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Abstract
This paper aims to explore the demand for wellness tourism and how it has grown in the
last decade. This growth is in part due to increased stress levels from various factors. Some of
these factors are heightened stress in society such as COVID-19 and high inflation, people
working longer hours, unhealthy lifestyles, and higher obesity rates. The study focused on the
demographic cohort known as millennials, ranging from 25 to 40 years of age. Millennials are
projected to account for 75 percent of consumers and travelers by 2025 globally. The study
aimed to determine how Destination Marketing Organizations (DMO) can rethink their
approaches for targeting millennial consumers and travelers and the preferences of Canadian
millennials specifically related to their perceptions and their needs from wellness tourism within
Canada.
The material presented in the literature review represents the relevance of wellness,
wellness in tourism, the importance of wellness in Canada, the impact of COVID-19, and
millennials' characteristics and influence on tourism.
The study uses a qualitative approach for interviews with DMOs on how to approach
their marketing strategies and a mix-method approach on surveys for millennials on how they
perceive wellness tourism. The qualitative research assisted in identifying the elements of
millennial travel and DMO's influence in marketing to the demographic.
Appreciative Inquiry (AI) was the critical component in developing the questions for the
interview and survey. The questions focused on AI's four D's: Dream, Destiny, Discovery, and
Design. The purpose of AI is to help anticipate if the best-case scenario occurred more frequently
within the wellness tourism industry in Canada instead of analyzing problems. The data gathered
produced a list of the critical factors pertaining to millennial consumer and travel behavior, the
importance of wellness tourism for the millennial demographic, and DMO's marketing
techniques to target millennial travelers within Canada. Additionally, the data also produced
recommendations for the future of wellness and tourism.
Keywords: wellness tourism, millennials, well-being, tourism, DMO, consumer and travel
behavior, authenticity, sustainability, Canadian marketing
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Chapter One: Introduction
'Wellness is a modern word with ancient roots,' and from 1950 to the 1970s, physicians
and scholars gained more information on how wellness is theorized today (Global Wellness
Institute, n.d, para. 1). However, the origins of wellness are much older and are rooted in several
religious and medical movements in the United States and Europe in the 19th century (Global
Wellness Institute, n.d). The views of wellness can also be traced to the ancient civilizations of
Greece, Rome, and Asia, whose historical traditions have indelibly influenced the modern
wellness movement (Global Wellness Institute, n.d.; Kessler et al., 2020; Medina-Muñoz &
Medina-Muñoz, 2013; Smith & Kelly, 2006). Some of the modern-day health and wellness
treatments are taken and applied from ancient civilizations, such as massages dating before 100
BC in Thailand (Siam), Ayurvedic (traditional Hindu system of medicine) treatments in 3000 BC
in India, natural therapy springs in 737 AD in Japan (Koncul, 2012) and quests of enlightenment,
arranged during Medieval pilgrims in 500 AD to 1500 AD (Steiner & Reisinger, 2006; Smith &
Kelly, 2006). Therefore, ancient practices have influenced the idea of wellness and have been
applied to the tourism industry today through destination travel (Medina-Muñoz & MedinaMuñoz, 2013).
Presently, in the 21st century, wellness tourism has various meanings. These meanings
include aligning body, mind, and spirit (Smith & Kelly, 2006), pampering, and indulging
(Grénman & Räikkönen, 2015). Additionally, wellness tourism is "a journey by people whose
motive is to maintain or promote their health and help enhance physical, psychological, spiritual
and social well-being" (Voigt et al., 2011, p. 17)—constantly adapting through physical and
mental health under social and environmental factors (Árpási, 2018). Physical fitness, healthy
nutrition, relaxation, mental activity, and environmentally conscious behavior are recreational
activities that can assist in someone's wellness responsibilities (Árpási, 2018). In other words,
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wellness can indicate a proactive or reactive strategy for identifying potential and current health
issues in a person (Romanova et al., 2015).
Furthermore, initiating a proactive strategy in wellness can assist in utilizing activities
where people can participate, such as recreational activities while on vacation, making tourism
an ideal way to support wellness (Romanova et al., 2015). In this paper, I observe the importance
of wellness in the tourism industry, how wellness is a specific type of tourism, and a further
explanation of a particular kind of wellness. These three elements assist in understanding the role
of the tourism and wellness industries in the future. Additionally, to understand the role wellness
plays in the future, it will understand how it will impact millennials and their travel behavior
towards wellness and tourism. The relevance of examining through a millennial's perspective in
this study is how they are becoming a prime consumer and how their needs and wants can
influence the wellness and tourism industry in the future. Overall, the future of wellness tourism
will rely on the methods and strategies taken for travelers, not only on vacation but also at home.
Therefore, wellness tourism is essential and critical to examine as a relevant and necessary
strategy for Destination Management Organizations (DMO). Therefore, it is appropriate to
examine how wellness tourism can assist millennials' proactive approach to their health.
Correspondingly, this paper examines the reactive physical and mental health strategies and the
need for tourism during and after COVID-19.
Wellness Tourism in Canada
While the Global Wellness Institute (GWI) (2018) emphasizes the importance of
wellness tourism in North America, Canada has a poor report card with the six out of ten
provinces and two territories actively promoting wellness. Additionally, there is little evidence to
explain what organizations within the six provinces and territories are actively promoting this
specific kind of tourism and specific kind of tourism. Unfortunately, the literature does not
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explain what organizations within the provinces are doing the promotions. Some provinces, such
as Ontario and British Columbia, focus more on spa and general wellness offerings than others
(Global Wellness Institute, 2018). Alberta, British Columbia, Manitoba, Ontario, Saskatchewan,
and Yukon promote wellness tourism on national and official websites (Destination Canada,
n.d.). Since there are currently six out of ten provinces and two territories promoting wellness,
there needs to be a focus on wellness tourism and how DMOs can engage in motivating
millennials in wellness tourism.
Additionally, GWI recorded that the United States of America, Germany, China, France,
and Japan made the most money from wellness tourism in 2017, whereas Canada came in eighth
among numerous countries in the GWI report regarding profit on wellness (Patel, 2018).
However, the Canadian wellness market is developing and continues to improve. The wellness
market in Canada was valued at 3.3 billion CAD in 2019, and it is supposed to increase 6 percent
by 2027 (Grand View Research, 2020). It is important to note that wellness marketing will be
essential to study further because one in five people in Canada has experienced diseases and
psychological problems, costing the economy around 18 billion CAD annually (Grand View
Research, 2020). With the increase in Canadians experiencing diseases and psychological issues,
the need for wellness and the promotion of wellness in tourism and how it can assist with mental
health will be relevant to explore further.
Millennial Generation
The millennial generation is the focus and interest of this study. Millennials, also known
as Generation Y (GenY), 'typically between 25 to 40-year-olds, comprise approximately 80
million people across North America' (Agrodimou, 2019, p.24) and are considered to be
motivated by social networking and technology (Kim & Park, 2020; Pack, 2019). Additionally,
in tourism, some millennials are described as being more willing to understand ethnicity,
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lifestyle, and cultures than other demographics (Kim & Park, 2020). The economic impact of
millennial travel was forecasted to reach 400 million USD in North America by 2020, and by
2025, 75 percent of all consumers and travelers will be millennials and younger generations such
as Gen Z (1997-2012) and Gen A (2012 to at least through 2025) (Agrodimou, 2019; Kasasa,
2021; Pack, 2019).
Therefore, the future of wellness and wellness tourism will depend on millennials as this
group will become a dominant age group for wellness travel, and their economic impact on the
industry will grow. In addition, millennials' choices may lead to new trends toward tourism and
take place now occupied by the aging workforce referred to as baby boomers (Cavagnaro et al.,
2018; Chatzigeorgiou, 2017). Some of the reasons millennials' personal and professional
preferences differ from other generations are the low birth rates, and the aging workforce (baby
boomers) is creating a shortage of workers in North America (Ng & Johnson, 2015). These
factors will continue to shape the future of the wellness tourism industry as millennials age and
will account for a higher percentage of total travelers. In summary, this study is relevant to
today's society to understand how the wellness tourism industry presents itself through a
millennial perspective on wellness, mental health, and the impact of COVID-19.
Increase of Stress and Depression in Millennials
Long working hours, unhealthy lifestyles, high obesity rates, and decreasing birth rates
are factors that many people have faced in recent decades, resulting in high-stress levels
(Agrodimou, 2019; Monroe et al., 2019; Smith & Kelly, 2006). However, millennials are
considered the most stressed and anxious (Dwivedi & Lewis, 2020). They suffer from higher
rates of burnout due to high-stress levels than other generations (Hoffower & Akhtar, 2020).
Over the last 12 months since the COVID-19 pandemic, millennials were more likely to suffer
from burnout, with 42 percent being affected (Kranc, 2022). Generation X is suffering at 35
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percent, and baby Boomers at 27 percent in North America (Kranc, 2022). The symptoms of
burnout are anxiety, depression, insomnia, weakened immunities, loss of appetite, substance
abuse, and depleted energy levels (Cohen, 2019).
Therefore, many predict that millennials will be the first to have poorer health in middle
age than their parents (Dodgson, 2018). Some of the elements influencing millennials' stress and
mental health issues are work availability, food, housing, climate change, and financial concerns
(Dwivedi & Lewis, 2020). These elements weigh heavily on millennials and affect them
emotionally, physically, and mentally. For example, Cowling (2015) states that millennials are
most likely to suffer from financial stress, which means that they will worry about money and
the affordability of everyday necessities.
Background of Wellness Tourism
In the twenty-first century, wellness tourism has become vital, so tourists seek ways to
enhance their health to counter the negative impacts of modern lifestyles (Luo et al., 2018).
There are numerous sectors within the wellness industry to aid in well-being and help with some
of the negative impacts of modern lifestyles. Some of these wellness sectors are hotels, health
and beauty, centers of wellness recreation, and wellness real estate (Agrodimou, 2019; Chen et
al., 2008). These wellness sectors will assist in the growth of wellness travel, and it is estimated
at 639 billion dollars USD and is projected to reach 919 billion dollars USD by 2022
(Agrodimou, 2019). In addition, the global health and wellness industry in 2019 was worth 4.2
trillion USD (Global Wellness Institute, 2018). To improve people's well-being, physical,
mental, spiritual, emotional, and environmental stimulation will help health-related areas. There
are many ways tourists may do to seek assistance in their wellness (Gravity Media, 2017). For
example, if tourists seek to improve their physical health, they can go to the gym, get a massage,
or visit a wellness center. If a tourist wants to pray or spend time alone, they can go to a yoga
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retreat or place of worship. Finally, if a tourist is looking for a picturesque place to improve
themselves, there is a specific place to assist (Gravity Media, 2017).
Additionally, wellness travelers can be broken into other categories: primary purpose
wellness travelers and secondary purpose wellness travelers. The primary traveler looks at
wellness as their trip's sole purpose or motivating factor. The secondary purpose of the wellness
traveler seeks to maintain wellness while taking any trip (Gravity Media, 2017). It is essential to
differentiate the two to figure out their main goal and assist them in the wellness travel. Even
though there are two types of purposes wellness travelers may pursue. Additionally, some of the
activities that primary and secondary travelers may use to overcome stress in their professional
and private life are having a meaningful and harmonious life, achieving personal excellence, and
boosting energy (Árpási, 2018). With the variety of wellness products to assist in overcoming
tourists' stress and help with available experiences, there is clear potential for the wellness
tourism industry to expand its economic footprint.
Purpose of Study
The societal shift towards living a healthy lifestyle has led many people to be concerned
about their health and well-being. These areas of interest to assist people's health include
physical fitness, nutrition, relaxation, and environment-conscious behavior (Árpási, 2018). This
paper aims to determine how Destination Marketing Organizations (DMO) can rethink their
approaches to targeting millennials as consumers, travelers, and preferences. Additionally,
examining the perceptions of millennials' expectations and their needs from wellness tourism
within Canada. Furthermore, millennials can aid in the economic impact due to their willingness
to travel and need for experiences due to society's new focus shifting towards a healthier lifestyle
(Cavagnaro et al., 2018; Santos et al., 2016). In addition, millennials' willingness to travel and
their need for experiences will assist in the understanding of the potential importance of wellness
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tourism. They are natural travelers, meaning "they crave experiences, reject uniform products,
and seek new solutions and practices that create emotions'' (Cavagnaro and Staffieri, 2018, p.96).
Specifically, the study explores the demand for wellness tourism and how it has grown in
the last decade due to various factors such as heightened stress in society such as COVID-19,
high inflation, people working longer hours, unhealthy lifestyles, and higher obesity rates. In
addition, the research reviews literature and explores attitudes around wellness tourism in
Canada. Furthermore, it investigates the influence it should have on millennials' lives, not only in
the present but also in the future. Finally, it will also examine the effects of stress and mental
health on millennials and how wellness tourism can support them.
Research Questions
To identify millennials' motivations and travel behavior for wellness travel and how can
DMOs assist in the marketing and promoting millennial travel within Canada. This study asks
millennials how they feel, think and act with respect to wellness tourism. The two research
questions below were developed for the study to understand the importance of wellness tourism:
How might destination marketing organizations (DMO) revise their marketing towards
millennials' travel motivations and attract them to Canadian wellness destinations?
What are Canadian millennials’ understanding of and preferences for wellness tourism?
Relevant Terms to Recognize in Thesis
Destination Marketing Organization (DMO) and travel behavior are defined below to
assist in the understanding of the research.
Destination Marketing Organization (DMO)
Defining the Destination Marketing Organization (DMO) and why DMOs are essential to
tourism will guide the research and methodology. DMOs are "a collective effort that requires
various organizations and businesses in a geographically limited area to harmoniously work
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together to achieve a common goal" (Wang, 2008, p. 151). Traditionally, DMOs are trained
towards promoting a destination, but there is a growing need for a more holistic approach to
destination management (Ritchie & Ritchie, 2002). Some of the holistic approaches DMOs can
apply to promoting a destination is looking into the destination's current situation and
understanding that there is more to this situation than the management/marketing. Also, they
must investigate the future since DMOs are not static and analyze the change strategy. Lastly,
they must see the DMO as more extensive management (Jørgensen, 2017).
Additionally, Choi et al. (2015) explain that destination marketing aims to attract visitors
and retain them. Therefore, based on thesis definitions for the study, DMOs are assumed to be
the combination of managing tourism and strengthening the competitiveness of a destination.
Strengthening a destination is achieved by the interconnectivity of building transport networks,
raising the quality of life, enhancing the destination profile, and attracting events.
Travel Behavior
Clifton and Handy (2003) describe travel behavior as critical insight into individuals'
choices about daily travel. The information about travelers' habits has contributed to various
models to forecast travel behavior and predict instabilities. Additionally, Dickinson et al. (2013)
and Heitmann (2011) characterize travel behavior as linked to time. Time visitation patterns also
influence traveling times, such as when a high volume of travelers wants a specific place
simultaneously, such as the Christmas holidays or March Break. Finally, travel behavior and
tourism motivation concentrate on tourists' decision-making when booking a holiday (Heitmann,
2011). Overall, understanding travel motivations and the factors influencing tourists' behavior
and intentions are beneficial to tourism planning and marketing (Bhati et al., 2021).
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Analysis
This study uses a mixed-methods approach, commensurable with the research questions
and the theoretical framework of an Appreciative Inquiry. The qualitative approach helped shape
the interview design, while a mixed-method design assisted the survey design. Qualitative
analysis uses words and specializes in humans and organizations (Robson & McCarten, 2015)
and involves collecting, analyzing, and interpreting data (Anderson, 2010). The mixed-methods
approach produces a complete and more comprehensive picture of the research topic (Robson &
McCarten, 2015). These two approaches were chosen for the interview and survey, which
allowed for a more appropriate way to address the research questions as it allowed to address the
decisions and needs of the existing data literature.
The Appreciative Inquiry (AI) influences the structure of the questions. AI focuses the
research process on what works rather than trying to fix what does not; that is why AI was
chosen in this study. The influence AI had on qualitative analysis assisted in the idea of having a
"simple but radical approach to understanding the social world" (Reed, 2006, p.2). Moreover, AI
is relevant to the study since it explores people's ideas. In this case, the study focused on DMO's
experiences and ideas on wellness tourism, tourism, and millennials in Canada. Additionally,
using AI in the research assisted in focusing on participants' insights (Reed, 2006). Focusing on
their insights allowed the study to explore the concept of making sense of the world (Naude et
al., 2014).
Significance and Relevance of the Research
As stated in the introduction of this paper, millennials are taking more responsibility for
their health and improving their physical and mental health; thus, the wellness market is relevant
and significant to research in the tourism industry. Therefore, the study aims to understand better
how the millennial generation utilizes the wellness tourism industry in Canada and understand
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millennials' preferences, needs, and expectations of the wellness industry. The knowledge
created will help DMOs tailor tourism offerings to create wellness opportunities for millennials
as consumers. Moreover, increasing tourism revenue and addressing social problems such as
stress, burnout, and other mental health concerns within Canada.
Thesis Structure
There are six chapters presented in this thesis. The following section is the second
chapter of the literature review, which explores current theories in both wellness tourism and
millennials in tourism. The third chapter is a synopsis of the methodologies and methods used in
the study. To comprehend the relevance of wellness tourism in Canada, interviews and surveys
were designed for millennials and Destination Marketing Organizations (DMO). In addition, it
will explore how millennial travel habits help shape the generation's influence and experience of
technology. The fourth chapter reviews the discoveries and data analysis related to the four Ds of
Appreciative Inquiry (AI): discovery, dream, design, and destiny. The fifth chapter is the
discussion of the findings. Finally, the sixth chapter includes recommendations and a conclusion
following the study.
Chapter Two: Literature Review
The literature review comprises six sections that discuss wellness tourism in Canada for
millennials. The six sections include the following: Knowledge in Wellness; Wellness's Image in
Tourism; the Importance of Wellness Tourism; Wellness Tourism in Canada; Characteristics of
Millennials; and Millennials in tourism.
The outcome of the literature review will help increase knowledge regarding Destination
Marketing Organization (DMO) motivations and trends for millennials and review the elements
that combine to create a positive wellness experience for millennials during their wellness trips:
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1. The literature will review academic articles and relevant organizations in Canada to
contribute to wellness and wellness's image in tourism. Thus, it provides an
understanding and meaning behind wellness's definitions, relevance, and a more
transparent perception of mental health and well-being in Canada.
2. A discussion regarding the literature findings will follow the review about millennials
and their role in tourism.
3. The literature review will help identify gaps addressed in the research analysis, including
the role DMOs have regarding millennials' motivation and influence in wellness tourism.
The literature review intends to illustrate how the literature and the research were
conducted. Therefore, the literature review will reveal information about the purpose of the
study, the research questions, and the research design.
The Knowledge of Wellness
The term wellness is widely used and is essential, and its awareness grew in the 20th
century; but according to Koncul (2012), not many comprehend its meaning. The idea that
wellness may not be understood is because the concept of wellness was founded by Western
traditions and may not be experienced in other parts of the world. Further, it has led some to
think of wellness as a luxury experience when it does not have to be (Lim et al., 2016; Nagy,
2018). Agreeing that not many understand the meaning, Kirkland (2014) expressed that wellness
is a popular "buzzword" found in several organizations. These include wellness programs,
wellness centers, wellness contests, wellness journals, and even wellness food for pets, as the
idea of wellness is overused and not fully grasped.
The term wellness is overused because marketing professionals know a wellness business
will show up better in search engines (LeSage, n.d.). Overall, the interest in wellness has
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increased, but an understanding of the components of wellness tourism experiences is lacking
(Dilette et al., 2021). Nonetheless, there is a lack of research on learning the components of
wellness tourism practices that can support researchers and Canadian DMOs. Additionally, there
is a lack of research about wellness tourism experiences, specifically regarding millennials. The
research intends to contribute to millennials' needs and preferences for wellness tourism and
assist them in their everyday lives.
Defining Wellness
In 1948 the World Health Organization (WHO) defined health as "a state of complete
physical, mental and social well-being and not merely the absence of disease or infirmity" (Smith
& Kelly, 2006, p.1). Later, WHO decided to expand its definition of health to include other
wellness issues. Thus, health uses social, personal, and physical abilities to change or cope in an
environment (Lim et al., 2016). Therefore, health is now commonly used to describe wellness,
but the health of a person's body is not the same as a person's well-being (Árpási, 2018) but can
be considered a pathway to achieving wellness (Dillette et al., 2021). Additionally, as defined by
the Global Wellness Institute (GWI) (n.d.), the intentions, actions, or activities related to
wellness relate to perceiving a state of being. Many associate well-being with feelings of
satisfaction and a sense of fulfillment.
Adding to the World Health Organizations' definition Koncul (2012) described wellness
as "a state of health comprising an overall sense of well-being and sees a person as consisting of
mind, body, and spirit. Therefore, lifestyle and self-responsibility for health are paramount in the
quest for a better quality of life" (p.527). Additionally, maintaining and improving a person's
health by preventing disease and enhancing the quality of life are ways that wellness can assist in
a proactive approach (Lim et al., 2016). It is a continuous activity, ensuring that everything is
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always in harmony (Árpási, 2018). The literature is helpful in the conceptualization of the
research questions about millennials and their wellness for their future.
Halbert Dunn was the founding father of the concept and development of wellness.
Wellness was first used by Dunn in 1959 when he invented the word wellness by joining the
words well-being and fitness. Dunn defined wellness as "an integrated method of functioning
that is oriented toward maximizing the potential of which the individual is capable, within the
environment where he/she is functioning" (Dunn, 1959, p. 447 a). Thus, wellness involves
moving to a higher potential of functioning and integrating the whole individual through mind,
body, and spirit.
Examining further into Dunn's research, he outlined the importance of the Health Grid.
The health grid comprises the health axis, the environmental axis, and the health and wellness
quadrants: poor health in an unfavorable environment. Ranging from death at the left to peak
wellness to the right are in the health axis, and then it moves into an area of good health. The
goal is to perform at one's full potential, representing the opposite of death (Dunn, 1959b). Thus,
directing someone to a higher opportunity for functioning can be done through wellness
(Kirkland, 2014; Romanova et al., 2015; Smith & Puczkó, 2015). The Health Grid was created in
1959 but provided relevance in today's research, even though it was created 60 years ago. It
explains the importance of how all quadrants from health and wellness assist in the environment.
Also, how they can work on shifting to another area of the grid and achieve one's full potential,
opposite of death since it was discussed how stress is the silent killer of one's health. In addition,
the Health Grid assisted in understanding the importance of wellness and how it was used to
inspire the survey questions for millennials.
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In Dunn's concept of wellness, there are higher and lower levels, and the purpose of these
levels aims to move everyone up to the highest level (Kirkland, 2014). Unfortunately, in Dunn's
research, there are no examples that state how to move everyone to the highest levels of
wellness. Instead, Dunn exemplified that the purpose of life, involvement in relationships,
environment, and happiness are ways wellness focuses on and not just the absence of diseases,
illnesses, and stress (Smith & Puczkó, 2015).
Developed 20 years after Dunn, John Travis, who also had a background in public health,
developed a wellness inventory to consider an individual's state of wellness. The wellness
inventory includes self-love, nutrition, exercise, and social environment. It is essential as it
allows for a deeper understanding of an individual's wellness. His other contribution to wellness
included an emphasis on individual responsibility and progress toward a high level of wellness
(Hamed, 2015; Miller, 2005). In an article by the New York Times, Travis discusses how it
started when he was enrolled in the preventive-medicine residency at Johns Hopkins Medical
school (Zimmer, 2010). He picked up Dunn's book in 1972 and did not think much of Dunn's
buzzword. However, after Travis read the book, he wanted to put Dunn's ideas into action
(Zimmer, 2010). As a result, Travis opened the Wellness Resource Center in Mill Valley,
California, in November 1975. The center's purpose "was to assist in various approaches to wellbeing as an alternative to the traditional illness-oriented care of physicians" (Zimmer, 2010, para.
5). Therefore, Dunn and Travis contributed to wellness, which assisted in today's importance and
definition.
Quality of Life
Quality of life (QOL) is interconnected to wellness (Koncul, 2012). QOL can be
challenging to define, but some researchers associate it with comprehending people's satisfaction
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with their lives, health, and environment (Árpási, 2018; Chen et al., 2008; Koncul, 2012). Árpási
(2018) documents that wellness is an approach to health that focuses on the QOL. Others see that
"wellness services contribution to the quality of life is confined to the tourists themselves and
reaches the hosting community" (Chen et al., 2008, p. 105). For example, on Lake Geneva, a
treatment center showcases the sensitivity to wellness providers, the natural environment, and
local heritage (Chen et al., 2008). The 19th-century architecture ties with the modern medical
center suggesting the wellness sector may assist in the expectations of sustainable development.
Additionally, the future development of the wellness business can assist in a person's better QOL
if the perspective of the tourists and community can align and balance with one another (Chen et
al., 2008).
However, Meiselman (2016) noted a lack of agreement between the QOL and health.
There should be a way to distinguish physical health and a more 'holistic quality of life.' The
result of the closest definition of quality of life is if people are satisfied with life and specific
domains within the QOL (Meiselman, 2016). However, many people have different indicators
that can potentially affect their QOL. These indicators can be job satisfaction, community,
relationships, stress levels, spirituality, and safety (Luo et al., 2018). Many negative and positive
factors can affect one's quality of life, and that is where more research includes how one's
environment has affected them, especially now during the COVID-19 pandemic.
Dimensions of Wellness
Wellness is described as having different dimensions (Meiselman, 2016) and includes the
whole person (Swarbrick, 2006). Smith and Kelly (2006) and Swarbrick (2006) documented
seven dimensions of wellness: social, physical, emotional, intellectual, environmental, spiritual,
and occupational. In the years following, Meiselman (2016) and King et al. (2014) documented
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that there were now ten dimensions of wellness; the dimensions added were cultural, economic,
and climate. Although other sources outlining these dimensions leave out cultural and economic
(Flowers, 2021; Petroman, 2021). Unfortunately, there is no indication of why Flowers (2021)
and Petroman (2021) leave out cultural and economic dimensions of wellness.
A wellness wheel's eight dimensions are necessary for a balanced and happy life. They
are essential to one's holistic health (Flower, 2021). To take care of oneself and reach one's full
potential is by understanding the interconnectedness of each aspect of one's life. However,
Petroman (2021) indicated that in a tourist destination, the other indicators of well-being are
"standard of living, health, achievements, relationships, safety, relationship with the community
and the safety of tomorrow" (p. 324). The literature argues that physical wellness is the most
common and most vital of all the dimensions due to its focus beyond physical activity. Physical
wellness focuses on nutrition, lifestyle, self-care, and longevity (Meiselman, 2016).
On the other hand, some think physicality is the most critical dimension, while
spirituality is considered metaphysical and challenging to define objectively. Although medical
tourism often excludes attention to the spiritual dimension and is often referred to as a form of
ritualistic behavior (Swarbrick, 2006). These dimensions make up wellness and provide more
critical thinking about how each dimension can affect a person in various ways, such as affecting
a person's well-being and quality of life. It is important to note how these dimensions can
positively or negatively affect a person. Also, since Flowers (2021) and Petroman (2021) leave
out cultural and economic dimensions, it would be relevant to examine further why and how
economics plays a significant role in a person's life.
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Wellness Wheel and The Health Grid
As Dunn (1959) explained, the highest level of wellness is shown in the health grid. The
health grid discusses each section of the axis and how the health grid comprises the health axis,
the environmental axis, and the health and wellness quadrants: poor health in an unfavorable
environment. It would be beneficial to examine further the importance of the grid and to include
or design how each dimension (eight) fits or relates to a person's overall wellness and well-being.
Substance Abuse and Mental Health Services Administration (SAMHSA) (2016) discusses how
all dimensions can be connected, and one can affect each other in one way or another. For
example, "When we worry about money (debt or being able to afford what we need), we
sometimes experience anxiety (emotional). This emotional feeling can lead to medical problems
(physical) and trouble at work (occupational). When this happens, we may question our sense of
meaning and purpose (spiritual)" (p.3). The outcome is to determine how each dimension
coincides with each axis and quadrant. Also, if there is a correlation or relation to each
dimension, this research can assist in examining and determining a person's highest state of
wellness.
Wellness’s Image in Tourism
Wellness tourism has become popular worldwide for various reasons. These reasons for
popularity are due to modern lifestyles and improving overall well-being (Luo et al., 2018).
Other reasons are connecting mind, body, and spirit (Huang & Xu, 2014; Medina-Muñoz &
Medina-Muñoz, 2013) and supporting a healthy, ecological, and green lifestyle (Huang & Xu,
2017). In another study, Voigt et al. (2011) revealed that this growing industry is due to society's
more hectic lifestyle and elevated stress levels. However, Smith and Kelly (2006) go into a
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deeper meaning of wellness, such as self-development and reconciliation of body, mind, and
spirit.
Nagy (2018) indicated that health is not only a money-maker but also a beautiful "halo
for treatments and programs that often serve as marketing eye candy and can dazzle and appeal
to anyone through the creations of pools and spas that make anyone want to stay in a hotel."
(para.3). There are many viewpoints on what wellness tourism is and is not in the academic
literature. The current viewpoint of wellness tourism leaders is that targeted groups of people
take holidays from their everyday lives to "find themselves" and take an interest in their wellbeing (Nagy, 2018; Smith & Puczkó, 2015). Focusing on wellness and finding themselves will
add to the importance of wellness today and people's everyday lives from hectic lifestyles and
elevated stress.
Global Wellness Institute (GWI) is a non-profit organization leader in the wellness
industry's global research and educational resources (Global Wellness Institute, 2018). GWI
(2018) examined in the economic wellness report that there is an opportunity to maintain and
develop holistic health today. Several literature studies discuss what wellness tourism signifies
and what it does not. Many studies agreed that wellness tourism is not medical tourism (Global
Wellness Institute, 2018; Raphael, 2018; Romanova et al., 2015; Voigt et al., 2011). Medical
tourism refers to activities that are reactive to illnesses or seen by a doctor and include treatment
for diseases (Romanova et al., 2015). Individuals seek treatment because of their illness, and
their skills and abilities are not essential in completing their treatment (Swarbrick, 2006).
It is fascinating that Petroman (2021) examines that wellness tourism has characteristics
in common with the following. Cultural, adventure, risk, forestry, medical, health, social,
thermal, and ecotourism share some characteristics and are interchangeable. Unfortunately, the
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literature does not further examine how these sectors have similar characteristics to wellness
tourism. It would be beneficial to examine further how they relate to wellness tourism and why
they are considered interchangeable. In the end, all types of tourism can be a form of wellness
tourism since it represents avoiding or assisting in improving one's mind, body, and soul.
Wellness tourism is essential for maintaining, managing, or improving health and wellbeing (Dillette et al., 2021; Global Wellness Institute, 2018). It is also essential to identify an
individual's goals, preferences, interests, and strengths within wellness (Swarbrick, 2006).
During a wellness trip, individuals may partake in some activities to improve their goals. Some
recognized activities for improving one's goals include the spa, massage, beauty/body care,
healthy food consumption, physical exercises, nature tourism, ecotourism, community tourism,
pilgrimage, yoga, spiritual retreats, and outdoor activities (Huang & Xu, 2014). Proactive,
voluntary, non-invasive, and non-medical are used to describe how a traveler participates in their
wellness activities (Medina-Muñoz & Medina-Muñoz, 2013). Therefore, wellness tourism
involves the idea that one is preserving an already healthy state through activities (Dillette et al.,
2021; Medina-Muñoz & Medina-Muñoz, 2013). Therefore, it is proposed that wellness and
medical tourism are subcategories of health tourism, where wellness tourism is illness prevention
and medical tourism is treatment or surgery.
The concept of wellness tourism lacks consistency and may be misleading for readers and
tourists. Raphael (2018) stated that wellness is broadly characterized as the "active pursuit of
physical and mental well-being and can be vague when incorporating a wide range of industries"
(para. 4). Coinciding with Raphael, Voigt et al. (2011) described the confusing terms used to talk
about wellness, such as wellness tourism, health tourism, healthcare tourism, well-being tourism,
and spa tourism. These terms are utilized interchangeably to describe different concepts.
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Journalists commonly adopt wellness tourism to describe various tourism activities and concepts.
New-age, volunteer, yoga, adventure, and spiritual tourism have all been classified or related to
wellness and health tourism. Disagreeing with the academic literature, Mueller, and Kaufmann
(2001) emphasized that wellness tourism is the "sum of all relationships resulting from people
whose main motive is to preserve or promote their health in a more segmented and
interchangeable design" (p.7).
Booking a Wellness Vacation
When thinking about the next place to vacation for a wellness trip, one must decide
where to go and what to do. Medina-Muñoz & Medina-Muñoz (2013) emphasize that the
accommodation chosen for the stay must specialize in wellness. The hotel can include a wellness
center on-site and offer wellness services and treatments. Furthermore, to qualify as a wellness
experience, the practice or establishment must maintain and promote health and well-being. The
duration of a trip should be at least one night in a relaxing accommodation setting and contribute
to a person's psychological, spiritual, or emotional well-being and overall physical health (Smith
& Kelly, 2006; Voight et al., 2011).
Conversely, a day of hiking, canoeing, or any outdoor activity could be considered a
wellness trip. Due to the increase in wellness popularity, many hotels like the idea of wellness
and joined in with the DMOs to plan and offer wellness services. However, many businesses run
wellness programs without the proper resources, which leads to the misinterpretation of wellness
and lack of experience from the hotel staff (LeSage, n.d.). Unfortunately, there is no data on the
long-term implications of the misinterpretation of wellness and the lack of experience in the
industry. There needs to be data that outlines how the lack of experience and misinterpretation
can affect the image of the industry and its purpose.
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Steiner and Reisinger (2006) argument state that people on a wellness vacation want to
stay in a hotel that provides and specializes in wellness, even those there is not much data to
back up that statement. What qualifies a hotel that specializes in wellness as a wellness hotel.
They state that hotels can offer fitness, beauty, healthy nutrition, and meditation (Steiner &
Reisinger, 2006). Although, many examinations that tourism can contribute to wellness, even if
it is not designed or marketed as wellness tourism (Steiner & Reisinger, 2006). Other literature
outlines that wellness tourism refers to people traveling from their residence to a destination,
with the main motive being to improve their health. Therefore, some considerations with
wellness tourism are traveling to the destination, the destination, and during the vacation (Huang
& Xu, 2017). Nevertheless, how a particular place might be considered therapeutic or good for
health has not been well discussed.
A traveler who wants to partake in wellness tourism is someone who seeks to improve
their well-being, supports a healthy and eco-friendly lifestyle, or is looking to take a break from
their stressful lives. The concept of wellness tourism needs to critically examine what each
wellness sector signifies and how they differ from each sub-sector through innovation.
Additionally, destination programs need to help ensure and outline what the wellness tourism
industry needs to grow and evolve. These programs are also essential to assure credibility and
accountability for travelers looking for a wellness experience.
The Importance of Wellness Tourism
Smith and Kelly (2006) and Árpási (2018) emphasized that the evolution of science and
medicine led to improving the body's protection against diseases. However, mental,
psychological, and emotional problems are often left untreated (Smith & Kelly, 2006).
Depression and anxiety are often described as one of the most significant diseases in the 21st
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century, contributing to rising suicide rates. In 2020, there were 3,780 suicides reported in
Canada, which was 232 fewer than in 2019 (4,012) and similar to 2018 (3,811) (Statistics
Canada, 2021a). Although it is too early to assume whether the rate of suicides in Canada has
increased or declined during the Covid-19 pandemic, coroners or medical examiners still need
time to investigate suicides, accidents, and homicides (Statistics Canada, 2021a).
With the potential rise of suicides, the need for examination into the assistance and
treatments can help. The treatments that can assist in helping with depression and anxiety consist
of increased leisure time and a journey to self-awareness (Chen & Petrick, 2013; Smith & Kelly,
2006). The hospitality sector has developed new strategies and initiatives in the last few years,
such as embedding physical and psychological health labels, especially among upscale hotels
(Chen et al., 2008). Additionally, the demand for health and wellness products is due to the
increased pollution in cities, deteriorating living conditions, increasingly poor diets and
unhealthy lifestyles, increased alcohol, and tobacco consumption (Chen et al., 2008).
Also, Smith and Kelly (2006) and Huang and Xu (2014) explained that WHO's most
cited definition of health is one's physical, mental, and social well-being and lacks the focus on
the absence of disease. Some argue that wellness corresponds much closer to happiness than to
health, meaning that a person could easily be healthy but not be happy (Huang & Xu, 2014;
Smith & Kelly, 2006). It is also essential to consider that it may seem logical that people with
poor health can still be happy and experience overall well-being. Battling negative qualities can
help maintain and improve holistic health within the wellness tourism industry. Therefore, the
decision to travel often reflects the search for pleasure, joy, and positive reinforcement (Chen et
al., 2008). Unhealthy travel comes from unhealthy eating while on the road, stress, and poor
sleep. In comparison, wellness travel includes rest, disease prevention, discovering healthy
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lifestyles, and improving self-awareness. Furthermore, there needs to be an understanding of
ways to achieve wellness during travel and avoid those unhealthy travel habits and how they are
initiated during travel.
Throughout the beginning of the paper, there are many mentions of the relevance and
importance of wellness tourism. The importance of wellness has become evident in people’s
everyday lives. SAMHSA (2016) discusses how “creating a balance in our lives is an important
part of wellness” (p.4). In order to do this and help create a balance, one must look at making
sure that people have time to do the things that make them happy and fulfilled. Additionally,
some of the ways that people can assist in creating a healthy balance in their lives can be
working, having fun, spending time with family, participating in the community, being
physically active, praying, relaxing, and sleeping (SAMHSA, 2016).
Furthermore, there is a rise in anxiety, depression, and potentially suicide rates, and now
the potential future effects of the COVID-19 pandemic, there needs to be a grasp on the necessity
for wellness and wellness in tourism. With the rise of the importance of mental health, the
benefits of examining further will aid in the industry knowledge of the societal, industry, and
financial levels. Such as assisting in the awareness and support can help decrease 18 billion
dollars CAD annually in Canada for people who have experiences diseases and psychological
problems (Grand View Research, 2020).
Wellness Tourism in Canada
As mentioned earlier, wellness tourism in Canada is expanding, as six of ten provinces
and two territories are actively promoting wellness (Global Wellness Institute, 2018). The
Canadian wellness market is developing and continues to develop, but unfortunately, there is not
enough data on wellness tourism compared to other countries such as China, India, or The
United States of America. According to Destination Canada (n.d.), some of the world's best
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oases for health, wellness, and retreats are in Canada. These sought-after destinations include the
West Coast rainforest, Canada's prairie cities, quaint French-Canadian towns, seaside Atlantic
Canada, and country estates in Ontario's rolling hills.
There has been growth in Canada's spa sector in the last decade. Between 1990 and 2001,
the number of spa establishments in North America increased from 1,400 to 10,900, of which
1,300 were in Canada. As a result, the occupancy went from 40 percent to between 70 and 80
percent. By 2006, there were 2,634 spas in Canada (Joppe, 2010a) and Canada now has roughly
over 3,000 spa facilities (Starr, 2016). The increase in spas in Canada is due to people looking
more into relaxation, wellness, and pampering.
Additionally, spa operators invest more in spas to cater to a vast market of people "who
want to look or feel younger, want relaxation, and possibly need services" (Warson, 2005, para.
7). That is why the market has had a 22.08 billion dollar increase from 2021 to 2005, and the
global spa market is expected to grow 6 percent from 2021 to 2025 (Schmidt, 2021). Schmidt
(2021) illustrates that the trend in spas is due to unprecedented stress, such as everyone being
connected 24/7, lack of boundaries between work and personal life, and by 2030, 80 percent of
the human population will live in urban, nature deprived areas.
As the spa sector grows in Canada, some may argue that Canada should focus on its
health and wellness brand with its First Nations. Some focus should be on Aboriginal healing
circles, and it can be marketed to customers seeking a different health and wellness experience.
Canada's health and wellness industry must collaborate with other sectors to further expand and
develop for the future (Supapol et al., 2007). Furthermore, Canada's wellness industry should not
just focus on the idea of healing circles but the importance of Indigenous tourism and how it
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plays a massive role in Canadian history and tourism. This information regarding Indigenous
tourism is seen in this research's discussion and recommendations section.
The Impact of COVID-19
COVID-19 has affected many parts of tourism and drastically halted the tourism industry,
especially wellness. COVID-19 pandemic unfolded in March 2020, spreading globally with
millions of lives lost. Although previous crises that have happened in the past two decades
affecting tourism, such as severe acute respiratory syndrome (SARS) and Middle East
Respiratory Syndrome (MERS), and COVID-19, have had a significant impact globally (Bhati et
al. 2021; Nazneen et al., 2020). In March 2020, WHO advised many countries to stop the spread
of COVID-19, restricting travel, closing tourism attractions and public events (Bhati et al.,
2021). Due to restrictions, it put destinations and countries into lockdowns and impacted many
significant sectors, tourism being one of them (Rather, 2021).
According to the World Travel and Tourism Council (WTTC) estimates, a potential loss
of $2.1 trillion in Travel and Tourism Gross Domestic Product (GDP), with 75 million jobs at
risk (Lapointe, 2020). Furthermore, with the implications of COVID-19 and many people not
traveling for over two years, many people will have to reacquaint themselves with the very idea
of international travel. In addition to the loss of jobs and money, according to Statistics Canada
Mental Health (SCMH) (2021), findings released on COVID-19 and mental health indicate
symptoms such as depression, anxiety, or posttraumatic stress (PTSD) have been found in
Canadians 18 and older in spring 2021, which is an increase from fall of 2020 which was one in
five. Therefore, the implications of shifts in travel behaviors post COVID 19 is critical for
DMOs to become aware of and respond accordingly.
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Furthermore, many younger Canadians have reported experiencing at least one of the
negative impacts of the COVID-19 pandemic, such as feeling lonely or facing increased physical
health problems. For example, "in spring 2021, many Canadians aged 18 to 24 reported feeling
at least one of the negative impacts, 80 percent for those aged 25 to 44, 70 percent aged 45 to 64,
and 54 percent aged 65 older" (Statistics Canada b, 2021, para. 6). However, another term is
being used now due to the pandemic, called languishing. Languishing is "a sense of stagnation
and emptiness. It feels like you are muddling through your days, looking at your life through a
foggy windshield" (Grant, 2021, para. 3). It is also a void between depression and flourishing
(Grant, 2021). It is more common than major depression and a more significant factor of mental
illness as it dulls motivation and ability to focus and will have people cut back on work (Grant,
2021). Therefore, it is critical to investigate these issues further and understand the long-term
implications on mental health and wellness in Canada's younger demographic. The research
hopes to contribute to wellness tourism in Canada during COVID-19 in assisting the awareness
and examining further the impact COVID-19 has had on people's mental health and wellness and
how can wellness tourism help in aiding people in their mental health.
Characteristics of Millennials
The information provided in the section's characteristics of millennials and millennials in
tourism is intended not to stereotype the generation but to identify the attributes from research.
Furthermore, the intent is not to label but to seek understanding through their values, beliefs,
attitudes, needs, and expectations (Rekar Munro, 2014).
Generation Y, also known as millennials, the hero generation, nexters, or generation next
(Chatzigeorgiou, 2017; Ng et al., 2017; Santos et al., 2016), make up an estimated worldwide
population of 1.8 billion and represents approximately 24 percent of the global population
(Siskova, 2018). This group is becoming essential to the global economy and tourism worldwide
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(Kim & Park, 2020). One research study explained how Generation Y was first used in 1993,
referring to western teenagers for a magazine in advertising (Monaco, 2018). However, the
generational terminology millennials were first coined by William Strauss and Neil Howe in
1991 (Strauss & Howe, 1991).
Chatzigeorgiou (2017) defined millennials as having been born between 1982 to 2002
and has split them into three different age groups: Generation Why (1982-1985), Millennials
(MilGens 1985-1999), and iGeneration (1999-2002). Chatzigeorgiou's timeline of millennials'
birth years overlaps with GenZ born been 1995-to 2010 (Tulgan, 2013). Whereas Veiga et al.
(2017) suggested that this generation comprises people born between 1979 and 1994, Raunio
(2014) defined the age group from 1977 to 2003 and while Pendergast (2009) and Raines (2003)
defined the timeframe as being from 1982 to 2002. They are, alternatively, born between 1981
and 2000 (Rekar Munro, 2014). However, another research paper states that millennials were
born between 1980 to 1995 (Monaco, 2018; Ng et al., 2017). Thus, many gaps are found as to
when and where the ages of millennials start and end.
Millennials as Digital and Tech Savvy
Millennials are considered to be tech-savvy due to their advanced understanding of the
Internet and enthusiasm about social media, differentiating Millennials and Generation X (born
between 1965 to the end of the 1980s) (Monaco, 2018; Strauss & Howe, 1991). Furthermore,
since childhood, they are considered the first generation to socialize with the Internet and
technology (Monaco, 2018). In contrast, Twenge et al. (2010) discuss how GenZ is considered
the first generation of electronic socializers and multitaskers before school age. Even though
Twenge et al. (2010) state that GenX is the first to socialize with technology, it is reported that
some millennials are more comfortable sharing their lives on or through the Internet compared to
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other generations (Kim & Park, 2020; Lee et al., 2019; Monaco, 2018; Rekar Munro, 2014).
Social media and technology have significantly influenced millennials and expanded the gap
between other generations through their values and traits (Raunio, 2014). However, social media
is not only for sharing one's personal life but can also be used for advertising, creating workrelated contacts, job searches, online reservations, sharing news, and finding a life partner. Those
are just some of the ways social media is being used (Raunio, 2014; Santos et al., 2016).
They have also been deemed "the most digitally wired and proficient generation in
history" (Rekar Munro,2014, p.8). However, they are described as engaging more in screen time
(TV and computer) than fresh air (Benckendorff et al., 2010). Additionally, Clark et al. (2021)
expresses growing concern that some millennials are less interested in spending time outdoors
and are more interested in using technology. Therefore, it is motivating to note millennials'
attitudes towards technology and the outdoors since the importance of wellness is to stray away
from technology and focus on well-being.
A recent study of millennials found that over 60 percent of those surveyed viewed travel
as essential and pursued more tourism adventures when older (Cavagnaro et al., 2018).
Furthermore, millennials represent future travelers, and they are a digitally influenced
generation, and it is reported that they believe that travel is a way of life compared to previous
generations (Santos et al., 2016; Willems et al., 2019). Whereas some literature explains that
some baby boomers focus on food and activities, others explain that Gen Xers want familyoriented and cultural experiences (Expedia Group Media Solutions, 2019). With millennials
generalized in the literature as a digitally advanced generation and a group strongly influenced
by social media experiences, this combination can facilitate research in understanding the
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importance of consumer and travel experiences related to individual wellness and wellness in
tourism.
Throughout the literature, it is evident that scholars believe that millennials are dependent
on technology and are the demographic with the most purchasing power (Chatzigeorgiou, 2017;
Raines, 2003, Santos et al., 2016). Additionally, they are active on social media, and view it is
essential to connect with others through online outlets (Chatzigeorgiou, 2017). Furthermore, they
are sociable (Siskova, 2018), confident, goal-oriented, and respectful of diverse cultural styles
(Ng et al., 2017; Raines, 2003). Lee et al. (2019) emphasized how these characteristics help
shape the difference between millennials and other generations, such as baby boomers. With
some millennials' strong reliance on technology, the question becomes how their patterns may
change with their growing focus on wellness and health.
Millennials tend to be more focused on personal health and are very conscious of their
well-being since they grew up during rapid technological growth with economic declines. They
are more careful with spending since there are most likely to have less money, and because of
that, they look for something with more value (Siskova, 2018). With Millennials being more
frugal with their money and seeking high-value experiences, exploring how they select a
destination with social media and technology will be intriguing.
Millennials Stress and Burnout
If this continues, increased stress for millennials can develop into further health issues
such as cancer, diabetes, and heart disease (Dogson, 2018). That is why stress is known as the
silent killer. In a recent study, stress was described as a strategic killer. It can increase cortisol
levels (primary stress hormone), interfere with memory, lower immune function, and increase
blood pressure (Lam et al., n.d.). Therefore, it is essential to explore methods to aid with stress
and health issues in millennials and how wellness and wellness tourism can assist.
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With the increase in stress and health concerns, in 2019, WHO conducted research and
declared depression as one of the most common psychological disorders. Depression is "a
common and serious medical illness that negatively affects how you feel, how you think, and
how you act. It causes sadness, and a loss of interest in activities once enjoyed. It can lead to
various emotional and physical problems and can decrease the ability to function at work and
home" (American Psychiatric Association, n.d., para. 1). Additionally, 40 to 50 percent of people
are affected worldwide, with depression as the leading cause of disability (World Health
Organization, 2021). In another international study, there is a 47 percent increase in millennials
diagnosed with depression, which increased from 3 percent to 4.4 percent in 2013 (Hoffower &
Akhtar, 2020). Ultimately, the search for solutions to address mental health challenges is
essential to assist in a person's overall health in today's fast-paced and stressful environments.
The popularity of wellness over the last decade is due to many individuals taking responsibility
for their health and well-being (Agrodimou, 2019; Lee et al., 2019). The demand for new
strategies to improve one's well-being has created new opportunities in wellness in hospitality
and tourism destinations. Areas of interest include healthier dining options, fitness, meditation,
and more. These areas will be fundamental to examine further and assist in supporting wellness
for everyone.
Millennials in Tourism
It is considered to be believed that some millennials perceive themselves to be explorers
and travelers rather than tourists (Santos et al., 2016) and go out of their way to experience a
situation that matches their values and needs. Additionally, some of their values make them
different from other generations, such as seeking unique experiences that offer value (Siskova,
2018). In simpler terms, millennials value experiences over things because it makes them happy
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(Morgan, 2019). According to Morgan (2019), "spending money on experiences brings more
lasting joy than spending money on things. For example, it is easier and more effective to share
pictures and stories from a hike or cooking class than to show pictures of a new TV someone just
bought" (para. 6). This statement has a purpose and relates to the concept that millennials
consider themselves explorers rather than tourists.
Kim and Park (2020) explained how millennials are becoming essential for the tourism
industry and the global economy. In North America, there are 80 million millennials
(Agrodimou, 2019), and the size of this group is essential since the group represents an important
target market (Willems et al., 2019). Millennials are fundamental for tourism's future, such as the
number of young tourists traveling and how they choose experiences over things. This may lead
to new perspectives and how they will continue to travel in the future (Cavagnaro et al., 2018). It
is necessary to consider millennials for the future because this generation will continue to
increase their purchasing power and replace the older generations, such as baby boomers. That is
why they are considered an essential generational group for the global economy, including
tourism (Kim & Park, 2020).
Some of the ways millennials are acknowledged as consumers are their awareness and
how they are becoming the most active players in the tourism market (Monaco, 2018).
Cavagnaro et al. (2018) highlighted that millennials are relevant because of their potential
influence on tourism. Whereas Agrodimou (2019) outlines that baby boomers should be the main
target in tourism (or wellness tourism) since there is a growing demand for other demographics
to experience the industry. Even though there might be a demand for baby boomers to look at
wellness tourism, millennials are natural travelers: over 60 percent see travel as an essential part
of their lives and are expected to keep looking for experiences when older in tourism (Cavagnaro
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et al. 2018; Monaco, 2018; Willems et al., 2019). Veiga et al. (2017) also explain that millennials
in western countries travel due to personal development. Such as seeking travel is "learning
about different cultures and peoples, language learning, employment or studying family or
friends' visits, or more specific events such as celebrations and concerts" (Starcevic &
Konjikušić, 2018, p. 225).
Millennials as Consumers
Chatzigeorgiou (2017) claims that 74 percent of consumers purchase based on social
media influence. Although they are the age group with the most purchasing power and the most
active in social media, they are an age group that shapes future travel patterns. Santos et al.
(2016) present that many researchers point out that this generation needs to share information
and experiences. Such as using reviews from other consumers to support decision-making and
tend to be skeptical of advertising due to the lack of authenticity. Additionally, they seek
innovative, memorable, and unique experiences to help them emotionally and physically when
seeking a destination (Santos et al., 2016). This idea can relate to the importance of authenticity
when traveling, such as immersion in local cultures, concern for environmental protection, and
social causes (Santos et al., 2016).
Even though millennials have a strong attachment to technology, they also care about
their wellness (Clark et al., 2021). Agreeing with Clark et al., Lee et al. (2019) discussed that the
millennial demographic's health-conscious decisions are a unique travel motivation. These
health-conscious decisions can include healthy eating, socialization skills, and physical
development. However, while some studies (Cavagnaro et al. 2018; Monaco 2018; Santos et al.,
2016; Willems et al., 2019) provided an understanding of millennial tourists' attitudes towards
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the use of technology during travel, there is a gap in understanding the standpoint of millennials
in a wellness tourism setting and what their specific travel motivations (Clark at al. 2021).
Literature Review Summary
There are significant areas of opportunity for engaging millennials in the wellness
tourism industry, and it is essential to have DMOs assist in understanding the demographic.
Comprehending the demographic ranges from figuring out their needs, characteristics, and robust
coverage of the personality research and where their date of birth begins and ends to put them in
the millennial category. Additionally, DMO's understanding of different demographics will
promote and understand how to capture their audience.
Furthermore, there needs to be an understanding of the term in wellness research. The
solution will ensure a clearer perception and definition of wellness and wellness tourism.
Understanding wellness is essential not just for millennials but travelers, and DMOs need to have
a more transparent understanding of wellness and what it entails on a trip to any destination and
one's mental, physical, and emotional self.
Also, another area of focus is what can DMOs do for millennials when promoting their
motivation and wants—additionally the characteristics of millennials and their wants and needs
in wellness tourism. The gaps found in current research involve wellness tourism and
millennials; however, this study will answer the research questions regarding wellness tourism.
Finally, the study seeks to understand how and why millennials are influenced by wellness
tourism through their motivations, such as technology, cost, duration, and how DMOs can assist
millennials in their travel.
Chapter Three: Research Methodology and Design
This study aimed to explore how DMOs assist in millennial wellness travel and how
millennials focus on their wellness. The purpose was to generate knowledge from both sides,
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millennials, and DMOs, and provide tools to support DMOs in Canada. In addition, the study
focused on the importance of wellness tourism in Canada and how COVID-19 has impacted
people.
A qualitative research design was selected for the interview, and mixed methods for the
survey as qualitative focus on understanding and having a humanistic or idyllic approach.
Therefore, the design assists in understanding a person's beliefs, experiences, attitudes, and
behavior (Pathak et al., 2013). At the same time, mixed methods emphasize combining a better
understanding of the research problems. Additionally, qualitative research investigates humans'
complexness, such as their motivations, communications, and understandings (Seaman, 2008),
and quantitative emphasizes the objective measurements and the statistical, mathematical, and
numerical analysis of the data ((Robson and McCarten, 2015).
The qualitative approach worked for the interview because it allowed an understanding of
the role of DMOs in tourism. That is why the advantage of using qualitative research "forces the
researcher to look into the complexity of the problem rather than abstract it away. In addition,
they help answer questions that involve variables that are difficult to quantify (particularly
human characteristics such as motivation, perception, and experience). They are also used to
answer the "why" questions already addressed by quantitative research" (Seaman, 2008, p.36).
Additionally, qualitative research aims to highlight participants' intentions and actions (Fossey et
al., 2002). At the same time, the mixed-method approach worked for the assistance in wellness
tourism for millennials in the survey. The goal of mixed methods research is to "draw on the
strength and minimize the weaknesses of both types of research" (Connelly, 2009, p. 31). That is
why using the mixed-methods approach in the survey assisted with conveying what millennials
look for on wellness trips and information about themselves.
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This research design includes an Appreciative Inquiry Theoretical framework. This
framework enables discovering more about participants' knowledge within their organization in
this study, Destination Marketing Organization. A detailed discussion explains how the
Appreciative Inquiry was conducted, including the data collection methods. There are limitations
and delimitations of the study and the ethical considerations involved. The researcher's
background and the role of the biased outlook were avoided when conducting this research and
assumptions.
Research Questions
The following questions guided this research study: What is DMO's focus on their
approaches towards millennials’ traveling? What are their techniques and advice to millennials
when encouraging them to choose their next destination? This study will explore the context
around how DMO's approaches to millennials travel behaviors and motivations and the measures
millennials are taking to assist in their travel needs and understanding of wellness tourism. The
research questions are:
1. How might destination marketing organizations (DMO) revise their marketing towards
millennials' travel motivations and attract them to Canadian wellness destinations?
2. What are Canadian millennials’ understanding of and preferences for wellness tourism?
Methods
To gain an understanding of the role of wellness in millennial travel behavior and DMO's
marketing, the method used to acquire knowledge was a mixed-method approach. A survey was
designed and administered to collect millennials' opinions and motivations, and interviews were
conducted to canvass feedback from DMOs.
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Qualitative Approach: Interview Distribution
The study was conducted through qualitative research using the interview method to gain
an insight into the DMO's perspective towards Canadian millennials. The proposed study was
designed through meeting rooms such as Zoom. Planning interviews through video calls was
chosen for many reasons, such as allowing for less contact during a global pandemic and easy
access to meeting points as DMOs are in different provinces in Canada. Planning the interviews
took time due to the availability of the DMOs and when they were able to have a Zoom meeting.
Some DMOs could meet in a few days when asked for availability, and some had to plan two to
three weeks. When it was time to interview the DMOs, some of the meetings took 45 minutes to
an hour and a half. The variety of time was due to some having a lot to say about wellness,
millennials, and their role as a DMO.
The interviews were fully structured, with predetermined questions and fixed wording in
a pre-set order (Robson and McCarten, 2015). A fully structured interview respects the provided
outline of the four Ds in AI: discovery, dream, design, and destiny. The fully structured
interview questions avoided getting off-topic and making sure that all questions were answered.
In addition, the type of interview method was selected to gain information such as attitudes and
behaviors (Robson and McCarten, 2015).
Mix-Method Approach: Survey Distribution
The second part of the study was an online survey targeted to a specific demographic in
Canada. The survey's target market is millennials living in Canada. The proposed study was
created through the online survey, research university hosted, Survey Monkey. The online survey
method was chosen for many reasons, including participants' access to technology, the efficiency
of completion of the survey, the anonymous reply of questionnaire statements, ease of
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administering the survey, and data gathering (Robson & McCartan, 2015). Furthermore, due to
the possible participants scattered across Canada, creating a focus group-style questionnaire
would take a considerable amount of time to complete and would not have made sense of the
questions asked and being in a pandemic. Therefore, Robson and McCarten (2015) suggested
that a pre-test of the questionnaire occur before being distributed. That is why researchers
specializing in AI and the survey method viewed the survey. Also, a few millennials were
willing to answer questions and relay feedback on what the survey needed to be successful
before the survey was circulated to participants. The survey feedback from participants covered
techniques, formatting, information, and grammar presentation. This step was essential to ensure
that the survey covered everything and did not overlook anything.
Interview and Survey Participants
Participants were invited to partake in the survey and interview to help support the study
and research questions listed above. To participate in the survey, they had to be millennials ages
25 to 40 and living in Canada. As for DMO's, they had to be DMO's and not provincial tourism
destinations and be in Canada.
The researcher attended the Tourism Industry Association of Canada (TIAC) Congress and
had asked a variety of DMOs all over Canada who wanted to participate in the interview. The
way that was established to contact person for each DMO was networking and making way
around the conference, making sure that they were DMOs and not PMOs or companies. The
DMOs interviewed were Presidents, CEOs, Directors, and Partners. The invitation was shared
with twelve DMOs, and seven wanted to partake in the study. This method allowed the
researcher to pitch the thesis, explain the concept, and see who wanted to participate. It also
allowed for a more personal experience and answered any questions they had prior to the
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interview. Finally, the selected participants were asked to participate, sent the study consent
form, and asked the required questions.
As for millennials, SurveyMonkey was used to gather information on millennials'
preferences and opinions on wellness tourism and social media. In SurveyMonkey, an algorithm
was utilized to acquire people to survey. The participants were members of the Survey Monkey
panel and were not compensated for their participation and were alerted through Survey Monkey
on who fit the survey's criteria. Using an algorithm through Survey Monkey allowed for a more
manageable approach and ensured that all millennials over Canada were not missed.
Furthermore, since technology and social media influence millennials, it was easier to participate
in SurveyMonkey and promote it through social media. Fifty-two millennials participated in the
survey. There was no target number of participants prior to the data collection. Fifty Millennials
completed the entire survey; two did not finish, making a three percent loss. The consent form,
which outlined all information about the research and survey, was before they started at the
beginning of the survey. Therefore, they had to read and accept the consent form before starting
the survey.
Ethical Consideration and Reflections
When carrying out research involving people, following ethical guidelines is critical.
Many steps were taken to avoid the potential harm to participants, such as stress and anxiety
when participating in the research (Robson and McCarten, 2015). Therefore, this study ensured
that all ethical considerations were analyzed and followed. In addition, the study ensured
responsibility was honored by being respectful throughout the process. At the same time, having
approval from the Ethical Board at Royal Roads University was crucial in carrying out the study
(Appendix A). Additionally, when filling out the Request for Ethical Review for Research at
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Royal Roads University, the researcher was asked questions that came to light regarding making
sure that people who identify as transgender were not left out of the research when asked about
gender in the survey questions. Also, looking at if Ingenious people were part of the research and
the steps needed to be followed.
Due to the research being a qualitative and mixed-method study and focusing on only a
limited number of DMOs and millennials in Canada, anonymity was a main priority in the
analysis. Therefore, it was explained in the research consent process to millennials (Appendix B)
and DMOs participating that anonymity was the focus, and there will be many measures that will
be undertaken to avoid referring to participants indirectly (Appendix C). Ethical considerations
must be continued throughout the entire process of the research. Additionally, another critical
area of focus is the recordings of the study. During the interviews with the DMOs, it was noted
in the consent form that they would be recorded because their discussions needed to be
transcribed (later sent to them for approval) and then used for the data analysis to find themes
and recommendations. The consent form noted that the recordings would be destroyed once the
session was transcribed one year after the research report was finalized.
Background and Role of the Researcher
My background is in hospitality and tourism sector. I have been in the hospitality
industry for seven years. I am currently working in sales in the golf industry. I have always loved
the hospitality and tourism industry and have admired the adaptations and resilience the industry
has faced, especially in the last two years with COVID-19. I wanted to learn more about wellness
tourism and its role since I am in the 80% aged 25 to 44 who have experienced one of the
negative impacts of COVID-19 and suffer from depression and anxiety. My role as the
researcher was to listen and understand the many roles that DMO’s must do and provide
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empathy when listening to their stories and experiences. Additionally, Participant E thanked me
for my empathy and my understanding when we had our interview.
Avoiding Biased Behavior
Pannucci and Wilkins (2010) define bias as “a tendency which prevents unprejudiced
considerations of a question. In research, bias can occur when a systematic error is introduced
into sampling or testing by selecting or encouraging one outcome or answer over others” (p.619).
Due to the researcher being part of the demographic, the study was carefully examined because it
could affect the examination. Robson and McCartan (2015) explain how observational bias can
occur in research and affect interviews or surveys. The methods affecting the research are
selective attention to coding, memory, and interpersonal elements. Some ways the avoid biased
behavior are adding checklists and coding schemes. Also, using objective diagnostic studies and
conducting participation are other areas in avoiding discriminatory behavior when designing a
plan (Pannucci & Wilkins, 2010).
Theoretical Framework- Appreciative Inquiry
Appreciative Inquiry (AI) is "the cooperative coevolutionary search for the best in
people, their organizations, and the world around them. It involves systematic discovery of what
gives life to an organization or community" (Raymond & Hall, 2008, p. 282). The concept of AI
began in the 1980s and was grounded as the "hope theory" (Knox et al., 2015). AI is the
theoretical framework used to conduct the research and assist in answering millennials'
preferences in wellness tourism and DMO's marketing approach towards millennials. The
framework of an AI method will allow a more distinct understanding of organizational issues,
challenges, and concerns through the four Ds approach of AI. First, there is discovery, the best of
what already exists. Next, Dreams are about inspiring a possible future. Then there is Design, a
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strategy, and an action plan to implement. Lastly, Destiny executes interactive renewal cycles
(Stratton-Berkessel, 2020).
The four Ds (Discovery, Dream, Design, and Destiny) allow for a deeper understanding
of AI's process, goals, and principles. The process of AI involves identifying the problems,
analyzing, searching for solutions, and developing a plan. In addition, however, AI uses the four
Ds to identify and leverage strengths (Ludema & Fry, 2008). Coghlan et al. (2003) illustrate each
process of the four Ds works and how each step is essential in the process of AI:
‘Participants then begin the Dream phase: based on the information obtained from the
interviews, they envision themselves and their organization functioning at their best.
Through various visualization and other creative exercises, participants think broadly and
holistically about a desirable future. Based on these dreams, and in the Design phase,
participants propose strategies, processes, and systems; make decisions; and develop
collaborations that will create and support positive change. They develop provocative
propositions or possibilities and design statements that are concrete, detailed visions
based on what was discovered about past successes. Finally, in the Destiny phase,
participants begin to implement both their overall visions of the Dream phase and the
specific provocative propositions of the Design stage. This phase is ongoing as
participants continue to implement changes, monitor their progress, and engage in a
new dialogue and Appreciative Inquiries’ (p. 11)
Criticisms and Limitations of AI
There are several discussions on the limitations of AI and its process. The two main
focuses are the lack of evidence of the model's effectiveness and the models' emphasis on
positivity (Organizing Engagement, n.d.). The argument on AI's positivity is that using AI's
positivity may shut down the discussion of problems. However, AI does not necessarily exclude
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all forms of negativity, and AI's design process can include discussions of productive problems
(Organizing Engagement, n.d.). A few other criticisms of AI are that it takes considerable time
(not a quick fix), can be resource-intensive, especially if participants are geographically
dispersed, or relies heavily on a positive, supportive, and open environment for sharing (Moore,
2022). Also, not all stakeholders can be involved in the process of AI. Finally, Moore (2022)
argues that careful planning is essential for specific contexts when considering AI.
Appreciating and Understanding AI
AI anticipates "what it might be like if the best of what is occurred more frequently
instead of analyzing possible causes and solutions" (Coghlan et al., 2003, p.5). AI is not just
about finding the positive in the research but focuses on growth, reflection, innovation, and
seeking a better future (Bélanger & Rao, 2019). Thus, AI aims to present a transformation
approach by concentrating on a situation's positive and productive appearances. Whereas in other
approaches, identifying the problem, diagnosing, and identifying a solution are the primary
concerns. AI's approach is that all systems work to some measure and develop a practice that
focuses on what works than what does not (Raymond & Hall, 2008).
Additionally, AI has gained more recognition within the public and private sectors'
development efforts (Koster & Lemelin, 2009). While using AI in public and private sectors, AI
can offer a fresh outlook to challenge the "status quo" (Sharp et al., 2016). The approach AI has
can ensure that every aspect is examined. All while focusing on designing, redesigning the
systems, and achieving a more sustainable future (Cooperrider, n.d.)
AI will be especially beneficial in this research study on millennials and wellness
tourism. Graham (2013) clarifies how AI encourages change through creativity, innovation,
collaboration, and motivation. Participants in this research study are more likely to be heard,
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understood, and valued in an AI framework. The purpose of AI is about thinking, feeling, speak,
and acting differently without denigrating or criticizing (Graham, 2013). Appreciative Inquiry is
"a philosophy and orientation to change that can fundamentally reshape the practice of
organizational learning, design, and development" (Coghlan et al., 2003, p.6). The Appreciative
Inquiry Framework Model will support the mind mapping stage and explain how the
appreciative framework will help collect information about wellness tourism serving millennials
and DMOs.
Limitations
This research experienced a few limitations along the way. However, before jumping into
the research, a list of limiting factors was noted when conducting the study. For example, there
was a limit to the sample size, data collection process, and research time. In addition, the limit in
the sample size for the interviews and surveys. There were 52 millennials surveyed and seven
DMOs interviewed all over Canada. More millennials could have been surveyed concerning the
millennial population size of Canada. Also, having more DMOs in Canada could have given a
more understanding of what smaller Destinations in Canada are doing towards their marketing.
To further the future of this research, more millennials and DMOs will be needed in the survey
and interview to gather more knowledge and understand the importance of wellness tourism.
As a novice researcher, I could have separated the participants' questions about
millennials and wellness and not combined them. During my interview with DMOs, some
wanted to give more examples of names and marketing techniques but avoided names/companies
and made sure not to give too much to avoid getting in trouble which affected some of my results
in my study. Also, time constraints affected the research, from participants not being available
during specific periods and participants moving to new institutions. Additionally, due to being a
novice researcher designing my first survey, there were questions in my survey that were not put
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in my overall analysis and findings as they were not relevant to my study. I wanted to put as
much as I could, thinking it would pertain to the research, where other questions should have
been added.
Overall, comprehending the limitations allowed the researcher to be aware of future
research. Such as what to avoid, improve, and how to make sure the information is not left out or
misinterpreted.
Delimitations
The study is limited to DMOs and their assistance in marketing. The research could have
looked more into how Provincial Marketing Organizations (PMO) are assisting DMOs with
marketing and their roles in research within Canada. PMOs' role is to create awareness for the
provincial tourism sector provide content to support Destination Marketing Funds (DMF). The
purpose of a PMO is to drive engagements among tourism products in the province, create
interest, and pass the lead to build engagement. This information would have been beneficial to
examine and see how they assist DMOs with marketing and learn more about the roles they play
within Canada.
Summary
This chapter provided the research details to showcase the design elements in the
interview with DMOs and survey with millennials that guided the research findings for this
study. Finally, Chapter Four will discuss the data analysis and the steps taken to organize and
acquire information. The coding process of survey is explained further in Chapter 4.
Chapter Four: Data Analysis
Qualitative data analysis (QDA) is a "process of describing, variety and interconnecting
phenomena with the researcher's concept" (Graue, 2015, p.8). The researcher needs to describe,
interpret, and explain the data (Graue, 2015). Noble and Smith (2014) illustrate that to present a
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cohesive representation of the data; the researcher must make sense of the various viewpoints
and issues, which can be messy and vast to interpret. Additionally, the primary goal is to
reconstruct and assemble the data in a meaningful and transparent way that showcases the
participants' dialogues (Liamputtong, 2009; Noble & Smith, 2014). The purpose of QDA is to
ensure the researcher manages the entire process and 'combines both scientific rigor and artistic
aplomb to produce a systematic and creative product' (Chenail, 2012, p.248). The following
section discusses the steps to obtain the data and reviews that the process is trustworthy and
unbiased.
Data were captured through interview recordings and survey responses. After the
interview, the raw data was transcribed and forwarded to the interviewee. I had time to review
the transcription to check for quality and trustworthiness. This process ensured that participant
confidentiality and de-identification were maintained throughout. This step also allowed for the
re-review of the ethics review and ensured that the transcriptions were accurate in the
discussions.
A thematic approach was used to analyze the data (Liamputtong, 2009; Robson &
McCartan, 2015). Thematic analysis is a type of qualitative data analysis that refers to "a method
for identifying, analyzing, and reporting patterns (themes) within the data" (Liamputtong, 2009,
p.135). The method reports participants' experiences and examines events and realities (Robson
& McCartan, 2015). The first step requires a researcher to review and familiarize oneself with
the data, such as transcribing data, reading, re-reading, and noting initial ideas with the
interviewees (Robson & McCartan, 2015).
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Once the data was received and de-identified, the information was analyzed and gathered
while documenting the initial thoughts and examining the data's quality. Next, the information
was printed, such as all the transcriptions to make notes and add more information and thoughts
as the process went along. The importance of note-making was that there was no information
missed and that if the thought or potential theme came up regarding what the interview said, it
was not forgotten. After all the notes and ideas were recorded from the transcription process, the
next step was to use an excel document. The purpose of the excel document was to start adding
additional notes that may have been overlooked, creating a mind map of ideas whenever they
appeared. Finally, the mind map was drawn out, and the value the mind map added to the
research was provided that if there was no information missed; everything flowed and connected
after putting the research together.
The second step in the thematic analysis is to generate initial codes (Robson & McCarten,
2015). This process is known as interacting with the data. While interacting with the data, giving
codes across the entire data set is essential to examine similarities and differences. The third step
in the thematic analysis process involves identifying themes (Robson & McCarten, 2015) and
checking the themes to the coded sections. This process took considerable time regarding critical
thinking, defining, and redefining until eventually having the suitable themes. The fourth step is
to construct and develop a thematic map of the analysis (Robson and McCarten, 2015). Lastly,
the fifth step is to integrate and interpret. Such as making comparisons between the data through
exploring, summarizing, and interpreting the patterns from the interview and survey (Robson &
McCarten, 2015). Each step in the data analysis process took time due to the rethinking,
reframing, recreating, and going back and forth on different themes, repeating ideas under
different themes, and creating themes.
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Coding Interview
The first step was to become familiar with the data by reading and re-reading the
transcripts (Maguire & Delahunt, 2017). After re-reading the transcripts, the next step was to
analyze the data by separating all the participants' answers in each question asked for the
interview. Next, the transcripts were printed, as seen in Figure 1. The purpose of this step made it
more manageable to add notes beside sentences where potential themes and subthemes became
present (the researcher found it more accessible making notes on paper than digitally).
Figure 1
Generate Initial Codes from my Transcripts

After all the notes of the potential themes and sub-themes were recorded, the next focus
was shifted to analyzing the data by using excel, and this process made it easier to make more
notes, code themes, and move around views. First, it began by breaking the text into phrases and
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then reducing it into a more concise phrase while still preserving the interview with the DMOs.
Next was to start to analyze the themes that would be relevant in the study. Figure 2 was where
codes and themes were generated in the excel file.
Figure 2
Excel Sheet Break Down of Codes

After, the themes were examined and ensured they were in the interviews. The next step
was to break down each theme and discuss each subtheme. Lastly, the next focus was on step
five, defining themes, reviewing, and researching their importance, and ensuring they were
relevant in the study regarding millennials' wellness.
Coding Survey
The survey was developed based on the interview sessions with DMOs in Canada and
was distributed to all eligible millennials resigning in Canada. There were six sections in the
survey: demographics, wellness tourism, planning a trip, social media, ideas on millennials, and
reasons for traveling. The survey began with demographic questions that asked participants their
age, location, and gender. The survey followed by asking the extent to which the participant
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thought about wellness tourism and what wellness meant to them. Furthermore, how much they
use social media and what type of social media they use daily. Lastly, their opinions on
millennials' role in the future of tourism.
The survey questions were developed and checked with the thesis supervisor and
committee members. In ensuring that the survey did not miss any information, a few millennials
partook in a trial run who could speak on the matter. For this study, the Survey Monkey program
was used through Royal Roads University to collect the survey data, and the program presented
the results for each question into numbers and percentages. Finally, the survey answers were
compared to the interview findings to determine whether the survey responses agreed or
disagreed with the findings of the interview themes in the excel sheet. The purpose was to
analyze the data once Survey Monkey provided the results in ensuring that the information was
relevant and corresponded with the themes examined in the interviews with the DMOs.
Summary
The data analysis process for the research was vital as it set the stage for the
recommendations and information needed to be provided to the DMOs. Also, it was an
investigation on the role wellness plays in millennials' lives and how DMOs can assist in
wellness tourism and millennial travel.
Chapter Five: Discussion on Findings
Chapter five begins by restating the research questions and then elaborating and
exploring the main themes from each interview session with DMOs in Canada. Finally, to close
the chapter, I discuss the conclusions based on the findings from the survey with millennials.
This section incorporates what was discovered from what the participants stated from the
interview and survey.
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This project sought to explore the following questions:
1. How might destination marketing organizations (DMO) revise their marketing towards
millennials' travel motivations and attract them to Canadian wellness destinations?
2. What are Canadian millennials’ understanding of and preferences for wellness tourism?
In response to RQ1, the following findings contain DMO's quotations from the interviews
collected. In response to RQ2, the survey with millennials was also organized to reveal
opportunities to enhance millennials' travel and promote wellness tourism in Canada.
Study Findings: Significant Themes in Interview
The questions asked to the DMOs participating in the interview were using an AI
approach and attempted to gain an in-depth understanding of the DMO's roles and views relating
to tourism, Destination Marketing, and wellness tourism. In addition, using the questions in
Appendix E, collected data regarding experiences and recommendations from DMOs.
To first start with AI approach is the Discovery phase, is to ask participants their best
experience in the Destination Marketing Organizations. These questions allowed for participants
to see the best and to think of their experiences. The first question to DMOs was about their best
experiences in Destination Marketing to start the interview. This question relates to the discovery
phase and encourages respondents to appreciate the industry's best destination. Most participants
stated that they had a relatively good experience working with marketing organizations. Some
explained how they enjoyed how their organization went through an entire rebranding process or
how they took an old way of marketing and changed it for the new.
Participants B and E both illustrated how the destination they work at separately had to
have innovative ideas to make sure the destination grew and appealed to travelers. Participant B
explained how they brought commercial airlines to the destination, making it easier for travelers
to get there without driving for hours. In addition, by bringing in commercial airlines, they could
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open the destination to new markets. Participant E discussed what they had to go through to
make the destination appealing to travelers and locals. Participant E also added that there are
other factors in promoting a destination that DMOs need to pay attention to. For example, it is
not about selling conventions anymore, and it has many more elements now, such as discovering
what makes a destination or location unique while looking at the climate crisis and showing that
the destination cares about the host cultures and Indigenous ecosystems.
Another example, participant C answered, 'I really like the way that our organization has
gone through a full branding process, and I do not mean branding with just the visual identity
logo.' The participant explained how the organization changed how the city identified itself while
ensuring that the parts of Canada were being represented.
Participant F went into detail about their experience in destination marketing and how
they saw the change happen and needed to promote the destination and make it appeal to
everyone who wanted to visit. Participant F described Victoria, British Columbia (BC), as 'for
newlyweds and nearly dead, and it was a sleepy sort of tourism town.' They witnessed the new
CEO "shake up the whole things and decided to make it sort of a very hip and cool place to go'.
So that anyone coming to the destination appealed to so many and catered to everyone's needs
and wants. The organization's internal structure needed to change, which meant more money was
taken from different programs, hiring more people, and retargeting their efforts towards
convention business and other areas to be successful. It was able to go towards the eco-tourism
side since BC is very strong in eco-tourism and wanted to take the next step by working with
stakeholders and incorporating eco-tourism within the city. Participant F concluded by stating,
"that Victoria has exponentially grown the convention business, their leisure business, and set
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new records for the city that had never been seen before. So, I would say now we have gone
from newlyweds and nearly dead to now, sort of being a very hip and cool place to go.'
Additionally, another participant described how they enjoyed the destination marketing
organization. Participate G said that the last five years have been very transformative. First was
their attitude and ability to set the tone and stage for building that destination. The participant
illustrated 'Awareness and how we position and present the destination. From the narrative and
have the conversations about the experiences and the people and the culture.' Finally, Participate
G gave an insight into their tagline in marketing for their destination. Their tagline before was
'playtime redefined.' Moreover, they explained how it was interesting to note that they thought
that tagline would set them apart from other destinations, but it just confused people. So, they
took a step back and asked individuals what they experience when they come to the destination,
which led them to 'a path of boldness and being unscripted.' So, in the end, their tagline became
an attitude adjustment, and they go to the market being boldly unscripted. Participant G finished
their answer with 'and so, for us, that has been the framework that we have utilized to present the
destination and present the experiences. And while our experiences might not be considered bold
in the grand scheme of things, our attitude and our approach are bold.'
One participant in the interview clarified how they have not had a positive experience in
Destination Marketing yet and explained how more needs to be done with destination marketing
in Canada. Participant A describes how controversially, they have not had a good experience and
that Destination Marketing Organizations are not doing great work right now. Overall, there is a
significant focus on content and little focus on the delivery of the content. Participant A presents
how 'I still think that there's a lot of what they call top of funnel awareness stuff. There's very
little differentiation when you come into it. Some vacations look like some vacations, and ski
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vacations look like ski vacations or destinations. Like it is, there is an over-reliance on video, and
I think not a great not a lot of very interesting examples of defining differences or competitive
advantages.' Additionally, Participant A illuminates how destination marketing is about
community relations now. They advertise something they are proud of that has little correlation
to visitation. Furthermore, Participant A points out that there is not enough influence on or are
enough into distribution. 'Which makes for lazy stuff because Facebook, Instagram, and Google
are the sort of, that's the spend of choice. But let's stop pretending that there is, so we must stop
pretending that something will go viral or the whole myth of organic marketing.’
Digital Marketing and Techniques
Digital Marketing today has become one of the key focus areas for business worldwide.
"Its first intent was a mode of communication, and then it became not another source of
additional revenue but most importantly, to develop and maintain long-term relationships with
the various parties in the market" (Kaur, 2017, p. 72). As a result, people who use the internet
have a connection with their preferred brands.
Participant C discusses how the use of digital is never going away. Their focus as a
DMO, whether they market to millennials or other demographics, is to learn as much as possible
about the customers and potential customers, travelers, or potential travelers. Additionally, the
more information they can gather and learn about their common characteristics, media types,
what types of devices they use, and whom they can get their message across. Participant C adds
that to cater to millennials' needs and wants, the information needs to be 'those shortlists instead
of a long article or instead of just an ad in your face that is something more interesting and put
into the places, they are consuming content.'
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To add to Participant C's take on technology. Participant G discusses how they are a
digital-first company. That 85 to almost 90 percent of their marketing is online to cater to various
markets and demographics. They discussed that their next focus is personalization in the new
year and that more consumers seek what is marketed to them. Participant G demonstrates, 'We
knew when we walked into a store being known by name, knowing what we purchased the last
time knowing, say if we're shopping for clothes, what our sizes are, it is so important, and that
builds that connection in that relationship.' That is why personalization is essential. To create that
personalization, the company must be able to create an identity for people online, connect and
know what people want. That makes people want to come back to a company or location.
Authenticity of a Destination
Authenticity refers to "an intrinsic property or quality that makes it possible to distinguish
between genuine and fake, production and reproduction and original and copy (Van Nuenen,
2016, p.194). The authentic experience of a destination is critical. Kim and Kim (2020) discuss
how tourists' preferences and desires are a critical force in authenticity. This technique is
accomplished by assisting in consumer psychology and marketing. The participants discussed
how creating that authentic experience of a millennial or a traveler, in general, is essential for a
destination. Such as ensuring that travelers keep coming back to a destination, the DMO markets
are genuine and showcase what the destination is all about.
Participant C and Participant E explain how authenticity is essential. An authentic
experience should be looked at in the destination as a traveler, or a consumer and should align
with the way someone feels. Additionally, Participant E explains how authenticity is the
keyword in all offerings that a company needs to be authentic because it is so easy to look up
something in this society. After all, you have everything in the palm of your hands. Participant E
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explains, 'And if you're authentic with them, they will know because they'll research 30 sources
in 10 minutes and see if you know what you are talking about or not.’
Wellness Activities
Wellness tourism is described as a niche market (Dillette et al., 2021), and in this niche
market, many essential concepts arise when discussing wellness, such as a desire to relax and
have a balanced life (Árpási, 2018). Additionally, since millennials are beginning to make up the
main travelers or hotel guests, they are significant in perceiving the importance of hotel wellness
or amenities (Patrick et al., 2019). For example, in the theme below, many DMOs expressed that
some millennials will be focused on their wellness. Some of the factors will be physical,
emotional, and mental health. In addition, millennials are looking for specific criteria when they
vacation from shorter stays and unplugging.
Participant A emphasizes how short-haul, shorter stays, more meaningful experiences
will be a top priority while figuring out how to rebuild the international business because of
COVID -19. While participant B discusses how millennials do not just want to see wellness and
unplugging but in a broader lens, they want to see how the whole ecosystem works, such as the
destination and treating employees.
Participant E presents how it is crucial taking millennials out of the big urban centers or
connect them to big urban centers such as culture, nature, and sustainability. In addition, to the
ecosystems, the millennials are intelligent people, and they are not interested in rushing into
harm's way. So, therefore, participant E expresses, 'you have got to find a way to give them this
type of product based on sustainability for both the host destination and program. Lastly,
Participant G explains how destinations can provide access to everything nearby, making their
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destination a sought-after place and allowing for convenience and being easily connected to
those looking to travel.
Services
Services in a destination are an essential theme as they provide wellness and methods to
cater to millennials. The participants explain how critical tourism is and how it can be a
perishable product, and we need to grab the consumer's attention before they are gone and
comprehend that people do not go to a hotel for two beds and a lamp. It is to experience the
destination and everything it has to offer.
Participant A clarifies that the next focus will be on creating meaningful itineraries that
are short stays. That overall is about 'changing the perception of the brand from an old-fashioned
notion of market share and repetitive behavior to having an emotional love and an emotional
connection to a brand.' This change can give someone a sense of loyalty to the product or
destination. It is crucial to create that sense of loyalty and make sure that people want to come
back, and when they think of the brand, they think positively about it.
Participant B exemplifies how 'our product is very perishable' in tourism.' People are
constantly moving, and if organizations cannot capture something for the consumer, they are
gone looking at something else. So, organizations need to capture them then and there, or that
business is lost. Some of the ways that this can be done is by having all the information ready for
the consumer, answering all their questions in a timely matter and that no information is missed.
Another important concept was conveyed in discussing services within the participants.
Participant D discusses how 'it is about understanding our core DNA as human beings—and then
understanding how people interact.' They talk about how destinations are not a commodity. That
people come to destinations for a reason: to see the Rocky Mountains, Niagara Falls, Peggy's
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Cove, or the CN Tower. Participant D clarifies how people 'do not stay in a hotel with two beds
and a lamp because I have that at home.' Individuals go because they want the opportunity to go
to a museum or a hockey game. In the end, it is about looking for experiences that one thinks
health and wellness are going to be achieved through a variety of experiences.
Suggestions of Improvement for the Future of Wellness
The themes presented above, such as digital marketing and techniques, authenticity,
wellness activities, and services of the program, were suggestions made by the participants in the
areas of improvement to encourage wellness and millennial travel. Ideally, the importance of the
future of wellness also relies on sustainability, social media, community involvement, and
creating meaningful experiences.
Sustainability and Greenwashing
The concern for sustainability is essential to both marketers and destinations. Cooper
(2002) states that "sustainability has become the organizing concept for tourism policy and is a
concept which has demonstrable advantages for the tourism sector as a whole" (p.8). The
participants agreed that sustainability is an essential factor from carbon footprint to climate
change and labor.
Climate change and individuals' carbon footprint are significant factors in traveling. The
participants outline why sustainability is essential. Participant B summarizes that looking at 'the
footprint we leave, whether on the environment or the community or the frontline worker when
they think of a getaway.' That the next generation of travelers, whether it is millennials or
Generations Z, have a much more comprehensive outlook on the impact that they are having.
Participant B concludes 'that goes to wellness, not just wellness about themselves, but wellness
about the greater good.' Additionally, Participant F agrees with Participant B and explains that
'sustainability is number one when influencing people.'
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Additionally, discussing sustainability with Participant E, they discuss how 'the
generations that are coming in are smart people. Young people today are smart. They are savvy,
and they know what is going on. They are not afraid of anything. They do not have any fears
yet'. Also, they can get the information fast in the palm of their hands. Finally, participant E
explains how companies should not greenwash and defines the concept. 'Greenwash: is an
attempt to knowingly deceive people into believing that a company's location, product, or service
is doing more to protect the environment than they are.' They, later, discuss how nature, culture,
and sustainability are the 'holy grail' of what people are looking for in a destination. In the end,
millennials will respond to what they will respond to, and then socially and economically, they
will decide the price tag based on their budgets. However, the reality is that the core offering is
consistent in all the products being offered by companies and destinations.
In agreeing with the participants, Participant G examines how their philosophies go back
to the preservation and sustainability of their destination. However, millennials want to know
how they are building within a community and focusing here on home is essential. They
conclude with 'whether it is, being part of conversations about social issues or climate change, or
labor issues, you name it' millennials want to be a part of it.
Communication and Social Media Influence
Social media connects with others, engages in content, shares information, and entertains
(Park, 2019). Moreover, making informed strategic marketing decisions for DMO's is critical for
long-term success. With the rise in the use of social media, ‘marketing theory and practice are
being transformed by increasing complexity due to information availability, higher reach and
interactions, and faster speeds of transactions’ (Pack, 2019, p.1). The participants discussed the
importance of the power of social media and making sure the product marketed is aimed at the
right audience. Additionally, the importance of being transparent within marketing is essential.
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Participant A points out, 'I just see a ton of top 10 lists out there. I see a bunch of glory
shots. I see a bunch of beautiful pictures of beautiful people.' Participant A presents an example
of the lack of marketing techniques from specific industries how skiing is a prime example.
People look like pros and 'superheroes' in the ads about skiing. However, travelers are not
superheroes.
Participant E discusses how technology has grown over the years as they have researched
the information since 1997. The participant explains,
‘In 1997, when I started gathering research, there were 5.8 billion people living on the planet.
And there were 70 million internet users. By 2000, there were 6 billion people in the world, 361
million internet users. Okay, which was roughly 5.8% of the world's population. In 2005, there
were 6.5 billion people and a billion Internet users. In by 2020 7.9 billion people on the planet
will have 5.1 billion internet use. Okay, so we went from a percentage of 1.7% of the world's
population using the internet to 50.1%. So, what does that tell you that the distribution system is
there. What you must worry about is what channels, what segments, so segmentation, what
channels of distribution you pick, and why and who are the intended targets.’

It is interesting to note that connecting to Participant A. Participant F discusses essential
transparency. That user-generated content is even better. DMO can put out all sorts of
sophisticated sharp images but tapping into the user-generated stuff will cater to people.
Participant G also discusses the importance of transparency in destination marketing and
how it has always been an issue. People want to know the destination's philosophies that
embrace inclusivity, equality, ethics, and diversity into workplace sustainability plans.
Additionally, it comes to where or how a destination spends their money. Participant G
concludes the question by 'DMOS transparency is critical. So that's building trust and respect by
our consumers and by our travelers, and as much as personalization is huge.'
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Community Involvement
The respondents agreed that making a destination meaningful is about community
involvement and experiences that make it unique.
Participant A discusses how people make the destination. It is about the people and
individuals who want to see more human stories of the operations. The stories about the people
welcome into their homes, properties, and experiences. Participant A continues by saying that
there will be a considerable influence of Indigenous tourism emerging as part of that. 'It is not
going to be about how to build a teepee. It is about learning from an elder as you do that with
them and coming away with a deeper appreciation of, probably, the world, the environment, and
the cultural diversity of Canada. The real stories of Canada.' Additionally, Participant D agrees
with Participant A and clarifies how when someone decides to come to a destination, they can
engage and feel valued and part of the community.
Coinciding with Participant A, Participant G discusses how today is about the
community. 'It is all about our residents. It is all about our businesses. It is all about our lifestyle
and residents of this destination, and I think it's only the beginning for us to be successful as
DMOs, our community wanting to embrace the work that we do.' While bringing tourism to a
destination, it understanding what tourism brings to the community from cultural, economic, and
other benefits. Participant G points out that the tourism industry cannot thrive without the
resident's support. The community would know the benefits inside and outside and be the biggest
ambassadors and promoters.
Creating Experiences
When someone leaves a destination, they will remember their experiences and time spent.
However, to have an experience, all factors such as community, transparency, and authenticity
need to work together to create the experience for the traveler.
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Participant B explains that whatever a person is accomplishing from a cooking class,
learning to kayak, snowshoe, or ski for the first time. That unplugging is an essential part of
vacation; however, the idea of being inspired by new experiences and trying something new is
relevant as well. Participant B concludes by stating, 'So, if I were looking for something that had
a component of learning to it, as part of wellness, I think it goes hand in hand.'
Participant D discusses how creating experiences is not just about the destination and
remembering that you as a traveler went on a trip but about health and well-being. Finally,
Participant D concludes that is why we travel, to satisfy our intellectual desire to experience or to
feel inspired. As an example, they stated, 'you do not really need to see the Mona Lisa, you can
pull up a picture on the internet, no problem, but you want to be in London and experience your
surroundings. It requires your body, and maybe that is health and well-being, which is anything
that allows you to be inspired.'
Survey: Significant Themes
The questions asked in the survey for millennials were using an AI approach and
attempted to gain an insight into millennials' understanding and feelings towards wellness. The
questions were separated into six sections: background on survey participants, wellness tourism,
planning a trip, social media, ideas and opinions on millennials, and reasons for traveling. Below
are the findings from the survey.
Background of Survey Participants
The survey (Appendix D) started by gathering demographic information from the 52
respondents to verify a representative sample of millennials in Canada. The gender of the
respondents was represented fairly. There were 56 percent of females and 44 percent of males
that participated in the study. As for the location of millennials that participated in Canada.
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Most millennials answered in Ontario at (43.4%). Further details on both gender and location in
Figure 3 and Figure 4.
Figure 3
Gender of Participants

Figure 4
Location of Participants in Canada
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All about Wellness
The survey then posed questions on wellness and its meaning to the participants. The first
question is, what does wellness mean to you? This question was done by adding their answers in
into the text box. Many answered included staying healthy mentally, physically, and emotionally,
having time for yourself, wellness means life balance and self-care, taking a relaxing vacation,
feeling emotionally balanced and physically relaxed.
What may be some of your reasons for taking a wellness vacation? Many said to feel
better, help with depression, help stress from work and family, take a little break from
everything, catch up on rest and take a mental break from work, relax, and disconnect, recharge
my battery, wanting to take a break from my stressful life to de-stress deal with personal issues,
trauma, mental health, and physical health. To enhance self-love and body enrichment, help with
my depression, detox from daily stress from life and improving stress physiology due to the
pandemic.
Planning a Wellness Trip
The process of planning a wellness trip is essential to consider. Many felt that having a
variety of healthy food options (56%), access to nature (58%) and peace and quiet at (68%) were
the top three to have a must for a wellness vacation, as seen in Figure 5. The bottom three of the
must needs for a wellness vacation are: fully hosted events (24%) and tied at all 26 percent was
reconnect with family and friends, a wide range of scheduled events, and yoga.
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Figure 5
Must Needs for a Wellness Vacation

Another question asked to the participants in the survey was what would be the perfect
length of stay of a wellness vacation? (How many nights?) The results showed that 38 percent of
participants would choose a three to five-night vacation, 42 percent would choose a seven to tennight, and 20 percent would choose fourteen nights. This information is essential to consider
what kinds of activities and events DMOs showcase to the millennial demographic.
The information in Figure 6 indicates another critical question: how much the participants
are willing to spend on their vacation? (With everything included from a flight, accommodations,
etc.) The top answer was between 1000 to 2999 dollars at 42 percent, and the least was 0 to 499

WELLNESS TOURISM

75

dollars and 7000 and more at 2 percent. Again, this information is relevant to consider what
millennials are willing to spend. Most are willing to spend a reasonable amount to be able to
travel on a wellness vacation.
Figure 6
The Amount Willing to Spend on a Vacation

Reasons for Traveling
Another area outlined in the survey was what millennials look for in a wellness vacation
and what they need. The survey outlined what they strongly agreed to and disagreed with when
they were traveling. Some of the statements and questions in the Likert scale were, do you pick a
location that offers high-value experience, authenticity is important to me when I travel to a
destination, traveling helps me decrease my stress and worries, and I have become more focused
on improving my mental health as well as my physical health. More questions are outlined in
Figure 7. Most participants strongly agreed or agreed with the statements. The areas in which the
participants disagreed or strongly disagreed was I have chosen/ not chosen a destination based on
influencer/social media (44%). This statement goes against what one of the DMOs stated in the
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interview. Saying that ‘let's stop pretending that something's going to go viral or the whole myth
of organic marketing. Nothing gets extended audience without some sort of paid media support.’
(Figure 8)
Figure 7
Questions from the Likert Scale
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Figure 8
Millennials Wants and Needs for Traveling

Social Media Information
Digital media platforms have revolutionized marketing, and due to their importance,
companies rely on social media (Park, 2019). In addition to using social media, another
important factor is building and maintaining brand loyalty (Erdoğmuş & Cicek, 2012).
Furthermore, channels such as new marketing methods within events, sponsorships, and social
media marketing help with brand loyalty (Erdoğmuş & Cicek, 2012). In Figure 9, DMOs can see
the importance of social media and the most used social media outlets. The top three social
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media outlets reported by my survey participants are YouTube (76%), Facebook (66%) and
Instagram (58%). The least used social media platforms were Snapchat (18%), Pinterest (16%),
and one of the respondents mentioned using Telegram and Rumble. These digital platforms are
essential to know how they market their content in building relationships and making them
interested in their destination or location. In Figure 10, the data shows how much time
millennials spend on social media per day. Most participants answered between 1 to 2 hours per
day (40%), and fewer answered 5 hours plus (12%).
Figure 9
Social Media Platforms
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Figure 10
Time Spent on Social Media

Additionally, the study asked what millennials are looking for and what can cater to their
needs. Most millennials expressed their top criteria when booking a destination, and most said
price, historical sites, safety, and activities. In addition, most participants expressed that
affordability is a significant factor. In the data, 34 participants out of 50 mentioned that
destination price is a significant factor in going on a wellness trip or any trip. Other important
information mentioned was those four participants out of 50 said historical sites, 15 participants
out of 50 said food, 12 participants out of 50 said activities, six out of 50 said safety, and lastly,
12 out of 50 said that the accommodation and location are essential. The information provided is
essential to understanding what millennials look for when booking their destinations.
Summary
The results from the qualitative approach from the interview and the mix-method
approach assisted with the themes and recommendations. The themes introduced from the
interviews with the DMOs and the survey with millennials were relevant to the recommendations
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and future of the wellness tourism industry. The next chapter will give the recommendations and
conclusion of the study.
Chapter Six: Recommendations and Future of Wellness
The purpose of this Chapter is to provide recommendations to DMOs about millennial
travel and how it will assist them in their marketing strategies. Additionally, recommendations
will allow assistance and education to further their marketing techniques. Also, there is a point
on what the future holds for wellness and what to expect. The Chapter covers investigating
affordability, authenticity, and sustainability. The future of wellness also explores wellness for
other demographics, the difference between wellness and soulful tourism, the importance of
Indigenous tourism in Canada, and mental health and wellness after the covid-19 pandemic.
Recommendations for Research
The research questions focused on millennials' wellness and the assistance and marketing
strategies from DMOs. Through the data analysis of the interviews and surveys, it was evident
that DMO's marketing can improve to be more influential in shaping millennials' travel behavior.
Additionally, based on the findings, DMOs require methods to prove their marketing material,
and the importance of millennials' need for wellness and vacation will increase due to the
pandemic.
In this section, each recommendation is illustrated in detail.
1. Investigate the affordability towards millennials
2. Ensure that information is authentic
3. Sustainability’s new role in wellness and travel
Recommendation One: Investigate the Affordability Towards Millennials
The survey and interviews revealed that the cost and affordability of travel are important
to millennials (Participant A; Participant F; Survey Participants). As mentioned in the survey
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findings, millennials look at the cost of a destination. That 74 percent of millennials are willing
to spend under 3000 dollars on their trips. As presented in the literature review, millennials tend
to suffer from financial stress and are most likely to worry about money and affordability
(Cowling, 2015). Additionally, some of the ways millennials look at travel are receiving services
at a reasonable price and going towards new experiences shared with friends and significant
others (Sofronov, 2018). Participant F illustrates how two of the three marketing areas that
influence millennial travel are affordability and an array of offers. They clarify by saying,
'having a large array of offers, so people are not pigeonholed.' For example, having a destination
that does not offer one activity, such as a biking destination or cross-country destination, can
offer four-season activities with different products that cater to various needs and economic
statuses. Likewise, if the destination cannot host activities all year round, create unique
experiences within those specific products.
Additionally, Participant A said that the biggest problem is cost. To assist in the cost of
travel, DMOs must look at ways to engage in millennial travel. Participant A recommends
focusing on creating meaningful itineraries. To support meaningful experiences, the focus will be
on the short haul, getting to know your backyard, getting to know who you are and where you
are (Participant A). Overall, focusing on short-haul, shorter stays, and more meaningful
experiences will help motivate millennials to travel, create experiences for them, and all while
keeping affordability in mind.
DMOs need to provide context and information to millennial travel with transparency and
information regarding affordability. Millennials are willing to pay more for experiences and not
just products when they travel (Sofronov, 2018). Given the current economic situation, the global
pandemic's effects, and how inflation has increased, it is recommended to review DMO's
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marketing strategies to determine opportunities to promote experiences over the product with
different cost sectors of affordability while offering a variety of meaningful experiences.
Recommendation Two: Ensure the information is Authentic
A finding from the interviews with DMOs revealed the importance of authenticity and
how many destinations and organizations are fair to be authentic in their marketing towards their
consumers (Participant A; Participant C; Participant E). Additionally, 41 respondents out of 50
either strongly agreed or agreed that the authenticity of a destination is essential in marketing.
Paul (2017) explains how authenticity means “being true to who you are and who your core
audience is. In order for a destination to be authentic, it has to be believable” (para.1).
Consumers want to know what the destination is different from others and why they should
select it.
Participants B and C recommend that as a traveler and consumer, a destination or an
experience must align with the way someone feels or how they want to feel. Additionally, having
a solid online presence will influence the need to be authentic (Participant B). Finally, all digital
marking content must be up to speed. Millennials are up to speed on what is right and what is
wrong. So, for example, from a tourism point of view. Destinations cannot be posting kids on the
dock or a boat without a lifejacket (Participant B). Destinations need to be tuned in and present
on what they are marketing, not just post something and hope someone will book a stay.
Participant B clarifies how millennials want instant feedback and instant gratification, and if that
is lacking, they have missed an opportunity.
The recommendation seeks to explore for DMOs to provide their travelers with authentic
experiences and set them apart from the rest. These techniques can be providing lists of
amenities, focusing on things to see rather than things to do, and using one activity as the focus
of the destination's marketing (Paul, 2017).
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Recommendation Three: Sustainability’s New Role in Wellness and Travel
The findings revealed that DMOs and survey participants agreed that sustainability is an
essential aspect of tourism and requires more emphasis (Participant B; Participant C; Participant
E; Participant F; Participant G). As a result, since 1990, sustainable tourism and community
development have become the buzzwords in tourism (Joppe, 1996b). For example, the Global
Sustainable Tourism Council (GSTC) illustrates that sustainable tourism is “a tourism that takes
full account of its current and future economic, social and environmental impacts, addressing the
needs of visitors, the industry, the environment, and host communities.” (n.d., para.1).
Additionally, for future generations, the importance of responsible tourism affects the economy
and society and helps preserve natural and cultural environments (Lonardi et al., 2021).
Furthermore, the impacts that affect tourism for generations relate to the importance of
sustainable tourism (Global Sustainable Tourism Council, n.d.). Hence, the guidance for
destinations to assist in their sustainability plans are protecting the environment, providing socioeconomic benefits for communities, conserving cultural heritage, and accessible tourist
opportunities (Global Sustainable Tourism Council, n.d.). Other methods to promote sustainable
tourism include sustainable alternatives such as researching eco-friendly services or restaurants,
supporting community-based initiatives, respecting the practices of local people, and going green
at hotels (Norton, 2021). Moreover, visiting a destination is visiting someone's home. Norton
(2021) puts it in perspective that when someone has visitors in their home and when it is time to
leave, they hope they will have cleaned up after themselves and taken only good memories. 'If
we are good tourists, we try to make wherever we go a little better during our visit, or at the very
least to leave it the same as when we arrived (Norton, 2021, p1.)

WELLNESS TOURISM

84

Ideas on Future Research
Appreciative Inquiry (AI) assisted and encouraged participants in the study to have a
positive outlook and look at the best in everything. As a result, through the interviews with
DMOs and surveys with millennials, the study produced a large amount of influential data. Due
to producing a large amount of data, not all data was applied to the study, recommendations, and
findings. Nevertheless, some specific themes that appeared more than once in the interviews and
surveys were vital to examine for future research. These themes would benefit future research
pertaining to millennials and other demographics and people living in Canada who want to learn
more about wellness tourism, mental health, and Indigenous tourism. The four themes for future
research are specified in this section below:
1. Explore wellness for generation Xers and other demographics
2. Wellness Tourism and Soulful Tourism
3. Identifying the importance of Indigenous tourism in Canada
4. Mental Health and Wellness after Pandemic
Theme One: Explore Wellness for Generation Xers and Other Demographics
An interesting discussion arose from the interview with Participant A. The participant
presented how wellness tourism should focus not only on millennials but also on Generation
Xers (born between 1963 and the end of the 1970s). The participant described how generation X
are the ones whose children are older now and now have time to focus on themselves. According
to Hewlings (2021), Gen X-ers should not be ignored from a marketing and buying perspective.
Most Gen X-ers are in the middle of their professional adult careers and have much buying
power.
Additionally, they are busy balancing families, careers, caring for aging parents (Baby
Boomers), and juggling other responsibilities (Mullis, 2018). They may be another route for
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future research, as other researchers may explore how generation X’s influence wellness and
their health being a new priority
Theme Two: Wellness Tourism and Soulful Tourism
Another interesting discussion was with Participant E. The participant brought up soulful
travel. They explained that the terminology of soulful travel is not established but is more of a
mindset. However, this concept is the actual shift, and until the world of covid-19 settles down,
travel's full impacts and outcomes will not be clear. Unfortunately, there is not much research on
soulful travel. Soulful travel is having experienced wanderlust or the strong desire to travel, and
that travel is good for the soul. The Transformational Travel Council (n.d.) presents how soulful
traveling provides transformational travel experiences. The concept provides adventures that
transform thought and encourage personal growth by connecting with nature, history, and
meaningful interaction with residents. Future research can better understand soulful travel, its
future in the industry, and its role for tourists after covid-19 settles down.
Theme Three: Identifying the Importance of Indigenous Tourism in Canada
The discussion with a few participants from the interviews brought up Indigenous
tourism and its importance in Canada. Future research can expand this study into wellness
tourism in Indigenous tourism and culture. Indigenous peoples comprise First Nations, Inuit, and
Metis and comprise 2.84 percent of Canada's population, approximately 1.6 million people
(Lonardi et al., 2021). Also, out of the 1.6 million, 5.93 percent of the population are in BC
(Lonardi et al., 2021). Since BC is one of the few provinces that focus on wellness tourism,
general wellness offerings can assist Indigenous tourism.
According to the Indigenous Tourism Association of Canada (ITAC), before March
2020, Indigenous tourism was a growing industry, bringing an estimated $1.9 billion in revenue
to Canada's GDP (Carter, 2021). The Indigenous tourism industry is on the ITAC website
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discussing all the Indigenous tourism destinations all over Canada. Since the industry is growing
and the importance of Indigenous history in Canada can educate Canadians and understand
culture right at home.
Theme Four: Mental Health and Wellness after Pandemic
In the Likert Scale in the survey for millennials, one of the statements was, "I have
become more focused on improving my mental health and physical health." Over 68 percent of
participants strongly agreed or agreed with the statement. The pandemic has been around for two
years, since March of 2020, and has affected many Canadians negatively due to some of the
protocols. Some of the protocols include physically distancing and isolating from sick people,
and many provinces have gone into lockdown to avoid the spread (Simpson, 2021). According to
a study by the Ontario Shores Centre for Mental Health Sciences, '28 percent of Canadians
recognize their mental health has deteriorated during the pandemic, while 69 percent believe
Canada is currently experiencing a mental health pandemic' (Simpson, 2021, para. 2). Therefore,
it will be essential to explore further how wellness tourism and traveling will play an essential
role in mental health and the pandemic's role in not just millennials but everyone's health and
well-being.
Future Research
The findings of this study will contribute to a growing body of research aimed to promote
wellness tourism and millennial influence in destination marketing. The findings include the
importance of mental health, wellness tourism for other demographics, the significance of
Indigenous tourism, and the future of wellness tourism in Canada. These factors have a
considerable influence on tourism in Canada and can assist with marketing and promoting to
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travelers. Further studies could construct this research by evaluating the recommendations
summarized in this study.
Ideally, future studies will further explore the importance of mental health from
depression and anxiety since the global pandemic has affected more people than ever and not just
millennials.
As a result of the references of Indigenous tourism by Destination Marketing
Organizations and its growth before the pandemic, future studies will be essential to investigate
the importance of Indigenous Tourism and wellness tourism within Canada.
Conclusion
Throughout this thesis, the findings support answering the original research questions,
focusing on millennials and DMO in wellness tourism in Canada.
1. How might destination marketing organizations (DMO) revise their marketing towards
millennials’ travel motivations and attract them to Canadian wellness destinations?
2. What are Canadian millennial’s understanding of and preferences for wellness tourism?
This research aimed to identify effective ways DMOs can assist millennial travel and
motivations and millennials' understanding of wellness tourism. Specifically, this paper explored
the specific ways to contribute to millennials' need for wellness and travel and how DMOs can
improve their marketing techniques. In addition, based on a qualitative analysis of the interviews
with DMOs and surveys with millennials, an understanding of DMO's marketing knowledge was
obtained.
In particular, the research demonstrates those elements which have a more significant
impact on millennial travel. These elements enable DMO to focus on affordability, authenticity,
and sustainability. With the increase of inflation, the importance of affordability in tourism will
be difficult for many people to afford an extravagant holiday as mentioned short trips where
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people can experience Canada. As well, authenticity is essential in the ways DMOs market their
product. Providing accurate images and experiences of their destination will make people more
interested, especially since hospitality and tourism are tangible and intangible products. Lastly,
sustainability is essential in Canada to ensure that people have a future and can continue touring
various destinations.
The resulting data presented insightful information to wellness and tourism in Canada. In
conclusion, the importance of wellness tourism in Canada will be relevant and essential to
explore the impact of COVID-19 and people needing to recharge and feel better about their
mental, physical, and emotional health. Moreover, the findings will help Destination Marketing
Organizations in Canada create marketing plans that consider millennials' needs and focus on
wellness tourism and tourism in general. Furthermore, the results will generate the need for
additional research in the areas such as future demographics, mental health, and wellness
tourism.
Suggested Readings
The readings provided below give a more in-depth of the information provided in the
research. In addition, Carter (2021) discusses more about the Indigenous tourism experiences in
Canada. Such as how in Alberta, there is a Wild West Badlands tour that joins ITAC, and in
Nova Scotia, the Digby Pines Golf Resort and Spa became 75% Indigenous owned in 2020.
Destination Canada's website discusses the experiences of spa and wellness all over
Canada, and some places where one can experience wellness are at the Ste. Anne's Spa in
Ontario or Willow Stream Spa at the Fairmont Banff Springs (Destination Canada, n.d.).
Global Wellness Institute (2018) examines the global wellness tourism economy report,
such as what to expect in the industry and other countries' information.

WELLNESS TOURISM

89

The article by Grant (2021) goes in more depth about the concept of Languishing and
how it will affect people, if not affecting them now during the pandemic, and what to do to assist
and overcome it.
Lastly, Raphael (2018) goes more in-depth and examines how the ten market trends
influence the wellness industry. In addition, it discusses the workplace wellness industry and the
future of wellness.
Carter, K. (2021, August 30). 13 New indigenous tourism experiences. Indigenous Tourism
Association of Canada. https://indigenoustourism.ca/13-new-indigenous-tourismexperiences/
Destination Canada. (n.d.). Spa and wellness. Destination Canada News.
https://media.canada.travel/en-IN/experiences/spa-wellness
Global Wellness Institute (2018). Global wellness tourism economy report.
https://globalwellnessinstitute.org/wpcontent/uploads/2018/11/GWI_GlobalWellnessTou
rismEconomyReport.pdfhttps://globalwellnessinstitute.org/wpcontent/uploads/2018/11/G
WI_GlobalWellnessTourismEconomyReport.pdf
Grant, A. (2021, April 19). There’s a name for the blah your’re feeling; its called languishing.
The New York Times. https://www.nytimes.com/2021/04/19/well/mind/covid-mentalhealth-languishing.html
Raphael, R. (2018, August 8). These 10 market trends turned wellness into a $4.2 trillion global
industry. Fast Company. https://www.fastcompany.com/90247896/these-10-markettrends-turned-wellness-into-a-4-2-trillion-global-industry
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