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ABSTRACT
Purpose  The main purpose of this chapter is to analyze the
relationship between service innovation and experience creation in the context of spas, wellness and medical tourism.
The objectives include providing an overview of service innovation theory and models and applying them to the spa,
wellness and medical tourism sectors.
Methodology/approach  Primary research was undertaken
with the purpose of identifying the most important elements
in the experiences of spa and wellness guests and tourists. An
online questionnaire was collected from 17 different types of
spa and wellness facilities from 56 countries including all
kinds of spa, wellness hotels, and retreats. Information given
was based on three major demand segments: local customers,
domestic tourists, and international tourists. A case study is
also given of Pärnu hospital in Estonia, where innovative
practices are being implemented to enhance the patient
experience.
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Findings  Findings suggested that some aspects of innovation (e.g., design and technology) are not as important as
expected, but evidence-based treatments, medical services,
and natural and local resources are.
Research limitations/implications  The research gives important insights into customer preferences and current and
future trends; however, the research only focused on operator rather than consumer perspectives. This would require
further research.
Practical implications  The research ﬁndings provide useful
information to operators who are trying to create innovative,
unique, and competitive customer services.
Originality/value  Existing service innovation models are
applied to new sectors (spa, wellness and medical tourism)
and new insights are given into how these sectors can
increase innovation and enhance customer experiences.

Keywords: Service innovation; experience creation; spas;
wellness; medical tourism
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Introduction
Wernz, Thakur-Wernz, and Phusavat (2014) suggest that
although innovation in the service industries has been an important element in industry, it was not systematically studied until
the 1980s. Service innovations in the spa, wellness and medical
tourism sectors are especially important because of the inseparable nature of the guest or patient experience. Close interactions
with employees (e.g., doctors, therapists) are fundamental. Engen
and Magnusson (2015) suggest that interaction represents a focal
point for innovating activities and processes (e.g., interaction
between client and supplier or hosts and guests). They emphasize
the important role of front-line employees in service innovation
coupled with the support of middle management. The spa, wellness and medical tourism sectors have become more and more
competitive globally in recent years. Competitive advantage
usually ensues from service innovation because of improvements
in service novelty, quality, and customer satisfaction (Hertog,
Van der Aa, & de Jong, 2010). Eisingerich, Rubera, and Seifert
(2009) suggest that service innovation management and the

<i>The Handbook of Managing and Marketing Tourism Experiences</i>, Emerald Publishing Limited, 2016. ProQuest Ebook
Central, http://ebookcentral.proquest.com/lib/hesso/detail.action?docID=4717082.
Created from hesso on 2019-10-22 01:12:14.

Service Innovations and Experience Creation

301

relationships between organizations affect the operation of spa
businesses and Grissemann, Pikkemaat, and Weger (2013) suggest that innovative hotels (many of which now have spas) are
more successful than their non-innovative competitors. One of
the most important reasons to innovate in all sectors is to
improve the guest or tourist experience, and the spa, wellness
and medical tourism sectors are no exception.
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Experiences and Innovations in
Services
Frequently, in today’s experience economy (Pine & Gilmore,
1999) in which customers are always looking for new and memorable consumer experiences, leisure and tourism companies become
more and more market-oriented, trying to offer unique and multisensory experiences to visitors (Berry, Carbone, & Haeckel,
2002). Health, wellness and medical tourism are services mainly
based on highly subjective and intangible elements, with a complete involvement (not only physical and mental, but also emotional, social, or spiritual) of the customer during the consumption
experience (Ferrari, Puczkó, & Smith, 2014). For this reason, but
also because of the prolonged contact with the customer and the
atmosphere, which affects perceptions, the servicescape plays an
important role during the delivery process, contributing to create
scenic atmospheres that immerse the consumer in experiences
(Firat, Dholakia, & Venkatesh, 1995; Shostack, 1977).
Services have speciﬁc characteristics that distinguish them from
goods. They are intangible and inseparable (meaning that there is
no tangible good to buy and to bring home and that for many
services the customer must be physically present during the delivery). They are also heterogeneous and variable (namely it is
difﬁcult to standardize performances and quality) (Lovelock, 1980;
Normann, 2000; Parasuraman, Zeithaml, & Berry, 1985;
Shostack, 1977). Services are processes, in which normally during
the encounter the customer becomes a co-producer and therefore
has a very important role together with front-line personnel. As a
consequence of intangibility, it is difﬁcult to describe and promote
a service and for clients it is hard to form expectations and evaluate
the received service, which creates a certain degree of uncertainty.
There are, however, different degrees of immateriality,
depending on the importance of tangible elements (such as
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equipment and machinery). Intangibility increases the importance
of the tangible elements available to the customer as indirect indicators of quality (Aubert-Gamet & Cova, 1998). The search for
quality indicators (called by many scholars cues) during the purchasing process is, therefore, challenging and all the material elements, including physical environment, affect the formation of
expectations and perceptions. The cues could be color, music and
sounds, lighting, space and function, layout and design, artefacts
and plants. All of these are especially important in the context of
spas, for example. According to Bitner (1992), the physical environment has effects on individual (consumers and personnel)
behavior, interactions, cognitive and emotional responses of customers, and level of overall customer satisfaction (Ferrari, 2015).
They are an important component of the offer in wellness tourism (Correia Loureiro, Almeida, & Rita, 2013).
To program innovations strategically, managers have to identify the most important cues for their customers. The cues, consciously or unconsciously perceived by the consumer through the
sensory system, are contained in all the service components that
can be perceived or experienced by customers while in contact
with the company. They transmit messages directly or indirectly
and can, therefore, be considered as drivers of experience
(Carbone, 2004). Cues are mostly found in the physical environment and in the behavior and attitude of the front-line personnel.
There are two categories of cues related to consumption experiences: the signals relating to the functionality and reliability of
the service offered and those that refer to the emotional experience of consumption (Berry et al., 2002).
A consequence of inseparability of services is perishability. In
fact, as production and consumption are simultaneous, it is
impossible to store services to make the supply more ﬂexible and
adapting it to irregular demand ﬂows. For all of these reasons it
appears impossible to speak of innovation in the service sector
solely adapting the models used in manufacturing, even if this
has been attempted since the 1980s when they began to study
service innovation. In those early years, in fact, some researchers
decided to study technical innovations in services by means of the
same instruments created to understand the production processes
of goods (Salter & Tether, 2006; Wernz et al., 2014). However,
the ﬁrst to underline the differences between services and goods
production was Barras (1986), who observed that while in manufacturing the innovation pattern is normally focused ﬁrst on products and later on processes, in services it is the contrary. In fact,
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in this second case, the earlier emphasis is on delivery processes
(often using ICT to improve efﬁcacy) and only subsequently the
attention is switched to offered products (trying to improve them
through learning and customization activities).
In addition, because of the high degree of heterogeneity in the
service sector it is impossible to speak of a unique innovation pattern. Lovelock (1984) created a model that is based on the newness of the offer or of the delivery process. It describes the
different categories of new services, distinguishing between radical
innovations (new services, start-up businesses and major innovations) and incremental innovations (service line extensions, service
improvements, and style changes). However, although the management of new service development (NSD) has become an important competitive element in many service industries (Fitzsimmons &
Fitzsimmons, 2000; Johnson, Menor, Roth, & Chase, 2000;
Menor, Tatikonda, & Sampon, 2002), it is still among the least
studied subjects in service management literature.
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Service Innovation in Spas, Wellness
and Medical Tourism
Many of the generic models that have been developed for the services sectors can be applied and adapted to the spa, wellness and
medical tourism sectors. Table 1 shows how new services can be
classiﬁed in this ﬁeld.
Kozak and Gürel (2015) make the point that service innovation improvements are often likely to be small but continuous
rather than completely new and radical, especially in the service
sector; for example, hospitality, because this approach costs less
and is less risky. Service innovations are therefore frequently
small and continuous changes to service delivery rather than the
creation of totally new services (Hertog et al., 2010; Sundbo,
1997). For this reason, scholars say that in service sectors innovation is incremental more than radical and although more services
are becoming standardized and high-tech, the changes will give
birth to innovations that can create new markets (Berry,
Shankar, Parish, Cadwallader, & Dotzel, 2006). As stated by
Berry et al. (2006) innovations creating new markets differ from
others in terms of two variables: the type of offered beneﬁt and
the degree of service “separability.” As for the ﬁrst aspect, the
innovation can be related to the offer of a new core beneﬁt or to
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Table 1. Classiﬁcation of New Services: Wellness and Spa
Examples.
Type of
Innovation

Description

Wellness/Spa Examples

Radical innovations
Major innovation New services for markets as yet
undeﬁned; innovations usually
driven by information and
computer-based technologies

Introduction of wearable/
hearable technology to
health, wellness

Start-up business

New services in a market that is Creation and introduction
of a spa brand for Evian
already served by existing
services

New services for
the market
presently served

New service offerings to existing Healthy food/drink
suggestion in a weekly
customers of an organization
alert to members
(although the services may be
available from other companies)

Copyright © 2016. Emerald Publishing Limited. All rights reserved.

Incremental innovations
Service line
extensions

Augmentations of the existing
service line such as adding new
menu items, new routes, and
new courses

Introduction of a spa
journey for men (eforea
by Hilton).

Service
improvements

Changes in features of services
that currently are being offered

Introduction of new (e.g.,
green skincare) brand to
the spa menu

Style changes

Modest forms of visible changes Changing the visual brand
elements (e.g., SpaFinder)
that have an impact on
customer perceptions, emotions,
and attitudes, with style changes
that do not change the service
fundamentally, only its
appearance

Source: Adapted from Menor et al. (2002).

a new beneﬁt in the delivery process. The second aspect is related
to the degree of “separability,” which depends on the need for
the customer to be present during the service encounter or not. In
fact, some services could be delivered remotely (i.e., online shopping, telemedicine), while for others, such as wellness and spa
tourism services, it is impossible. Combining these two dimensions Menor et al. (2002) created a matrix (Figure 1) that managers can use to understand better how and where to invest in
innovation to gain a durable competitive advantage. However,
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Figure 1. The Four Types of Market-Creating Service Innovations. Source:
Adapted from Berry et al. (2006).

they have to take into consideration the fact that service innovations are more easily imitated, so they spread more rapidly and,
for this reason, normally are less proﬁtable (Boone, 2000).
In the matrix, the “Flexible Solutions” cell represents the case
of high separability services and innovations in terms of a new
core beneﬁt. In this situation the service can be consumed in a different moment and place from that of production. In the case of
the “Controllable Convenience” cell separability is also high, but
the innovation is present in the delivery processes creating new
markets and offering clients better ways to reach and use the
service. Normally these innovations are based on new technologies or a creative design of the delivery process. The cell of
“Comfortable Gains” comprises services in which consumption
and production are simultaneous and the innovations are focused
on a new core beneﬁt. The aim is to provide new experiences to
customers with higher quality standards in terms of comfort or
emotions, to differentiate the offer. The last cell is that of
“Respectful Access.” It is related to inseparable services and innovations in terms of a new delivery beneﬁt. In this case the ﬁrms
know that the customer will be there during the production and
consumption processes. These ﬁrms show respect for their customers’ time and presence, offering easier access, a good layout and
location, minimum waiting times, parking, good signage, and
more competent, motivated, and empathic contact-personnel.
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The spa and wellness industry is not exempt from market
innovations that can enhance guest experiences (as well as creating market advantage for service providers). The authors of this
chapter adapted the four market-creating service innovations to
the wellness and spa industry. There are several good examples
that represent the innovative nature of the industry.
In terms of Flexible Solutions the introduction of so-called
“wearables” has changed how customers gain the beneﬁts of
using the service regardless of where they actually are (e.g., for
tourists too). The wearables (as wareable.com, 2016 states) tap
into the connected self  they are laden with smart sensors, and
make use of a web connection, usually using Bluetooth to connect wirelessly to a smartphone. They use these sensors to connect to a person, and they help them to achieve goals such as
staying ﬁt, being active, losing weight, or being more organized
This new technology is used primarily in the wellness and ﬁtness
world. These wearables collect, monitor, and analyze information and the users are free from the constraints of time and place.
In the domain of Controllable Convenience the wellness and
medical world can beneﬁt from several e-health solutions. E-health
(according to WHO, 2016) is the transfer of health resources and
healthcare by electronic means, for example, E-health portals like
eHealth Ontario (2016). E-health from the customers’ perspective
has several areas such as the delivery of health information for
health consumers (and health professionals). E-health can improve
public health services in general and at personal level. E-health
solutions can provide users with the freedom of having access to
health, wellness-related information and recommendations anytime they look for them (including on holiday). Another example
is a wellness center (e.g., in hotels) that are open 24/7. These provide guests with the ﬂexibility that business guests especially
appreciate.
The wellness and spa world has been creating more and
more experiences that can be categorized as Comfortable Gains.
Signature treatments or fusion services are essential elements of
creating unique and competitive brand and customer experiences.
The 2015 IWSTM data (as discussed in more depth in the latter
part of this chapter) showed that every third wellness and spa
facility has already created at least one signature treatment or service (TOHWS, 2015). Most of these treatments are tailor-made
for the guest or co-created involving the guest actively in the
delivery, thus enhancing the guest experience to the maximum.
The data considered many cases from Asia, where wellness and
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spa providers created so-called “Myspa experiences” which are
tailor-made, special massages and treatments which are delivered
in the guests’ own villas. Spa therapists are exploring how guests
can take an active role in the service delivery, for example, providing alternatives for scents, music or oils to be used for a speciﬁc treatment. Guests can decide which of the various alternatives
they prefer for the selected treatment.
The Respectful Access innovation category also contains
examples from the wellness and spa world. The rather successful
US company Massage Envy introduced a compelling value proposition to prospective clients. The massage salons were located
in strip malls. Thus, the service moved to the location where the
potential clients are already and with competitive pricing strategies (e.g., standard memberships) could make the beneﬁts of regular massages available and accessible both to traditional as well
as new segments. Another example was the Urban Massage company (London, the United Kingdom), which offered short massages to men, but not at salons or spas but where men tend to be,
that is, in pubs!
Health, wellness and medical tourism enterprises generally
offer highly inseparable services. In the last decades, companies
in these sectors were looking for innovations creating new markets both in terms of new core and delivery beneﬁts. In fact, these
are mature and saturated markets often in the last stage of their
life cycle. Traditional sauna visits in certain countries, such as
Germany or Austria could be considered saturated services. The
innovation here therefore was the incorporation of entertainment
and shows to sauna visits (e.g., Wellness and Spa Resort
Quellenhof in South Tirol). Now, the entertainment factor (e.g.,
Aufguss or sauna ceremonies) is an essential element to most
sauna worlds in these countries. Sauna masters even compete at
the European Sauna Master Championships, which are held in
spa resorts. However, it is still necessary to try to develop even
further and to look for new customers and markets through service and delivery innovations. Today, when studying these industries, it is possible to see that innovations had signiﬁcant effects
in both directions, moving towards an enlargement of the range
of offered services, a quality improvement, a higher level of customer satisfaction through new ways of delivering existing services, the creation of new markets with innovative offers, and the
attraction of new clients, also by means of technological innovations. The incorporation of local elements (e.g., natural assets,
herbs, stones, etc.) to the wellness or spa provision is currently
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one common form of innovation. For example, adding ginseng to
thermal waters is one of the ways thermal facilities in South
Korea translate the innovation to their guests. In the South
Korean culture and tradition ginseng has several favorable qualities which then being combined with thermal water creates a
rather special and memorable guest experience.
Deesomlert and Sawmong (2013) undertook research on
spas in Thailand. The ﬁndings revealed that market orientation
factors, service orientation factors, organizational factors, and
service innovation factors were factors inﬂuencing the business
performance of spas for health in Thailand. They found that
market orientation factors were the most important, followed by
service orientation factors, organizational factors and service
innovation factors, respectively. Regarding service innovation,
the executives interviewed in their research mentioned giving
superior customer beneﬁt as the most important, followed by
continuous operational innovation, customer experience management, investment in employee performance, and price competition/
affordability. They stated that the ﬁndings were consistent with
the research of Berry et al. (2006). They found that service innovation was a combination of technology innovation, business
model innovation, organizational social innovation, and demand
innovation in added value in the aspect of services and creating
new service systems. In addition, their ﬁndings are also consistent
with the ﬁndings of Eisingerich et al. (2009), who studied service
innovation management and the relationship between the organizations affecting business performance.
Berry et al. (2006) suggest that medical services are a prime
example of where service innovation is extremely important. The
reasons they give are because service delivery staff are central to
the customer experience; secondly, the customer has to be physically present; thirdly, there is usually no tangible product or
brand name attached. The exception may be branded spa products (e.g., cosmetics) or famous hotel chains with spas.
Healthcare is typically an inseparable service and Berry et al.
(2006) give the example of transforming a hospital emergency
room (ER) experience into a calmer and more comforting one by
improving the waiting room, facilitating patient registration,
using electronic information boards, etc. Wu (2013) suggests that
hospitals need to take more inspiration from hotels enhancing
not only the physical environment and design, but also the service quality. This can include hotel-like rooms and catering, welcoming lobbies, social, communal and green spaces, as well as
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concierge or guest services. He suggests that spas and wellness
centers could also be located in hospitals to offer a variety of beneﬁts to many user groups or organizations. This can optimize
patient healing, as well as providing treatments for employees,
for example. Wernz et al. (2014) quote the example of
Bumrangrad International Hospital in Bangkok, Thailand as an
example of a hospital that has adopted practices which are
usually found only in hospitality and other service sectors. This
includes the customer experience for non-medical services (e.g.,
food, shops, and accommodation). The case study below gives
the example of Pärnu Hospital in Estonia, which is especially
innovative and is also starting to attract medical tourists as well
as local resident patients.

Copyright © 2016. Emerald Publishing Limited. All rights reserved.

Case Study: Pärnu Hospital, Estonia
It was just recently (last century) when hospitals were terrifying places for the patients with blank gray walls and long
empty hallways. Medical personnel were dressed in white
and unknown activities were going on behind closed doors
and operating rooms. The whole atmosphere was not welcoming and calming, instead it added stress to the worrying
patient. Luckily, innovative visionaries started to see that
hospitals can no longer proceed like that, things have to
change.
The modern concept of a hospital is to make patients feel
more like at home in a somewhat welcoming place which
supports the healing process rather than making the condition even worse. Foundation Pärnu Hospital is one of the
excellent examples from Estonia where creation of a welcoming atmosphere is a major part of the customer journey.
How is this done? Firstly, the need for doing so has to be
deﬁned, recognized and accepted by the managing board
and only then can it be carried out by employees in charge
of PR and all the others. Actually, the main reason people
are in healthcare is their willingness to help and provide
good care for the ones in need.
Modern hospitals provide services that help the customers
take care of themselves before they get sick and need to see
(continued)
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a doctor. For this purpose, Pärnu Hospital has opened just
recently a Rehabilitation and Well-Being Center, where one
can enjoy the calming and soothing effect of water therapies
and exercise their body with professional physiotherapists
and trainers. They can calm their mind in a relaxation
room while sitting in a massage chair and enjoy the positive
effects of light therapy.
When talking about a hospital, concerts and educational
exhibitions are not the ﬁrst activities that come to mind,
but this is exactly what is done in Pärnu Hospital.
Customers come to the hospital usually with some health
problem and while waiting for their appointment they have
an amazing chance to enjoy a wide variety of arts exhibitions. We are collaborating with different embassies whose
photo exhibitions are taking our customers on a journey to
different countries, may it be China, Hungary, Sweden, the
United States or Austria. In addition to that, we collaborate
with local and international artists, whose work touches the
hearts of many. Over the span of one year we have had
more than twenty exhibitions in four different areas of the
hospital.
Concerts, dance shows and different plays in the main
entrance foyer and our conference room bring joy and
musical experiences and help to forget about problems even
for 30 minutes. Usually, there are more than thirty performances in a year. Last year, one of the most popular and
fascinating concerts was a Tibetan yogi’s mantra concert.
On a regular day, there is always calming music playing in
the background as part of the musical therapy.
The above mentioned cannot be carried out without people,
who are the most important resource in healthcare. It is
truly vital that most of the employees understand the main
idea and the concept of a modern hospital where patients
are more like customers with whom we collaboratively take
care of their health and well-being.
(Case study by Errit Kuldkepp, Marketing Specialist, Pärnu
Hospital, 2016)
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Borg, Gratzer, and Ljungbo (2014) state that a consequence
of increased competition in global medical tourism is the need to
specialize in hospitals, clinics, and medical research institutes.
Innovation is described as being different from invention, as it
also includes seeing how new ideas come into use through actual
implementation. This might involve interconnections between
activities, organizations, research, development, production and
marketing, as well as between producers and end users.
Innovation in the medical sector can be a lengthy process because
of safety and regulation, as well as funding for research or new
technology. So-called “smart specialization” is advocated as an
approach for increasing competitiveness in the international medical tourism arena. Midtkandal and Sörvik (2012) describe smart
specialization as “a strategic approach to economic development
through targeted support for research and innovation. It involves
a process of developing a vision, identifying the place-based areas
of greatest strategic potential, developing multi-stakeholder governance mechanisms, setting strategic priorities and using smart
policies to maximize the knowledge-based development potential
of a region” (p. 1).

RESEARCH DATA ON SPAS, WELLNESS AND MEDICAL TOURISM
EXPERIENCES
As mentioned earlier in the chapter, data was collected in 2014
by the authors for the Tourism Observatory for Health Wellness
and Spa (published in 2015) in order to identify the role tourism
and tourists play at various spa and wellness facilities worldwide.
Data was collected from 17 different types of spa and wellness
facilities from 56 countries. (e.g., including all kinds of spa, wellness hotels, and retreats). An online questionnaire was distributed
using an existing database of co-operating industry partner associations, chains, and individual operators. Information was collected from three major demand segments: local customers,
domestic tourists, and international tourists. The whole data set
is not presented here, but instead those parts that are most relevant to spa and wellness service innovation and tourist experiences. This data can give important insights into which types of
innovation are the most important from different points of view,
for example, that of clients and that of managers, and to understand if there is a gap and if so, what type? Such data is useful to
inform operators of trends in customer preferences and can be
essential to service innovation and experience creation in the
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future. In fact, in many cases, managers do not have a clear
vision of their customers’ expectations and levels of satisfaction
referring to the various elements of offered services in terms of
core beneﬁts and delivering processes. For this reason, sometimes
they invest in elements that are less important than others for the
customers and less effective in terms of competitiveness. It could
be an interesting starting point for future in-depth research on
this subject.
One of the most interesting ﬁndings from this research concerns motivations of the tourists. Treatments remain the most
important motivation for international guests. Location is also
a relevant factor for international/foreign guests. Somewhat
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unexpectedly, technology, design, or fashion have no real impact
on motivation and decision making. This is a very telling ﬁnding
since many facilities keep investing large sums into technology/
equipment and/or design in the hope of attracting more guests
(Figure 2).
There are relatively few differences between the three guest
groups when popular services were asked about. Massages were
the most popular services on offer in wellness and spa facilities.
International guest data showed an interest in medical services at
wellness and spa facilities. Lifestyle-oriented services are also
popular (Figure 3).
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Figure 3. Most Popular Services in Spas and Wellness Centers.
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In cases where spa and wellness services are not the core service, it is important to consider which guest services can be packaged with spa and wellness. Weddings/honeymoons, beach, or
golf have traditionally been common complementary services, as
well as skiing packages in winter. It can be seen from Figure 4
that several other services are also popular, such as cultural activities or adventure.
Signature treatments and services are essential elements of
creating unique and competitive brands and customer experiences. More than a third of the respondents from spas and wellness facilities have already created at least one signature
treatment or service (Figure 5).
Complementary Services
Conferences, congresses, business
meetings

54%

Wedding/honeymoon

39%

Events & Festivals

44%

Culture & Heritage

29%

Golf

32%

Copyright © 2016. Emerald Publishing Limited. All rights reserved.

Sea

29%

Adventure activities

27%

Mountain activities
Eco activities

20%
5%

Religion/spiritual sites and events

15%

River/lake activities
Skiing

7%

Horse riding
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Africa

Very diversified: rituals, massages, detox treatments based on
local ingredients

The Americas

Mainly rituals, based on global brands, plus energizing
massages, welcome packages
Mud treatments
Ayurvedic treatments

Asia

Mainly complex rituals (e.g. wraps, massages, scrubs, facials).
My spa experiences (special massage, treatments in own villas),
as well as energizing treatments based on local products and
specialities.
Luxury services, e.g., pearl powder

Australia/New
Zealand

Mud and bath therapies based on local resources as well as
underwater massages
Indigenous Aboriginal massage techniques

Europe

Local resources in treatments: Amber, thermal water, mud,
Nordic plants
Holistic treatments: co-listening

Middle-East

Local traditions incorporated: Camomile, mint
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Figure 5.
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Signature Treatments by Region.

There is a clear shift in the market to natural resources with
proven impacts and evidence (Figure 6).
It can be seen from this data that there were a few surprises
even for the operators of spas and wellness services, who might
have imagined that some aspects of innovation (e.g., design and
technology) would be more important for the creation of guest
experiences. Although most facilities have developed signature
treatments, they do not seem to be as popular with guests as
operators imagined. Although massages are still the most popular
service, guests may not be inclined to try out new types of signature massages, especially if they are signiﬁcantly more expensive.
On the other hand, operators may not have anticipated that evidence-based medical services and natural and local resources and
therapies would become so popular, as well as lifestyle and holistic services. This information gives important insights into customer preferences and current and future trends, which is essential
for operators trying to create innovative, unique, and competitive
customer services.
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Figure 6.
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Services Becoming Popular in Spas and Wellness Facilities.

Conclusion
The inseparable nature of the spa, wellness and medical tourism
sectors means that it is especially important to consider service
innovation in the creation of guest experiences. Treatments and
therapies depend on close interaction with healthcare practitioners and therapists, and they are essential to the quality of the
service delivery. More recent models of delivery include strong
elements of co-creation with tailor-made packages and
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treatments. “Comfortable gains” mean that customers are more
and more involved in their own experience creation. Although
the research data suggested that technology might not be as
important as operators imagined, “ﬂexible solutions” (e.g., wearables) are becoming more and more sophisticated and can easily
be used on holiday as well as at home. “Controllable convenience” also means that tourists are never far from speciﬁc medical
advice, even when away from home. There are also signiﬁcant
efforts being made to make the medical experience more
comfortable and less anxiety-inducing. The servicescape can be
of considerable importance for spas, wellness and medical facilities, and even though the research data suggested that design
may not be as important as operators thought, the atmosphere of
spas and wellness facilities depends very much on highly subjective and intangible elements such as design, light, color, scent,
and music. Although Deesomlert and Sawmong’s (2013) research
on spas suggested that service innovation factors are not as
important as market orientation factors, service orientation factors or organizational factors, it can be seen from this chapter
that service innovation nevertheless play an extremely signiﬁcant
role in the (co)creation of spas, wellness and medical tourist
experiences.

References
Aubert-Gamet, V., & Cova, B. (1998). Servicescape: From modern non-places to
postmodern common places. Journal of Business Research, 44, 3745.
Barras, R. (1986). Towards a theory of innovation in services. Research Policy,
15(4), 161173.
Berry, L. L., Carbone, L. P., & Haeckel, S. H. (2002). Managing customer
experience. MIT Sloan Management Review, 43(3), 8589.
Berry, L. L., Shankar, V., Parish, J. T., Cadwallader, S., & Dotzel, T. (2006).
Creating new markets through service innovation. MIT Sloan Management
Review, 47(2), 5663.
Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on customers and employees. Journal of Marketing, 56(April), 5771.
Boone, T. (2000). Exploring the link between product and process innovation in
services. In J. A. Fitzsimmons & M. J. Fitzsimmons (Eds.), Service development.
Creating memorable experiences (pp. 92110). London: Sage.
Borg, E. A., Gratzer, K., & Ljungbo, K. (2014). Innovation and specialization
strategies in medical tourism: Evidences from Europe. 4th annual international
conference on business strategy and organizational behaviour. GSTF, 4750.

<i>The Handbook of Managing and Marketing Tourism Experiences</i>, Emerald Publishing Limited, 2016. ProQuest Ebook
Central, http://ebookcentral.proquest.com/lib/hesso/detail.action?docID=4717082.
Created from hesso on 2019-10-22 01:12:14.

318

MELANIE KAY SMITH ET AL.

Carbone, L. P. (2004). Clued in: How to keep customers coming back again and
again. Upper Saddle River, NJ: FT Prentice Hall.
Correia Loureiro, S. M., Almeida, M., & Rita, P. (2013). The effect of atmospheric cues and involvement on pleasure and relaxation: The spa hotel context.
International Journal of Hospitality Management, 35, 3543.
Deesomlert, S., & Sawmong, S. (2013). Factors inﬂuencing service innovation
and business performance of spa for health in Thailand: Empirical study.
International Journal of Business, Marketing, and Decision Sciences, 6(1),
136156.
eHealth Ontario. (2016). Retrieved from https://www.ehealthontario.ca/portal/
server.pt/community/home/3090. Accessed on February 14.
Eisingerich, A. B., Rubera, G., & Seifert, M. (2009). Managing service innovation and interorganizational relationships for ﬁrm performance to commit or
diversify? Journal of Service Research, 11, 344356.
Engen, M., & Magnusson, P. (2015). Exploring the role of frontline employees
as innovators. The Service Industries Journal, 35(6), 303324.
Ferrari, S. (2015). Experiential tourist products: The role of servicescape. In
N. Ryan (Ed.), Emerging innovative marketing strategies in the tourism industry
(pp. 211230). Hershey, PA: IGI Global.
Ferrari, S., Puczkó, L., & Smith, M. (2014). Co-creating spa customer experience. In J. Kandampully (Ed.), Customer experience management: Enhancing
experience and value through service management (pp. 187203). Dubuque, IA:
Kendall Hunt.
Firat, A. F., Dholakia, N., & Venkatesh, A. (1995). Marketing in a postmodern
world. European Journal of Marketing, 29(1), 4056.

Copyright © 2016. Emerald Publishing Limited. All rights reserved.

Fitzsimmons, J. A., & Fitzsimmons, M. J. (Eds.). (2000). Service development.
Creating memorable experiences. London: Sage.
Grissemann, U. S., Pikkemaat, B., & Weger, C. (2013). Antecedents of innovation activities in tourism: An empirical investigation of the alpine hospitality
industry. Tourism, 61(1), 727.
Hertog, P. D., Van der Aa, W., & de Jong, M. W. (2010). Capabilities for managing service innovation: Towards a conceptual framework. Journal of Service
Management, 21(4), 490514.
Johnson, S. P., Menor, L. J., Roth, A. V., & Chase, R. B. (2000). A critical evaluation of the new service development process: Integrating service innovation
and service design. In J. A. Fitzsimmons & M. J. Fitzsimmons (Eds.), Service
development. Creating memorable experiences (pp. 132). London: Sage.
Kozak, M. A., & Gürel, D. A. (2015). Service design in hotels: A conceptual
review. Tourism Review, 63(2), 225240.
Lovelock, C. H. (1980). Towards a classiﬁcation of services. In C. Lamb &
P. Dunne (Eds.), Theoretical developments in marketing (pp. 7276). Chicago,
IL: American Marketing.
Lovelock, C. H. (1984). Developing and implementing new services. In
W. R. George & C. E. Marshall (Eds.), Developing new services (pp. 4464).
Chicago, IL: American Marketing Association.

<i>The Handbook of Managing and Marketing Tourism Experiences</i>, Emerald Publishing Limited, 2016. ProQuest Ebook
Central, http://ebookcentral.proquest.com/lib/hesso/detail.action?docID=4717082.
Created from hesso on 2019-10-22 01:12:14.

Service Innovations and Experience Creation

319

Menor, L. J., Tatikonda, M. V., & Sampon, S. E. (2002). New service development: Areas for exploitation and exploration. Journal of Operations Marketing,
20, 135157.
Midtkandal, I., & Sörvik, J. (2012). What is smart specialisation? Nordregio
News Issue 5. Retrieved from http://www.nordregio.se/en/Metameny/NordregioNews/2012/Smart-Specialisation/Context. Accessed on January 20, 2016.
Normann, R. (2000). Service management: Strategy and leadership in service
business (3rd ed.). Chichester: Wiley.
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of
service quality and its implications for future research. Journal of Marketing,
49(4), 4150.
Pine, B., & Gilmore, J. (1999). The experience economy: Work is theatre &
every business stage. Boston, MA: Harvard Business School Press.
Salter, A., & Tether, B. S. (2006). Innovation in services through the looking
glass of innovation studies. Background paper for Advanced Institute of
Management (AIM) Research’s Grand Challenge on Service Science.
Shostack, G. L. (1977). Breaking free from product marketing. Journal of
Marketing, 41(April), 7380.
Sundbo, J. (1997). Management of innovation in services. The Service Industries
Journal, 17(3), 432455.
TOHWS. (2015). International wellness & spa tourism monitor. TOHWS.
Retrieved from https://drive.google.com/ﬁle/d/0Bzev74rN3_ysdUVHWlRHRzJn
WDhPZjRrOERRR2ltaE1rNE1Z/view?pli=1. Accessed on February 14, 2016.

Copyright © 2016. Emerald Publishing Limited. All rights reserved.

Wareable.com/. (2016). Retrieved from http://www.wareable.com/wearabletech/what-is-wearable-tech-753. Accessed on February 14.
Wernz, C., Thakur-Wernz, P. T., & Phusavat, K. (2014). Service convergence
and service integration in medical tourism. Industrial Management & Data
Systems, 114(7), 10941106.
WHO. (2016). E-Health. Retrieved from http://www.who.int/trade/glossary/
story021/en/. Accessed February 14.
Wu, Z. (2013). The application of hospitality elements in hospitals. Journal of
Healthcare Management, 58(1), 4762.

<i>The Handbook of Managing and Marketing Tourism Experiences</i>, Emerald Publishing Limited, 2016. ProQuest Ebook
Central, http://ebookcentral.proquest.com/lib/hesso/detail.action?docID=4717082.
Created from hesso on 2019-10-22 01:12:14.

Copyright © 2016. Emerald Publishing Limited. All rights reserved.

This page intentionally left blank

<i>The Handbook of Managing and Marketing Tourism Experiences</i>, Emerald Publishing Limited, 2016. ProQuest Ebook
Central, http://ebookcentral.proquest.com/lib/hesso/detail.action?docID=4717082.
Created from hesso on 2019-10-22 01:12:14.

