Medical University of 
Innsbruck (picture left), 
together with international 
partners works towards 
the development of new 

perspectives in palliative care in the con-
text of ncRNAPain. 

Picture: MUI/Heidegger

Picture: MUI/Heidegger

In fact, it is just a packet of foam 
sealed air-tight, around fifty by 
ten centimeters in size, and just 

under a centimeter thick, no metal 
and no electronics. When you press 
the pad, however, air will escape 
through a thin pipe. “A flow sen-
sor at the end of the pipe measures 
the speed of this air flow,“ Johannes 
Hilbe explains the system, which in 
the truest sense of the word detects 
a whisper. Placed underneath a mat-
tress, it reacts to restlessness during 
sleep, but also to simple breathing 
movements, and sends air into the 
pipe. To deal with the data thus 
gained, Hilbe needs his partner Karl 
Fritscher. The bioinformaticist has 
developed an algorithm that calcu-
lates breathing and heart rate from 
the flow data, which moreover are 
processed for display on a monitor, 

and sent via app to Smartphone or 
PC. “Besides simple questions, such 
as, When and how does someone 
sleep?, or, When does someone get 
up?, we can also measure more com-
plex things like heart and lung activ-
ity,” Hilbe describes their joint inven-
tion Cubile. The fields of application 
primarily envisaged are nursing and 
hospital care, in order to make work 
easier for the nursing staff. However, 
the potentials of Cubile, Hilbe says, 
are practically endless. “Cubile can 
also be used as a simple life check 
during a wellness stint, in order, for 
example, to demonstrate to guests 
the recreational value they receive 
by way of sleep-related data,” Hilbe 
looks into the future of Cubile, which 
is expected to be ready for the mar-
ket in the spring of 2017. For more 
info go to www.cubilehealth.com ]
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Johannes Hilbe (left) and Karl Fritscher want to put Cubile on the market in 2017.

Although he works at the Uni-
versity of Innsbruck and his 
specialty are botanical agents, 

the edelweiss, as Hermann Stuppner 
admits, for a long had not been on 
his radar. This changed when some 
guy from Innsbruck got in touch 
and asked if Stuppner didn’t fancy 
 examining the edelweiss more close-
ly at the laboratory. The man was 
an edelweiss grower and had some 
to spare right then. Why not, the 
 scientist told himself, especially when 
some initial research showed that the 
edelweiss had been used in popular 
medicine for treating stomach pains 
in the past. First phytochemical and 
pharmacological examinations fol-
lowed, which proved that both the 
above- and the below-ground parts of 

the edelweiss had “interesting anti-in-
flammatory properties.” The team at 
the department of pharmacognosy 
only really could get going, though, 
through a contact in Switzerland 
where the protected plant is being 
grown on a large scale. 

“We now know some sixty com-
ponents, which we have isolated, 
characterized and for the most part 
examined pharmacologically,“ Stup-
pner says. Especially two substances, 
described for the first time, are caus-
ing excitement among the research-
ers – edelweiss acid and leoligin. The 
former, as scientific analyses have 
shown, is a highly antioxidant com-
pound and a radical quencher, there-
fore, among other things, seemingly 
protecting the edelweiss from the 

intense UV radiation in high alpine 
altitudes. “There’s already a lot of 
interest from the cosmetic industry, 
of course,“ says Stuppner. “Whether 
edelweiss acid could be able to halt 
the aging process of the skin, at least 
for a certain time, we will find out 
in a project together with the Inns-
bruck Institute for Biomedical Aging 
Research.” 

The leoligin gained from the roots 
has been looked at together with 
the University Hospital for Thoracic 
Surgery. “We found out that leoligin 
protects us from the arteriosclerotic 
change of vessels,” the professor of 
pharmacognosy reports. As there is 
also a risk of artery-walls thickening 
after bypass operations, a leoligin de-
pot was built up around implanted 

vessels in the mouse model. “We de-
tected a significant difference to the 
group without leoligin,” Stuppner 
says. 

Two patent applications have been 
filed by the Innsbruck researchers 
for their edelweiss discoveries. In a 
large research network the active in-
gredients have been examined more 
closely and synthesized, as well as 
numerous derivatives gained, with 
in parts even better results. While no 
toxicological effects of leoligin have 
been proven so far, Stuppner says, 
the overall toxicological examina-
tion of the substance – a complex, 
and above all a very expensive proce-
dure – was still pending, in order for 
it to become interesting for a poten-
tial drug development. ]

Phytopharmacy:
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The power of Swiss pine (German 
Zirbe) and its positive effects on 

humans have been known in Tyrol 
literally forever, and the soothing fra-
grance of its timber has been pervad-
ing the bedrooms and kitchens of its 
farmhouses for centuries. And it was 
also this fragrance which Benedikt 
Handler wanted to bring into his 
room – yet without the Swiss pine 
bed. Together with his friends Carl 
Simbruner and Nikolaus Stieldorf he 
began experimenting with a Swiss 
pine box and after a few prototypes 
they had their room ventilator made 
of the timber from the alpine conifer. 
“In the autumn of 2014, we sold our 

meantime, they have a whole prod-
uct series on the market. The elegant 
zirb.s are available in three sizes. The 
zirb.Lüfterl, only 27 centimetres tall, 
takes care of a space of some two 
metres in circumference, which is 
ideal for the bedside table or the 
work desk. The larger zirb.Luft and 
zirb.Bergluft are designed for rooms 
of up to 100 square metres. 

But how does zirb. work? On a 
base only a few centimetres in height, 
made of four interlocked Swiss pine 
boards, rests the trunk, the contin-
uation of the four boards. Its lower 
end holds the electricity-powered 
ventilator, producing a sound of no 
more than eight decibels, while the 

(shavings), in order to “have a Swiss 
pine surface as large as possible,” as 
Handler says. The trunk also contains 

to further intensify the Swiss pine 
fragrance in the room. “The crucial 
thing is the quality of the zirb.Locken. 
They are almost one millimetre thick 
and derive from the heart of the 
Swiss pine trunk which contains a lot 
of resin and essential oil.” In order not 
to have to change the zirb.Locken at 
short intervals, Handler, Simbruner 
and Stieldorf developed a drip-proof 
and patented fragrance release sys-

Pure essential Swiss pine oil – eighty 
per cent of which is gained from 
hand-cut needles – increases the 
fragrance’s intensity and keeps the air 
fresh much longer. So far so good. But 
Handler already thinks of other oils, 
in order to bring not just the smell of 
Swiss pine indoors, but the fragrance 
of an entire wood. Info: www.zirb.at

 0416STANDORT 

Whenever Martin Jehart 
speaks of alpine hay, his 
eyes begin to sparkle. It is 

mown by hand, grown on the slopes 
of the Wildspitze, Tyrol’s highest 
mountain. From 1,700 metres above 
sea level it is taken down to the valley, 
dried and processed in Fliess, a small 
village near Landeck. By way of a spe-
cially developed technology the pro-
cessed alpine hay is used to coat pan-
els that serve as decorative elements 
in apartments, offices, (wellness) ho-
tels and shops. Yet alpine hay is not 
the only fragrant coating that Jehart’s 
company Organoid Technologies has 
in its repertoire. It works with a large 
number of natural materials, such 
as blossoms, mosses, grasses, leafs, 

grains, or timber, which come from 
local producers whenever possible. 

In 2013, Jehart and his partner 
Christoph Egger started out in a ga-
rage, today, together with their staff, 
they command some 1,200 square 
metres. Sales – going to some 45 
countries – are outsourced. Over the 
years, the Tyroleans have won nu-
merous national and international 
design awards. In the meantime, they 
also offer coated acoustic panels. It is 
not just local customers, such as the 
Schlosshotel Fiss or the Chesa Mun-
tanella – the cube pictured above is 
coated in Roscht, finely powdered 
pine bark – that have gone “orga-
noid,” but also the Swisscom Shop 
in Zurich, a whole floor at the World 

Trade Center in The Hague, or a 
private villa in Taipei. “We receive 
between fifteen and twenty new en-
quiries a week,” Jehart says. One of 
the questions that has kept popping 
up was whether the coatings could be 
used in other ways than just on lami-
nate panels. The latter, according to 
Jehart, can be processed like a nor-
mal Resopal™ panel by any carpen-
ter. The Organoid team experiment-
ed and found a special foil solution 
which, says Jehart, adheres practically 
anywhere. These days Organoid coat-
ings are to be found on wooden spec-
tacles from South Tyrol, cell-phone 
covers, and lampshades. And further 
applications are being planned as we 
speak. Info: www.organoids.com ]

Dried blossoms, thanks to Martin Jehart’s know-how, are turned into decorative coatings, as does ground pine bark. 

The zirb.Luft provides pine fragrance 
across some thirty square metres. 
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Subject: [ COWO TIROL ] 

This October, the highest co-working space in the Alps will be situated 

COWO Tirol on the Patscherkofel near Innsbruck, at 1,963 meters above sea 
level. After the test phase, further COWO options will be looked for in Tyrol. 
Info: www.cowo.tirol

Urban working on Alpine summits

FACTS. NEWS. 
[ Subject: Lifestyle ]

The goal of move effect is to help 
companies motivate their staff to take ex-
ercise and live healthily, thus to keep them 

developed by the member of the Cluster 
Wellness Tirol, is working with so-called 
sMILES, points that can be collected online 
with every activity and that the company, at 

contribution to social projects. The more 
members of staff invest in their health, the 
more sMILES are being donated. For more 
information go to www.moveeffect.com

So as to experience alpine lifestyle 

village, the Igloo Village in Ötz, was created 
in 2007. The combination of adventure, 
romance and natural experience invites 
visitors to spend an unforgettable night in 
the Tyrolean mountains. What awaits them 
at the comfortable four-person igloos is 
a mixture of adventure and luxury in a 
world of ice. After a nighttime hike with 
torches and a tobogganing outing, guests 
retire to their igloos, where an expedition 
sleeping bag guarantees a cozy night’s rest 
even if temperatures were to drop to forty 
degrees below zero. For more information 
go to www.schneedorf.com

Light, says Felicitas Kohler, had 
been a part of her life from 
the beginning. Small wonder, 

considering she literally sucked it 
in with her mother’s milk. In 1986, 
her father founded his company 
 planlicht. To begin with, it was merely 
a lighting business, since the nineties, 
though, it has developed and built 
its one’s own lighting systems. Today, 
the company employs 160 people. 
Lamps made by  planlicht now are to 
be found around the world, yet the 
main market remains to be Europe. 
In 2013, Felicitas Kohler took over 
from her father – and light still fasci-
nates her: “Most of all I’m interested 
in what a lamp is capable of as to its 
technical output.” And especially in 
this respect the development over 
recent years has been “bombastic,” 
as she says. The traditional light 
bulb, illuminating rooms, is a thing 
of the past. Nowadays, light artists, 
like those at  planlicht, even manage 
to emulate natural daylight inside a 
building through Human Centric 
Lighting (HCL). 

HCL often is described as “healthy 
light” or “biodynamic light” because 
it has a positive effect on our per-
formance and our wellbeing. “With 
HCL we simulate daylight with the 

help of a lamp, as it were, from the 
cool morning light to the warm 
evening light,” the planlicht boss ex-
plains the principle, that takes con-
sideration of our light needs which 
change over the course of the day: 
in the morning we need a lot of day-
light, in order to start well into the 
day, in the evening we relax in can-
dlelight. This “healthy light” is ideal 
e.g. for kindergartens, schools, nurs-
ing homes, and generally for rooms 
“where people work or spend a lot of 
time.” The programming of the vari-
ous lamps corresponds to the light’s 

development throughout the day, 
and it can also be adapted individual-
ly to the customer’s needs, as Kohler 
points out.

Customers that the Tyrolean com-
pany increasingly finds abroad. Since 
2013, the focus, in view of risk minimi-
zation, has been on export. Foreign 
business in the meantime amounts 
to 70 per cent. The label Tyrol helps, 
Kohler admits: “Be it Germany or 
France, almost everyone knows Tyrol. 
And when I say to people I produce 
exclusively in Tyrol, that is a promise 
of quality.” A promise that planlicht 

customers, especially light planners 
and architects, can rely on. The flex-
ibility of the family business, Felicitas 
Kohler is convinced, distinguishes 
planlicht from the big players in the 
lighting sector: “We are able to react 
spontaneously and deliver quick-
ly.” Sales branches, e.g. in Germany, 
France, Finland or Sweden, guaran-
tee first-class customer service. “And 
in terms of products we make sure to 
be at the forefront when it comes to 
technology leaps,” Kohler says. As in 
the case of Human Centric Lighting. 
Info: www.planlicht.com ]
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“With Human Centric Lighting we simulate daylight with the help of lamps,” planlicht boss Felicitas Kohler explains. 
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Zooming in on the sauna 
Subject: [ ENGINEERING ] 

-

I
the United States, to Tyrol’s Ausser-

it all – CoolTech. In the beginning, 

order to make them, among other 
things, more resistant to wear. As a 
second string to his bow he added 
musical instruments. Cooling them 
down, under controlled conditions, 

-
es their tone color. For two years 
now, Lausecker has also let his cold 

the cryosauna. 
-

also incur high costs in building and 

minus 135 to 145 degrees centigrade. 

continues, is not so bad, though. One 

Lech River. On leaving the cryosauna, 

says the CoolTech boss, just “damned 

-
ness area, you will say. Yet Lausecker’s 

the locomotor system or rheumatism. 

-
-

STANDORT: When it comes to in-
frared cabins, you rely on the Physio-
therm principle. What is behind this 
principle?
JOSEF GUNSCH: Physiotherm has 
been in existence for twenty years 
and we have always tried to give pri-
ority to the benefit for the custom-
er, especially when it comes to the 
interaction between radiation heat 
and room temperature. In the begin-
ning, we worked with the customers’ 
experiences, then we did our own 
medical research. The principles is 
based on warming the body by ap-
plying the radiation heat directly to 
the back muscles, at a room temper-
ature of 35 to 38 degrees centigrade. 
It is this interaction that marks out 
 Physiotherm. 
STANDORT: Why between 35 and 
38 degrees?
GUNSCH: Because within this range 
– the thermal neutral zone – the 
body is in balance. It doesn’t require 
any energy in order to warm itself 
up or cool itself down as the exter-
nal temperature is equal to the body 
temperature. 
STANDORT: And the radiation heat 
enters the body via the back muscles?
GUNSCH: Yes, that’s what makes for 
the positive effect. Body circulation 

is thus stimulated, the immune sys-
tem strengthened, etc. And via the 
direct radiation on the spinal mus-
cles we also achieve a positive effect 
on back pains. 
STANDORT: Can the effect of infra-
red radiation be proven scientifically?
GUNSCH: A little over ten years 
ago, we looked for a physician to 
do a study. The general opinion was 
that it was a heat application like a 
sauna, that heat was heat. However, 
we were persistent, as we knew about 
positive effects and wanted to prove 
them. In the study the Physiotherm 
principle was compared to a control 
application, blood samples were tak-
en from the test persons and various 
body functions measured. The result 
showed that our method, using ce-
ramic emitters filled with lava sand 
and low-temperature infrared tech-
nology, really had an effect. The phy-
sician who did the study with us was 
skeptical to begin with – now he is 
our medical superintendent.
STANDORT: With your new applica-
tion Sensocare you have developed 
a technology that makes infrared 
applications also possible while lying 
down. How did this come about?
GUNSCH: The starting point was a 
conversation on the use of infrared 

cabins for a Tyrolean paralyzed from 
the neck down, who after all has no 
more sensation in his back. How can 
he sit in the cabin, enjoy the heat, 
and how can he be safe doing so? The 
challenge was to carry out a measure-
ment of the skin temperature within 
the radiation field and then to apply 
radiation heat optimally. So our own 
research and development depart-
ment developed Sensocare. By way of 
sensors it takes non-contact measure-
ments of the exact skin temperature, 
so that we can get even closer to the 
body with our radiation heat. 
STANDORT: Today, Sensocare 
serves as Physiotherm’s flagship 
product. 
GUNSCH: We quickly noticed that 
it has a huge advantage also for the 
healthy user: the heat application 
works even more optimally, as we get 
more heat into the body, and there is 
maximum security, because it works 
in a lying-down position, i.e. also 
while sleeping. 
STANDORT: How often do you sit in 
one of your cabins yourself? 
GUNSCH: A little more rarely in the 
summertime, otherwise two or three 
times a week. I check and answer my 
e-mails while I do so. 
Info: www.physiotherm.com ]

Y ou may lie down on a Swave, 
yet that is all that the body 
sound technology developed 

by Ernst Mussmann has in common 
with a lounger. “An embryo takes in 
all the sounds as vibrations via the 
mother’s body and feels comforta-
ble and safe,” says the engineer. A 
similar experience one makes while 
reclining on the body sound system 
created by Mussmann. With his pat-
ented method, special music is not 
distributed via the air, as with con-
ventional loudspeakers, but passed 
on directly to the body by way of 
oscillation frequency generators via 

the table’s surface, and the special 
sound pads, in the form of pleasant 
vibrations. Which means that music 
is heard with each cell of the body 
(if desired, headphones further en-
hance the sound experience with 
the traditional acoustic dimension). 
Thanks to a 3D wave joint built into 
the system and the swinging surface 
the effect is as if you were floating 
weightlessly in three-dimensional 
space. “It’s an experience as if you 
were gently carried and rocked on 
an air mattress of ocean waves,” says 
Mussmann. The invention is the end 
result of several years’ development 

work, after the high-end audio spe-
cialist had come across a conven-
tional sound lounger and knew right 
away: “I want more than that.” 

The outcome is Swave, an artificial 
word put together from the words 
sound and wave, as the entrepre-
neur from the Tyrolean Stubaital 
valley explains. The technology can 
be used in a variety of ways: simply 
as a relaxing body sound and mu-
sic experience; for the purposes of 
stress and burnout prevention; for 
improving sleep quality; for a better 
regeneration after physical exertion. 
Used as a massage table, Swave en-
hances the effect of every massage 
treatment; indeed, massages are 
even possible with clothes on.

In 2014, Mussmann with his Swave 
technology won the European 
Health & Spa Award in the catego-
ry Best Spa Innovation Technique. 
Since then, the entrepreneur has 
developed Swave into a comprehen-
sive treatment concept. “The Swave 
system in the meantime can be put 
together modularly and individu-
ally according to the requirements 
and the positioning of the hotel in 
question,” says Ernst Mussmann. 
The goal, however, should always 
be the same – to offer the Swaver a 
complete and thus regenerating and 
vitalizing experience of deep relax-
ation. For more information go to 
www.swave.at ]
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FACTS. NEWS. 
[ Subject: Hardware ]

resorting to blatant symbols à la edelweiss, 

subtly and abstractly into architecture and 
-

tion go to www.geisler-trimmel.com

in many cases makes it drinkable again. 

www.wellwasser.comour customers.” 
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Time. Space. Peace. Nature. Health. 
Happiness. Those are the true luxury 
goods of our time. Tirol, the Heart of 
the Alps, is rich in these treasures.  

A region with around 700,000 inhabitants and 573 mountains 
stretching over 3,000 metres into the sky. A region where rural 
traditions and local culture are celebrated and which world-
renowned companies such as Swarovski call home. A region 
with a quality of life matched by few other places in the world. 
This outstanding standard of living is without a doubt one of 
the reasons why every year around 11 million people decide to 
spend their holidays in Tirol. They appreciate not only the fine 
hotels and excellent infrastructure, but also the chance to relax 
in a stunning natural landscape accessible in both summer and 
winter thanks to modern cable cars and a network of hiking 
and cycling trails. Tirol’s mountains have no fewer than 10,000 
natural springs, while the water in almost all the region’s many 
lakes is clean enough to drink. A third of Tirol is covered by forest 
– trees are nature’s lungs, and the fresh woodland air will leave 
you feeling refreshed and invigorated. 

Little wonder that guests spend most of their time not in their 
hotels but out and about. In contrast to many other spa regions, 

in Tirol it is not only the resorts themselves but also the surroun-
ding landscape which deliver relaxation for mind, body and soul. 
Why simply feel closer to nature when you can actually get out 
and explore it at first hand? Whichever valley you visit, this area 
in the mountains is ideal for a relaxing yet active stay. In Tirol, 
spa holidays mean much more than just a few treatments within 
the four walls of your hotel. We aim to provide visitors with a 
holistic sense of wellbeing through a balanced combination of 
activities, health, fitness and relaxation. There is no destination 
better to realise this precious balance than Tirol with its first-
class hotels, almost countless leisure and sports activities, 
outstanding regional cuisine and many hotels and spas dedicated 
to health tourism. One such hotel is the Lanserhof, situated 
just a few kilometres from the regional capital Innsbruck. 
For over 30 years it has focused on spa and health holidays. 
Today the Lanserhof is known as one of the leading health 
centres in Europe. But wherever you decide to stay in Tirol, the 
region’s unique mountain nature will leave you feeling relaxed, 
rejuvenated and revitalised.

Tirol. Let nature 
move you.

· www.tyrol.com · So close, so far. Tirol / Heart of the Alps
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Subject: [ TOURIST HOTSPOT TIROL ] 

Between November 1, 2014, and October 31, 2015, some 10.9 million guests visited Tyrol. On 
average, they spent 4.2 days in the country and stayed overnight 45.6 million times. Most of the guests 
came from Germany (51.1 per cent of total overnight stays), followed by the Netherlands (10.3 per 
cent), Austria (8.6 per cent), Switzerland (6.0 per cent) and the United Kingdom (3.7 per cent). With a 
staff of around 60,000, the turnover generated was some 8.4 million euro.

The Tourism Year 2014/2015

We have turned our hobbies 
into our profession,” say 

Barbara and Josef Stock, smiling. In 
1976, they opened their restaurant 
Bratpfandl in Finkenberg. Both of 
them were keen on sports, liked ski-
ing, cycling and hiking. With Barbara, 
there was also an interest in massage 
and cosmetics. Why not pass this on 
to guests, the couple thought at the 
beginning of the eighties, and add a 
few rooms. Their Sporthotel Stock 
opened in 1983, today there are a 
“few rooms” more. No less than 110 
in all, to be precise, and 160 mem-
bers of staff looking after the guests 
all year round. They wouldn’t have 
thought that wellness was going to 
be such a big hit, the two are saying 
today. Moreover, the Sporthotel 
Stock only included the term in their 
name in 1992, result of an informal 
exchange of experiences with other 
hoteliers and the consultants Josef 
Knabl and Reinhard Schrott which led 
to the foundation of Wellness Hotels 

Austria. The undertaking – today run 
by Barbara and Josef together with 
their children Christine and Daniel – 
since then has developed enormous-
ly and become the Stock Resort. In 

What also has developed are the 
guests, Barbara Stock remarks. “The 
guest now is more discerning, more 
widely traveled, better informed, and 
looking for quality.” Thus, for example, 
many people in the past didn’t know 
about wine, “but today they have 
a wine cellar at home.” The Stocks 
reacted to these developments with 
constant training for their staff, but 
also with ideas of their own on how 
to meet their guests’ wishes. There 
is vegetarian and vegan cooking, for 
instance. And guests are also interest-
ed in regional products. Hay-fed milk 
and meat comes from a local farmer, 
and management sits down together 
with the baker to bring bread from 
freshly ground corn on the table. Info: 
www.stock.at

The people of Thiersee hadn’t 
seen anything like it. The 
village, home to a little less 

than 3,000 inhabitants, looks back 
on a long history. First mentioned 
in a document in 1224, it used to 
belong to Bavaria, was sacked at the 
beginning of the eighteenth centu-
ry, during the War of the Spanish Ac-
cession, for more than two hundred 
years has been hosting famous pas-
sion plays, has served as location for 
numerous film productions, yet an 
Ayurveda hotel here in Hintertier-
see, that was new. “In the village, in-
deed throughout the valley, people 
said: now he’s gone crazy,” Johann 
Mauracher remembers. In 1987, his 
family had taken over the Sonnhof, 
subsequently to run it “totally tradi-
tionally, with group packages, day 
visitors, children free.” Around 2002 
the family realized, “this doesn’t 
make sense anymore,” and changed 
course. It was friends who were en-
thusiastic about Ayurveda, and who 
didn’t want to go to India all the 
time, who suggested the idea, says 
Mauracher, and so they simply went 
for it. 

“It wasn’t easy,” the entrepreneur 
says today, yet it worked better than 
expected, not only in spring and 
autumn, but throughout the year. 
“The guests kept pushing us all the 
time with requests and suggestions,” 
says Mauracher. In 2006, finally, the 

entire hotel was switched to Ayurve-
da and since then, building on the 
three cornerstones of Ayurvedic Nu-
trition, Diagnosis & Treatment, and 
Yoga & Spirituality, has been offer-
ing medically supervised Ayurvedic 

packages. However, from the very 
beginning the resort has gone its 
very own way, a Tyrolean way. “Our 
idea was to adapt Ayurveda to Eu-
rope and to Tyrol, to cook with our 
own foodstuffs, herbs and spices so 
that the outcome would fit in with 
the Ayurvedic concept,” says the 
boss of the Ayurveda Resort Sonn-
hof. European Ayurveda at the heart 
of the Tyrolean Alps, this is what 
the Maurachers call their concept, 
which they are spoiling their sixty 
guests with all year round, and for 
which they also have won numer-
ous awards (e.g. a ranking among 
the fifty best spas in the world). A 
specialization, Johann Mauracher is 
convinced, that the guest is looking 
for and that is possible in many ar-
eas. Yet, he adds: “Consistency and 
quality are an absolute must.”

As far as his staff is concerned, 
the entrepreneur encourages them 
to keep investing their energy and 
their know-how into the Ayurveda 
Resort Sonnhof. “This is the reason 
why I always wanted to have a year-
round business. Without this con-
stancy you will not be able to keep 
the quality.” And he expects them 
to keep in balance, to live according 
to the principles of the Indian art of 
healing. Which Johann Mauracher 
himself has been doing for a long 
time. For more information go to 
www.sonnhof-ayurveda.at ]

At the Sonnhof Resort the Tyrolean 
interpretation of Ayurveda, the Indian 
art of healing, has successfully been 
put into practice. 

 “A few beds extra” became the Sporthotel Stock and, in 2012, the Stock Resort. 
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[ Subject: Tourism ]

Tourism, besides industry, is the most 
important sector in Austria’s overall econo-
my. One business segment in tourism grow-
ing even more strongly than others is the 
area of health-oriented hotels. A study done 
at the Danube University Krems looked at 
the Austrian health tourism as an economic 
factor. The results have shown that the num-
ber of businesses relying on health tourism 
Tyrol alone has grown from 331 to 395, 
between 2011 and 2014, which amounts to 
an annual growth rate of 6.4 per cent. 

In the mid-eighties, a small group of 
Tyrolean hoteliers sat down together 
with two business consultants in order to 
exchange experiences. They subsequently 
worked out a concept that was new to the 
Alps, entitled “Leben mit Wellness” (Living 
with Wellness). In 1992, an association of 
Tyrolean Wellness Hotels was founded. 
After changing its name to Wellness Hotels 
Austria and Best Wellness Hotels Austria, 
the association since 2015 has been calling 
itself Best Alpine Wellness Hotels. Today, it 
counts nineteen selected, family-run well-
ness hotels in the Alps among its members, 
which, besides recreation, exercise, body 
and cosmetic treatments, also offer individ-
ual dietary programs. For more information 
go to www.wellnesshotel.com

Here with us,” says Franz-Jo-
sef Pirktl with a smile, “cli-
mate change has begun as 

early as the nineteen-eighties.” When 
he says “here with us” the boss of the 
Alpine Resort Schwarz means the 
Mieminger Plateau, a medium-alti-
tude terrace above the upper Inn-
tal valley in Tyrol. In the summer, 
until then, the guests had come for 
the landscape and for hiking in the 
stunning mountain scenery. In the 
winter, they had been drawn by the 
cross-country ski tracks on the sunny 

plateau. “When we couldn’t rely any 
longer on the snow, though, we had 
to look for alternatives,” says Pirktl. 
“And the answer was wellness.” 

In those days, it was his father who 
ran the hotel, the main building of 
which was erected in 1694. In the 
nineteen-forties the first summer 
visitors came, and Franz Pirktl sen. 
enlarged the eight-room country inn 
to bus capacity. The nineteen-eight-
ies then saw steps towards individual 
guests and wellness. “At first,” Pirktl 
jun. admits, “that meant a few extras 

on the side: sauna, swimming pool, 
and steam bath, simple wellness pro-
grams like dew cures and treading 
water.” It was also at that time that he 
looked for allies, in order “not to have 
to reinvent everything ourselves,” 
the hotelier says. In 1992, a number 
of like-minded family-owned hotels 
came together to form the Best Well-
ness Hotels Austria, today called the 
Best Alpine Wellness Hotels. Over 
the years, and decades, the clientele 
has developed at the same rate that 
the hotel and its wellness packages 
have done: “They are very savvy when 
it comes to matters of health. For us 
this means that we have to keep mov-
ing forward.” 

Hence the professionalism that 
the Alpine Resort Schwarz offers its 
maximally 240 guests on more lev-
els than one. For instance, there are 
5,500 square meters of water, sauna 
and relax landscapes, including well-
ness program. Besides a 27-hole golf 
course, there are natural bathing 
ponds, an award-winning garden, as 
well as a private clinic – and, above 
all, a staff of 240 people: “The in-
frastructure in Tyrol has developed 
enormously. There can hardly be 
another region where you’ll find as 
many hotels with such an infrastruc-

ture.” However, as Pirktl points out, 
the guests of the future expect ever 
more authentic, original and regional 
offerings. “This power place the Alps, 
with its clean air and its nature, is be-
ing rediscovered.” Only fitting, there-
fore, that the Alpine Resort Schwarz 
should present the Mieminger Pla-
teau in all its variety all year round. 
“Here with us,” says Pirktl, “every sea-
son is beautiful.” For more informa-
tion go to www.schwarz.at ]
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Alpine Resort Schwarz: from eight-room country inn to wellness oasis. 

Franz-Josef Pirktl: “This power place 
the Alps is being rediscovered.” 
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0416STANDORT 

Subject: [ TOURISM STUDY ] 

A study of the Austrian Hotel and Tourism Bank paints the following picture: 

cent of the latter specialize in supplemental medical programs

The wellness philosophy is bearing fruit

Around the world, Tyrol is 
known as a tourist destination 

that attracts millions of guests both 
in winter and in summer. However, 
Tyrol has also developed into a 
business and technology location 
that stands for innovation, creation 
of value, and growth, as well as 
health and quality of life. “Yet there 
remains one question,” as Harald 

Tirol, points out. “How, aside from 
slogans such as ‘lovely country’, 

location’, which also our neighboring 
regions are marketing themselves 
with, can we become unmistakable?” 
One possible answer is: by way of 
smart specialization through a pool-
ing of the Tyrolean competences in 

health. 
As early as the nineteen-seventies, 

the recipe proved successful with 
the combination of wellness and 
tourism, where Tyrol has been an 
international pioneer. Today, Stand-
ortagentur Tirol promotes selected 
lighthouse projects, as e.g. Sinfonia, a 

-
struction and living. Another subject 

“Here we’re trying to establish a 
development center for innovative 
methods of producing snow for 
ski slopes in which economy and 
science together develop products, 
services and methods with which 

-

and the use of resources at the same 
time reduced,” Gohm explains. 

he says, the idea was to promote 
specializations in which the whole 
spectrum, from prevention via 
treatment to regeneration, went 
hand in hand with tourism. This is a 
future market opening up for Tyrol, 
Gohm is convinced. “There are also 
great chances here for the wellness 
sector, from construction to the 
development of innovative business 
models and food production, as well 
as architecture and medicine. Tyrol 
is literally predestined to take on a 
pioneering role in these areas and 
to use its competences in order to 
make itself clearly stand out.” 

It is a network that stretches across 
the whole of Tyrol, compris-
ing 105 members who employ 

around 7,300 people, and having gen-
erated a turnover of 461 million euro 
in 2015 – the Cluster Wellness Tirol. 
“Our clusters are networks of business-
es, research institutions, educational 
establishments and special interest 
groups in fields of economic and tech-
nical strength,” Harald Gohm, CEO 
of Standortagentur Tirol, describes 
the Alpine innovation platforms. The 
members use joint synergies in order 
to promote innovations, as well as spe-
cial services. “At home and abroad the 
joint approach improves the visibility 
of the sectors and their competences,” 
says Gohm. The work of the Cluster 
Wellness Tirol currently focuses on 
projects in the fields of medical and 
health tourism applications, alpine 
health tourism, the optimization of 

wellness facilities, and innovative busi-
ness models in the second health mar-
ket. What is also actively promoted, 
though, is the collaboration with the 
other four Standortagentur clusters 
(Renewable Energies, IT, Mechatron-
ics, Life Sciences). Almost four hun-
dred members, around 50,000 jobs, 
and an annual turnover of ten billion 
euro make for a powerful platform 
that is amply being made us of. In 
2015, some 2,500 participants visited 
workshops, information events, excur-
sions and conferences. “Subjects such 
as e-health, telemedicine, or robotics 
in medicine have to be approached by 
thinking across sectors. Wellness and 
health is a case in point here: it touch-
es not just on medicine, nutrition, and 
psychology, but also on mobility, food 
production, energy and energy effi-
ciency, etc.,” Harald Gohm points out. 
Info: www.standort-tirol.at/wellness ]

Harald Gohm: “We are promoting 
selected lighthouse projects.” 
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STANDORT: We have a bed to sleep 
in, we have food and a shower, can 
use the sauna and get a massage. Why 
then do we go to a wellness hotel?
FRANZ LINSER: Because wellness 
hotels are conceived as a kind of al-
ternative world, or they should be. 
Back at home, books are piling up 
on the bedside table, in the holidays 
I want to have time to read. In my 
day-to-day life I live unhealthily, in my 
holidays I want to experience what is 
healthy. This alternative world works 
best when it encompasses the central 
aspects of our life: eating, exercise, 
sleep and body care – the latter not 
just in the sense of cosmetics, though, 
but in the sense of body care from 
within. 
STANDORT: In other words, a re-
turning of stressful everyday living to 
a state of normality? 
LINSER: Yes, that is one of the main 
functions of a good wellness hotel. It 
should be able to bring about well-be-
ing, for us to say to ourselves, “I feel 
comfortable in my skin.” Looking 
at it from this perspective, a simple 
wellness area in the basement, with 
a sauna hot until 10 p.m., will not be 
enough. After all, wellness was devel-
oped in the United States as a philoso-
phy of life and not just as another ser-
vice offered at a hotel. Many of those 
who take this view now find them-
selves in a vicious price war cycle, as 
customers naturally say to themselves: 
“They‘re all offering the same thing.” 

STANDORT: Can this alternative 
world, this return to normality, work 
in a big hotel having hundreds of 
beds to fill? 
LINSER: Around here there was a ten-
dency for a long time to increase size. 
Yet we must not forget one thing: in 
Tyrol the wellness hotel industry has 
managed to turn seasonal into year-
round businesses – a remarkable feat 
of the mid-nineties that has never 
been fully acknowledged. If you apply 
the basic principle “I let rooms” to a 
wellness hotel, you have to ask your-

self where the money for wellness is 
coming from. Wellness around here 
still comes free of charge. It began 
with 150 beds and a few saunas. That 
worked for years, for the guests, the 
hotel owners, and the staff. In the 
meantime, though, what we define as 
wellness costs more than the rest of 
the hotel. A new wing of hotel rooms 
is cheaper than the wellness area, and 
the same applies to running costs. 
STANDORT: Do you see alternatives?
LINSER: I perceive two options. For 
one thing, to invest in software, not in 
more hardware. 
STANDORT: What do you mean?
LINSER: By offering programs and 
concepts in the context of existing 
infrastructure, you can find your way 
back to services you can charge guests 
for. Asking them to pay just for the sau-
na you are going to turn them away. 
The alternative is to employ a trained 
professional, who knows about saunas 
and is able to give advice, e.g. if such 
and such a sauna is compatible with 
a guest‘s blood pressure. Or you of-
fer individually adapted multiple-day 
programs for losing weight, to help 
with chronic insomnia, etc., which 
may come at a price, which also have 
to have an effect, though. 
STANDORT: And the second alter-
native?
LINSER: Many middle-class hotels 
take the top resorts as an example 
and believe if they follow it they will 
do fine themselves. Which is a mis-

take. What the others have built over 
thirty years, you will not achieve over 
night. However, as our society is in-
creasingly dealing with psychological 
problems – for example burnout – 
and the desire for peace and quiet, 
for being away from it all, is getting 
ever stronger, there will also be an 
increasing demand for small-scale 
packages. There is a potential there. 

Above all, this is something that Tyrol 
has always been good at, namely at be-
ing genuine, informal, personal. 
STANDORT: Which direction, in 
your opinion, is wellness heading in? 
LINSER: Up until now, wellness has 
been a product that one indulged in, 
coming under the heading “I want 
that.” More and more, though, it is 
turning into a product categorized 
under “I need that.” This is a devel-
opment that we‘re not yet able to es-
timate, and that reaches well beyond 
the tourist industry. An American 
physician once said: “In the future, 
we have to teach people how to live.” 
I‘m absolutely convinced that he was 
right. Which is why wellness 2.0, or 
3.0, extends into our everyday lives, 
we are looking at a sort of life coach-
ing. ]
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Interview:

“ Wellness is turning 
into a product 
 categorized under  
‘I need that’.”  

Franz Linser studied sport science 

Innsbruck where, after two years 
in the United States, he worked as 
a lecturer. From 1989 to 1992, he 
coached the Austrian national ski 
team. In 1993, he founded a con-

of wellness and health tourism and 
has been developing hotel con-
cepts in Austria and beyond. Info: 
www.linserhospitality.com

[ Subject: Wellness ]

Together with eight partners from 
Salzburg, South Tyrol, and the Province of 
Udine, the Cluster Wellness Tirol has sub-
mitted an Interreg Project on the subject 
of health tourism in winter. This project, 
entitled WinHealth, aims for a sustainable 
valorization of the natural and cultural 
spaces of the Alps in terms of a health 
tourism in winter, in order to confront the 
growing pressure to adapt and diversify 
that results from climate change and al-
tered guest needs. The goal is to develop, 
across the borders, innovative value chains 
and business models for the winter season 
that are not meant to replace the snow-
based core products, but to supplement 
them. 

By merging the subjects of health 
and tourism, the Cluster Wellness Tirol 
promotes evidence-based health tourism 
on the management level. In the project 
“Wellness mit Wirkung” (lit. Wellness With 

as sauna, yoga and massage are given a 

out together with medical partners, and 
presented in an intelligible information 
brochure to the entrepreneur.
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ass die Wahl auf Österreich 

und spezifisch Tirol als Aus-

tragungsort des zehnten 

Global Wellness Summits 

gefallen ist, hat nichts mit Zufall zu tun, 

versichert Susie Ellis: „Als kleines Land mit 

8,5 Millionen Einwohnern ist Österreich 

ein absolutes Wellness-Powerhouse“, 

attestiert die Vorsitzende des Global Well-

ness Institutes, das den Summit jährlich 

veranstaltet. Laut dem Institut liegt Ös-

terreich bei den Pro-Kopf-Ausgaben der 

Der Gipfel  
des Wohlbefindens

Mitte Oktober wurde Kitzbühel für drei Tage zum Zentrum der Wellness-Welt. Rund 
500 Teilnehmer aus 40 Nationen besuchten dort den Global Wellness Summit, der 

mittlerweile zum zehnten Mal stattfand – und zum ersten Mal in Österreich. 

VON DANIEL FEICHTNER

Wellness-Gäste international mit großem 

Vorsprung an erster Stelle – und verkör-

pert den weltweit fünftgrößten Markt der 

Wellness-Industrie. „Und wenn Österreich 

schon eine Vorreiter-Nation des Sektors 

ist, ist Tirol mit über 400 Wellness-Hotels 

und Spas und als Anziehungspunkt für 40 

Prozent der jährlichen Tourismusgäste 

ganz Österreichs ihr unbestrittenes Ka-

pitol.“ 

 Für Ellis war die Entscheidung, die Jubi-

läumsausgabe des Summits gewisserma-

„Tirol hat etwas, das die 
ganze Welt will. Diese 
Ressourcen müssen 

aber richtig vermarktet 
werden.“

SUE HARMSWORTH, 
GF ESPA INTERNATIONAL

In Kitzbühel traf sich vom 17. bis zum 19. Oktober das Who-is-Who 
der internationalen Wellness-Industrie.
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ßen im Epizentrum der Wellness-Industrie 

auszutragen, somit eine Selbstverständ-

lichkeit. Unter dem Motto „Zurück in die 

Zukunft“ befassten sich nationale und 

internationale Experten mit der Geschich-

te und der Zukunft der Wellness in allen 

ihren Facetten – und gaben auch wichtige 

Impulse für die Tiroler Wellness-Industrie.

Den eigenen Wert erkennen. 
„Österreich als Ganzes und Tirol im 

Speziellen verfügen über unermesslich 

wertvolle Ressourcen – sowohl was das 

Produkt Wellness betriff t als auch im Be-

reich der Professionalisierung“, sagt die 

Gründerin des britischen ESPA-Konzerns 

Sue Harmsworth. „Woran es teilweise 

noch fehlt, ist das Bewusstsein darum.“ 

Wellness geht mittlerweile weit über den 

Spa-Bereich hinaus und dringt in immer 

neue Bereiche vor – Ernährung und Sport, 

aber auch das psychische Wohlbefi nden 

und das echte, unverfälschte Naturerleb-

nis sind nur einige der vielen Säulen, die 

mittlerweile das Fundament der Industrie 

bilden. Dementsprechend ist auch bei 

Produkten und Angeboten ein immer 

ganzheitlicherer Ansatz nötig. 

 „Tirol hat etwas, das die ganze Welt 

will“, meint Harmsworth. „Diese Ressour-

cen müssen aber richtig vermarktet wer-

den.“ Die Tiroler Stärken sieht sie klar in 

Segmenten wie der Sportmedizin. In den 

„sanfteren“ Bereichen wie Holistik, Spiri-

tualität und ganzheitlichem Wohlbefi nden 

konstatiert Harmsworth Aufholbedarf. Es 

gelte, besser abgerundete, emotional 

ansprechendere Produkte zu entwerfen, 

um sich am internationalen Markt besser 

zu positionieren. „Dazu kommt der Aus-

bildungs-Aspekt“, sagt die Britin. „Profes-

sionelle Arbeitskräfte werden weltweit in 

allen Facetten der Wellness-Industrie ge-

sucht. Diese Nachfrage wird noch steigen. 

Tirol bietet schon heute einige der besten 

Ausbildungen in dem Bereich. Und auch 

diese bieten sich – richtig vermarktet – als 

Exportschlager an.“

Blick über den Tellerrand. In 

dieselbe Kerbe schlägt Robert Ranzi, der 

den Cluster Wellness der Standortagentur 

Tirol leitet: „Die Frage, die wir uns stellen 

müssen, ist, was international gebraucht 

wird.“ Dazu sieht Ranzi gerade Events wie 

den Global Wellness Summit als hervor-

ragende Startrampe. „Um den Sprung in 

die Wellness-Zukunft zu schaff en, gilt es, 

das Potenzial von Kleininnovationen und 

Entwicklungen, die auch außerhalb der 

Branche entstehen, besser zu erkennen 

und nutzen zu lernen.“ Denn gerade die 

Kreativwirtschafts- und Start-up-Szene  

SUE HARMSWORTH
ist Vorsitzende des 1993 von ihr ge-
gründeten ESPA-Konzerns. Das briti-
sche Unternehmen operiert weltweit 
und betreibt über 500 Spas in 60 Län-
dern. Neben ihrer führenden Rolle in 
der Entwicklung der Wellness Indust-

rie ist sie Vorstandsmitglied des Global 
Spa and Wellness Summit.
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SUSIE ELLIS
ist Vorsitzende und CEO des Global 
Wellness Institutes. Die Non-Profi t- 

Organisation betreibt Forschung- und 
Bildungsprogramme für die Wellness-

Industrie. Außerdem leitet Ellis als 
Vorsitzende und CEO den Global 
Wellness Summit, der als jährliche 
Versammlung von Akteuren und 

Playern der Industrie dient.
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„Wenn Österreich schon eine Vorreiter-Nation des 
Sektors ist, ist Tirol mit über 400 Wellness-Hotels 

und Spas und als Anziehungspunkt für 40 Prozent 
der jährlichen Tourismusgäste ganz Österreichs 

ihr unbestrittenes Kapitol.“
SUSIE ELLIS, CEO GLOBAL 

WELLNESS INSTITUTE
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biete völlig neue Perspektiven auf alte und 

neue Probleme, Trends und Chancen. 

 Egal ob innovative Geschäftsideen 

oder Ansätze zur besseren Nutzung 

und Auslastung bereits vorhandener 

Wellnessinfrastruktur: Oft bedarf es 

einer externen Perspektive, um echtes 

Potenzial zu entdecken. „Dazu kommen 

technologische Neuerungen, die nur mit 

„ Um den Sprung in die 
Wellness-Zukunft zu 
schaff en, gilt es, das 
Potenzial von Kleinin-
novationen und Ent-
wicklungen, die auch 
außerhalb der Branche 
entstehen, besser zu 
erkennen und nutzen 
zu lernen.“

ROBERT RANZI, LEITER DES CLUSTER 
WELLNESS DER STANDORTAGENTUR TIROL

fachspezifi schem Know-how entwickelt 

werden können. Hier lernen wir auch von 

anderen Branchen“, meint Ranzi. Denn 

auch ökologisch verträglichen Tourismus 

sieht er als wichtigen Teil der Wellness von 

morgen. „Teil des Wohlbefi ndens ist es 

auch, ein gutes Gewissen zu haben. Dazu 

gehören neben dem Einsatz alternativer 

Energiequellen und Verkehrsmitteln auch 

die Förderung der Mitarbeitergesundheit 

und der Einsatz regionaler Produkte.“

Abseits der „Wellness-Fabrik“. Die 

größte Gefahr für die Zukunft der Well-

ness – sowohl als Branche als auch als 

gesunden Trend – sieht Andreas Braun in 

ihrer Ghettoisierung: „Wellness-Fabriken 

können nicht der Weisheit letzter Schluss 

sein“, warnt der ehemalige Geschäftsfüh-

rer der Tirol Werbung. „Gesundheits- und 

Wohlfühlfabriken er füllen eine Beicht-

stuhlfunktion: Wir leben und arbeiten 

unter Bedingungen, die uns schaden. Und 

dann ziehen wir uns in einen Wellness-

Tempel zurück, um Buße zu tun.“ Well-

ness dürfe nicht zum Schnellladevorgang 

werden, der es nur erlaubt, die Batterien 

wieder weit genug aufzuladen, um im 

toxischen Alltag weiter funktionieren zu 

können. Stattdessen müsse sie ein viel 

tiefer verankerter Teil unserer Gesellschaft 

werden.

 Den Tiroler Tourismus sieht Braun 

dabei bis zu einem gewissen Grad sogar 

in einer Vorbildfunktion – zumindest 

noch: In Tirol gibt es bislang keine klare 

Segmentierung zwischen Wellness- und 

„Normal“-Tourismus: „Die Grenze ver-

schwimmt. Wellness ist nicht nur Sauna 

und Spa, sondern gute Luft, sauberes 

Wasser und naturbelassene Landschaft. 

Das ist eine Qualität, die wir erhalten müs-

sen. Für unsere Gäste wie für uns selbst. 

Wir haben die Chance, der Prototyp einer 

neuen Defi nition von Wellness zu sein – 

wenn wir sie nutzen.“ ×

ROBERT RANZI
ist ausgebildeter klinischer Gesund-

heitspsychologe. Nach seiner Tätigkeit 
als Trainer und Manager für Bildungs-
programme beim BFI Tirol arbeitet er 
seit 2007 in der Standortagentur Tirol. 
Dort hat er sich auf Netzwerke und In-

novation spezialisiert und leitet den 
Cluster Wellness Tirol.
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ANDREAS BRAUN
war von 1981 bis 1994 Geschäftsführer 
der Tirol Werbung bzw. Leiter ihrer Vor-

gängerorganisation. Mitte der 1990er 
wechselte er zu Swarovski und baute 

dort die Kristallwelten auf. Im Anschluss 
fungierte er als Geschäftsführer der 

Destination Wattens Regionalentwick-
lung GmbH.
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„Gesundheits- und Wohlfühlfabriken erfüllen eine 
Beichtstuhlfunktion: Wir leben und arbeiten unter 
Bedingungen, die uns schaden. Und dann ziehen 

wir uns in einen Wellness-Tempel zurück, 
um Buße zu tun.“

ANDREAS BRAUN
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a X edición de la Cumbre 
Mundial del Bienestar 2016 
(Global Wellness Summit, 
GWS por sus siglas en in-
glés), se celebró en Kitz-
bühel, en el Tirol, Austria, 

del 17 al 19 de octubre. La conside-
rada cuna europea del turismo de 
bienestar tuvo como lema este año 
“Regreso al futuro”, con el objetivo 
de analizar el futuro del spa y del 
bienestar a través de su historia. 

Este país es un referente en el 
mundo por su cultura wellness y 
por ser  uno de los primeros países 

en desarrollar de forma inteligente 
y comercializar su oferta turística 
wellness desde hace 25 años.
 
Hoy, Austria tiene la sexta posición 
en el ranking mundial en ingresos 
del turismo de bienestar y la terce-
ra en Europa. Los viajes turísticos 
de bienestar han aumentado un 
10% anual en los 2 últimos años 
(2013-2015), dos veces más que los 
viajes turísticos tradicionales. 

El programa estuvo dirigido por 
sus copresidentes Sue Harmswor-
th, empresaria británica y mente 

de ESPA, marca líder mundial de 
spa presente en 55 países, cuya de-
dicación a la industria le valió una 
Orden del Imperio Británico y el Dr. 
Franz Linser, fundador y director 
general de la consultora interna-
cional Linser Hospitality, antiguo 
entrenador de esquí del equipo 
olímpico austríaco y ex miembro 
del Parlamento Europeo.

La Cumbre Mundial del Bienestar 
constó de 4 días de reuniones muy 
intensas y una agenda muy com-
pleta: conferencias de primer nivel, 
eventos motivadores y encuentros 
profesionales enriquecedores gra-
cias a la asistencia de más de 500 
delegados invitados procedentes 
de 45 países. Todo ello en un paraje 
montañoso de ensueño en el que se 
respiraba bienestar, naturaleza, au-
tenticidad, aire puro y en el que se 
disfrutaba de una infraestructura y 
una hospitalidad de primera clase. 

El sector de la industria del bienestar, uno 
de los mercados con mayor crecimiento 
del mundo, reúne en Austria a más de 500 
delegados de 45 países para analizar su 
evolución y sus perspectivas de futuro.

CUMBRE MUNDIAL 
DEL BIENESTAR 2016

l
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Las temáticas principales trata-
das por los expertos internacio-
nales fueron: las perspectivas de 
futuro del sector; la importancia 
de la integración del wellness en 
la arquitectura y la construcción 
tanto de los edi cios como de las 
instalaciones; los avances tec-
nológicos que permiten que el 
bienestar sea más accesible para 
todos; las perspectivas de la eco-
nomía mundial y las expectativas 
de los inversores en relación a los 
proyectos de spas; el desarrollo 
de las comunidades wellness; el 
impacto de la felicidad, alegría y 
positivismo en el bienestar de las 
personas o de un país y la historia 
de la tradición europea en bienes-
tar. Además, se aprovechó la oca-
sión para presentar el nuevo estu-
dio del Global Wellness Institute, 
revelando importantes datos en 
la industria mundial del wellness:

El wellness es una mega indus-
tria de 3.72 billón de dólares.
Ha logrado un crecimiento del 
10,6% de 2013 a 2015.
Es uno de los mercados del mun-
do más grandes, con el creci-
miento más rápido y fuerte.
De 2013 a 2015 la industria mun-
dial del wellness ha registrado 
un crecimiento de 2 dígitos, 
mientras que la economía mun-
dial/ PIB se redujo un - 3,6% (Glo-
bal GDP data: IMF, World econo-
mic outlook database 2016).
La industria wellness representa 
hoy el 5,1%  del PIB.
Los gastos de wellness son ahora 
casi la mitad del total de los gas-
tos de salud a nivel mundial 
($7.6 billón).

Asimismo, esta edición integró otros 
eventos muy especiales: una cena 
de gala en los famosos Swarovski 
Crystal Worlds con la bienvenida  

personal de Nadja Swarovski y el 
concurso de estudiantes 2016, una 
competición única, en la que estu-
diantes universitarios presentaron 
sus ideas de negocio más innova-
doras abarcando cualquier aspecto 
del bienestar. Shahrin Ali Raivi, es-
tudiante de “North South Universi-
ty” en Bangladesh, fue la ganadora 
del concurso gracias al desarrollo 
de un concepto de fabricación de 
compresas sostenibles que tiene 
como objetivo hacerlas accesibles 
al 80% de las mujeres en Bangla-
desh,  ya que actualmente cuen-
tan con alternativas poco higié-
nicas como arena, hojas, o trapos  
no esterilizados. 

Otro momento importante de 
la Cumbre llegó de la mano de 
Stephan Eberharter, campeón 
olímpico de esquí, en la famosa 
montaña Hahnenkamm, acompa-
ñado de una deliciosa comida tra-
dicional austriaca. 

A modo de conclusión del encuen-
tro, se nos pidió a los delegados 
que contribuyéramos con nuestras 
predicciones para el futuro de la 
industria del bienestar, que poste-
riormente fueron selladas en una 
"cápsula del tiempo del 10º Aniver-
sario" en la última jornada y que se 
abrirá en la Cumbre de 2026.

Ya se conocen las fechas de la 
próxima Cubre del Bienestar 2017 
(GWS 2017). El evento tendrá lugar 

en Palm Beach, Florida, del 9 al 11 
de octubre 2017. 

La Cumbre Mundial sobre el Bien-
estar (GWS) es una organización 
internacional que reúne a los líde-
res y visionarios de todos los sec-
tores de la industria del bienestar: 
spa, educación, turismo, belleza, 

tness, nutrición, nanzas, medio 
ambiente, medicina, arquitectura, 
wellness, comunidades y tecno-
logía para in uenciar de manera 
positiva y determinar el futuro de 
la industria mundial del bienestar. 

Sus principales objetivos son: 
Establecer un foro para el dialogo 
y crear una comunidad entre los 
líderes de la industria.
Incentivar el espíritu de colabo-
ración para resolver problemas 
comunes.
Ayudar al crecimiento saludable 
de la industria y de los negocios 
individuales. 
Apoyar la investigación, estimu-
lar la innovación y “cultivar” los 
líderes del mañana. 

El espíritu de la cumbre es debatir y 
diseñar estrategias para el bien de 
la industria, para los consumidores 
y el planeta que compartimos.

VALÉRIE LE MAO

CEO & wellness spa expert
valerie@latelierduspa.es

DE LOS 10 SECTORES ANALIZADOS, LOS QUE HAN 
CRECIDO MÁS RÁPIDO ENTRE 2013 Y 2015 SON:
 Medicina preventiva & personalizada        + 21,4%
 Fitness & mind-body          + 21,4%
 Edificios / estilo de vida          + 18,6%
 Turismo Wellness          + 14%
 Comida saludable, nutrición, pérdida de peso       + 12,8%
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Lors du dernier Global Wellness Summit, 

qui a eu lieu en Autriche en octobre der-

nier, Aldina Duarte Ramos, a participé à la 

conférence «La vérité sur le spa européen 

et la tradition du bien-être». Lors de son 

intervention, elle a questionné ces 500 

experts mondiaux du spa sur les bienfaits 

de la thalasso. Pour seulement 30 % du 

public cela évoquait quelque chose… 

ET LES PILIERS DE LA THALASSO ALORS ? 

La vérité est là : l’eau de mer régénère, les travaux de René 

Quinton en 1895 sont une formidable source d’enseigne-

ment et un héritage extraordinaire. Le secret des bienfaits 

de la thalasso ? Une eau de mer filtrée et chauffée entre 

34 et 36° afin que tous les oligo-éléments traversent la 

barrière cutanée et aillent directement dans le sang. Une 

cure de thalasso ce n’est pas plus de trois soins de 15 min 

par jour en immersion dans l’eau de mer sinon c’est trop 

pour l’organisme, qui sature et se fatigue. 

Aujourd’hui nous nous adressons à des clients cible qui ne 

savent plus ce que signifie réellement la thalassothérapie. 

En France, nous nous affirmons comme leaders sur ce 

savoir-faire et nous revendiquons notre exception fran-

çaise. Effectivement, la France est leader du marché sur 

cette expertise. Malheureusement, c’est une exception 

française qui a encore du mal à se renouveler, à être 

accessible et à s’exporter. Le constat est criant à l’issue de 

cette conférence qui rassemble les experts du bien-être 

à l’échelle mondiale. C’est bien le signe qu’il faut montrer 

une certaine humilité tout en préservant nos fondamen-

taux. Aujourd’hui, il faudrait réorienter le vocabulaire en 

gardant les thématiques fortes qui sont les piliers de la 

thalasso tout en étant agile afin de s’adapter à un public 

connaisseur et néophyte à la fois. Selon moi, l’enjeu est là. 

Il est évident que la thalasso a évolué, s’est ré-inventée 

ces dernières années, hélas le message n’est pas 

suffisamment audible, accessible. Si on revient aux 

fondamentaux, la thalasso, c’est de prévention et de 

régénération dont il faut parler. Il suffit d’interroger 

À la question posée à 500 experts mondiaux du spa sur ce qu’évoquent pour eux

les bienfaits de la thalasso, seul 30 % du public connait les effets de l’eau de mer 

sur le corps ! Ces professionnels du spa et donc les consommateurs 

de manière générale ne connaîtraient donc rien à la thalasso ?

BACK TO BASIC
par Aldina DUARTE RAMOS, Wellbeing Product Director – Luxury Brands, AccorHotels

Les clients thalasso 

mesurent-ils tous  

les bénéfices de  

l’eau de mer ?

Aldina Duarte Ramos

S P A  D E  B E A U T É -  J A N V I E R  2 0 1 7
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les anciens. Eux viennent en thalasso pour profiter de 

cures au printemps et à l’automne, à l’inter-saison pour 

booster leur système immunitaire, charger leur corps 

en oligo-éléments pour affronter l’hiver ou l’été. Cette 

notion est pratiquement perdue de nos jours au profit de 

multiples cures. Aujourd’hui, le client se retrouve face à 

une offre très large et complexe, sans parler du prix, qui 

est un autre sujet.

CONCRÈTEMENT, QUE FAIT-ON ?

Les établissements de thalasso travaillent d’arrache-pied 

sur le concept. Par exemple, le slogan de Thalassa sea 

& spa est : «De la mer, la renaissance», précisément en 

référence à la régénération. Je suis convaincue que la 

thalassothérapie a un bel avenir devant elle si elle sait 

s’adapter au public et simplifie son offre. 

Les clients des centres de thalasso ont-ils bien conscience 

de tous les bénéficies de l’eau de mer ? Mesurent-ils tous 

les bienfaits des oligo-éléments ? En effet, lorsqu’on 

étudie les motivations des clients thalasso, ce sont de 

plus en plus des consommateurs de courts séjours, en 

quête de bien-être le temps d’un long week end et qui 

consomment le produit thalasso comme le produit spa, 

car on leur a vendu comme tel. Pour se moderniser, la 

thalasso s’est éloignée du côté médical et de cette image 

de tous les clients en peignoir, pour se rapprocher de 

l’image glamour du spa mais, au passage, elle a perdu ses 

racines. 

Chez AccorHotels, nous nous sommes basés sur des 

études clients quali et quanti qui ont renforcé cette prise 

de conscience (NDLR : Aldina fut Directeur du 

Développement des activités bien-être pour 

l’enseigne Thalassa sea & spa 2012-2014). Bilan : la thalasso 

doit revenir aux fondamentaux : la régénération et la 

prévention. 

En réalité, ce discours est universel. Par bonheur, il se 

trouve que c’est parfaitement dans l’air du temps, en 

totale harmonie avec la quête du mieux vivre, du bien 

vieillir de la clientèle des seniors. C’est également en ligne 

avec une clientèle de jeunes millennials, cette génération 

Y, avide d’expérience et d’authenticité, en quête de 

bien-être, de nature et de sports de l’extrême. En cela, non 

seulement la thalasso, mais également son eco-système 

ont tellement à offrir. 

La thalasso ce n’est pas daté, ce n’est pas vintage, 

c’est la source de tout, le déclencheur de tout, et il est 

encore temps aujourd’hui de se réapproprier ces valeurs 

originelles, de les réaffirmer et de communiquer très 

clairement et humblement avec un vocable simple et à la 

portée de tous. S

La thalasso 

doit revenir 

aux fondamentaux : 

la régénération et 

la prévention

Pour découvrir la conférence 
vidéo «La vérité sur le spa 
européen et la tradition  
du bien-être».
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Lors du dernier Global Wellness Summit, 

qui a eu lieu en Autriche en octobre der-

nier, Aldina Duarte Ramos, a participé à la 

conférence «La vérité sur le spa européen 

et la tradition du bien-être». Lors de son 

intervention, elle a questionné ces 500 

experts mondiaux du spa sur les bienfaits 

de la thalasso. Pour seulement 30 % du 

public cela évoquait quelque chose… 

ET LES PILIERS DE LA THALASSO ALORS ? 

La vérité est là : l’eau de mer régénère, les travaux de René 

Quinton en 1895 sont une formidable source d’enseigne-

ment et un héritage extraordinaire. Le secret des bienfaits 

de la thalasso ? Une eau de mer filtrée et chauffée entre 

34 et 36° afin que tous les oligo-éléments traversent la 

barrière cutanée et aillent directement dans le sang. Une 

cure de thalasso ce n’est pas plus de trois soins de 15 min 

par jour en immersion dans l’eau de mer sinon c’est trop 

pour l’organisme, qui sature et se fatigue. 

Aujourd’hui nous nous adressons à des clients cible qui ne 

savent plus ce que signifie réellement la thalassothérapie. 

En France, nous nous affirmons comme leaders sur ce 

savoir-faire et nous revendiquons notre exception fran-

çaise. Effectivement, la France est leader du marché sur 

cette expertise. Malheureusement, c’est une exception 

française qui a encore du mal à se renouveler, à être 

accessible et à s’exporter. Le constat est criant à l’issue de 

cette conférence qui rassemble les experts du bien-être 

à l’échelle mondiale. C’est bien le signe qu’il faut montrer 

une certaine humilité tout en préservant nos fondamen-

taux. Aujourd’hui, il faudrait réorienter le vocabulaire en 

gardant les thématiques fortes qui sont les piliers de la 

thalasso tout en étant agile afin de s’adapter à un public 

connaisseur et néophyte à la fois. Selon moi, l’enjeu est là. 

Il est évident que la thalasso a évolué, s’est ré-inventée 

ces dernières années, hélas le message n’est pas 

suffisamment audible, accessible. Si on revient aux 

fondamentaux, la thalasso, c’est de prévention et de 

régénération dont il faut parler. Il suffit d’interroger 

À la question posée à 500 experts mondiaux du spa sur ce qu’évoquent pour eux

les bienfaits de la thalasso, seul 30 % du public connait les effets de l’eau de mer 

sur le corps ! Ces professionnels du spa et donc les consommateurs 

de manière générale ne connaîtraient donc rien à la thalasso ?

BACK TO BASIC
par Aldina DUARTE RAMOS, Wellbeing Product Director – Luxury Brands, AccorHotels

Les clients thalasso 

mesurent-ils tous  

les bénéfices de  

l’eau de mer ?

Aldina Duarte Ramos
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QU’ESPÉRIEZ-VOUS DE CE SUMMIT ? 

Finalement j’attends toujours la même 

chose de chaque édition : de nouvelles 

idées, de nouvelles collaborations et de 

nouveaux projets.

Je souhaite toujours être inspirée lors 

du Summit. Et si c’est le cas pour moi, les 

participants le seront également.

J’ai été comblée cette année et parti-

culièrement par le site de Kitzbuhel, sa 

magnifique vue, ses montagnes, et surtout 

par l’authenticité qui s’en dégageait et 

procurait vraiment un sentiment de bien 

être.

J’ai rencontré des participants du milieu 

médical et du spa venus d’Europe Centrale 

comme par exemple le Dr. Harold Stossier 

de Vivamayr, le Dr. Harry Konig du Brenner, 

le Dr. Elke Benedetti-Reisch de Lanserhot. 

Ils m’ont permis de me rendre compte 

combien les concepts de la médecine et 

du spa peuvent s’épanouir fortement 

ensemble, en Europe. 

J’ai apprécié les conférences sur les 

prospectives européennes, sur l’économie 

et les nouvelles technologies et comment 

cela va influencer l’avenir du wellness. La conférence 

du Pr Jan-Emmanuel DeNeve d’Oxford, sur la science du 

bonheur m’a ouvert les yeux : on peut mesurer à quel 

point les études sur le bonheur et le bien-être peuvent 

avoir un impact gouvernemental positif.

Les Autrichiens ont une très bonne vision du bien-être 

dans les hôtels.

Cluster Wellness au Tyrol promeut et développe le 

tourisme du bien-être depuis plus de 20 ans, ce sont les 

pionniers, et il m’est apparu évident, après plusieurs 

visites, que le Summit devrait avoir lieu ici !

Comme le Dr. Franz Linser l’a souligné, il était important 

que les Autrichiens découvre que derrière le tourisme de 

bien-être, il se cache un véritable monde du bien-être. 

Je pense que le Summit a eu un impact majeur sur les 

dirigeants du Tyrol et de l’Autriche en général, en leur 

faisant prendre conscience de l’importance des échanges 

mondiaux sur le bien-être et le futur du bien-être.

Une autre «nouvelle idée» développée lors du Summit : 

des constructions saines avec des concepts de bien-être, 

une architecture et un design spéciaux et le fait que 

l’industrie doit -et devra- se concentrer sur le bien-être 

psychologique. Et ceci devra concerner le monde entier 

et pas uniquement une élite. Notre industrie prend 

conscience de la réalité : des efforts considérables 

doivent être réalisés pour que le bien-être soit accessible 

à tous. Il n’est plus pensable de servir uniquement 3 % de 

privilégiés de la population !

Suite au Summit, des actions tangibles sont déjà mises 

en place par le Global Wellness Institute sur le bien-être 

mental et le bien-être pour les communautés à bas 

revenus. Nous allons aussi nous intéresser au bien-être 

pour les enfants. 

Cela nous a donné l’envie de développer une thématique 

pour la prochaine édition «La beauté comme bien-être». 

En octobre dernier, s’est tenu le 10ème Global Wellness Summit en Autriche 

en plein Tyrol, sur le thème «Back to the Future» qui a réuni 500 experts du spa venus 

de 45 pays. Susie Ellis, créatrice de ce rendez-vous majeur, vous livre son ressenti 

sur cette édition et sa vision sur le futur du bien-être

POST SUMMIT…

Les concepts de la 

médecine et du spa 

peuvent s’épanouir 

fortement ensemble, 

en Europe

Susie Ellis
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Plusieurs conférences du Summit y étaient déjà 

consacrées : la neuroscience et la beauté, ainsi qu’un 

brainstorming sur les futurs interactions entre la beauté 

et le bien-être. 

FINALEMENT, QUELLES CONCLUSIONS TIREZ-VOUS 

DE CE SUMMIT ? 

Ce Summit était notre dixième édition. Au cours de cette 

décennie, notre industrie a accompli beaucoup. Il y a dix 

ans, il n’y avait aucune donnée mondiale et réelle sur 

le bien-être et l’industrie du spa. Ce sont désormais des 

données qui aident les entreprises à grandir. 

Aujourd’hui, grâce aux nombreuses recherches et 

études du Global Wellness Institute , nous avons des 

informations précises sur l’industrie du bien-être : quels 

sont les grands secteurs qui la composent et comment ils 

se développent. Cela donne des indicateurs clés pour le 

développement des entreprises. 

Grâce à toutes ces études partagées, à tous les inter-

venants et participants du Summit, le Global Wellness 

Summit est vraiment un acteur majeur du 

wellness.

Je suis également très satisfaite de constater 

que les risques que nous avons pris ont payé 

aussi bien pour le Summit que pour l’industrie 

de manière générale. En particulier, j’aimerais 

en souligner deux : 

1 - Une belle réactivité

La réactivité et la souplesse que nous avons 

démontrées en changeant de nom et de 

thématique pour toujours mieux nous adapter 

aux demandes de l’industrie : de Global Spa 

Summit, il y a dix ans, il est devenu le Global Spa 

and Wellness Summit, il y a cinq ans, et enfin le 

Global Wellness Summit, il y a deux ans. 

Le concept et le changement de marque ne 

sont pas des choses faciles à accomplir. Je suis 

heureuse que notre conseil d’administration 

et l’équipe du Summit aient osé changer et 

entamer des conversations bien plus larges sur le bien-

être avec des leaders gouvernementaux, des sociétés 

spécialisées, la communauté médicale… 

Je ne peux m’empêcher de comparer notre réactivité à 

une conversation que j’avais eue avec un membre de 

l’OMS (Organisation Mondiale de la Santé) qui se lamen-

tait que l’OMS utilise toujours le terme de «Maladies Non 

Contagieuses» (déjà existant depuis plus d’un demi-siècle) 

pour décrire une catégorie qui inclut des maladies 

chroniques conduites par des facteurs de risques comme 

le tabac, l’alcool, l’inactivité physique et la mauvaise 

alimentation. La plupart de ces MNC sont évitables car 

elles sont causées par des facteurs g 

Il y a dix ans, 

il n’y avait 

aucune donnée 

mondiale 

et réelle 

sur le bien-être
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du Summit. Et si c’est le cas pour moi, les 
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magnifique vue, ses montagnes, et surtout 
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procurait vraiment un sentiment de bien 
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J’ai rencontré des participants du milieu 
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comme par exemple le Dr. Harold Stossier 
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cela va influencer l’avenir du wellness. La conférence 
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tourisme du bien-être depuis plus de 20 ans, ce sont les 

pionniers, et il m’est apparu évident, après plusieurs 
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Comme le Dr. Franz Linser l’a souligné, il était important 

que les Autrichiens découvre que derrière le tourisme de 

bien-être, il se cache un véritable monde du bien-être. 

Je pense que le Summit a eu un impact majeur sur les 

dirigeants du Tyrol et de l’Autriche en général, en leur 

faisant prendre conscience de l’importance des échanges 

mondiaux sur le bien-être et le futur du bien-être.

Une autre «nouvelle idée» développée lors du Summit : 

des constructions saines avec des concepts de bien-être, 

une architecture et un design spéciaux et le fait que 

l’industrie doit -et devra- se concentrer sur le bien-être 

psychologique. Et ceci devra concerner le monde entier 

et pas uniquement une élite. Notre industrie prend 

conscience de la réalité : des efforts considérables 

doivent être réalisés pour que le bien-être soit accessible 

à tous. Il n’est plus pensable de servir uniquement 3 % de 

privilégiés de la population !

Suite au Summit, des actions tangibles sont déjà mises 

en place par le Global Wellness Institute sur le bien-être 

mental et le bien-être pour les communautés à bas 

revenus. Nous allons aussi nous intéresser au bien-être 

pour les enfants. 

Cela nous a donné l’envie de développer une thématique 

pour la prochaine édition «La beauté comme bien-être». 

En octobre dernier, s’est tenu le 10ème Global Wellness Summit en Autriche 

en plein Tyrol, sur le thème «Back to the Future» qui a réuni 500 experts du spa venus 

de 45 pays. Susie Ellis, créatrice de ce rendez-vous majeur, vous livre son ressenti 

sur cette édition et sa vision sur le futur du bien-être
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de risques modifiables. L’OMS a évalué que 

80 % des maladies cardiaques, d’infarctus 

et de diabète de type 2 et même 40 %  des 

cancers pourraient être évités !

2 - De nombreuses disciplines

Il y a cinq ans, j’ai décidé d’apporter 

davantage d’experts, d’autres disciplines 

au-delà du spa, et cela a eu une influence 

très positive sur la santé globale et sur le 

développement de l’industrie du bien-être. 

Nous avons beaucoup plus de professionnels 

médicaux, d’architectes, de formateurs, 

d’investisseurs, d’experts en technologie 

et d’artistes qui assistent au Summit et y 

insufflent leur vision. Ils ont stimulé notre 

«tribu» et cela participe au rayonnement 

mondial du bien-être qui est l’une des 

industries qui offre le plus de croissance et 

d’opportunités au monde ! 

Une autre conclusion pour moi est de 

constater la pénurie de main d’œuvre et à quel point nous 

avons besoin de professionnels formés. La main d’œuvre 

est une problématique qui revient encore et toujours et 

cela affecte toute notre industrie. Je suis frappée par le 

fait qu’il n’y a pas de solutions vraiment concrètes.

Finalement, comme Edie Weiner, une conférencière 

mondialement renommée sur la thématique du futur, 

nous disait : il faut penser totalement différemment et 

cela me donne l’idée de nouvelles études à mener !

COMMENT VOYEZ-VOUS L’AVENIR DU BIEN-ÊTRE ? 

L’économiste Thierry Malleret nous a démontré à quel 

point les coûts des services médicaux connaissent une 

véritable ascension. Ça ne pourra pas durer éternellement 

et cela mènera inévitablement à mettre en avant la 

prévention. Selon lui, le bien-être deviendra obligatoire. 

C’est une bonne nouvelle pour le développement de notre 

industrie.

Dans l’avenir, je vois beaucoup de collaborations entre 

les secteurs privés, publics et les organisations pour faire 

des progrès. Ce ne sera pas la tâche d’un pays ou d’une 

industrie. Ce sera plutôt notre effort pour «construire le 

monde». Cela prendra du temps et les ressources de tout 

le monde seront nécessaires. Nous avons beaucoup de 

travail mais je ne vois rien de plus passionnant et utile ! 

 

Le bien-être

deviendra

obligatoire

et c’est une

bonne nouvelle

pour notre

industrie

LA GAMME N°1 DE CRYO EN FRANCE
AMinCissEMEnt pAR CRYOLipOLYsE

Solutions multi-technologies avec plus de 8 technologies proposées

Découvrez nos solutions de 
leasing et de location

 Découvrez  

le seul appareil de Cryo 

avec un système fréon 

sur le marché esthétique 

en France !
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T

 Le ProShape Cryo est le seul à 
intégrer 8 technologies en un seul 

appareil, pour toujours plus de 
résultats et de solutions

99 € ht/mois
à partir de
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