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Abstract 
This report examines post-pandemic shifts in consumer behaviour within tourism, 

focusing on the rise of wellness and conscious travel. Drawing on recent industry 

reports, academic studies, and case examples from 2023–2025, the study identifies 

changing motivations, priorities, and decision-making processes among travellers. 

It outlines key drivers — health and safety concerns, mental wellbeing priorities, 

sustainability awareness, and digital influences — and analyses how tourism 

businesses can adapt through product innovation, communication, and operational 

practice. Methodologically, the report synthesises secondary data and illustrative 

case studies to construct evidence-based recommendations for destination 

managers and hospitality operators. The findings show sustained growth in 

wellness tourism, shifting consumer preferences toward slower and more 

meaningful travel, and a greater expectation for transparent sustainability and 

health credentials. The report concludes with strategic recommendations and an 

agenda for future research. 

Introduction 
The COVID-19 pandemic profoundly affected global tourism, forcing travellers 

and industry stakeholders to reassess the purpose and safety of travel. As 

international arrivals recovered in 2023–2024, a clear theme emerged: travellers 

are placing greater emphasis on health, wellbeing, and conscious choices 

(UNWTO, 2024; Global Wellness Institute, 2024). This report focuses on 'wellness 

tourism' — travel undertaken with the primary purpose of promoting health and 

wellbeing — and the broader category of 'conscious travel', which includes 

sustainability, ethical consumption, and slow travel practices. The objective is to 

document the post-pandemic evolution of consumer motivations, identify the 

drivers of change, and present practical strategies for tourism and hospitality 

businesses to respond effectively. 

Literature Review 
Scholarly and industry literature published since 2020 highlights an accelerated 

interest in wellness and sustainability. The Global Wellness Institute (2024) 

reported that wellness tourism constitutes a major segment of the broader wellness 

economy, with elevated growth projections driven by consumer health investments 

and lifestyle changes. Market analyses for 2024–2025 estimate the global wellness 

tourism market at close to or above USD 900–1,000 billion, with annual growth 

forecasts varying by source but consistently positive (Global Wellness Institute, 

2024; Precedence Research, 2025; GMI Insights, 2024). 

Researchers attribute this shift to several interrelated factors. First, the pandemic 

raised risk perceptions and elevated the value of personal health and hygiene; 
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travellers now prioritise safety credentials and provider transparency (UNWTO, 

2024; FinnPartners, 2024). Second, the prolonged social restrictions and work-

from-home arrangements amplified mental health concerns and a desire for 

restorative experiences that combine leisure with wellbeing (McKinsey, 2025). 

Third, there is a growing discourse that connects wellness with sustainability: 

many travellers view slow, conscious travel as aligned with both personal health 

and planetary health goals (FinnPartners, 2024). 

Beyond motivations, behavioural channels and decision-making processes have 

changed. Digital platforms, user-generated content, and direct communications 

from brands shape perceptions of authenticity and credibility. Wellness offerings 

are increasingly personalized, and consumers expect seamless integration of 

technology for booking, pre-trip screening, telehealth options, and post-trip follow-

up (McKinsey, 2025). At the same time, ethical concerns have emerged: 

greenwashing, misleading claims about 'wellness' or 'sustainability', and 

inequitable benefits for local communities represent risks to consumer trust (Global 

Wellness Institute, 2024). 

Studies that surveyed wellness tourists in 2023–2024 identify common 

preferences: nature-based locations, curated retreats with measurable outcomes, 

and experiences that blend relaxation with fitness, nutrition, and mental health 

programming (Sthapit, 2025). High-end operators are responding with medically-

informed offerings, while mass-market providers incorporate wellness amenities 

into mainstream products (FT, 2024). 

The literature summarises three salient trends shaping post-pandemic consumption 

in tourism: 

1. Health-first decision making: hygiene, infection control, and medical 

preparedness are now base-level expectations. 

2. Purposeful travel: travellers increasingly seek meaning, personal growth, or 

measurable wellbeing outcomes rather than passive leisure. 

3. Ethical and sustainable orientation: choices are influenced by environmental and 

social impacts, particularly among younger cohorts. 

Methodology 
This report uses a mixed-methods secondary research approach. Primary data 

collection was not feasible within the assignment scope; instead, the methodology 

combines: (a) synthesis of recent industry reports (Global Wellness Institute, 

UNWTO, McKinsey, FinnPartners), (b) analysis of market forecasts and datasets 

from 2023–2025, and (c) illustrative case studies of destination and operator 

practices reported in professional and academic sources. Sources were selected for 

credibility, recency (2023–2025), and relevance to the wellness and conscious 

travel domain. 
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Selection criteria for case studies included geographic diversity, presence of 

measurable outcomes (e.g., occupancy, revenue, bookings for wellness products), 

and evidence of innovation or policy response. Data synthesis involved 

triangulating figures across reports to identify robust patterns rather than relying on 

single estimates. 

Findings 
1. Market growth and size: 

Multiple market trackers reported strong expansion in wellness tourism between 

2022 and 2025. Estimates vary by methodology: the Global Wellness Institute 

reported wellness tourism’s significant contribution to the broader wellness 

economy in 2024, while private market forecasts placed the global wellness 

tourism market near or above USD 900–1,000 billion in 2024–2025 with projected 

continued growth through the decade (Global Wellness Institute, 2024; Precedence 

Research, 2025; GMI Insights, 2024). 

2. Shifts in traveller motivations: 

Survey and observational data indicate travellers now report wellbeing and safety 

as top priorities. McKinsey’s 2025 wellness trends research, for example, found 

that a majority of travellers who engaged in wellness travel in 2024 planned to do 

so again, suggesting repeat demand and habit formation (McKinsey, 2025). 

3. Product diversification: 

Wellness offerings have diversified beyond spas to include mental health retreats, 

'digital detox' packages, longevity and specialized medical-wellness programs, and 

hybrid urban wellness services embedded in mainstream hotels (FT, 2024; Sthapit, 

2025). 

4. Consumer segmentation: 

Demand is highest among higher-income cohorts and younger travellers motivated 

by self-improvement and sustainability values. However, mass-market interest is 

rising as wellness features are packaged into regular hospitality products (Global 

Wellness Institute, 2024). 

5. Digital and booking behaviour: 

Digital channels, social media, and online reviews continue to shape expectations 

and bookings. Consumers rely on peer reviews to confirm health and authenticity 

claims and use digital tools for pre-trip screening, telemedicine consultations, and 

post-trip wellbeing support (McKinsey, 2025). 

6. Supply-side response: 

Operators have reacted by certifying hygiene procedures, partnering with health 

providers, and investing in wellness credentials. Destinations are promoting 
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wellness clusters — for example, regions that market themselves as hubs for yoga, 

Ayurvedic treatments, or thermal springs (FinnPartners, 2024). 

Discussion 
The convergence of health consciousness, technology, and sustainability has 

created both opportunities and challenges for the tourism sector. From a consumer 

behaviour perspective, the post-pandemic traveller exhibits more complex decision 

rules: emotional drivers (stress relief, reconnection) combine with cognitive 

evaluations (safety credentials, environmental impact). 

Implications for marketing: 

Communications must foreground evidence — not just emotive language — by 

using certifications, transparent hygiene protocols, measurable wellness outcomes, 

and third-party endorsements. Younger cohorts respond to content that signals 

authenticity and local impact; therefore, marketing should include user-generated 

stories and measurable social contributions (FinnPartners, 2024). 

Product and experience innovation: 

Operators that bundle measurable wellbeing activities with clear outcomes (e.g., 

sleep improvement, stress reduction, fitness gains) will be better positioned to 

command premium pricing. Integration of telehealth, wearable-compatible 

programs, and data-driven personalization can increase perceived value 

(McKinsey, 2025). 

Ethical considerations and avoiding greenwashing: 

As demand grows, regulators and industry bodies may tighten standards around 

wellness claims. Businesses must ensure authenticity; for example, not labelling a 

standard spa as a 'clinical wellness' experience without evidence. Transparent 

benefit-sharing with local communities and environmental stewardship are central 

to long-term credibility (Global Wellness Institute, 2024). 

Operational challenges: 

Smaller operators may struggle with the capital required for sophisticated wellness 

offerings or medical partnerships. Collaboration through destination management 

organisations (DMOs) and public-private partnerships can help scale required 

investments and certification processes. 

Strategic Recommendations 
1. Establish clear health and wellness credentials: obtain third-party hygiene and 

wellness certifications, publish protocols, and measure guest outcomes. 

2. Design measurable wellbeing products: offer programs with pre/post 

assessments (sleep quality, stress metrics) and build testimonials grounded in 

measurable changes. 
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3. Embrace slow and nature-based tourism: develop longer-stay packages that 

reduce travel churn and promote deeper local engagement. 

4. Invest in digital integration: telehealth partnerships, wearable compatibility, and 

personalized itineraries driven by data consent. 

5. Ensure sustainability authenticity: implement and communicate real community 

benefits, reduce single-use plastics, and report environmental metrics. 

6. Training and capacity building: upskill staff in wellness facilitation, trauma-

informed care, and cross-cultural competence. 

7. Inclusive pricing strategies: create tiered offerings to democratize access to 

wellness experiences and avoid social exclusion. 

Conclusion 
The post-pandemic landscape presents a pivotal moment for tourism. Wellness and 

conscious travel are not short-term fads but structural shifts in consumer 

preferences. Businesses that respond with evidence-based wellness products, 

transparent sustainability practices, and digitally enabled personalization will be 

better placed to capture growing demand. Future research should measure long-

term behavioural change, evaluate the socio-economic impacts of scaled wellness 

tourism, and test which credentials most effectively influence consumer trust. 
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Appendix A: Summary table of selected reports (2023–2025) 

- Global Wellness Institute (2024): Market sizing and sector trends. 

- UNWTO (2024): International tourism recovery metrics. 

- McKinsey (2025): Consumer wellness travel survey insights. 

- Precedence Research (2025): Market forecasts and CAGR estimates. 

 

Appendix B: Example certification and resources 

- Global Wellness Institute resources 

- WHO and national public health guidance for travel 

  


