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V To analyzetravel behavior and patternsςincludingthe averagenumber of trips, length of trips, and
purposesof travel (domestic,European,andSouthBalticSearegiontrips).

V To understandthe role and importanceof nature-basedwellnessactivitiesςsuchashow often people
travel for wellness,what wellnessactivities they engagein, how COVID-19 has influenced interest in
nature-basedwellnesstourism,etc.

V To identify preferences,motivators and decisionfactors for nature-basedwellnesstourismςincluding
activity types, seasonalinfluences, attitudes toward sustainability, willingness to pay, and factors
influencingdestinationandservicechoices.

Objectives

Spring,2025Fieldwork

Adults in the South Baltic Sea region (Lithuania, Poland, Germany, Denmarkand Sweden), who are 
interested in or engaged in nature-based wellness tourism.

Target Group

The study was conducted through an online survey using the Intra Researchinternet panel.
Participantswere recruited digitally, allowing for a broad and diversesampleof respondentsacross
keydemographics–gender, ageandregion.

Survey Method

Informationabout
Survey  

TermsUsed Nature BasedWellness–N-B-Well
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Methodology

Sample Size and Statistically 
Significant Differences

Thesamplesizen = 2 789(with more than 500respondentsin eachcountry) is representativeandallows
for statisticallysignificantconclusions.

Theindicatoris statisticallysignificant: xx%- higheror xx%- lower than in the total sample(95%probability).

Method: Exceptiontests. Eachcell is tested vs. its complement(all other countriescombined). Test: two-sidedz-
test of proportions(or t-test of meansfor numericstats). Significanceis assessedat the chosenlevel (p < 0.05);
minimum n rulesapply. No multiple-comparisoncorrectionis applied; colorsonly indicate“differentfromtotal,”
not whichcountrydiffers.

Analysis Methods Used
Clusteranalysis(K-means)was applied to segmentrespondentsinto distinct groupsbasedon their attitudes,
behaviorsand preferencesrelated to nature-basedwellnesstourism. Thismethod allowed the identification of
homogeneousclusterswith sharedcharacteristics.
For this analysis,two blocksof questionswere used: Pleaseexpressyour opinion on sustainablenature-based
wellnesstourism (scale1 to 5, 1 = stronglydisagree,5= stronglyagree)ANDWhat motivatesyou to participatein
nature-basedwellnesstourismactivities?(scale1 to 5, 1 = Never,5= Always).

Regressionanalysiswasapplied to explorethe relationshipsbetween demographiccharacteristics,motivational
factors, and travel behaviors,in order to identify the key determinants influencing participation in wellness-
related travel activities. A stepwise multiple linear regression approach was employed, allowing for the
systematicselectionof significantpredictors. Thedependentvariableswere 4 conjunct travel routes, while the
independent(predictor)variablesincludedall scale-basedquestionsandcompositeindexes.
Theroutes were groupedinto four thematic indexes: Nature-BasedActivity Routes,Wellness-OrientedRetreats,
Culinaryand FoodExperiences,and Culturaland HolisticWellnessRoutes. Eachindex combinedseveralrelated
route types rated on a 4-point preferencescale,and respondentswere classifiedinto high, moderate, or low
preferencegroupsaccordingto their total scores.
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Survey Summary

Theaveragenumberof trips per year in different areas

Á Surveyresultsshowthat peopletakeabout 4 domestictrips per year. Lithuaniastandsout with the highest
number, averaging7 trips per year. In contrast, Germanyhas the lowest rate, with residents taking 2
domestictrips per year. Polandfollows with 4.1 trips, while Swedenaverages3.4 trips and Denmark3.0
trips.

Á Onaverage,peopletakeabout2 trips per year to other Europeancountries. Denmarkhasthe highestrate
(2.4 trips per year), while Germanyhas the lowest (1.5 trips per year). Lithuaniafollows with 2.1 trips,
Swedenwith 1.9 trips, andPolandwith 1.7 trips.

Á Within the SouthBalticSearegion, the meanis 1.7 trips per year. Lithuanialeadswith 2.4 trips, followed
by Denmarkwith 2.1. PolandandSwedenboth average1.4 trips, while Germanyhasthe lowestrate at 1.2
trips per year.

Thelengthof a typical trip

Á Acrossall countries,the mostcommontrip lengthsare1–3 days(30%) and4–6 days(27%), while 1 out of 5
travelsfor a week. Lithuaniastandsout, with nearlyhalf of respondents(47%) typically travellingfor 1–3
days. In Denmarkand Poland,shorter trips of 1–3 daysand 4–6 daysare similarly popular. In Sweden,
similar sharesof respondentstake trips lasting 1–3 days (28%), 4–6 days (25%), and one week (26%).
Longertrips of morethan oneweekaremostfrequent in Germany(19%).



Survey Summary

Primarypurposeof travel

Á The main purpose of travel is leisure and recreation (38%), followed by nature and outdoors (28%),
wellnessand relaxation (28%), and family visits (26%). In Poland,leisureandrecreation(48%) andnature
and outdoors (38%) are more common travel goals. Leisureand recreation is also popular in Germany
(46%). Swedishtravelersmore often take trips for wellnessand relaxation (36%) or family visits (35%).
Lithuaniantravelersare more likely to travel for adventure(21%), while Danesmore often chooseurban
tourism(27%) andculturalactivities(21%).

Tripsfor wellnesspurposes

Á Most people travel for wellness purposes1ς2 times per year (63% overall). This share is highest in
Lithuania(70%). About1 out of 5 respondents(21%) do not takewellnesstrips at all, with the highestshare
in Denmark(32%) andGermany(25%).

Theimportanceof natureaspectwhen choosinga wellnessdestination

Á Natureplaysan important role when choosinga wellnessdestination,64%of respondentsevaluatedit as
very or extremely important especiallyin Germany(72%), Poland(68%), andLithuania(67%), while it was
slightlylessimportant amongrespondentsin Denmark(57%) andSweden(55%).



Survey Summary

Thechangeof interest in nature-basedwellnesstourism dueto post-COVIDhealth concerns

Á Post-COVIDhealth concernshave influencedinterest in nature-basedwellnesstourism differently across
markets. On average,36% of respondentsare now more interested in this type of tourism due to its
health benefits, while half (50%) were alreadyinterestedbefore the pandemic. Lithuaniastandsout with
the largestshare(65%) of respondentswho were alreadyinterested,whereasrespondentsfrom Poland
andGermanymoreoften werethosewhoseinterest increasedpost-COVID.

Nature-basedwellnesspersonalmeaning

Á Acrossall markets,the top personalmeaningof nature-basedwellnessis simply being in nature (82%).
This is especiallyimportant in Lithuania (89%) and Poland(88%). Other highly valued aspectsinclude
getting more sleep by spending time outdoors (77%), improving work-life balance through rest and
relaxation(74%), gettingmore physicallyactive(73%), andparticipatingin stress-reducingactivities(72%).
All aspectsare more important to respondentsin Polandand Lithuania,while seekingholistic health is
relativelymore important to Germans.

Nature-basedwellnessactivitiesduringthe last year

Á Forest-basedactivities (91%) and outdoor sports and physicalactivities (88%) were the most common
nature-basedwellnessactivities in all countries, with the highestparticipationin Polandand Lithuania. 8
out of 10 respondentsparticipatedin water-basedactivities(82%), particularlyin Germanyand Lithuania.
Mindfulnessandrelaxationin natureweremorepopularin Poland(86%) andGermany(82%). Comparedto
other countries,Lithuaniansmore frequently participatedin seasonalwellnessactivities(86%) as well as
eco-spaandnatural treatments(84%).



Survey Summary

Participationin nature-basedwellnessactivitiesduring the last year

Á Peopleacrossall countriesparticipatedin forest-basedactivitiesduringthe lastyear,moreor lessoften. In
Polandparticipationwasmoreoften weekly(29%), in Germanyboth daily(14%) andweekly(29%), while in
Lithuaniait wasmoreoften monthly (30%) or occasional(39%).

Á Outdoor sports and physicalactivities are popular in all countries,but a larger shareof respondentsin
Denmark (17%) and Sweden(18%) did not participate during the year. Lookingat differencesacross
countries,respondentsin Polandparticipatedmoreoften on a dailybasis(23%), in Germanymainlyweekly
(35%), while in Lithuaniaparticipationwasmoreoften monthly (21%) or occasional(38%).

Á About 8 out of 10 respondents in total participated in water-based activities at least occasionally.
Respondentsin Germanyparticipatedmore often on a weeklybasis(25%), while in Lithuaniaparticipation
wasmore often occasional(50%). A largershareof respondentsin Denmark(24%) and Sweden(27%) did
not participateat all.

Á Participationin wildlife and nature connection experienceswas similar to water-basedactivities, with
about 8 out of 10 respondentstakingpart at leastoccasionallyduringthe last year. Respondentsin Poland
and Germanyparticipatedmore often on a weeklybasis,while in Lithuaniaparticipationwasmore often
occasional(45%). Participationwaslower in Denmark(never24%) andSweden(never26%).

Á Mindfulnessand relaxation in nature activities showedsimilar trends to other activities. Respondentsin
Germany engagedmore often on a weekly basis (26%), in Lithuania participation was more often
occasional(42%), while in Denmark(26%) andSweden(29%) a largersharedid not participateat all.



Survey Summary

Nature-basedwellnessactivitiesduringthe last year

Á Seasonalwellness activities were mostly occasional(39%), especiallyin Lithuania (52%). In Germany,
peopleweremore likelyto participateon a daily(9%) or weekly(18%) basis,while in Denmarkrespondents
moreoften did not participateat all (30%).

Á Participationin eco-spaand natural treatments waslesscommoncomparedto other activities,with about
7 out of 10 respondentstakingpart at leastoccasionally. In Lithuania(54%) andPoland(41%) participation
wasmoreoften occasional,while in Sweden44%of respondentsdid not participateat all.

Á Wellnessretreats were the leastpopularnature-basedwellnessactivity,with about a third of respondents
never taking part. Thosewho did participate were more often occasional(31%), especiallyin Lithuania
(40%). In Sweden(40%) a largershareof respondentsdid not participateat all.

Planningactivities in the nearfuture

Á Forest-basedactivities (57%) andoutdoor sports(54%) are the most plannedactivities in the near future,
especiallyin Poland. Water-basedactivitiesarealsorelevant(45%), with higherinterest in Germany(55%).
Wildlife and mindfulnessactivities are more frequently planned in Poland(both 55%), while seasonal
wellnessactivitiesattract greaterinterest in Sweden(45%). Eco-spatreatments(34%) andwellnessretreats
(30%) remainthe leastpopularplannedactivitiesoverall.



Survey Summary

Attitudes toward sustainablenature-basedwellnesstourism

Á Protecting and preserving natural environments (69%) and preferring wellness experiencesclose to
nature (69%) are the top attitudes acrossall countries. Localtraditionsandnaturalhealingmethods(62%),
as well as feeling more relaxedand rechargedafter N-B-Well experiences(62%) are also highly valued,
especiallyin Polandand Lithuania. Overall,all attitudes are strongeramongresidentsof Poland. Attitudes
suchasactivelyseekingN-B-Well for relaxationand self-careand willingnessto pay more for sustainable
wellnessservicesaremore important in Germany.

Investmentin nature-basedwellnessactivities

Á Willingnessto pay a premium for nature-basedwellnessactivities remainsrelatively low in all countries
exceptGermanywheremore respondentsarewilling to payextra(45%). Most respondentsaremoderately
willing to payfor nature-basedwellnessactivities(40%), with the highestsharein Lithuania(53%). About1
out of 10 respondentsarenot willing to payat all.

Á Willingnessto pay extra for eco-certified nature-based wellness experiencesshows varied opinions.
Almostone-third of respondentswould pay more (29%), while a similar sharewould not (35%). Another
36%areuncertainandwould considerit dependingon the pricedifference. In Germany,more respondents
were clearly willing to pay extra (37%), while in Lithuaniaalmost half (48%) were uncertain and would
decidebasedon price. Respondentsin Denmarkmoreoften indicatedthey wouldnot payextra(40%).

Á Nearlya half of respondents(48%) spendlessthan€100 per day on nature-basedwellnessdestinations,
with the highestsharesin Lithuania(53%) andin PolandandSweden(51%). A dailybudgetof€101–300is
morecommonamongrespondentsin Denmark(55%).



Survey Summary

Information channelsandN-B-Well trip bookingplaces

Á Recommendationsfrom friends and family are the main information source(48%) acrossall countries.
Other key sourcesinclude social media (33%), official websites (31%), and customer reviews (28%). In
Lithuania,Facebook(49%) and customer reviews (36%) are used more often, while in Polandofficial
websites(41%) and customerreviews(34%) standout. Comparedto other countries,people in Germany
tend to use lesspopular channelssuchas television(25%), doctors’recommendations(22%), and print
magazines(17%). In Sweden,Instagramisusedmorefrequentlythan elsewhere.

Á The main booking channel for N-B-Well trips is Online TravelAgencies(43%). Other bookingplacesare
direct booking through serviceproviders(32%), traditional travel agencies(26%), travel apps(23%) and
tour operators(22%). In Lithuaniadirect bookingis muchmore common(49%), while in Polandtraditional
travel agenciesare more popular (32%). Travelappsare usedmore frequently in Germanyand Sweden,
whilepackagedealsareslightlymorepopularin Denmark(26%).

N-B-Well activitiesmotivators

Á Themain motivators to participate in N-B-Well activities are to rest and relax (70%), to spendmore time
outdoors (68%), to rechargeenergy (67%), to enhanceemotional well-being, overall health (66%) and
stressreduction(66%). Escapefrom routine (65%) andimprovingphysicalhealth (64%) arealsoamongthe
strongestdrivers. In Poland,most motivators are aboveaverage,especiallythose related to health and
well-being. In Denmark,all motivators are lower comparedto other countries. In Lithuania,escapefrom
routine (71%), time with family and friends (69%), disconnectionfrom work-related pressures(65%) and
connectionto the naturalworld (64%) aremoreencouragingmotivators.
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N-B-Well travelcompanions

Á Peoplemost often travel to N-B-Well destinationswith a spouseor partner (33%), while about a fifth go
solo(21%) or with friends(19%), and13%with spouse/partnerandchildren. Solotravellingismorepopular
in Germany(25%) andSweden(28%). In Lithuania,peoplearemorelikelyto travelwith family(20%).

Important factorswhenselectinga nature-basedwellnessproductsor services

Á Themost important factorswhen selectingN-B-Well productsor servicesarebeingwell-priced(60%) and
high quality (53%). Otherkeyaspectsincludeaddressingspecificneeds(52%), attractivedestination(47%)
andpositivereviews(46%). In Polandmost of the factorsare rated higherthan average. In Lithuania,price
(68%), meeting personalneeds(59%) and attractive destination (53%) are more important. In Germany
peoplepay more attention to the factors related to sustainabilityand accessibility. In Sweden,almostall
criteriaarerated lower than the average.

Theimportanceof designatedthematic routeswhenchoosinga wellnessdestination

Á Designatedthematic routes are important when choosinga N-B-Well destination, with 55%rating them
asvery or extremely important. About a third (31%) seethem asmoderatelyimportant, while 14%think
they areslightlyor not important. Theimportanceis higherin Germany(mean3.8), Poland(mean3.7) and
Lithuania(mean3.6), while in Denmarkthematicroutesare lessimportant (mean3.1).



Survey Summary

N-B-Well thematic routeslengthanddifficulty

Á Medium-length routes with a mix of relaxation with light physicalactivity are the most preferred option
(53%). Short and easyroutes attract 42% of respondents,while 5% would chooselong and challenging
routes. By country, Poland shows the strongest preference for medium-length routes (59%), while in
Germanyshort routestend to be slightlymorepopular(46%).

Important aspectswhen choosinga N-B-Well route

Á Scenic beauty and natural surroundings (33%), privacy and peaceful environment (27%) and
accommodationquality (26%) are the TOP3 most important aspectswhen choosinga nature-based
wellness route. In Lithuania, scenic beauty and natural surroundings(mean 6.9 out of 10) and the
availabilityof wellness-focusedamenities(mean 5.8 out of 10) stand out as more important. Foodand
diningoptionsandculturalandlocalexperiencesaremore important in DenmarkandSweden.

Seasonimpacton choiceof a N-B-Well destination

Á When talking about the season’simpact on the choice of a N-B-Well destination, more than half of
respondentsagreedwith all aspects. Thetop-rated factorsarecomfortableweather (64%), season-aligned
activities (61%), cultural experiencesdependingon the time of year (59%), and off-peaktravel to saveon
costs (59%). In Poland,almost all aspectsare rated higher, showingthe strongestseasonalinfluenceon
decision-making,while in Denmarkand Swedenseasonalfactors matter less. In Lithuania,comfortable
weather(71%), the popularityof destinations(65%), andtravelingin summeraremoreimportant (62%).



Survey Summary

FavoriteN-B-Well services

Á Eco-spa and natural treatments (16%), mindfulnessand relaxation in nature (12%), outdoor sports and
physicalactivities(11%), andwater or forest-basedactivities(9%) were the mostspontaneouslymentioned
N-B-Well servicespeopleenjoyin their country. Polandstandsout for the highestinterest in eco-spa(27%),
Lithuaniafor mindfulnessand relaxationin nature (20%), Germanyfor water-basedactivities(13%), and
Swedenfor forest-basedactivities(14%).

WantedN-B-Well services

Á Whenaskedwhat nature-basedwellnessservicesthey missin their country,more than half of respondents
did not mention any missingservices(51%), and 15% said they are satisfiedwith the current N-B-Well
services. The most frequently mentioned needs are natural objects for recreation (6%) and SPAand
wellnessservices(5%).



Survey Summary: Tourists Segmentsby Engagementin N-B-Well Travel

TouristsSegmentsengagementin N-B-Well

Á The five segmentsshow clear differences in their engagementwith nature-basedwellness (N-B-Well).
Nature WellnessEnthusiastsare the most committed, valuingboth personalwell-being and ecological
sustainability,and are willing to pay more for authentic, eco-sustainableexperiences. Eco-Experience
Explorersare positively inclined and curious, motivated by discovery,culture, and eco-friendly practices,
while Wellness-FocusedSupportersare primarily interested in rest, stressreduction, andhealthbenefits,
but less engagedwith cultural or sustainabilityaspects. CasualTravelersshow only moderate interest,
takingshort domestictrips andengagingwith N-B-Wellmostlyasfollowersif offersaresimpleandbundled
with mainstreamtravel. In contrast, the Disinterestedin N-B-Well showsminimal motivation, with little
relevanceof N-B-Well for their travelchoices.

Á Overall, this suggestsa tiered approach is needed: Nature WellnessEnthusiastsform the core, loyal
premium target; Eco-ExperienceExplorersand Wellness-FocusedSupporters are valuable secondary
audiencesif addressedwith tailored offers (immersive discoveryvs. comfort and relaxation). Casual
Travelersmay be drawn in with accessible,low-barrier options, while the Disinterestedin N-B-Well
Segmentshouldnot be a marketingfocus.



Survey Summary: Nature-BasedWellnessRoutes

Nature-basedwellnesstourism routes

Á Hiking or nature walks are the most preferred activity routes (69%), followed by nature observation
routes(63%) andwater-basedwellnessactivities(63%). More than a half of respondentsare interestedin
year-round outdoor activities routes (55%), forest therapy trails (55%) and eco-friendly cycling routes
(54%). Aroundhalf alsomentionedforagingtherapy (50%) and yogaor meditation trails (47%), although
theseare relativelylesspopular. In Poland,most activitiesare preferredaboveaverage,while in Denmark,
SwedenandLithuaniathe interest tendsto be lower. In Germany,higherthan averagepreferencesareseen
for nature observationroutes (68%), water-basedwellnessactivities (72%), eco-friendly cycling routes
(58%) andyogaor meditationtrails (53%).

Á Wellnessstays at rural areas (60%) and wellness spa resorts (60%) are the most preferred wellness
retreats, while campingand glampingretreats attract around half of respondents(50%). In Poland,all
optionsarepreferredmore.

Á Organicand locally sourcedmealsare the most preferred culinaryand food experiences(62%), followed
by culinary wellnessexperiences(56%). Wellnesstea housesand herbalcafésattract around half of
respondents(50%). Bycountry,Polandshowsthe highestinterest in all options,while in Germanywellness
tea housesaremorepopular(55%).

Á Culturalandhistoricalnature routesare the most preferredoption in cultural andholistic wellnessroutes
category(56%). Routesfeaturing local wellnesstraditions attract nearlyhalf of respondents(49%), while
holistic wellnessand spiritual retreats are slightly less popular (46%). Polandand Germanyshow the
highestinterestacrossall culturalandholisticwellnessroutes.
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DemographicDifferences

Nature-Based Activity Routes
Å Stronger in Poland and Germany.
Å Attracts younger and middle-aged (18ς44), active travelers, often families.
Å Appeals to both casual wellness seekers (short hikes, easy routes)and enthusiasts (challenging, frequent trips).

Wellness-Oriented Retreats
Å Appeals to 18ς44, employed, higher incometravelers.
Å Popular with those who want premium spa staysor organic farm retreats.
Å Camping and Glampingattracts younger audiences, while spa resorts are more female-focused.
Å Strong demand in Poland and Germany, weaker in Lithuania.

Culinary & Food Experiences
Å Strongest among Poland and Germany.
Å Audience: employed, families, higher income, frequent wellness travelers.
Å Appeals to social and experiential travelers(friends/family cooking classes, farm-to-table dining).

Cultural & Holistic Wellness Routes
Å Strongest in Germany and Poland, less so in Sweden/Lithuania.
Å Attracts 18ς44, employed, with children, higher income.
Å Appeals to wellness enthusiasts seeking authenticity & transformation(yoga, meditation, traditions).
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CommonalitiesAcrossRoutes

V Coretraveler group: Youngerto middle-aged(18–44), employed,higherincome,often travelingwith family
or friends.

V WellnessEnthusiastsare consistentlythe mainaudience— frequent travelers(3–6+ trips/year),willing to
pay€101–400+.

V PolandandGermanystandout asthe mostengagedmarketsacrossall routes.
V All routesappealto premiumspendersrather than budgetsegments.
V Authenticity, nature immersion,andpremiumexperiencesarekeyacrosscategories.

OverallInsightfrom RegressionAnalysis

Sharedgroundacrossall routes: Organic/localfood, sparesorts,culturalhealing,mindfulnessappearasstrong
or supportivein all models–theseareuniversalhooks.

Differences:
V Nature-BasedActivity Routes = drivenby outdoor immersion+ authenticity.
V Wellness-OrientedRetreats= drivenby food & water-basedwellness.
V Culinary and Food Experiences = driven by food as wellness –healthy eating, authentic local foodways, 

sustainability, social bonding.
V Cultural and Holistic Wellness Routes = driven by  mind-body & tradition as wellness –yoga, rituals, 

spirituality, cultural healing knowledge.



Key Insights(1)
1. TRAVELLINGHABITSAREDIFFERENTACROSSTHEMARKETS
Numberof trips is related to the length of travel. In Lithuania,people take more trips, but they are typically1–3 dayslong,
while in Germanyrespondentstravel lessoften but for longerperiods.

2. TRAVELPURPOSESREFLECTCULTURALDIFFERENCES
Leisureand recreationdominatesin most countries. Polesmore often choosenature and outdoors,Swedesprefer wellness
and family visits,Lithuaniansstandout with a highershareof adventuretravel, while Danesshowstrongerinterest in urban
tourism.

3. WELLNESS TRAVEL IS UNEVENLY SPREAD ACROSS MARKETS
Most people take 1–2 wellness trips per year. Lithuania leads in frequency, while Denmark and Germany have the highest 
share of non-travelers.

4. NATURE IS A KEY DRIVER FOR WELLNESS TOURISM
Nature is rated as very or extremely important by almost two-thirds of respondents, especially in Germany, Poland and 
Lithuania. 

5. POST-COVID SHIFT BOOSTED WELLNESS INTEREST DIFFERENTLY ACROSS MARKETS
One third of respondents became more interested in nature-based wellness due to health concerns after COVID. The increase 
is strongest in Poland and Germany, while in Lithuania the majority were already interested before.



Key Insights(2)
6. FUTURE PLANS SHOW STRONG INTEREST IN OUTDOOR ACTIVITIES
In the near future, people plan mostly forest-based and outdoor sports and physical activities. Poland stands out with higher 
interest in wildlife and mindfulness activities, while Sweden shows more interest in seasonal wellness activities.

7. INFORMATION SOURCES AND BOOKING CHANNELS VARY
Friends and family are the main information source across all countries. Lithuanians rely more on Facebook, customer reviews,
and direct booking, while Poles prefer official websites, customer reviews, and travel agencies. Germans use TV, doctors’ 
recommendations, and travel apps more often, while in Sweden Instagram and travel apps are more common.

8. N-B-Well ACTIVITY MOTIVATORS HIGHLIGHT REST AND RECOVERY NEEDS
Top motivators across markets are to rest, recharge, and reduce stress. In Lithuania, escaping routine and spending time with
family are especially important.

9. PRICE AND QUALITY ARE CRUCIAL WHEN SELECTING N-B-Well SERVICES
Well-priced and high-quality offers are the most important factors when choosing wellness services. Lithuanians are especially 
price-sensitive, while in Germany people focus more on sustainability aspects.

10. TRAVEL COMPANIONSHIPS HIGHLIGHT CULTURAL PREFERENCES
Most respondents travel with a partner, but solo travel is more common in Germany and Sweden. Lithuanians more often 
travel with family.



Key Insights(3)
11. PREMIUM WELLNESS TRAVELERS ARE THE CORE AUDIENCE
Across all routes, the main segment is younger to middle-aged (18–44), employed, and higher income. They are frequent travelers (3–6+ trips 
per year) and willing to spend €101–400+, showing strong interest in premium wellness experiences over budget options.

12. POLAND AND GERMANY ARE THE STRONGEST MARKETS
Respondents in Poland and Germany show consistently higher interest across all wellness routes, from outdoor activities to spa resorts and 
culinary experiences. These two markets stand out compared to Sweden and Lithuania, where interest is weaker.

13. UNIVERSAL HOOKS DRIVE ALL ROUTES
Organic/local food, spa resorts, mindfulness, and cultural healing consistently attract respondents across categories. While each route has 
unique drivers (e.g., outdoor immersion, spirituality, or culinary bonding), these shared elements form the strongest common ground.

14. NATURE WELLNESS ENTHUSIASTS ARE THE LOYAL CORE TRAVELERS SEGMENT
Mostly women (60%), aged 25–64, higher income, often employed full-time with families. They are highly engaged, value both personal well-
being and sustainability, and are willing to pay more for authentic, eco-friendly services. They should be targeted as the core premium audience 
with eco-sustainable, meaningful wellness packages.

15. ECO-EXPERIENCE EXPLORERS SEEK DISCOVERY AND VARIETY
Travelers with higher education and income, havechildren, often traveling with friends. They are motivated by cultural enrichment, eco-lodges, 
and authentic experiences. This group should be targeted as a secondary growth audience with immersive, discovery-driven offers combining 
wellness, culture, and eco-values.

16. CASUAL AND WELLNESS-FOCUSED TRAVELERS NEED ACCESSIBLE OFFERS
Casual Travelers skew slightly male (55%), middle-aged, employed full-time or students, focusing on short domestic trips. Wellness-Focused 
Supporters skew female (54%), older (65+ 27%), often lower income, traveling with partners. Both segments value relaxation and comfort over 
eco or cultural elements. They should be targeted as broad, volume audiences with simple, comfort-oriented, and easy-entry wellness options 
(bundled with mainstream travel).



Research Results



Tourists Segments
by Engagement in 
N-B-Well Travel



28% 26%
23%

18%

6%

Casual travelers Eco-Experience Explorers Nature Wellness Enthusiasts Wellness-Focused Supporters Disinterested in N-B-Well

N-B-WELL TOURISTS SEGMENTS 
All respondents, n=2789

Moderately engaged with
nature-based tourism,
showing averageinterest in
relaxation and outdoor
activities but little
enthusiasmfor mindfulness,
indigenous practices, or
sustainability.

Positively inclined toward
nature-based wellness,
valuing eco-friendly
practices, cultural
enrichment, and relaxation,
with willingnessto paymore
for sustainableoptions.

The most engaged, deeply
connecting wellness with
nature, prioritizing health,
sustainability, and showing
strong willingnessto pay for
eco-friendlyservices.

Wellness-focused and
positively inclined toward
nature experiences, valuing
relaxation, stress reduction,
and time outdoors, but with
less intensity in sustainability
and cultural exploration than
the mostcommittedclusters.

Disengaged from nature-
based wellness tourism,
showing little interest in
wellness benefits, outdoor
activities, sustainability, or
cultural practices. Interested
more in urbantourism.



31%

25%

19% 18%

8%

25%

31%

12%

30%

3%

25%
29%

14%

24%

7%

30%

20% 21% 21%

8%

28% 26%
23%

21%

2%

Casual travelers Eco-Experience Explorers Nature Wellness Enthusiasts Wellness-Focused Supporters Disinterested in N-B-Well

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

N-B-WELL TOURISTS SEGMENTS BY COUNTRY



TOURISTS SEGMENT
Casual Travelers, N=772

Female

45%
Male

55%

15%

37%

30%

18%

18-24

25-44

45-64

65+

47%

9%

7%

37%

1%

Employed Full-Time

Employed Part-Time

Self-Employed / Freelance

Student/Not working

Other

More often domesticshort trip travelers

Local trips –84%, average number of trips –
3,4
Europe trips –71%, average number of trips 
–1,8
SouthBalticstrips –60%, average number of 
trips –1,6

Less and shorter trips for wellness
purposes

At leastone  - 72%, 1-2 trips 61%

General profile: This group shows moderate
agreement with most statements. They are not
strongly motivated by N-B-Well tourism but are not
opposedeither.
V Average interest in rest, relaxation, and stress

reduction.
V Moderate agreementwith nature-basedactivities

like exploring landscapes, reconnecting with
nature,or spendingtime outdoors.

V Neutralon sustainabilityandconservation.
V Lowestenthusiasmfor mindfulness/meditationin

natureandindigenouswellnesspractices.

Casual travelers see some benefits in N-B-Well —
mostly basic wellness outcomes like relaxation,
health, and routine escape— but they lack strong
engagement. Theyare more“followers”than leaders
in adoptingN-B-Well activities.

Marketing implication: This group is best reached
throughaccessible,easy-to-join wellnessoffers. They
are unlikely to seek N-B-Well out themselvesbut
couldparticipateif bundledwith mainstreamtravel or
presentedassimplewaysto relax.

Nature aspect importance

Moderately44%, Slightly 9%

Info channels

Statistically significantly higher: xx%lower: xx%than in the total sample 



14%

36%

34%

16%

18-24

25-44

45-64

65+

TOURISTS SEGMENT
Eco-Experience Explorers, 
N=730

Female

48%
Male

52%

57%

12%

6%

25%

Employed Full-Time

Employed Part-Time

Self-Employed / Freelance

Student/Not working

More often longertrips toEurope

Europe trips –80%, average number of trips –2,3.
SouthBalticstrips –69%, average number of trips –
1,8.

More and longeror medium trips for 
wellnesspurposes

At leastone  - 86%, 1-2 trips 68%, 3-5 trips 16%.
Medium-length routes with a mix of relaxation 
and light physical activity60%

General profile: This segmentshows above-average
agreementwith most N-B-Well statements. Theyare
positively inclined and curious, but not as strongly
committedasthe mostengagedcluster.
V They have higher interest in eco-lodges, eco-

friendlypractices,andpreservingnature.
V They are motivated by learning and enrichment:

exploring local cuisine, experiencing traditions,
andincreasingwellnessknowledge.

V They also value relaxation, mood improvement,
and stressreduction, though these are not their
onlydrivers.

V Moderatebut consistentsupport for sustainability
andconservation.

V Willing to pay more for nature-based wellness
activitiesandecofriendlyservices.

Eco-ExperienceExplorerssee N-B-Well as a way to
combine wellness with discovery — blending
relaxation, cultural exploration, and eco-friendly
practices. They are open-minded and appreciate
varietyrather than focusingon a singlebenefit.
Marketing implication: This group is best reached
with diverse and immersiveN-B-Well offers — eco-
lodge stays, authentic local traditions, food
experiences, and guided activities. They respond
whenN-B-Well is framedasa culturalandeducational
journeyin additionto relaxation.

Higher education(50%)
Highincome (nationalaverage60%, higher than
average19%)
Havechildren (42%)
Travel to N-B-Wellmoreoften with friends (24%)

Nature aspect importance

Veryimportant 57%

Info channels

31%

20%

Statistically significantly higher: xx%lower: xx%than in the total sample 



10%

38%

38%

14%

18-24

25-44

45-64

65+

TOURISTS SEGMENT
Nature Wellness 
Enthusiasts, N=636

Female

60%
Male

40%

57%

11%

7%

25%

Employed Full-Time

Employed Part-Time

Self-Employed / Freelance

Student/Not working

More often longertrips todifferent
destinations

Europe trips –80%, average number of trips 
–2,3.
SouthBalticstrips –69%, average number of 
trips –1,8.

More and longertrips for wellness
purposes

At leastone  - 86%, 1-2 trips 68%, 3-5 trips 16%.

General profile: This segment shows the strongest
agreementwith nearlyall N-B-Well statements. Theyare
highly engagedand seeN-B-Well as both personallyand
environmentallymeaningful.
V They score very high on relaxation, mood

improvement,stressreduction,andoverallhealth.
V They actively seek out nature-based wellness

experiences, reconnect with nature, and value
escapingurbanlife.

V They support sustainability, conservation,and eco-
friendly practices— even willing to pay more for
sustainablewellnessservices.

V They also appreciate cultural aspects, such as
traditions and indigenouspractices, but their main
driver isa deepconnectionto wellnessandnature.

V Willing to pay more for nature-based wellness
activitiesandecofriendlyservices.

Nature WellnessEnthusiastsrepresentthe coreN-B-Well
target group. Theyare motivated by both personalwell-
being and ecological values, making them loyal and
consistentsupportersof N-B-Well tourism.
Marketing implication: This group is best reachedwith
premium, eco-sustainable wellness packages that
combine nature immersion, relaxation, and
environmental responsibility. They are willing to invest
more for authentic, sustainable, and meaningful
experiences.

Highincome (higher thanaverage19%)
Havechildren (42%)

Nature aspect importance

Extremely important 44%

Info channels

30%

18%

Statistically significantly higher: xx%lower: xx%than in the total sample 



General profile: This segment shows strong
agreement with many N-B-Well statements, though
not as high as Committed Eco-WellnessEnthusiasts.
Theyare positivelyinclinedand wellness-focused,but
lessintensein their commitment.
V Theyvaluerelaxation,rest,andstressreduction.
V Theyare motivated by escapingroutine, spending

time outdoors,andreconnectingwith nature. How
V Theyalsoshowinterest in overallhealth and well-

beingbenefits.
V Comparedto Eco-ExperienceExplorers,they are

lessdriven by cultural explorationor enrichment,
and compared to Nature Wellness Enthusiasts,
they are lessstrongly committed to sustainability
or payingmore for eco-friendlyoptions.

Wellness-Focused Supporters appreciate N-B-Well
primarily for its personalwellnessoutcomes,enjoying
nature as a backdrop for relaxation and health
improvement.
Marketing implication: This group is best reached
with wellness-centered packageshighlighting rest,
energy recharge,and health benefits. They respond
well to offers emphasizingcomfort and relaxation in
nature, without the need for strong cultural or
ecologicalframing.

10%

28%

39%

23%

18-24

25-44

45-64

65+

TOURISTS SEGMENT
Wellness-Focused 
Supporters, N=494

Female

54%
Male

46%

47%

12%

4%

36%

Employed Full-Time

Employed Part-Time

Self-Employed / Freelance

Student/Not working

More often domestictraveler

Shortertrips for wellnesspurposes

At leastone  -77%,3-5 trips 9%.

Lowincome (Less thannationalaverage37%)
Travel to N-B-Well more often with partner (38%)

Local trips –90%, average number of trips –4,1
Europe trips –68%, average number of trips –1,4
SouthBalticstrips –61%, average number of trips 
–1,5

Nature aspectimportance

Moderate34%

Info channels

12%

23%

14%

Statistically significantly higher: xx%lower: xx%than in the total sample 



24%
11%

7%
55%

Employed Full-Time
Employed Part-Time

Self-Employed / Freelance
Student/Not working

8%

27%

39%

27%

18-24

25-44

45-64

65+

TOURISTS SEGMENT
Disinterested in N-B-Well, 
N=157

Female

50%
Male

50%

Less often, shorter trips todifferent destinations

Less and shorter trips or long vacationsfor 
wellnesspurposes

At leastone  - 43%, 1-2 trips 34%, 3-5 trips 6%.
Short and easy routes for relaxation58%
Long and challenging routes for a more 
adventurous experience13%

Generalprofile: Thissegmentshowsconsistentlylow
agreement across almost all N-B-Well statements.
Theyare largely disengagedfrom the idea of nature-
basedwellnesstourism.
V They express little interest in relaxation, stress

reduction, or wellness outcomes through N-B-
Well.

V Minimal motivation to engage in nature-based
activities such as reconnecting with nature,
exploringlandscapes,or spendingtime outdoors.

V Lowor no support for sustainability,conservation,
or eco-friendlypractices.

V Wellness traditions, mindfulness, or cultural
elementsalsohold little appealfor them.

Disinterested in N-B-Well travelers do not see N-B-
Well as relevant or attractive. Theymay prefer other
forms of tourism unrelatedto wellnessor nature like
urbantourismor visitingfamily.
Marketing implication: Thisgroupis not a priority for
N-B-Well tourism development. Efforts to attract
them would likely have low return, as their
motivations lie outside wellness and eco-oriented
travel.

Lower education(Primary/Vocational35%)
Lowincome (Less thannationalaverage46%)
5ƻƴΩǘhavechildren (78%)
Travel to N-B-Well more often solo (33%)

Local trips –61%, average number of trips –2,6
Europe trips –55%, average number of trips –1,2
SouthBalticstrips –36%, average number of trips 
–0,8

Nature aspect importance

Slightly 15%, Not important 25%

Info channels

3%

8%

8%

2%

Statistically significantly higher: xx%lower: xx%than in the total sample 



Nature-Based
Wellness
Routes



Nature-Based Activity Routes: Top2

Q29. What type of nature-based wellness themed routes/paths would you prefer to experience while traveling? Strongly prefer + prefer, %

Sample: All respondents

Percent, %

69

63

63

55

55

54

50

47

Hiking or nature walks for relaxation and light
exercise

Nature observation routes designed for
reconnecting with nature through observing

wildlife in their natural habitat

Water-based wellness activities around sea, lakes
or the rivers

Year-round outdoor activities routes in nature
with cozy, functional and sustainable outdoor

spaces / Scandinavian Outdoor Living

Forest therapy and sensory trails through
breathing exercises and sensory engagement

Eco-friendly cycling routes promoting both
wellness and environmental awareness

Foraging therapy through picking berries,
mushrooms, and herbs in nature

Yoga, meditation and mindfulness trails in nature

Total (n=2 789)

67

54

57

51

49

51

47

45

SE (n=561)

64

61

66

46

50

48

49

37

LT (n=560)

76

74

66

66

65

70

63

56

PL (n=558)

72

68

72

57

59

58

51

53

DE (n=559)

65

58

53

58

50

44

39

46

DK (n=551)

Statistically significantly higher: xxlower: xxthan in the total sample 



Respondentswho StronglyPreferNature-basedActivityRoutesProfile

Hiking or nature walks for relaxation 
and light exercise

Yoga, meditation and mindfulness trails 
in nature

Eco-friendly cycling routes promoting 
both wellness and environmental 

awareness

Water-based wellness activities around 
sea, lakes or the rivers

More often
Å Respondents from 

Poland
Å Nature Wellness 

Enthusiasts
Å Willing to pay more
Å Prioritize wellness 

travel a few times a 
year

Å Long and challenging 
routes for a more 
adventurous 
experience

Å Average or high 
spenders on NWB

Less often
Å Respondents from 

Lithuania and 
Denmark

Å Casual Participants
Å Disinterested
Å Rural area residents
Å Willing to pay a 

small amount for 
NWB

Å Not willing to pay
Å Short and easy 

routes for relaxation
Å With children
Å 0 trips ςI do not take 

trips for wellness 
purposes

Å Low spending on 
NWB

More often
Å Respondents from 

Germany
Å Female
Å Age 18-44
Å Nature Wellness 

Enthusiasts
Å Willing to pay for 

premium nature-
based wellness 
activities

Å Willing to pay a 
quite significant 
amount

Å With children
Å 3-5 trips per year ςI 

prioritize wellness 
travel a few times a 
year

Å 6 or more trips per 
year ςI frequently 
travel for wellness 
experiences

Å NWB travel solo
Å Employed Full-Time
Å Medium travel time
Å Average or high 

spenders on NWB

Less often
Respondents from 
Lithuania
Male
Age 65+
Casual Travelers
Disinterested
Wellness-Focused 
Supporters
Willing to pay a small 
amount
In a relationship 
without children
Student/Not working
Moderately willing to 
pay
0 trips ςI do not take 
trips for wellness 
purposes
Low spending on NWB

More often
Å Respndents from 

Poland
Å Age 18-44
Å Nature Wellness 

Enthusiasts
Å Willing to pay for 

premium nature-
based wellness 
activities

Å Willing to pay a 
quite significant 
amount

Å With children
Å 3-5 trips per year ςI 

prioritize wellness 
travel a few times a 
year

Å 6 or more trips per 
year ςI frequently 
travel for wellness 
experiences

Å NWB travel with 
friends

Å Average or high 
spenders on NWB

Less often
Å Respondents from 

Lithuania and 
Denmark

Å Age 45+
Å Residents of rural 

areas
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å Moderately willing 

to pay
Å Willing to pay a 

small amount
Å Not willing to pay
Å 0 trips ςI do not take 

trips for wellness 
purposes

Å Student/Not 
working

Å NWB travel with 
colleagues

Å NWB travel with 
relatives

Å Low spending on 
NWB

More often
Å Respondents from 

Germany
Å Nature Wellness 

Enthusiasts
Å Willing to pay for 

premium nature-
based wellness 
activities

Å Willing to pay a 
quite significant 
amount

Å With children
Å Employed Full-Time
Å 3-5 trips per year ςI 

prioritize wellness 
travel a few times a 
year

Å Short and easy 
routes for relaxation

Å Average or high 
spenders on NWB

Less often
Å Respondents from 

Denmark
Å Age 65+
Å Casual Travelers
Å Disinterested
Å Single without 

children
Å Student/Not 

working
Å Medium-length 

routes with a mix of 
relaxation and light 
physical activity

Å 0 trips ςI do not take 
trips for wellness 
purposes

Å Moderately willing 
to pay

Å Willing to pay a 
small amount

Å Not willing to pay
Å Low spending on 

NWB



Respondentswho StronglyPreferNature-basedActivityRoutesProfile

Forest therapy and sensory trails 
through breathing exercises and 

sensory engagement

Foraging therapy through picking 
berries, mushrooms, and herbs in 

nature

Year-round outdoor activities routes in 
nature with cozy, functional and 

sustainable outdoor spaces / 
Scandinavian Outdoor Living

Nature observation routes designed for 
reconnecting with nature through 
observing wildlife in their natural 

habitat

More often
Å Respondents from 

Poland
Å Age 25-44
Å Urban
Å With children
Å Nature Wellness 

Enthusiasts
Å Willing to pay for 

premium nature-
based wellness 
activities

Å Willing to pay a 
quite significant 
amount

Å 3-5 trips per year ςI 
prioritize wellness 
travel a few times a 
year

Å 6 or more trips per 
year ςI frequently 
travel for wellness 
experiences

Å Long and challenging 
routes for a more 
adventurous 
experience

Å Pay 100 + EUR for 
NWB

Less often
Å Respondents from 

Lithuania
Å Age 45+
Å Student/Not 

working
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å Moderately willing 

to pay
Å Willing to pay a 

small amount
Å Not willing to pay
Å 0 trips ςI do not take 

trips for wellness 
purposes

Å Medium-length 
routes with a mix of 
relaxation and light 
physical activity

Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ 
100 on NWB

More often
Å Respondents from 

Poland
Å With children
Å Self-Employed / 

Freelance
Å Nature Wellness 

Enthusiasts
Å 3-5 trips per year ςI 

prioritize wellness 
travel a few times a 
year

Å Willing to pay for 
premium nature-
based wellness 
activities

Å Willing to pay a 
quite significant 
amount

Å Pay 301 + EUR for 
NWB

Less often
Å Respondents from 

Denmark
Å Age 45-64
Å Single without 

children
Å Wellness-Focused 

Supporters
Å Casual Travelers
Å Disinterested
Å Moderately willing 

to pay
Å Willing to pay a 

small amount
Å Not willing to pay
Å 0 trips ςI do not take 

trips for wellness 
purposes

Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ 
100 on NWB

More often
Å Respndents from 

Poland
Å Age 18-44
Å Nature Wellness 

Enthusiasts
Å Willing to pay for 

premium nature-
based wellness 
activities

Å Willing to pay a 
quite significant 
amount

Å With children
Å 3-5 trips per year ςI 

prioritize wellness 
travel a few times a 
year

Å 6 or more trips per 
year ςI frequently 
travel for wellness 
experiences

Å NWB travel with 
friends

Å Average or high 
spenders on NWB

Less often
Å Respondents from 

Lithuania
Å Age 45+
Å NWB travel with 

spouse/partner
Å Student/Not 

working
Å Wellness-Focused 

Supporters
Å Casual Travelers
Å Disinterested
Å Moderately to not 

willing to pay
Å 0 trips ςI do not take 

trips for wellness 
purposes

Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ 
100 on NWB

More often
Å Respondents from 

Poland
Å Age 25-44
Å In a relationship 

with children living 
at home

Å Nature Wellness 
Enthusiasts

Å Willing to pay for 
premium nature-
based wellness 
activities

Å Willing to pay a 
quite significant 
amount

Å Pay 301 + EUR for 
NWB

Å 3-5 trips per year ςI 
prioritize wellness 
travel a few times a 
year

Å Long and challenging 
routes for a more 
adventurous 
experience

Less often
Å Respondents from 

Lithuania
Å Age 45+
Å Respondents with 

higher education
Å Wellness-Focused 

Supporters
Å Casual Travelers
Å Disinterested
Å Moderately to not 

willing to pay
Å 0 trips ςI do not take 

trips for wellness 
purposes

Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ 
100 on NWB



Regression Analysis
Drivers of Nature-Based Activity Routes

Moderate High

The depicted attributes in total influence 74% of Nature-Based Activity Routes όζ²Ƙŀǘ ǘȅǇŜ ƻŦ ƴŀǘǳǊŜ-ōŀǎŜŘ ǿŜƭƭƴŜǎǎ ǘƘŜƳŜŘ ǊƻǳǘŜǎκǇŀǘƘǎ ǿƻǳƭŘ ȅƻǳ ǇǊŜŦŜǊ ǘƻ ŜȄǇŜǊƛŜƴŎŜ ǿƘƛƭŜ ǘǊŀǾŜƭƛƴƎΚηύ (with 95% probability). 
Redattributes have negative impact. Other attributes have lower probability and are not depicted. 

How to readthis chart:

The vertical axis shows how often
travelers value or mention each
aspect.

The horizontal axis shows how
strongly each aspect influences the
choice of nature-based wellness
routes.

Topright quadrant: Strategicdrivers–
highly valuedand with strong impact,
the main focusfor product designand
promotion.

Top left quadrant: Secondaryaspects
– highly valued but less decisive,
usefulassupportingmessages.

Bottom right quadrant: Niche
opportunities – lower in evaluation
but canstill influencecertaingroups.

Bottom left quadrant (and red): Low
priority or negativeaspects–weakor
harmful drivers that should not be
emphasized.

Nature-Based Activity Routes are
combinedinto oneindex

1
0
0

%
0

%

Secondary aspects
High evaluation and 

moderate impact
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Strategic aspects
High evaluation and high 

impact

Camping and glamping retreats staying in tents, yurts, or 
luxury glamping sites to fully immerse in nature

Culinary wellness experiences, 
participating in cooking classes with 
focus on health and sustainability

Cultural and historical nature routes that 
integrate traditional healing practices with 

natural wellness experiences

Holistic wellness and spiritual 
retreats routes offering yoga or 
spiritual wellness experiences in 

nature

Organic and locally sourced meal emphasizing fresh, locally grown, and organic food in natural settings

Adventure (like hiking, rock climbing, etc.)

Urban/City tourism

Wellness and relaxation

Importance of nature aspect when choosing a wellness destination

Participating in nature-based stress-reducing activities

Outdoor sports and physical activities

Seasonal wellness activities

Wildlife and nature connection experiences

I prefer wellness experiences that involve being close to natureTo explore natural landscapes

To feel more connected to the 
natural world and its rhythms

To practice mindfulness and meditation 
in a natural environment

To refresh mind and gain inspiration

Connected with nature resources

Located in attractive destination

Importance of designated thematic routes

Availability of guided wellness programs

Availability of wellness-focused 
amenities

Food and dining options

Privacy, less crowded areas, 
peaceful environment

Scenic beauty and natural surroundings

I choose a destination based on 
the cultural experiences available 

at that time of year I choose a destination based on 
whether it's suitable for hiking, skiing, 

or water sports during a specific season

Routes featuring local wellness 
traditions, such as amber healing, 
herbal medicine or sauna rituals

Wellness spa resorts with used 
natural resources

Wellness stays at rural areas

Wellness tea houses and herbal 
cafes offering herbal teas, detox 

juices, and plant-based elixirs

Impact on Nature-.ŀǎŜŘ !ŎǘƛǾƛǘȅ wƻǳǘŜǎ ζ²Ƙŀǘ ǘȅǇŜ ƻŦ ƴŀǘǳǊŜ-based wellness 
ǘƘŜƳŜŘ ǊƻǳǘŜǎκǇŀǘƘǎ ǿƻǳƭŘ ȅƻǳ ǇǊŜŦŜǊ ǘƻ ŜȄǇŜǊƛŜƴŎŜ ǿƘƛƭŜ ǘǊŀǾŜƭƛƴƎΚη

(regression analysis)



Wellness-Oriented Retreats: Top2

Q29. What type of nature-based wellness themed routes/paths would you prefer to experience while traveling? Strongly prefer + prefer, %

Sample: All respondents

Percent, %

60

60

50

Wellness stays at rural areas (organic farms,
offering fresh natural food, ect.)

Wellness spa resorts with used natural resources:
mud, mineral waters, geothermically waters, ect.

Camping and glamping retreats staying in tents,
yurts, or luxury glamping sites to fully immerse in

nature

Total (n=2 789)

60

53

50

SE (n=561)

51

64

47

LT (n=560)

71

66

60

PL (n=558)

61

62

49

DE (n=559)

60

53

47

DK (n=551)

Statistically significantly higher: xxlower: xxthan in the total sample 



Respondentswho StronglyPreferWellness-OrientedRetreatsProfile

Wellness spa resorts with used natural resources: 
mud, mineral waters, geothermically waters, ect.

Wellness stays at rural areas (organic farms, 
offering fresh natural food, ect.)

Camping and glamping retreats staying in tents, 
yurts, or luxury glamping sites to fully immerse in 

nature

More often
Å Female
Å Age 18-24
Å With children
Å Employed Full-Time
Å Income higher than national 

average
Å Nature Wellness Enthusiasts
Å Willing to pay for premium 

nature-based wellness 
activities

Å Willing to pay a quite 
significant amount

Å 3-5 trips per year ςI 
prioritize wellness travel a 
few times a year

Å Pay 201 + EUR for NWB

Less often
Å Male
Å Age 65+
Å Single without children
Å Student/Not working
Å Wellness-Focused 

Supporters
Å Casual Travelers
Å Disinterested
Å Moderately to not willing to 

pay
Å 0 trips ςI do not take trips 

for wellness purposes
Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ млл ƻƴ 

NWB

More often
Å Respondents from Poland
Å Age 18-44
Å NWB travel with friends 
Å In a relationship with 

children living at home
Å Nature Wellness Enthusiasts
Å Willing to pay for premium 

nature-based wellness 
activities

Å Willing to pay a quite 
significant amount

Å 3-5 trips per year ςI 
prioritize wellness travel a 
few times a year

Å Pay 301 + EUR for NWB
Å Length of typical trip: one 

week

Less often
Å Respondents from Lithuania
Å Age 45-64
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å In a relationship without 

children
Å Moderately to not willing to 

pay
Å 0 trips ςI do not take trips 

for wellness purposes
Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ млл ƻƴ 

NWB

More often
Å Respondents from Poland
Å Age 18-44
Å With children
Å Employed Full-Time
Å NWB travel with friends 
Å Nature Wellness Enthusiasts
Å Willing to pay for premium 

nature-based wellness 
activities

Å Willing to pay a quite 
significant amount

Å 3-5 trips per year ςI 
prioritize wellness travel a 
few times a year

Å 6 or more trips per year ςI 
frequently travel for 
wellness experiences

Å Pay 301 + EUR for NWB

Less often
Å Respondents from Lithuania
Å Age 45+
Å Residents of rural areas
Å Student/Not working
Å In a relationship without 

children
Å NWB travel with relatives
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å Moderately to not willing to 

pay
Å 0 trips ςI do not take trips 

for wellness purposes
Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ млл ƻƴ 

NWB



Regression Analysis
Drivers of Wellness-Oriented Retreats

Moderate High

The depicted attributes in total influence 65% of Wellness-hǊƛŜƴǘŜŘ wŜǘǊŜŀǘǎ όζ²Ƙŀǘ ǘȅǇŜ ƻŦ ƴŀǘǳǊŜ-based wellness themed routes/ǇŀǘƘǎ ǿƻǳƭŘ ȅƻǳ ǇǊŜŦŜǊ ǘƻ ŜȄǇŜǊƛŜƴŎŜ ǿƘƛƭŜ ǘǊŀǾŜƭƛƴƎΚηύ όǿƛǘƘ фр҈ ǇǊƻōŀōƛƭƛǘȅύΦ 
Red attributes have negative impact. Other attributes have lower probability and are not depicted. 

How to readthis chart:

The vertical axis shows how often
travelers value or mention each
aspect.

The horizontal axis shows how
strongly each aspect influences the
choice of nature-based wellness
routes.

Topright quadrant: Strategicdrivers–
highly valuedand with strong impact,
the main focusfor product designand
promotion.

Top left quadrant: Secondaryaspects
– highly valued but less decisive,
usefulassupportingmessages.

Bottom right quadrant: Niche
opportunities – lower in evaluation
but canstill influencecertaingroups.

Bottom left quadrant (and red): Low
priority or negativeaspects–weakor
harmful drivers that should not be
emphasized.

Wellness-Oriented Retreats are
combinedinto oneindex
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Strategic aspects
High evaluation and high 

impact

Culinary wellness experiences, 
participating in cooking classes 

with focus on health and 
sustainability

Cultural and historical nature routes that 
integrate traditional healing practices 

with natural wellness experiences

Eco-friendly cycling 
routes promoting 
both wellness and 

environmental 
awareness

Foraging therapy through picking 
berries, mushrooms, and herbs in 

nature

Hiking or nature walks for 
relaxation and light exercise

Holistic wellness and 
spiritual retreats routes 

offering yoga or 
spiritual wellness 

experiences in nature

Year-round outdoor activities routes in 
nature with cozy, functional and sustainable 

outdoor spaces / Scandinavian Outdoor 
Living

Nature observation routes 
designed for reconnecting with 

nature through observing wildlife 
in their natural habitat

Organic and locally sourced meal 
emphasizing fresh, locally grown, 

and organic food in natural settings

Culture and heritage

Average number of trips for wellness 
purposes

Getting more physically strong and 
active

Eco-spa and natural treatments

To disconnect from work-related pressures

To explore harmony between 
nature and culture

To get away from everyday life routine
To recharge energy

Offer personalized options

Importantance of designated 
thematic routes regulation

Availability of wellness-focused amenities

I love last minute trips, regardless 
of the season

I take into account the popularity 
of destinations during certain 

seasons

My personal preferences, such as a 
love for SAUNA or SPA, heavily 

influence my decision on the season

Routes featuring local wellness 
traditions, such as amber healing, 
herbal medicine or sauna rituals

Water-based wellness activities 
around sea, lakes or the rivers

Wellness tea houses and herbal 
cafes offering herbal teas, detox 

juices, and plant-based elixirs

Impact on Wellness-hǊƛŜƴǘŜŘ wŜǘǊŜŀǘǎ ζ²Ƙŀǘ ǘȅǇŜ ƻŦ ƴŀǘǳǊŜ-based wellness 
ǘƘŜƳŜŘ ǊƻǳǘŜǎκǇŀǘƘǎ ǿƻǳƭŘ ȅƻǳ ǇǊŜŦŜǊ ǘƻ ŜȄǇŜǊƛŜƴŎŜ ǿƘƛƭŜ ǘǊŀǾŜƭƛƴƎΚη

(regression analysis)



Culinary and Food Experiences: Top2

Q29. What type of nature-based wellness themed routes/paths would you prefer to experience while traveling? Strongly prefer + prefer, %

Sample: All respondents

Percent, %

62

56

50

Organic and locally sourced meal emphasizing
fresh, locally grown, and organic food in natural

settings

Culinary wellness experiences, participating in
cooking classes with focus on health and

sustainability

Wellness tea houses and herbal cafes offering
herbal teas, detox juices, and plant-based elixirs

Total (n=2 789)

56

49

49

LT (n=560)

66

59

55

DE (n=559)

62

54

42

SE (n=561)

70

61

61

PL (n=558)

58

55

43

DK (n=551)

Statistically significantly higher: xxlower: xxthan in the total sample 



Respondentswho StronglyPreferCulinaryandFoodExperiencesProfile

Wellness tea houses and herbal cafes offering 
herbal teas, detox juices, and plant-based elixirs

Culinary wellness experiences, participating in 
cooking classes with focus on health and 

sustainability

Organic and locally sourced meal emphasizing 
fresh, locally grown, and organic food in natural 

settings

More often
Å Respondents from Poland 

and Germany
Å Age 18-44
Å Higher than national average 

income
Å With children
Å Employed Full-Time
Å NWB travel with friends
Å Nature Wellness Enthusiasts
Å Willing to pay for premium 

nature-based wellness 
activities

Å Willing to pay a quite 
significant amount

Å 3-5 trips per year ςI 
prioritize wellness travel a 
few times a year

Å 6 or more trips per year ςI 
frequently travel for 
wellness experiences

Å Pay 101 + EUR for NWB

Less often
Å Age 45+
Å Residents of rural areas
Å Student/Not working
Å Less than national average 

income
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å Moderately to not willing to 

pay
Å 0 trips ςI do not take trips 

for wellness purposes
Å Length of typical trip: 1 day 

visit
Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ млл ƻƴ 

NWB

More often
Å Respondents from Germany
Å Age 18-44
Å With children
Å Employed Full-Time
Å NWB travel with friends
Å Nature Wellness Enthusiasts
Å Willing to pay for premium 

nature-based wellness 
activities

Å Willing to pay a quite 
significant amount

Å 3-5 trips per year ςI 
prioritize wellness travel a 
few times a year

Å 6 or more trips per year ςI 
frequently travel for 
wellness experiences

Å Pay 301 + EUR for NWB

Less often
Å Respondents from Lithuania
Å Age 45+
Å Student/Not working
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å Moderately to not willing to 

pay
Å 0 trips ςI do not take trips 

for wellness purposes
Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ млл ƻƴ 

NWB

More often
Å Respondents from Poland
Å Age 25-44
Å With children
Å Employed
Å Higher than national average 

income
Å NWB travel with friends
Å Nature Wellness Enthusiasts
Å Willing to pay for premium 

nature-based wellness 
activities

Å Willing to pay a quite 
significant amount

Å 3-5 trips per year ςI 
prioritize wellness travel a 
few times a year

Å Pay 101 - 400 EUR for NWB

Less often
Å Respondents from Lithuania
Å Student/Not working
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å Moderately to not willing to 

pay
Å 0 trips ςI do not take trips 

for wellness purposes
Å Length of typical trip: 1 day 

visit
Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ млл ƻƴ 

NWB



Regression Analysis
Drivers of Culinary and Food Experiences

Moderate High

The depicted attributes in total influence 66% of Culinary and Food Experiences όζ²Ƙŀǘ ǘȅǇŜ ƻŦ ƴŀǘǳǊŜ-ōŀǎŜŘ ǿŜƭƭƴŜǎǎ ǘƘŜƳŜŘ ǊƻǳǘŜǎκǇŀǘƘǎ ǿƻǳƭŘ ȅƻǳ ǇǊŜŦŜǊ ǘƻ ŜȄǇŜǊƛŜƴŎŜ ǿƘƛƭŜ ǘǊŀǾŜƭƛƴƎΚηύ (with 95% probability). 
Redattributes have negative impact. Other attributes have lower probability and are not depicted. 
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Strategic aspects
High evaluation and high 

impact

Camping and glamping retreats 
staying in tents, yurts, or luxury 

glamping sites to fully immerse in 
nature

Cultural and historical nature 
routes that integrate traditional 
healing practices with natural 

wellness experiences

Foraging therapy through picking 
berries, mushrooms, and herbs in 

nature
Holistic wellness and spiritual 

retreats routes offering yoga or 
spiritual wellness experiences in 

nature

Year-round outdoor activities routes in nature 
with cozy, functional and sustainable outdoor 

spaces / Scandinavian Outdoor Living

Yoga, meditation 
and mindfulness 
trails in nature

Culinary tourism

Nature and outdoors

Religious or Pilgrimage

Making changes to nutrition

I actively seek out NBW 
experiences for 

relaxation and self-care

I support eco-friendly and 
sustainable wellness tourism 

practices

Willingness to 
invest in NBW 

activities during 
your travels

To enjoy time with 
family or friends

To explore local cuisine

To feel more connected to the 
natural world and its rhythms

To improve physical health

To practice mindfulness and meditation 
in a natural environment

Addresses my specific needs

Aligned with local and authentic 
experiences of destination

Certificated

Food and dining options

Routes featuring local wellness 
traditions, such as amber healing, 
herbal medicine or sauna rituals

Wellness spa resorts with used 
natural resources

Wellness stays at rural areas

LƳǇŀŎǘ ƻƴ /ǳƭƛƴŀǊȅ ŀƴŘ CƻƻŘ 9ȄǇŜǊƛŜƴŎŜǎ ζ²Ƙŀǘ ǘȅǇŜ ƻŦ ƴŀǘǳǊŜ-based wellness 
ǘƘŜƳŜŘ ǊƻǳǘŜǎκǇŀǘƘǎ ǿƻǳƭŘ ȅƻǳ ǇǊŜŦŜǊ ǘƻ ŜȄǇŜǊƛŜƴŎŜ ǿƘƛƭŜ ǘǊŀǾŜƭƛƴƎΚη

(regression analysis)

How to readthis chart:

The vertical axis shows how often
travelers value or mention each
aspect.

The horizontal axis shows how
strongly each aspect influences the
choice of nature-based wellness
routes.

Topright quadrant: Strategicdrivers–
highly valuedand with strong impact,
the main focusfor product designand
promotion.

Top left quadrant: Secondaryaspects
– highly valued but less decisive,
usefulassupportingmessages.

Bottom right quadrant: Niche
opportunities – lower in evaluation
but canstill influencecertaingroups.

Bottom left quadrant (and red): Low
priority or negativeaspects–weakor
harmful drivers that should not be
emphasized.

Culinary and Food Experiencesare
combinedinto oneindex



Cultural and Holistic Wellness Routes:Top2

Q29. What type of nature-based wellness themed routes/paths would you prefer to experience while traveling? Strongly prefer + prefer, %

Sample: All respondents

Percent, %

56

46

49

Cultural and historical nature routes that
integrate traditional healing practices with

natural wellness experiences

Holistic wellness and spiritual retreats routes
offering yoga or spiritual wellness experiences in

nature

Routes featuring local wellness traditions, such as
amber healing, herbal medicine or sauna rituals

Total (n=2 789)

52

36

47

LT (n=560)

62

55

54

DE (n=559)

47

42

40

SE (n=561)

66

52

60

PL (n=558)

51

44

44

DK…

Statistically significantly higher: xxlower: xxthan in the total sample 



Respondentswho StronglyPreferCultural and Holistic Wellness Routes
Profile

Cultural and historical nature routes that integrate 
traditional healing practices with natural wellness 

experiences

Holistic wellness and spiritual retreats routes 
offering yoga or spiritual wellness experiences in 

nature

Routes featuring local wellness traditions, such as 
amber healing, herbal medicine or sauna rituals

More often
Å Respondents from Germany 

and Poland
Å Age 18-44
Å With children
Å Employed Full-Time
Å Higher than national average 

income
Å NWB travel with friends
Å Nature Wellness Enthusiasts
Å Willing to pay for premium 

nature-based wellness 
activities

Å Willing to pay a quite 
significant amount

Å 3-5 trips per year ςI 
prioritize wellness travel a 
few times a year

Å Pay 101 + EUR for NWB
Å Length of typical trip: one 

week
Å Short and easy routes for 

relaxation

Less often
Å Respondents from Lithuania
Å Age 45+
Å In a relationship without 

children
Å Student/Not working
Å Less than national average 

income
Å NWB travel with 

spouse/partner
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å Moderately to not willing to 

pay
Å 0 trips ςI do not take trips 

for wellness purposes
Å Medium-length routes with 

a mix of relaxation and light 
physical activity

Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ млл ƻƴ 
NWB

More often
Å Respondents from Germany
Å Age 18-44
Å With children
Å Employed Full-Time
Å NWB travel with friends or 

solo
Å Nature Wellness Enthusiasts
Å Willing to pay for premium 

nature-based wellness 
activities

Å Willing to pay a quite 
significant amount

Å 3-5 trips per year ςI 
prioritize wellness travel a 
few times a year

Å 6 or more trips per year ςI 
frequently travel for 
wellness experiences

Å Pay 101 + EUR for NWB
Å Short and easy routes for 

relaxation
Å Length of typical trip: 4 ς6 

days

Less often
Å Respondents from Lithuania
Å Age 45+
Å In a relationship without 

children
Å Student/Not working
Å NWB travel with 

spouse/partner or relatives
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å Moderately to not willing to 

pay
Å 0 trips ςI do not take trips 

for wellness purposes
Å Medium-length routes with 

a mix of relaxation and light 
physical activity

Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ млл ƻƴ 
NWB

Å Length of typical trip: 1 day 
visit

More often
Å Respondents from Poland
Å Age 18-44
Å With children
Å Employed Full-Time

Å Nature Wellness Enthusiasts
Å Willing to pay for premium 

nature-based wellness 
activities

Å Willing to pay a quite 
significant amount

Å 3-5 trips per year ςI 
prioritize wellness travel a 
few times a year

Å 6 or more trips per year ςI 
frequently travel for 
wellness experiences

Å Pay 201 + EUR for NWB
Å Length of typical trip: 4 ς6 

days

Less often
Å Respondents from Sweden
Å Age 45+
Å Student/Not working
Å Single without children
Å Casual Travelers
Å Disinterested
Å Wellness-Focused 

Supporters
Å Moderately to not willing to 

pay
Å 0 trips ςI do not take trips 

for wellness purposes
Å Medium-length routes with 

a mix of relaxation and light 
physical activity

Å {ǇŜƴŘ ƭŜǎǎ ǘƘŀƴ ϵ млл ƻƴ 
NWB



Regression Analysis
Drivers of Cultural and Holistic Wellness Routes

Moderate High

The depicted attributes in total ƛƴŦƭǳŜƴŎŜ тл҈ ƻŦ /ǳƭǘǳǊŀƭ ŀƴŘ IƻƭƛǎǘƛŎ ²ŜƭƭƴŜǎǎ wƻǳǘŜǎ όζ²Ƙŀǘ ǘȅǇŜ ƻŦ ƴŀǘǳǊŜ-based wellness themed routes/paths would you preferǘƻ ŜȄǇŜǊƛŜƴŎŜ ǿƘƛƭŜ ǘǊŀǾŜƭƛƴƎΚηύ (with 95% 
probability). 
Redattributes have negative impact. Other attributes have lower probability and are not depicted. 
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Strategic aspects
High evaluation and high 

impact

LƳǇŀŎǘ ƻƴ /ǳƭǘǳǊŀƭ ŀƴŘ IƻƭƛǎǘƛŎ ²ŜƭƭƴŜǎǎ wƻǳǘŜǎ ζ²Ƙŀǘ ǘȅǇŜ ƻŦ ƴŀǘǳǊŜ-based 
ǿŜƭƭƴŜǎǎ ǘƘŜƳŜŘ ǊƻǳǘŜǎκǇŀǘƘǎ ǿƻǳƭŘ ȅƻǳ ǇǊŜŦŜǊ ǘƻ ŜȄǇŜǊƛŜƴŎŜ ǿƘƛƭŜ ǘǊŀǾŜƭƛƴƎΚη

(regression analysis)

Camping and glamping retreats staying in tents, yurts, or 
luxury glamping sites to fully immerse in nature

Culinary wellness 
experiences, participating in 
cooking classes with focus 

on health and sustainability

Forest therapy and sensory trails through 
breathing exercises and sensory engagement

Yoga, meditation and 
mindfulness trails in nature

Nature observation routes designed for reconnecting with 
nature through observing wildlife in their natural habitat

Organic and locally sourced meal emphasizing fresh, 
locally grown, and organic food in natural settings

Culinary tourism

Culture and heritage

Religious or Pilgrimage

Seeking for holistic health, 
when natural and local 

resources are used

Wellness retreats

I believe that NBW tourism 
significantly improves physical and 

mental well-being

Average daily spending on the NBW 
destination, encompassing accommodations, 

meals, and other services

To enjoy time with family or friends

To explore harmony between 
nature and culture

To get away from 
everyday life 

routine

To practice mindfulness and meditation 
in a natural environment

Located in attractive destination

Offer NBW packages
Recommended by a medical professionalAvailability of guided wellness programs 

Availability of wellness-focused amenities

Possibility to work remotely/on-
line from a nature-based wellness 

tourism destination

My personal preferences, such as a 
love for SAUNA or SPA, heavily 

influence my decision on the season

My preference for comfortable weather 
guides my choice of a destination

Wellness spa resorts with used natural resourcesWellness stays at rural areas

Wellness tea houses and herbal 
cafes offering herbal teas, detox 

juices, and plant-based elixirs

How to readthis chart:

The vertical axis shows how often
travelers value or mention each
aspect.

The horizontal axis shows how
strongly each aspect influences the
choice of nature-based wellness
routes.

Topright quadrant: Strategicdrivers–
highly valuedand with strong impact,
the main focusfor product designand
promotion.

Top left quadrant: Secondaryaspects
– highly valued but less decisive,
usefulassupportingmessages.

Bottom right quadrant: Niche
opportunities – lower in evaluation
but canstill influencecertaingroups.

Bottom left quadrant (and red): Low
priority or negativeaspects–weakor
harmful drivers that should not be
emphasized.

Cultural and Holistic Wellness
Routesarecombinedinto oneindex



Nature-Based
Wellness Travel 
Experiences and

Expectations
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Q11_1. What in general is your average number of tourism trips per year in these areas: in your country of residence? 

Sample: All respondents

Percent, %

Mean

Statistically significantly higher: xxlower: xxthan in the total sample 



23

20

30

25

21

17

34

30
32

39

35 35

21
22

20 20
17

26

8 9
6

5

9 9
7

10

5

8 7 7
5 5 5

3
5 5

3
5

2 1

5

1

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

0 1 2 3 4-5 6 and more NA

The AverageNumber of Trips per Year in Europe

1.9 2.4
1.7 1.5 1.9 2.1

Mean

Percent, %

Q11_2. What in general is your average number of tourism trips per year in these areas: in Europe (excluding your country of residence)? 

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



33

29

42

46

34

14

32
30

27

32

35

38

16 16 15

10

14

23

6
7

5 4 4

10

6
7

5 4 5
6

5 5
4 3 3

9

3
5

2 1

5

1

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

0 1 2 3 4-5 6+ NA

The AverageNumber of Trips per Year in the South Baltic Sea Region

Q11_3. What in general is your average number of tourism trips per year in these areas: in the South Baltic Sea region (Sweden, Denmark, Germany, Lithuania, Poland)? 

Sample: All respondents

1.7 2.1
1.4 1.2 1.4

2.4

Mean

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



3.9

3.0

4.1

2.2

3.4

7.0

Total (n=2 712)DK (n=524) PL (n=546) DE (n=554) SE (n=535) LT (n=553)

The Average Number of Trips per Year in Different Areas

Q11. What in general is your average number of tourism trips per year in these areas:

Sample: Respondentswho specified the number

Mean

1.9
2.4

1.7 1.5 1.9 2.1

Total (n=2 714)DK (n=523) PL (n=549) DE (n=554) SE (n=531) LT (n=557)

1.7
2.1

1.4 1.2 1.4

2.4

Total (n=2 717)DK (n=525) PL (n=549) DE (n=554) SE (n=532) LT (n=557)

In the country of 
residence

In Europe (excluding the 
country of residence)  

In the South Baltic Sea 
region

Statistically significantly higher: xxlower: xxthan in the total sample 



11

8

11 11
10

15

30

25

31

20

28

47

27
29

32
30

25

2020

24

19
21

26

13
11

14

7

19

11

5

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

1 day visit (no overnight stay) 1 –3 days 4 –6 days One week More than one week

The Length of a Typical Trip

Q12. What is the common length of your typical trip?

Sample: All respondents

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



Primary Purposeof Travel: Top 2

Q13. What is usually the primary purpose of your travel? Please, rate from 1 to 10, where 10 –most important and 1 –least important. 

Sample: All respondents- sorted by total Top2

Percent, %

38

28

28

26

21

16

16

12

10

5

Leisure and recreation

Nature and outdoors

Wellness and relaxation

Family visits

Urban tourism  / City tourism

Culture and heritage

Adventure (like hiking, rock
climbing, etc.)

Rural tourism

Culinary tourism

Religious or Pilgrimage

Total (n=2 789)

48

38

16

17

16

14

19

12

10

8

PL (n=558)

30

23

36

35

24

14

13

9

11

3

SE (n=561)

34

30

28

27

18

18

21

11

8

5

LT (n=560)

46

25

28

25

20

12

14

15

11

4

DE (n=559)

32

25

29

27

27

21

12

10

11

5

DK (n=551)

Statistically significantly higher: xxlower: xxthan in the total sample 



Primary Purposeof Travel: Top2

Q13. What is usually the primary purpose of your travel? Please, rate from 1 to 10, where 10 –most important and 1 –least important. 

Sample: All respondents- sorted by total Top2

Percent, %

38

28 28
26

21

16 16

12
10

5

32

25

29
27 27

21

12
10 11

5

48

38

16
17

16
14

19

12
10

8

46

25

28

25

20

12
14 15

11

4

30

23

36
35

24

14
13

9
11

3

34

30
28 27

18 18

21

11

8

5

Leisure and
recreation

Nature and
outdoors

Wellness and
relaxation

Family visits Urban tourism  /
City tourism

Culture and
heritage

Adventure (like
hiking, rock

climbing, etc.)

Rural tourism Culinary tourism Religious or
Pilgrimage

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



Primary Purposeof Travel: Mean

Q13. What is usually the primary purpose of your travel? Please, rate from 1 to 10, where 10 –most important and 1 –least important. 

Sample: All respondents- sorted by total mean

Percent, %

7.1

6.6
6.4

5.8 5.8
5.5

5.2
5.0

4.8

2.8

6.7

6.2
6.4 6.3

5.6
5.9

5.0 5.0 5.1

2.7

7.5

7.1

5.4 5.3 5.3
5.5

5.9

4.9
4.7

3.3

7.4

6.4 6.5

5.7
5.4

5.2 5.1

5.6

5.0

2.7

6.9

6.1

6.9

6.1

6.5

5.5

4.7
5.0

4.8

2.5

7.0 7.0

6.6

5.6

6.1

5.7

5.3

4.7

4.4

2.6

1

2

3

4

5

6

7

8

9

10

Leisure and
recreation

Nature and
outdoors

Wellness and
relaxation

Urban tourism  /
City tourism

Family visits Culture and
heritage

Adventure (like
hiking, rock

climbing, etc.)

Rural tourism Culinary tourism Religious or
Pilgrimage

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Mean

Statistically significantly higher: x,x lower: x,x than in the total sample 



21

32

25 26

15

11

63

55

61 62

66

70

14
11 13

11

17 16

2 2 2 2 2 3

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

0 trips –I do not take trips for wellness purposes
1-2 trips per year –Occasionally, for short wellness getaways
3-5 trips per year –I prioritize wellness travel a few times a year
6 or more trips per year –I frequently travel for wellness experiences

The Average Number of Trips for Wellness Purposes

Q14. What is the average number of your trips for wellness purposes?

Sample: All respondents

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



3 4 3 4 3 1
5

8
6 4 5

4

28
31

23 20

37

28

45
41

48
47

37

50

19 16 20
26

17 17

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Extremely important

Very important

Moderately important

Slightly important

Not important at all

The Importance of Nature Aspect when Choosing a Wellness Destination

Q15. How important is the nature aspect when choosing a wellness destination?

Sample: All respondents

3.7 3.6 3.8 3.9
3.6 3.8

Mean

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



36 35

46

40

34

24

50

45

40

47

51

65

15

20

15
12

15

11

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Yes, I am now more interested due to health benefits

No, I was already interested in nature-based wellness tourism before COVID

Maybe

The Change of Interest in Nature-BasedWellness Tourism due to Post-Covid
Health Concerns

Q16. Has your interest in nature-based wellness tourism increased due to post-COVID health concerns?

Sample: All respondents

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



Nature-BasedWellness Personal Meaning: Top 2

Q17. What does nature-based wellness personally mean to you? 5 –very important, 1 –not important at all. 

Sample: All respondents- sorted by total Top2

Percent, %

82

77

74

73

72

59

58

Just being in nature, whether actively
engaging or simply relaxing, breathing

fresh air

Getting more sleep (spending time
outdoors, where fresh air)

Improving work-life balance (rest and
relax, balance lifestyle)

Getting more physically strong and
active

Participating in nature-based stress-
reducing activities (forest bathing,

nature walks, or meditation in natural
settings, ect.)

Seeking for holistic health, when
natural and local resources are used:
mud, mineral waters, geothermically

waters, medical SPA offers, ect.

Making changes to nutrition

Total (n=2 789)

81

76

72

74

71

68

53

DE (n=559)

79

72

69

67

63

46

53

SE (n=561)

89

84

81

79

80

66

66

LT (n=560)

75

68

64

65

62

48

50

DK (n=551)

88

84

82

79

82

68

70

PL (n=558)

Statistically significantly higher: xxlower: xxthan in the total sample 



Nature-BasedWellness Personal Meaning: Top2

Q17. What does nature-based wellness personally mean to you? 5 –very important, 1 –not important at all 

Sample: All respondents- sorted by total Top2

Percent, %

82
77

74 73 72

59 58

75

68
64 65

62

48 50

88
84 82

79
82

68 70

81
76

72 74 71
68

53

79

72
69 67

63

46

53

89
84

81 79 80

66 66

Just being in nature,
whether actively engaging or

simply relaxing, breathing
fresh air

Getting more sleep
(spending time outdoors,

where fresh air)

Improving work-life balance
(rest and relax, balance

lifestyle)

Getting more physically
strong and active

Participating in nature-based
stress-reducing activities
(forest bathing, nature
walks, or meditation in
natural settings, ect.)

Seeking for holistic health,
when natural and local

resources are used: mud,
mineral waters,

geothermically waters,
medical SPA offers, ect.

Making changes to nutrition

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



Nature-BasedWellness Personal Meaning: Mean

Q17. What does nature-based wellness personally mean to you? 5 –very important, 1 –not important at all 

Sample: All respondents- sorted by total mean

Percent, %

4.2
4.0 4.0 3.9 3.9

3.6 3.6

4.0
3.8

3.7 3.7 3.7

3.4
3.5

4.3
4.2 4.2

4.1 4.1

3.9 3.9

4.2
4.0 3.9 4.0

3.9 3.9

3.5

4.1
3.9 3.9

3.8 3.8

3.3
3.5

4.3
4.2 4.1 4.0 4.0

3.7 3.7

1

2

3

4

5

Just being in nature,
whether actively engaging

or simply relaxing,
breathing fresh air

Getting more sleep
(spending time outdoors,

where fresh air)

Improving work-life
balance (rest and relax,

balance lifestyle)

Getting more physically
strong and active

Participating in nature-
based stress-reducing

activities (forest bathing,
nature walks, or meditation

in natural settings, ect.)

Seeking for holistic health,
when natural and local

resources are used: mud,
mineral waters,

geothermically waters,
medical SPA offers, ect.

Making changes to
nutrition

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Mean

Statistically significantly higher: x,x lower: x,x than in the total sample 



Participation in N-B-Well Activities During the Last Year

Q18_1. How often have you participated in nature-based wellness activities during the last years? Daily + Weekly + Monthly + Occasionally, % 

Sample: All respondents

Percent, %

91

88

82

81

78

77

71

65

Forest-based activities (e.g., forest bathing,
nature walks, hiking)

Outdoor sports and physical activities (e.g.,
cycling, running, Nordic walking, outdoor

fitness)

Water-based activities (e.g., swimming,
thalassotherapy, thermal/mineral springs)

Wildlife and nature connection experiences
(e.g., birdwatching, silence therapy)

Mindfulness and relaxation in nature (e.g.,
yoga, meditation, breathing exercises in

natural settings)

Seasonal wellness activities (e.g., ice
swimming, berry picking, sauna rituals, hot

spring bathing, sand therapy)

Eco-spa and natural treatments (e.g., mud
therapy, salt therapy, herbal baths,

wellness retreats)

Wellness retreats (e.g., herbal medicine
workshops, organic food experiences)

Total (n=2 789)

87

83

76

76

74

70

68

65

DK (n=551)

95

93

85

90

86

78

75

69

PL (n=558)

89

89

87

79

82

75

72

68

DE (n=559)

91

82

73

74

71

78

56

60

SE (n=561)

95

92

88

84

76

86

84

63

LT (n=560)

Statistically significantly higher: xxlower: xxthan in the total sample 



9 13
5

11 9 5

31
33

30
24 31 39

24
23

24 22
23

30

25 20
29 29

25

20

11 11 12 14 11
6

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Daily

Weekly

Monthly

Occasionally

Never

Percent, %

Nature-BasedWellnessActivitiesduring the LastYear:
Forest-BasedActivities(e.g., forest bathing, nature walks, hiking)

Q18_1. How often have you participated in nature-based wellness activities during the last years? 

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



12 17
7 11

18
8

27
26

25 20

25
38

18
19

15 18

16
21

28
24

30
35

29
22

15 14
23

16
11 10

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Daily

Weekly

Monthly

Occasionally

Never

Percent, %

Nature-BasedWellnessActivitiesduring the LastYear:
Outdoor Sports and PhysicalActivities(e.g., cycling, running, Nordic walking, outdoor fitness)

Q18_1. How often have you participated in nature-based wellness activities during the last years?

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



18
24

15 13

27

12

36
32

38

29

33

50

22 21 21

24

19
24

17 17 20
25

15
11

6 7 6 9 6 4

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Daily

Weekly

Monthly

Occasionally

Never

Percent, %

Nature-BasedWellness Activities duringthe Last Year:
Water-based Activities (e.g., swimming, thalassotherapy, thermal/mineralsprings)

Q18_1. How often have you participated in nature-based wellness activities during the last years?

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



19 24

10
21 26

16

33 29

32

29

32
45

20 22

21

19

18 18

19 18

24
22

16 14

9 7
13

8 7 7

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Daily

Weekly

Monthly

Occasionally

Never

Percent, %

Nature-BasedWellness Activities duringthe Last Year:
Wildlife andNature Connection Experiences (e.g., birdwatching, silencetherapy)

Q18_1. How often have you participated in nature-based wellness activities during the last years?

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



22 26

14 18
29

24

31 28

32 27

26
42

18 17

20 19

18

16

20 20
21 26

19
12

9 10 13 10 8 5

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Daily

Weekly

Monthly

Occasionally

Never

Percent, %

Nature-BasedWellnessActivitiesduring the LastYear:
Mindfulness and Relaxationin Nature(e.g., yoga, meditation, breathing exercises in natural settings)

Q18_1. How often have you participated in nature-based wellness activities during the last years? 

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



23
30

22 25 22
14

39
31

42 30 39
52

17 17 16

17
17

20

14 14 12
18

15
11

7 7 8 9 6 3

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Daily

Weekly

Monthly

Occasionally

Never

Percent, %

Nature-BasedWellnessActivitiesduring the LastYear:
Seasonal WellnessActivities(e.g., ice swimming, berry picking, sauna rituals, hot spring bathing, sand therapy)

Q18_1. How often have you participated in nature-based wellness activities during the last years?

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



29 32
25 28

44

16

36 28 41 31

25

54

17
20 13

18

15 18

12 12 14 14
11 8

6 7 8 8 4 3

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Daily

Weekly

Monthly

Occasionally

Never

Percent, %

Nature-BasedWellnessActivitiesduring the LastYear:
Eco-Spa and Natural Treatments(e.g., mud therapy, salt therapy, herbal baths, wellness retreats)

Q18_1. How often have you participated in nature-based wellness activities during the last years? 

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



35 35 31 32
40 37

31 27 34 27

27
40

16
19 17

15

16

14
12 13 14

17

10
7

6 6 5 9 6 2

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Daily

Weekly

Monthly

Occasionally

Never

Percent, %

Nature-BasedWellnessActivitiesduring the LastYear:
Wellness Retreats(e.g., herbal medicine workshops, organic food experiences)

Q18_1. How often have you participated in nature-based wellness activities during the last years? 

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



Planning Activities in the Near Future

Q18_2. Do you plan to do these activities in the near future? YES, % 

Sample: All respondents

Percent, %

57

54

45

43

41

40

34

30

Forest-based activities (e.g., forest bathing,
nature walks, hiking)

Outdoor sports and physical activities (e.g.,
cycling, running, Nordic walking, outdoor

fitness)

Water-based activities (e.g., swimming,
thalassotherapy, thermal/mineral springs)

Wildlife and nature connection experiences
(e.g., birdwatching, silence therapy)

Mindfulness and relaxation in nature (e.g.,
yoga, meditation, breathing exercises in

natural settings)

Seasonal wellness activities (e.g., ice
swimming, berry picking, sauna rituals, hot

spring bathing, sand therapy)

Eco-spa and natural treatments (e.g., mud
therapy, salt therapy, herbal baths,

wellness retreats)

Wellness retreats (e.g., herbal medicine
workshops, organic food experiences)

Total (n=2 789)

50

48

39

42

41

37

33

34

DK (n=551)

63

65

49

55

55

39

38

33

PL (n=558)

53

56

55

43

44

36

33

34

DE (n=559)

58

51

39

37

35

45

26

24

SE (n=561)

58

52

45

38

32

40

39

23

LT (n=560)

Statistically significantly higher: xxlower: xxthan in the total sample 



Attitudes Towards 
Sustainable 

Nature-Based
Wellness Tourism



Attitudes Toward Sustainable Nature-BasedWellness Tourism: Top 2

Q19. Please, evaluate your attitudes toward sustainable nature-based wellness (N-B-Well) tourism: 5 - stronglyagree, 1 –stronglydisagree. 

Sample: All respondents- sorted by total Top2

Percent, %

69

69

62

62

61

56

51

46

Protecting and preserving natural
environments is important when
choosing a wellness destination

I prefer wellness experiences that
involve being close to nature

I appreciate wellness experiences that
incorporate local traditions and

natural healing methods

I feel more relaxed and recharged
after engaging in NBW experiences

I support eco-friendly and sustainable
wellness tourism practices

I actively seek out nature-based
wellness experiences for relaxation

and self-care

I prefer NBW destinations that offer
eco-lodges, organic food, and

environmentally friendly activities

I am willing to pay more for
sustainable wellness services and

accommodations

Total (n=2 789)

67

67

55

47

58

49

41

40

SE (n=561)

68

65

53

55

53

49

44

44

DK (n=551)

74

74

71

74

70

64

62

57

PL (n=558)

66

66

65

61

60

66

52

51

DE (n=559)

71

72

68

72

62

49

57

37

LT (n=560)

Statistically significantly higher: xxlower: xxthan in the total sample 



Attitudes Toward Sustainable Nature-BasedWellness Tourism: Top2

Q19. Please, evaluate your attitudes toward sustainable nature-based wellness (N-B-Well) tourism: 5 - stronglyagree, 1 –stronglydisagree. 

Sample: All respondents- sorted by total Top2

Percent, %

69 69

62 62 61
56

51
46

68
65

53 55 53
49

44 44

74 74
71

74
70

64 62
57

66 66 65
61 60

66

52 51

67 67

55

47

58

49

41 40

71 72
68

72

62

49

57

37

Protecting and
preserving natural
environments is
important when

choosing a wellness
destination

I prefer wellness
experiences that involve

being close to nature

I appreciate wellness
experiences that
incorporate local

traditions and natural
healing methods

I feel more relaxed and
recharged after

engaging in NBW
experiences

I support eco-friendly
and sustainable wellness

tourism practices

I actively seek out
nature-based wellness

experiences for
relaxation and self-care

I prefer NBW
destinations that offer

eco-lodges, organic
food, and

environmentally friendly
activities

I am willing to pay more
for sustainable wellness

services and
accommodations

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



Attitudes Toward Sustainable Nature-BasedWellness Tourism: Mean

Q19. Please, evaluate your attitudes toward sustainable nature-based wellness (N-B-Well) tourism: 5 - stronglyagree, 1 –stronglydisagree. 

Sample: All respondents- sorted by total mean

Percent, %

3.9 3.9
3.7 3.7 3.7

3.6 3.6
3.4

3.9 3.8

3.6 3.6 3.6
3.5 3.4 3.3

4.0 3.9 3.9 4.0 3.9
3.8 3.8

3.6

3.8 3.9 3.8
3.7 3.7

3.8

3.5 3.5

3.9
3.8

3.6
3.5

3.7

3.5 3.4
3.3

3.9 3.9 3.8
3.9

3.7
3.5

3.6

3.2

1

2

3

4

5

Protecting and
preserving natural
environments is
important when

choosing a wellness
destination

I prefer wellness
experiences that involve

being close to nature

I appreciate wellness
experiences that
incorporate local

traditions and natural
healing methods

I feel more relaxed and
recharged after

engaging in NBW
experiences

I support eco-friendly
and sustainable
wellness tourism

practices

I actively seek out
nature-based wellness

experiences for
relaxation and self-care

I prefer NBW
destinations that offer

eco-lodges, organic
food, and

environmentally
friendly activities

I am willing to pay more
for sustainable wellness

services and
accommodations

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Mean

Statistically significantly higher: x,x lower: x,x than in the total sample 



13
10

15

22

11

6

19
22

19

23
20

11

40
39 40

31

39

53

16 17 17

13
16

19

12
13

10 10

14
11

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Willing to pay for premium nature-based wellness activities
Willing to pay a quite significant amount
Moderately willing to pay
Willing to pay a small amount
Not willing to pay

Willingnessto Invest in Nature-BasedWellness Activities

Q20. How much are you willing to invest in nature-based wellness activities during your travels?

Sample: All respondents

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



29 30

34

37

27

19

35

40

30

38
35

33
36

30

37

26

38

48

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Yes No Maybe, depending on the price difference

Willingnessto Pay Extra for Eco-Certified Nature-BasedWellness Experiences

Q21. Would you be willing to pay extra for eco-certified nature-based wellness experiences?

Sample: All respondents

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



48

40

51

45

51
53

29

34

29 28
26

29

16

21

14

17
16

11

4
3

4
6 5 43 2 2

4
2 3

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Less than € 100€101 -200 €201 - 300 €301 - 400 More than €400

The AverageDaily Spending on The Nature-BasedWellness Destination, 
Encompassing Accommodations, Meals and Other Services

Q22. What is your average daily spending on the nature-based wellness destination, encompassing accommodations, meals, and otherservices?

Sample: All respondents

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



InformationChannels

Q23. Where do you obtain information about destinations, which prefer nature-based wellness tourism products and services?(could be several choices)

Sample: All respondents

Percent, %

48

33

31

28

21

20

19

18

17

13

11

10

9

6

5

5

4

Recommendations from friends, family, or
acquaintances

Social Media –Facebook

Official Destination/NBW service
organisation Websites

Consumers reviews on websites/blogs

Television

Travel Agencies

Social Media –Instagram

Social Media –Youtube

Recommendations from doctors

Print Magazines/ Brochures

Social Media –TicTok and other

Mobile Apps

Books

Shared content of Influencers

Social Media –Twitter/X

Trade Shows

Other

Total (n=2 789)

46

29

24

25

21

21

18

17

14

13

12

12

7

6

7

7

8

DK (n=551)

45

34

41

34

18

20

16

19

18

9

12

11

10

7

6

2

1

PL (n=558)

47

21

29

18

25

20

18

19

22

17

10

7

10

5

5

8

3

DE (n=559)

52

33

27

28

16

16

26

22

11

15

12

13

12

6

5

5

5

SE (n=561)

50

49

32

36

23

23

16

15

17

12

9

8

6

5

2

5

3

LT (n=560)

Statistically significantly higher: xxlower: xxthan in the total sample 



N-B-Well Trip BookingPlaces

Q24. How do you book your N-B-Well trip? I usually book my trip through:(could be several choices)

Sample: All respondents

Percent, %

43

32

26

23

22

16

13

5

6

Online Travel Agencies (for example,
Booking com, Expedia, etc.)

By booking directly through service
provider (e.g. medical SPA

organisation)

Traditional Local/National Travel
Agencies

Travel Apps (for example, TripAdvisor,
Google Trips, etc.)

Through a tour operator

Social media platforms (Facebook,
Instagram, etc.)

Through a package deal

Travel memberships/clubs

Other

Total (n=2 789)

44

30

24

26

19

15

17

5

6

DK (n=551)

41

28

28

27

21

16

15

5

4

DE (n=559)

47

32

32

19

23

18

9

5

3

PL (n=558)

45

49

24

14

25

16

11

4

7

LT (n=560)

39

22

24

29

19

17

11

5

9

SE (n=561)

Statistically significantly higher: xxlower: xxthan in the total sample 



Key Motivators 
for N-B-Well

Tourism



N-B-Well ActivitiesMotivators

Q25. What motivates you to engage participate in nature-based wellness activities?Always + Often, %

Sample: All respondents

Percent, %

70

68

67

66

66

66

65

64

64

63

63

62

62

61

60

59

59

57

54

51

51

49

49

46

To take rest and relax

To spend more time outdoors and enjoy the beauty of nature

To recharge energy

To enhance mood and emotional well-being

To enhance overall health

To find a sense of calm and reduce stress levels

To get away from everyday life routine

To take a break from routine and focus on self-care

To improve physical health

To discover new places and things

To balance mental and emotional health

To enjoy time with family or friends

To refresh mind and gain inspiration

To explore natural landscapes (grassland, forest, etc.)

To reconnect with nature and its calming influence

To escape from urban life and technology

To disconnect from work-related pressures

To feel more connected to the natural world and its rhythms

To explore harmony between nature and culture

To explore local cuisine

To increase my knowledge and experience about wellness benefit

To support conservation and sustainable tourism

To learn about the traditional or indigenous wellness practices in nature

To practice mindfulness and meditation in a natural environment

Total (n=2 789)

66

62

62

62

63

59

60

60

59

57

58

55

56

54

53

52

54

51

49

49

43

45

40

40

DK (n=551)

73

73

71

73

72

72

69

70

70

66

72

65

67

71

66

68

64

66

61

58

64

60

56

55

PL (n=558)

70

65

66

64

64

65

61

63

64

60

62

59

58

62

62

57

58

53

58

55

49

52

49

52

DE (n=559)

69

67

66

63

62

64

64

62

59

63

59

60

61

57

57

56

54

53

51

46

48

45

46

44

SE (n=561)

73

72

68

70

69

67

71

67

66

67

62

69

64

60

60

63

65

64

53

48

52

43

51

42

LT (n=560)

Statistically significantly higher: xxlower: xxthan in the total sample 



Nature-Based
Wellness Tourism 
Service Options



N-B-WellTravel Companions

Q26. With whom do you most frequently travel to N-B-Well destination/organisation?

Sample: All respondents

Percent, %

33

21
19

13

7

4

2
1

2

34

21

17

10

7
5

2
1

5

36

17

19

14

6
4

2
1 1

36

25

18

8

5

3
2 1 2

25

28

20

10

8

4

1 0

3

33

12

21
20

7

4

2
1 1

With spouse/partner Solo With friends With spouse/partner
and children

With children With relatives With a tour group With colleagues Other

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



ImportantFactorsWhenSelecting a Nature-BasedWellness Products or 
Services

Q27. When selecting a nature-based wellness products or services, which of the following factors are most important for you? Very important, %

Sample: All respondents

Percent, %

60

53

52

47

46

40

39

35

35

32

32

31

30

30

22

Well-priced

High quality

Addresses my specific needs

Located in attractive destination

Has positive reviews or testimonials

Connected with nature resources

Aligned with local and authentic experiences of
destination

Offer personalized options

Sustainably sourced/value sustainability

Accessible for persons with disabilities or with reduced 
mobility, for parents with kids’ strollers

Certificated

Offer nature-based wellness (NBW) packages

Science-backed / Evidence-based

Recommended by a medical professional

Endorsed by influencers or wellness experts

Total (n=2 789)

70

61

65

54

55

52

48

42

44

40

41

39

40

42

30

PL (n=558)

51

47

41

33

34

32

30

31

27

29

25

25

23

19

14

SE (n=561)

52

58

52

49

49

50

47

40

42

44

32

40

32

36

27

DE (n=559)

68

49

59

53

46

32

29

28

28

20

27

23

30

30

19

LT (n=560)

60

47

45

46

45

36

40

35

33

29

32

27

25

21

20

DK (n=551)

Statistically significantly higher: xxlower: xxthan in the total sample 



6
14

3 5 6 2

8

11

6 5
12

4

31

36

30 23

32

36

37

25

45

40

30 46

18 14 16
27

20
13

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Extremely important

Very important

Moderately important

Slightly important

Not important at all

The Importance of Designated Thematic Routes when Choosing a Wellness 
Destination

Q28. When choosing a nature-based wellness destination, how important are designated thematic routes (e.g. for physical health recovery, for reducing stress and anxiety, for emotional regulation, etc.)?

Sample: All respondents

3.5
3.1

3.7 3.8
3.5 3.6

Mean

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



42
44

35

46

40
42

53
50

59

49

54 53

5 6 5 5 6 5

Total (n=2 789)DK (n=551) PL (n=558) DE (n=559) SE (n=561) LT (n=560)

Short and easy routes for relaxation

Medium-length routes with a mix of relaxation and light physical activity

Long and challenging routes for a more adventurous experience

Feeling About the Length and Difficulty Of N-B-Well Thematic Routes

Q30. How do you feel about the length and difficulty of nature-based wellness thematic routes?

Sample: All respondents

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



Important Aspectswhen Choosinga N-B-Well Route: Top2

Q31. How important are the following aspects when choosing a nature-based wellness route? Please, rate from 1 to 10, where 10 –most important and 1 –least important. Top2, %

Sample: All respondents- sorted by total Top2

Percent, %

33

27

26

21

20

19

18

15

12

10

Scenic beauty and natural surroundings

Privacy, less crowded areas, peaceful
environment

Accommodation quality

Safety and security

Availability of wellness-focused amenities (e.g.,
spas, saunas, meditation areas)

Food and dining options

Accessibility and transportation

Availability of guided wellness programs (e.g.,
yoga, meditation, nature therapy sessions)

Cultural and local experiences

Possibility to work remotely/on-line from a
nature-based wellness tourism destination

Total (n=2 789)

27

26

30

19

21

18

20

17

13

11

DE (n=559)

36

26

24

24

19

15

18

17

11

10

PL (n=558)

39

29

24

18

24

16

17

15

9

9

LT (n=560)

34

24

27

21

15

21

15

15

17

10

SE (n=561)

29

27

23

25

21

24

18

10

12

11

DK (n=551)

Statistically significantly higher: xxlower: xxthan in the total sample 



Important Aspectswhen Choosinga N-B-Well Route: Top2

Percent, %

33

27
26

21
20 19

18

15

12
10

29
27

23
25

21

24

18

10
12

11

36

26
24 24

19

15

18
17

11 10

27 26

30

19
21

18
20

17

13
11

34

24

27

21

15

21

15 15
17

10

39

29

24

18

24

16 17
15

9 9

Scenic beauty and
natural

surroundings

Privacy, less
crowded areas,

peaceful
environment

Accommodation
quality

Safety and security Availability of
wellness-focused
amenities (e.g.,
spas, saunas,

meditation areas)

Food and dining
options

Accessibility and
transportation

Availability of
guided wellness
programs (e.g.,

yoga, meditation,
nature therapy

sessions)

Cultural and local
experiences

Possibility to work
remotely/on-line
from a nature-
based wellness

tourism destination

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Percent, %

Q31. How important are the following aspects when choosing a nature-based wellness route? Please, rate from 1 to 10, where 10 –most important and 1 –least important. Top2, %

Sample: All respondents- sorted by total Top2 Statistically significantly higher: xxlower: xxthan in the total sample 



Important Aspectswhen Choosinga N-B-Well Route: Mean

Percent, %

Q31. How important are the following aspects when choosing a nature-based wellness route? Please, rate from 1 to 10, where 10 –most important and 1 –least important.

Sample: All respondents- sorted by total mean

6.6
6.2 6.2

5.9 5.7
5.5 5.4

5.1

4.7

3.7

6.5

6.0
6.2 6.2

6.0

5.4 5.3 5.4

4.4

3.6

6.8

6.2 6.1

5.5

6.0

5.3
5.5

4.8
5.0

3.9

6.3
6.5

6.2

5.8

5.3
5.5 5.6

5.0 5.0

3.9

6.6
6.4

6.0
6.1

5.8

5.3 5.2
5.5

4.5

3.6

6.9

6.2 6.3

5.8 5.6
5.8

5.3

4.9 4.8

3.4

1

2

3

4

5

6

7

8

9

10

Scenic beauty and
natural

surroundings

Accommodation
quality

Privacy, less
crowded areas,

peaceful
environment

Food and dining
options

Safety and security Availability of
wellness-focused
amenities (e.g.,
spas, saunas,

meditation areas)

Accessibility and
transportation

Cultural and local
experiences

Availability of
guided wellness
programs (e.g.,

yoga, meditation,
nature therapy

sessions)

Possibility to work
remotely/on-line
from a nature-
based wellness

tourism destination

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Mean

Statistically significantly higher: x,x lower: x,x than in the total sample 



Season Impacton Choiceof a N-B-Well Destination: Top 2

Q32. How does the season impact your choice of a nature-based wellness destination?: 5 - strongly agree, 1 –strongly disagree. 

Sample: All respondents - sorted by total Top2

Percent, %

64

61

59

59

58

58

55

55

51

My preference for comfortable
weather guides my choice of a

destination

I prefer destinations that offer
activities aligned with the season

I choose a destination based on the
cultural experiences available at that

time of year

I take advantage of off-peak seasons
to save on travel costs

I take into account the popularity of
destinations during certain seasons

I choose a destination based on
whether it's suitable for hiking, skiing,
or water sports during a specific…

I travel usually in summer, because it
is time for holiday

My personal preferences, such as a
love for SAUNA or SPA, heavily

influence my decision on the season

I love last minute trips, regardless of
the season

Total (n=2 789)

60

59

55

56

48

54

49

59

55

DK (n=551)

65

64

59

61

58

60

52

53

45

DE (n=559)

68

67

65

67

65

67

62

59

58

PL (n=558)

58

56

57

56

52

52

50

46

47

SE (n=561)

71

61

61

52

65

56

62

57

50

LT (n=560)

Statistically significantly higher: xxlower: xxthan in the total sample 



Season Impacton Choiceof a N-B-Well Destination: Top2

Q32. How does the season impact your choice of a nature-based wellness destination?: 5 - stronglyagree, 1 –stronglydisagree.  

Sample: All respondents- sorted by total Top2

Percent, %

64
61 59 59 58 58

55 55
51

60 59
55 56

48

54
49

59
55

68 67 65
67 65 67

62
59 58

65 64
59 61

58 60

52 53

45

58 56 57 56
52 52

50
46 47

71

61 61

52

65

56
62

57

50

My preference for
comfortable weather
guides my choice of a

destination

I prefer destinations
that offer activities

aligned with the
season

I choose a destination
based on the cultural
experiences available
at that time of year

I take advantage of
off-peak seasons to
save on travel costs

I take into account
the popularity of

destinations during
certain seasons

I choose a destination
based on whether it's

suitable for hiking,
skiing, or water sports

during a specific
season

I travel usually in
summer, because it is

time for holiday

My personal
preferences, such as a

love for SAUNA or
SPA, heavily influence

my decision on the
season

I love last minute
trips, regardless of

the season

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Percent, %

Statistically significantly higher: xxlower: xxthan in the total sample 



Season Impact on Choice of a N-B-Well Destination: Mean

Percent, %

3.8 3.7 3.6 3.6 3.6 3.6 3.5 3.5 3.5
3.7 3.7

3.6 3.6
3.5 3.5 3.4

3.7
3.6

3.9 3.8 3.8 3.8 3.8 3.8 3.7
3.6 3.7

3.8 3.8 3.7 3.7
3.6 3.7

3.5 3.5
3.4

3.6 3.6 3.6 3.6 3.5 3.5 3.5
3.3 3.4

3.8
3.7 3.6

3.4
3.6

3.5
3.6 3.5 3.4

1

2

3

4

5

My preference for
comfortable weather
guides my choice of a

destination

I prefer destinations
that offer activities

aligned with the
season

I choose a destination
based on the cultural
experiences available
at that time of year

I take advantage of
off-peak seasons to
save on travel costs

I take into account
the popularity of

destinations during
certain seasons

I choose a destination
based on whether it's

suitable for hiking,
skiing, or water sports

during a specific
season

I travel usually in
summer, because it is

time for holiday

My personal
preferences, such as a

love for SAUNA or
SPA, heavily influence

my decision on the
season

I love last minute
trips, regardless of

the season

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Mean

Q32. How does the season impact your choice of a nature-based wellness destination?: 5 - stronglyagree, 1 –stronglydisagree.  

Sample: All respondents- sorted by total Top2 Statistically significantly higher: x,x lower: x,x than in the total sample 



Favorite N-B-Well Servicesin the Country of Residence

Percent, %

16

12
11

9 9

2 2 2

12
11

8
9

8

1 1 0

27

9

11

5
7

2 2 1

19

7

11

13

10

1 0

3

8

15

11

7

14

3 3
1

13

20

13
12

6

2
3 3

Eco-spa and natural
treatments

Mindfulness and
relaxation in nature

Outdoor sports and
physical activities

Water-based activities Forest-based activities Wildlife and nature
connection experiences

Seasonal wellness
activities

Other

Total (n=2 789)

DK (n=551)

PL (n=558)

DE (n=559)

SE (n=561)

LT (n=560)

Percent, %

Q33. What nature-based wellness services you like most in your country? Spontaneous answers

Sample: All respondents Statistically significantly higher: xxlower: xxthan in the total sample 



WantingN-B-Well Servicesin the Country of Residence

Q34. What nature-based wellness services do you miss in your country? Spontaneous answers

Sample: All respondents

Percent, %

15

6

5

2

1

1

1

1

1

1

1

1

1

1

4

51

I am fine, nothing is missing

Natural objects for recreation (hot springs, beaches, lakes,
forests)

SPA services (sauna, thermal baths, massage), wellness resorts

Activities, entertaintment on water/ beach based activites

Mindfulness, yoga, relaxation camps, events

More of nature oriented, outdoor activites, services in general

More affordable outdoor recreation offers

Hiking trails, bicycle paths

Holistic nature therapies, herbal treatments

Quality food, healthy food options, palces to eat, cook

Mountain activities (hiking, skiing)

Accessible services for everyone: transportation, adapted to
children and people with disabilities

Activities in forest

Organized hikes

Other

N/A

Total (n=2 789)

22

3

7

2

1

1

1

1

1

0

1

1

1

0

4

48

PL (n=558)

8

7

8

3

1

2

1

1

1

0

1

0

0

1

3

56

DK (n=551)

14

7

3

1

1

1

1

0

1

1

1

0

1

0

4

56

SE (n=561)

14

6

5

1

1

0

1

1

1

1

0

0

0

0

4

56

DE (n=559)

19

4

3

4

2

2

2

3

1

1

1

1

1

2

6

39

LT (n=560)

Statistically significantly higher: xxlower: xxthan in the total sample 



Secondary Data 
Report



The secondarydata is providing general information about tourism market in Denmark,
Germany,Poland,Lithuaniaand Swedenbasedon availablenationalandregionaldata. The
secondarydata were provided by the representativesfrom the Project partners. The
analyseddataiscollectedfrom the sources,providedat the endof the report.

Overview

DianaŠaparnienė,LithuaniaandSweden, Authorof the SecondaryDataReport
JohnWallinPedersen,Denmark
BeritWader, Germany
MaciejNyka, AnnaDobaczewska, Poland

List of representatives of 
the countries who lead in 

providing data 

Information
aboutSecondary
Data Report



Countries 
Profile



Populationandcountryarea

Analysedcountriesprofile provides

a comparative overview of five

European countries: Denmark,

Germany, Poland, Lithuania and

Sweden. Each of these nations

offers unique characteristics in

terms of population size (2025

data,

https://www.worldometers.info),

territorial area, and tourism

potential.

6001008

38140910

84063147

10656633
2889536

POPULATION(residents)

43000

322575

357596

407280

65300

COUNTRYAREAόƪƳчύ



Denmarkis a relativelysmallNordiccountry with a
population of around 6 million and an area of
43.000km². Despite its size, Denmarkis a strong
tourism destination due to its high quality of life,
vibrant cities and scenic coastlines. Copenhagen,
the capital, is a major draw for its design,culture,
and sustainabilityinitiatives. Denmarkoffers island
tourism, attracts visitors interested in cycling,
gastronomy, Viking history and family-friendly
attractions.

Denmark

Population: 6001008
GeographicareaόƪƳчύ: 43000



Germany is one of the biggestcountries in the EUwith
more than 84 million peopleandan areaof 357.596km².
It is oneofEurope’stop tourist destinations,knownfor its
diversetourism offerings: from cultural cities to historic
castles,mountainadventuresin the Alpsand Balticcoast
resorts. Germanyis also strong in health and wellness
tourism, with numerous spa towns, and hosts major
global eventsand festivals. It attracts both businessand
leisuretravelersyear-round.

Germany

Population: 84063107
GeographicareaόƪƳчύ: 357596



Poland has a population of around 38 million
people and an area 322.575km²,makingit one of
the largestand most dynamiccountries in the EU.
Poland’stourism sector blends historical cities like
Kraków,Warsaw, and Gdańsk with natural
attractions such as the Tatra Mountains, Masurian
LakeDistrict, Białowieża Forests–one of the last
and the largest remaining parts of the immense
primevalforest,andBalticSeacoastline. Polandalso
draws visitors with its cultural heritage, well
preservednatural environmentwith UNESCOWorld
Heritage Sites, religious tourism and affordable
traveloptions.

Poland

Population: 38140910
GeographicareaόƪƳчύ: 322575



Lithuania is the southernmostBaltic state, with a
populationof around2.89 million and a territory of
65.300 km². While smaller than its neighbours,
Lithuaniaoffers rich tourism experiencesincluding
UNESCOsiteslike VilniusOldTownandthe Curonian
Spit. Its spa towns, natural parksand rural tourism
are especially popular for domestic and
international travelers. Lithuania is growing in
popularity as a destinationfor eco-tourism, culture
andshortcity breaks.

Lithuania

Population: 2889536
GeographicareaόƪƳчύ: 65300



Swedenis in Northern Europe,has a population of about
10.65million andcovers407.280km². It isknownfor its vast
natural landscapes,including forests, lakes, and Arctic
wilderness. Tourism in Sweden focuses on nature and
adventure,wildlife safarisand hiking. Citieslike Stockholm,
GothenburgandMalmöalso offer strong cultural tourism.
Sweden balances urban sophistication with a deep
connectionto natureandsustainabletravel.

Sweden

Population: 10656633
GeographicareaόƪƳчύ: 407280



Tourism Market 
Size



Tourism’s Economic Impact and Market Overview

Tourismplaysa key role in the economiesof Denmark,Germany,Poland,Lithuaniaand Sweden.
In 2023 the share of travel andtourism’stotal contribution to GDPin Germanywas 11%, in
Sweden- 7.1%, in Denmarkς6.5%, in Lithuania - 5.2%, in Poland- 4.1% (EU2023| Statista).
Accordingto the forecastsfrom the World TravelandTourismCouncil(WTTC),the tourismsector
contributed 9.1% to globalGDPin 2023, markinga 23.2% increasefrom 2022and nearingpre-
pandemiclevels. In pastyearsthe tourismandtravelindustry’sgrowth arecontinued.

As for visitor numbers in 2024, DŜǊƳŀƴȅΩǎtourism sector generatedϵ468.7 billion, tƻƭŀƴŘΩǎ
PLN144.5 billion (approx.ϵ33.5 billion),5ŜƴƳŀǊƪΩǎςapprox.ϵ20.6 billion, {ǿŜŘŜƴΩǎςaround
ϵ39.5 billion, and[ƛǘƘǳŀƴƛŀΩǎςaboutϵ1.6 billion. Germanyrecordedthe highesttotal numberof
overnight stays (5.9 per capita), while Denmarkhad the highest number of overnight stays
relative to its population (10.8 per capita). The smallest number of overnight stays fixed in
Lithuania(3.0 per capita). Thesmallestratio of overnightstaysto the countrypopulationfixed in
Poland(2.6 per capita)(seeTable1).



Tourism Statistics and Key Visitor Markets

Percent, %

Country

Total number 

of overnight 

stays 

Inbound 

ǘƻǳǊƛǎǘǎΩ 

number

The ratio of 

overnight stays 

to the country's 

population

Top countries by number 

of visitors

Top countries by number of 

Wellness Tourism visitors

DENMARK 65.0 mln 34.1 mln 10.8
Germany, Norway 

Netherlands 
Germany, Norway, Sweden

GERMANY 496.1 mln 85.3 mln 5.9
Netherlands, Switzerland, 

USA

Denmark, Sweden, Austria, 

Switzerland, Poland

LITHUANIA 8.64 mln 3.1 mln 3.0 Poland, Germany, Latvia Germany, Israel, Latvia

POLAND     97.6 mln 18.99 mln 2.6
Germany, Czech Republic, 

Slovakia
Germany, Czech Republic

SWEDEN  64.1 mln 16.8 mln 6.0
Germany, Norway, 

Denmark
Germany, Norway, USA

Table 1. The number of total overnight stays, in between ïInbound touristsô number per 2024 year, ratio of overnight 

stays to the countryôs population and top countries by the number of tourists



Tourism Statistics and Key Visitor Markets. Main distinctive features

¶ All countries in the South Baltic Sea region analyzed are attractive to tourists from Germany. For example, in 

Lithuania German travelers comprised approximately 10.5% of all international tourists in 2024, totaling 

around 155.603 (in 2019 –around 234.000) visitors. Denmark welcomed around 5.5 million German visitors in 

2023, accounting for approximately 17.7% of all international tourist arrivals. In most of the analyzed 

countries, tourists from the Netherlands and Norway also represent a significant share of the market. 

¶ Germany and Poland host the highest number of tourists among the analyzed countries, reflecting their 

diverse tourism offerings, strategic locations in Europe, well-developed infrastructure. These are also the 

largest countries by area and population among those analyzed. 

¶ Lithuania and Poland host a large number of tourists from neighboring countries, highlighting strong regional 

travel flows. In Poland, approximately 80% of international tourist arrivals come from neighboring countries 

such as Germany, Czech Republic, Slovakia, Lithuania and Ukraine. In 2023, Germany alone accounted for over 

38% of all foreign tourists visiting Poland.

Similarly, in 2024 over 60% of Lithuania’s international tourists come from neighboring or nearby countries, 

with Latvia and Poland topping the list. 

¶ In Lithuania the total number of foreign tourist arrivals is relatively lower than in other countries –about 

5.03 million in 2024. This leads to two possible assumptions: 1) inbound tourism in Lithuania is still influenced 

by concerns about the regional security situation. A 2022 survey by the European Travel Commission revealed 

that around 11% of European travelers identified the "Russia-Ukraine conflict" as their top concern when 

traveling in Europe; 2) the share of domestic tourism in Lithuania is considerably higher than in other 

countries (Inbound/Domestic share: 35%/65%, 2024).



Main distinctive featuresof eachcountry. Main distinctive features

¶ Swedenand Germanystand out for attracting a relatively high proportion of international tourists not

only from Europe, but also from other continents, particularly the United States.

In Germany,the United Statesis consistentlyamong the top five sourcemarkets for inbound tourism

outsideEurope. In 2023, over 2.2 million overnightstayswere recordedby U.S. visitors,makingthe U.S.

Germany’smost important long-haul market. A larger number of thesevisitorswere concentratedin the

SouthofGermany’stourismmarket(SchlossNeuschwanstein,BlackForest,etc.). Similarly,Swedenin 2023

morethan400.000overnightstayswere recordedby Americanvisitors.

¶ In 2024, Danishtourism (comparedto the previousyears)acrossall regionsgrew by 2.1%, driven by a

4.8%rise in foreignovernightstays. Germanyalonecontributednear20 million overnightstaysnationally,

markingit the largestinternationalmarket.

¶ Themain inbound markets for wellnesstourism in the SouthBaltic region are dominated by European

neighbors, with a notable presencefrom North America. In Lithuania,medicalspatourism is particularly

popular not only for Germans(15.06%), Latvians(15.41%), but alsoamongnon-EUvisitors–for tourists

from Israel (17.61%), 2023 data. In 2024, Lithuania'swellness tourism sector experiencedsignificant

growth, with a record 290.000 visitors to its sanatoriumsand rehabilitation centers–16% increasefrom

the 2023year. Meanwhile,in Lithuania,around138.000visitorsin the first 11 monthsof 2024camefrom

Poland,complementedby 126.000 from Germanyand 106.000 from Latvia. In Germany,approximately

38% of wellness tourists arrive from within Europe, especiallyfrom the Sweden,Denmark, Austria,

SwitzerlandandPoland. Swedendrawsa substantialshareof its wellnesstourists from Europeandbeyond

from the UnitedStatesalonecontributedover400.000overnightstaysin 2023, markinga stronglong-haul

marketpresence.



Main/Competitive 
N-B-Well tourism 
destinations in 

South Baltic Area 



Main distinctive featuresof eachcountry. Main distinctive features

Å The South Baltic region is rich in nature-basedwellnessdestinationsand resources(see

Table 2). Due to their unique natural environments,Sweden,Lithuania and Denmark

actively promote forest bathing and silence tourism, prioritizes coastal tourism, city

breaksand increasinglysustainablewellnesstourism.

Å Sincenature-basedwellnessis closelylinked to spaand medicalspaservices,Polandand

Lithuanialeadassparesort destinations,offering high-quality, resource-rich spatowns and

well-preservednaturalareas.

ÅGermanyand Swedenprovidemore nichewellnessexperiences. Germanystandsout with

its strong wellnessinfrastructure and historic spa towns that integrate medical wellness

with natural surroundings. Germanyleadsin wellnessand medicaltourism, with over 350

certifiedspatowns.

Å Sweden,on the other hand, emphasizeswilderness wellness–from traditional sauna

rituals to deep forest immersion,often in remote settings. All of the analyzedcountries

boast UNESCO-protected sites and national parks, which enhance the prestige and

conservationof their wellnessdestinations.



Country
Main/Competitive N-B-Well Tourism 

destinations in the Country 
Main/Competitive N-B-Well Tourism 
destinations in the South Baltic area 

Key N-B-Well  activities Main factors attracting tourists

Zealand Region; Bornholm; Legoland & 
Jutland coasts; Funen & Odense regions; 
Skagen, Jutland west coast;  Aarhus & 
Aalborg 

MønIsland & MønsKlint (Zealand Region); 
South Funen Archipelago & Ærø Island; 
Lolland-Falster Nature Parks & Maribo 
Lakes; Guldborgsund& Nysted Coastline

Coastal and countryside 
retreats, forest bathing, sea 
spas, hiking & cycling 

Unique landscape, Eco-certifications, 
sustainable tourism focus, “slow 
living” vibe, nature-immersion, 
UNESCO-protected sites 

Baden-Baden (Black Forest) -“Great Spa 
Town of Europe”; Sylt (North Sea Island); 
Bavarian Alps (e.g. Zugspitze); Rugen 
Island; Mecklenburg-Vorpommern region 

RügenIsland’s beaches (Schaabe, Binz), 
Mecklenburg lakelands& Dark Sky areas; 
UsedomIsland; Fischland-Darß-Zingst

Sea breeze therapy, chalk 
cliffs, beach spas, yoga 
retreats, thermal spas, hiking 
& cycling

World-class spa traditions, natural 
landscapes, pristine coastline, 
sustainable tourism model, medical 
wellness, UNESCO-protected sites

Tatra Mountains/Zakopane, Masurian 
Lakes, Baltic Coast,  Białowieża Forest, 
Krynica-Zdroj, Dunajec Gorge

Dolny Śląsk (Lower Silesia), Sląsk (Silesia), 
Zachodniopomorskie (West Pomeranie), 
Kołobrzeg, Ustka & Łeba

Seaside resorts, mud therapy, 
thalassotherapy[1], spa 
sanatoriums, forest retreats, 
salt caves, nature trails

Affordable, traditional spa towns, 
UNESCO-listed forests, large-scale 
wellness infrastructure, unique dune 
landscape

Curonian Spit - UNESCO National Park; 
Palanga, Birštonas, Druskininkai- SPA, 
mineral water resorts; Resort areas: 
Anykščiai, Trakai, Zarasai, Ignalina
(including Strigailiškisand Palūšė), 
Kulautuva, Kačerginė, Zapyškis; Žemaitija, 
Aukštaitija, Dzūkija- National parks 

Neringa (Curonian Spit), Palanga, Klaipėda, 
Nemunas Delta Park,  RambynasRegional 
Park, PajūrisRegional Park,  Žemaitija
National Park

Wellness-focused resorts and 
spa hotels, mineral springs, 
mud therapy, dunes, coastal 
pine forests bathing[2], forest 
bathing, hiking routes

Rich in natural resources, UNESCO site, 
strong balneology, wellness 
infrastructure, eco-wellness 
orientation, remote and peaceful 
setting, slow tourism

Dalarna Region; Harads(Treehotel), 
Rukajarvi & Abisko(Swedish Lapland), 
Yasuragi(Stockholm); Skåne; Gothenburg 
with the Westcoast archipelago

Gotland, Öland, Blekinge Archipelago

Coastal cliffs, outdoor spas, 
yoga and forest retreats, 
seaweed baths, family 
wellness stays, hiking, eco-
lodging

Sustainability, Forest-based, rustic 
wellness, Nordic spa culture/sauna, 
strong nature accessibility, UNESCO 
biosphere site

Tourism Statistics and Key Visitor Markets

Percent, %

Table 2. Main/Competitive N-B-Well tourism destinations and key activities and factors attracting tourists
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Neringa is one of the most popular resorts in Lithuania,
situated in the UNESCO-recognizedCuronian Spit National
Park. It is located361 km from Vilniusand 263 km from the
city of Kaunas. Theresort is visitedby peoplefrom all walksof
life who seekto relaxand enjoy the sereneenvironmentthat
hostspine forests,beachesandpeacefultowns. Neringaoffers
SPAfacilitieswith treatment proceduresandsandbeachesfor
recreationalpurposes.

Neringais one of the most attractive seasidedestinationsfor
both Lithuanianand foreign tourists. Accordingto data from
the „Keliauk Lietuvoje“(2024), Neringa consistently ranks
among the top visited seasidedestinationsby international
tourists, with over 67.761 foreign visitors and 168.240
overnightsin 2024. Topcountriesby tourist arrivals: Germany
(2.604), Latvia (1.134), Poland(1.096), UK (986). More than
half of domestic tourists (59%) who vacation in Lithuania
choosethe seasidefor their mainannualholidays.

Lithuania. Neringa –CuronianSpit



As a destination,this provinceis great for health resorts and spason the Baltic Seaas well as
manyinterestinghistoricalsites. Highlightsincludethe UNESCO-listedCastleof the TeutonicOrder
in Malbork, two national parks(Słowińskiand TucholaForest)also cultural and historicalones,
starting with the region’scapital of Gdańsk. Dolny Śląsk(Lower Silesia),Sląsk(Silesia),
Zachodniopomorskie(WestPomeranie) are the main, competitivenature-basedwellnesstourism
destinationsin PomorskieVoivodship. Both the Pomeranianand West PomeranianVoivodeships
offer a wide rangeof wellnesstourism, with the main differencebeing their specialization. The
West Pomeranian Voivodeship stands out for its strong medical spa sector and a high
concentrationof facilities in and around Kolobrzeg, while the PomeranianVoivodeshipoffers a
wider selectionof facilities,from luxury wellnesshotels to smallerresorts,often combinedwith
activerecreationby the sea.

PomorskieVoivodeshipremainsoneofPoland’stop 5 tourismregionsin 2024, supportedby high
bed capacityandstrongcoastalappeal. Whiledomesticguestsdominate,foreignvisitors- largely
from Germany(1.8 mln), the UK (692.400), Ukraine(887.600) and the USA(557.200) in 2024
makes up around one-fifth of stays nationally. In 2024, Pomorskie Voivodeship recorded
9.978.865 overnight stays, confirming its status as one of the leading tourist destinations in
Poland.Pomorskie’scontinuedgrowth not only asone of Poland’sleadingdestinations,but also
as an emerginghub for nature-basedand wellnesstourism. With its expansivesandybeaches,
pristine forests,nationalparksanda growingrangeof health resortsandeco-retreats,the region
offersa uniqueblendof relaxation,outdoor activityandnaturalhealingexperiences.

PomorskieVoivodship, Poland



Mecklenburg-Vorpommern sets standardsthroughout Germanyin tourism area. In 2023
year, there are calculated7.672.047 arrivalsand 32.155.709 overnightstays. Mecklenburg-
VorpommernisGermany’smostpopulardestinationfor summerandfamilytravel.

Mecklenburg-Vorpommernalso boastsa fascinatingand impressivevariety of cultural and
natural landscapes. The2000kilometres(1.200miles)of BalticSeaandlagooncoastlineand
more than 2.000 lakesattract guestsfrom far and wide. RügenIsland’spristine beaches,
suchasSchaabeand Binz,offer iconicseasidecharm,while the vastMecklenburglakelands
anddesignatedDarkSkyareasprovidetranquil escapesinto unspoilednature.

Destinationboastsa long tradition as a resort destination. With its mild, healthy climate,
sunnyregions,cleanair and natural depositsof chalk,peat and brine, the state offers ideal
conditions for relaxation, recreation and good health. A total of 75 towns, cities and
municipalitieshave already been granted state approval in accordancewith the Health
ResortLaw: Guestscantake a breakfrom everydaylife andenjoy their holidayswhile doing
somethinggood for their health: for example,by taking advantageof the attractive sport
and recreationalfacilities, the modern spa-treatment centresand the rehabilitation clinics
andhealthcentreswith high-qualitytherapeuticservices.

Top countriesby tourist arrivalsare Denmark,Sweden,Netherlands,Poland,Switzerland,
Belgium(Arrivalsin 2023); Sweden,Denmark,Netherlands,Poland,Switzerland(Overnight
staysin 2023)

Mecklenburg-Vorpommern, Germany



Zealand region consisting of numerous islands, has a lot of beautiful,
sometimesspectacularnature to offer. Coastal& maritime tourism makesup
around37%of tourismrevenuein coastalregions.
Sjælland(Zealand),Denmark’slargest islandregion, comprisingCopenhagen
andsurroundingislands,boastsdramaticcoastalcliffs,serenefjords,and lush
forests. Iconicspots likeMønsKlint andZealand’scyclingtrails reinforce its
appealto natureandwellnessseekers. Theregion’srural coastlines,expansive
farmland,and eco-friendly retreats contribute to its growingreputation asa
green tourism destination. In 2023, Østdanmark(the Capital Region +
Zealand)recorded21.4 million overnightstays,of which 9.99 million(≈47%)
wereby foreignvisitors.

Germanyremainsthe leadinginternational market in Sjællandand Denmark
overall, accountingfor over 20 million foreign overnight staysin 2024. The
Neherlandsfollowed (~1.8 mln), then the UK and USA,both exceeding1
million overnight stays. The Østdanmarkregion experienced a notable
reboundin Swedishtourism(847.000overnightstays).

Sjælland(in English Zealand),Denmark
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Sourcesof SecondaryData Report

Germany data:

https://www.government-mv.de/Mecklenburg%E2%80%93Vorpommern/The-leader-for-tourism/

https://www.statista.com/topics/6046/tourism-industry-in-germany/#topicOverview

https://www.campingbusiness.eu/en/germania-nuovo-record-del-turismo-pernottamenti-2024-a-19-con-unaccelerazione-a-dicembre/

https://www.off -to-mv.com/sustainable

https://www.statista.com/statistics/644714/travel-tourism-total-gdp-contribution-germany/

https://www.statista.com/statistics/1090016/guest-arrivals-travel-accommodation-germany/

https://www.germany.travel/media/pdf_5/DZT_Zahlenflyer_GTM_2025_DE.pdf

https://www.deutschertourismusverband.de/fileadmin/user_upload/Footer/Presse/Zahlen-Daten-Fakten_2025.pdf

https://bmcpublichealth.biomedcentral.com/articles/10.1186/s12889-024-21110-7

https://populationtoday.com/de/de-germany/

Denmark data:
https://tourismteacher.com/tourism-in-denmark/
https://ec.europa.eu/eurostat/statistics-explained/index.php?oldid=539599
https://www.dst.dk/en/informationsservice/oss/stress
https://www.who.int/publications/m/item/mental-health-atlas-dnk-2020-country-profile
https://www.reportlinker.com/dataset/3c33297ec71df4327784be6799f90a1bdb83c3ed?utm_source=chatgpt.com
https://www.statista.com/topics/6654/tourism-in-denmark/
https://database.mma.gov.mv/viya/series/122

Poland data:
https://www.statista.com/topics/7532/travel-and-tourism-in-poland/
https://www.worldometers.info/world-population/poland-population/

Lithuania data:

https://e-seimas.lrs.lt/portal/legalAct/lt/TAD/098670e0af3511e39054dc0fb3cb01ae/asr
https://osp.stat.gov.lt/
https://lithuania.travel/lt
https://eimin.lrv.lt/media/viesa/saugykla/2024/6/FS59Q67N6oE.pdf
https://lithuania.travel/lt/profesionalams/tyrimai-ir-duomenys/teminiai-tyrimai/turizmo-sektoriaus-apzvalga
https://lithuania.travel/lt/profesionalams/tyrimai-ir-duomenys/turizmo-statistika
https://www.statista.com/topics/12416/travel-and-tourism-in-lithuania/

Swedendata:

chrome-extension:// efaidnbmnnnibpcajpcglclefindmkaj/https://etc -corporate.org/uploads/2024/10/ETC-Quarterly-Report-Q3-2024_public.pdf?utm_source=chatgpt.com
https://etc-corporate.org/reports/european-tourism-2024-trends-prospects-q3-2024/
chrome-extension:// efaidnbmnnnibpcajpcglclefindmkaj/https://etc -corporate.org/uploads/2024/05/ETC-Quarterly-Report_Q1_2024_Public.pdf
https://etc-corporate.org/reports/european-tourism-2024-trends-prospects-q1-2024/
https://www.statista.com/topics/6742/tourism-in-sweden/#topicOverview

https://www.government-mv.de/Mecklenburg%E2%80%93Vorpommern/The-leader-for-tourism/
https://www.statista.com/topics/6046/tourism-industry-in-germany/#topicOverview
https://www.campingbusiness.eu/en/germania-nuovo-record-del-turismo-pernottamenti-2024-a-19-con-unaccelerazione-a-dicembre/
https://www.off-to-mv.com/sustainable
https://www.statista.com/statistics/644714/travel-tourism-total-gdp-contribution-germany/
https://www.statista.com/statistics/1090016/guest-arrivals-travel-accommodation-germany/
https://www.germany.travel/media/pdf_5/DZT_Zahlenflyer_GTM_2025_DE.pdf
https://www.deutschertourismusverband.de/fileadmin/user_upload/Footer/Presse/Zahlen-Daten-Fakten_2025.pdf
https://bmcpublichealth.biomedcentral.com/articles/10.1186/s12889-024-21110-7
https://populationtoday.com/de/de-germany/
https://tourismteacher.com/tourism-in-denmark/
https://ec.europa.eu/eurostat/statistics-explained/index.php?oldid=539599
https://www.dst.dk/en/informationsservice/oss/stress
https://www.who.int/publications/m/item/mental-health-atlas-dnk-2020-country-profile
https://www.reportlinker.com/dataset/3c33297ec71df4327784be6799f90a1bdb83c3ed?utm_source=chatgpt.com
https://www.statista.com/topics/6654/tourism-in-denmark/
https://database.mma.gov.mv/viya/series/122
https://www.statista.com/topics/7532/travel-and-tourism-in-poland/
https://www.worldometers.info/world-population/poland-population/
https://e-seimas.lrs.lt/portal/legalAct/lt/TAD/098670e0af3511e39054dc0fb3cb01ae/asr
https://osp.stat.gov.lt/
https://lithuania.travel/lt
https://eimin.lrv.lt/media/viesa/saugykla/2024/6/FS59Q67N6oE.pdf
https://lithuania.travel/lt/profesionalams/tyrimai-ir-duomenys/teminiai-tyrimai/turizmo-sektoriaus-apzvalga
https://lithuania.travel/lt/profesionalams/tyrimai-ir-duomenys/turizmo-statistika
https://www.statista.com/topics/12416/travel-and-tourism-in-lithuania/
https://etc-corporate.org/reports/european-tourism-2024-trends-prospects-q3-2024/
https://etc-corporate.org/reports/european-tourism-2024-trends-prospects-q1-2024/
https://www.statista.com/topics/6742/tourism-in-sweden/#topicOverview
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