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Abstract 
 

Wellness tourism is increasingly recognized as a sector that intersects personal well-being with sustainable tourism goals. This study 

examines the links between environmental sensitivity, tourist engagement, satisfaction, loyalty, and life satisfaction, focusing on wellness 

tourists in Greece. A structured survey was conducted to 487 visitors who had engaged in wellness tourism activities during the peak 

season. Key constructs were measured through validated scales, and the hypothesized relationships were tested using linear regression 

analysis. Findings reveal that environmentally sensitive tourists report higher satisfaction with wellness tourism and stronger loyalty inten-

tions, underscoring the role of sustainability values in shaping consumer behavior. Frequent participation not only strengthens loyalty but 

also significantly enhances life satisfaction, suggesting that ongoing engagement produces cumulative well-being benefits. Moreover, sat-

isfaction with wellness tourism positively predicts life satisfaction, confirming a spillover effect from tourism experiences to broader 

quality-of-life assessments. The results position wellness tourism as a strategic tool for sustainable development, capable of fostering 

ecological responsibility while delivering meaningful well-being outcomes. For Greece, leveraging its natural assets and wellness heritage 

through sustainable practices and loyalty-building strategies offers a competitive pathway to becoming a leading Mediterranean wellness 

destination. This research advances understanding by integrating environmental psychology, tourism behavior, and well-being theory into 

a unified empirical model, offering both conceptual insights and practical guidance for developing sustainability-aligned wellness tourism. 
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1. Introduction 

In recent years, wellness tourism has emerged as a dynamic and rapidly expanding sector, driven by shifting values toward personal well-

being, health optimization, and sustainable lifestyles (Voigt & Pforr, 2014). As travelers increasingly seek experiences that promote both 

physical and psychological health, the wellness tourism market has grown to encompass a broad spectrum of services, ranging from spa 

treatments and mindfulness retreats to nature-based experiences and integrative health practices (Smith & Puczkó, 2014). This evolving 

form of tourism not only reflects changing consumer behavior but also raises significant questions about its contribution to broader sus-

tainability agendas (Drosos & Skordoulis, 2018). 

Although wellness tourism has traditionally been framed in terms of individual health and leisure (Steiner & Reisinger, 2006), recent 

scholarship emphasizes its potential to align with sustainable development principles. Specifically, the growing intersection between well-

ness tourism and environmentally conscious behavior has introduced a more nuanced understanding of this niche, positioning it as a vehicle 

for promoting sustainable consumption and responsible travel (Chen & Liu, 2025; Han et al., 2018). In this light, tourists’ environmental 

sensitivity, their patterns of engagement in wellness experiences, and the associated psychological outcomes, such as life satisfaction, 

emerge as key dimensions that warrant empirical investigation. 

Environmental sensitivity, which is broadly defined as an individual’s concern for ecological issues and willingness to support pro-envi-

ronmental behaviors, is found to influence tourist decision-making and preference formation (Chiu et al., 2014; Kang & Moscardo, 2006). 

In the context of wellness tourism, it is argued that individuals with high environmental values are more likely to select destinations and 

services that reflect sustainable practices and low-impact experiences (Han & Kim, 2010). Moreover, such environmentally oriented indi-

viduals often exhibit higher levels of satisfaction and loyalty when these values are reinforced by the tourism experience (Boley & Uysal, 

2013). These findings suggest that environmental sensitivity is not only a predictor of initial engagement but also a determinant of long-

term commitment to wellness travel. 

http://creativecommons.org/licenses/by/3.0/
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Simultaneously, the frequency of participation in wellness tourism has been linked to enhanced subjective well-being and life satisfaction. 

According to Ryan & Deci (2001), recurring involvement in health-promoting travel can cultivate enduring benefits that extend beyond 

the trip itself, contributing to an overall sense of vitality and psychological balance. These effects are particularly relevant in the post-

pandemic era, where travel is increasingly perceived as a means of recovery and resilience (Chen & Petrick, 2013). Life satisfaction, 

therefore, serves as a critical outcome variable that encapsulates the broader impacts of wellness tourism at the individual level. 

Despite this emerging theoretical foundation, empirical research examining the behavioral and psychological underpinnings of wellness 

tourism in relation to sustainability remains limited, especially within Mediterranean contexts such as Greece. This study seeks to address 

this gap by empirically examining three interrelated constructs: environmental sensitivity, tourist engagement (frequency of participation), 

and life satisfaction. Through this lens, the paper aims to identify whether wellness tourism practices are correlated with sustainable devel-

opment values. 

The significance of this research lies in its integrated approach to wellness tourism as both a personal and socio-environmental phenome-

non. While prior studies have addressed the psychological benefits of wellness travel or the role of environmental values in tourism behav-

ior (Han et al., 2018), few have simultaneously examined how these constructs interact within a unified framework that links environmental 

sensitivity, tourist engagement, and life satisfaction. Even fewer studies have sought to empirically validate these relationships through 

robust statistical modeling in real-world tourism settings. By addressing these conceptual and methodological gaps, the present study 

introduces a novel behavioral model that reflects the multidimensionality of wellness tourism as a sustainability-aligned travel practice. 

Furthermore, this research provides timely insights in the context of Greece, a country with growing strategic interest in positioning itself 

as a leading destination for wellness and medical tourism (Tsekouropoulos et al., 2024). Despite its rich natural landscapes, therapeutic 

heritage, and increasing investment in wellness infrastructure, the Greek tourism sector remains underexplored in academic literature con-

cerning sustainable behavioral patterns among wellness travelers. By focusing on wellness tourism practices in Greece, this study not only 

enriches the international discourse with evidence from a Mediterranean context but also offers region-specific implications for tourism 

development, environmental policy, and public health promotion. 

From a theoretical standpoint, the research advances existing models of sustainable tourism behavior by integrating constructs from envi-

ronmental psychology, tourism marketing, and well-being science. At the same time, its empirical focus on psychological variables such 

as environmental sensitivity and life satisfaction enhances our understanding of the micro-level mechanisms that may underpin broader 

sustainability goals, particularly in tourism segments that are often overlooked in mainstream sustainable tourism debates. 

In terms of practical contribution, the findings of this study provide destination managers, wellness providers, and policymakers with 

actionable knowledge on how to design and promote wellness experiences that not only meet consumers’ expectations for well-being but 

also foster deeper ecological awareness and responsible consumption habits. In this way, wellness tourism is not merely positioned as a 

response to individual lifestyle trends, but as a strategic component in the sustainable transformation of tourism economies. 

2. Literature review and research hypotheses development 

2.1 Environmental sensitivity in wellness tourism 

Environmental sensitivity, broadly conceptualized as an individual’s awareness of environmental issues and their willingness to engage in 

behaviors that support ecological preservation, has been widely recognized as a determinant of sustainable consumption patterns (Chiu et 

al., 2014; Dunlap et al., 2000). Within the tourism literature, environmental sensitivity is often discussed in connection with pro-environ-

mental behavior and responsible travel choices (Higham & Cohen, 2011). Tourists with heightened environmental sensitivity tend to be 

more selective in choosing destinations and services that align with low-impact practices, renewable resource use, and preservation of 

natural and cultural assets (Boley & Uysal, 2013; Han & Kim, 2010). 

In the context of wellness tourism, environmental sensitivity assumes particular significance. Wellness tourism experiences frequently 

depend on pristine natural settings, clean air and water, and access to landscapes conducive to restorative and health-promoting activities 

(Voigt & Pforr, 2014). Eco-friendly spa resorts, yoga retreats in natural environments, and wellness programs integrated into protected 

areas are examples where the quality of the experience is inherently linked to the preservation of environmental integrity (Smith & Puczkó, 

2014). Consequently, environmentally sensitive individuals may perceive higher value and satisfaction in wellness tourism products that 

visibly embed sustainability into their design and delivery. This theoretical perspective underpins the following research hypothesis: 

H1: Environmental sensitivity positively affects satisfaction with wellness tourism. 

Empirical evidence supports the proposition that environmental sensitivity is positively associated with satisfaction levels in sustainable 

tourism experiences. Boley & Uysal (2013) demonstrated that when destination management strategies visibly align with tourists’ envi-

ronmental values, tourists report higher satisfaction and a greater sense of alignment between personal values and travel experiences. This 

alignment not only enhances satisfaction but can also foster stronger affective bonds between tourists and destinations (Han et al., 2018). 

Such bonds may translate into loyalty behaviors, including repeat visitation, positive word-of-mouth, and willingness to pay price premiums 

for experiences perceived as environmentally responsible (Skordoulis et al., 2024a).  

The implications of environmental sensitivity extend beyond satisfaction to the development of loyalty toward wellness tourism. Loyalty 

in tourism is often conceptualized as a multidimensional construct encompassing behavioral intention (e.g., revisit intentions), attitudinal 

commitment, and advocacy behaviors (Oppermann, 2000; Zhang et al., 2014). Environmentally sensitive tourists are more likely to demon-

strate these loyalty behaviors when their sustainability expectations are met or exceeded. This is particularly relevant for destinations 

aiming to cultivate niche markets in wellness tourism, where differentiation through sustainability credentials can strengthen competitive 

positioning. 

Furthermore, in linking environmental sensitivity to wellness tourism, recent scholarship has begun to consider the role of sustainable 

lifestyle orientations (Chen et al., 2023). Environmentally sensitive wellness tourists often integrate their travel choices into a broader 

pattern of sustainable consumption, encompassing food choices, mobility preferences, and resource use. As a result, their tourism behavior 

reflects not only hedonic motivations but also eudaimonic values where personal well-being is sought in conjunction with environmental 

stewardship (Brown & Kasser, 2005). This shift toward value-based consumption patterns aligns wellness tourism with the broader sus-

tainable development agenda. This relationship forms the theoretical basis for the following research hypothesis: 

H2: Environmental sensitivity positively affects loyalty to wellness tourism. 

In summary, environmental sensitivity represents a pivotal construct in understanding both satisfaction and loyalty within wellness tourism. 

The empirical and theoretical evidence suggests that wellness tourism providers and destination managers can enhance tourist satisfaction 

and long-term engagement by embedding tangible environmental practices into their offerings. By doing so, wellness tourism can not only 
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meet the experiential expectations of its clientele but also contribute to the transformation of tourism toward more sustainable and respon-

sible forms. 

2.2 Tourist engagement and behavioral outcomes in wellness tourism 

Tourist engagement, reflected through the frequency of participation in specific tourism activities, is a central behavioral construct in 

tourism studies. Engagement extends beyond mere participation; it encompasses an enduring relationship with the experience, repeated 

involvement, and an ongoing search for value within a particular form of tourism (Brodie et al., 2011). In the wellness tourism domain, 

engagement can manifest in recurrent visits to spa resorts, regular attendance at yoga or meditation retreats, or repeated participation in 

wellness programs designed to promote physical and mental well-being (Voigt et al., 2010). 

The frequency of participation serves as both an indicator and a driver of behavioral loyalty. The more frequently tourists engage with 

wellness experiences, the more likely they are to develop familiarity, emotional attachment, and a strong preference for the product or 

destination. This dynamic supports the following hypothesis: 

H3: The frequency of participation in wellness tourism positively affects loyalty to it.  

Empirical research on leisure and tourism behavior reinforces this relationship: repeat visitation is closely associated with satisfaction, 

perceived value, and a deepening sense of place attachment (Oppermann, 2000; Alegre & Juaneda, 2006). Such loyalty can be behavioral 

or attitudinal, in the form of recommending the experience to others and expressing a willingness to return despite competing alternatives 

or price increases (Zhang et al., 2014). 

The process by which repeated engagement translates into loyalty can be explained through the investment model of commitment (Rusbult, 

1980), which emphasizes satisfaction, perceived alternatives, and investment size as determinants of commitment. In wellness tourism, a 

higher frequency of participation can be seen as an increasing “investment” of time, resources, and personal identity into the experience. 

This investment often generates sunk costs, both tangible (e.g., financial) and intangible (e.g., emotional connections, skills developed), 

which increase the likelihood of continued engagement and loyalty. 

2.3 Life satisfaction as a psychological outcome of wellness tourism 

Life satisfaction is defined as a person’s global, cognitive appraisal of the quality of their life according to self-selected standards (Bowden, 

2009). It constitutes the evaluative component of subjective well-being and integrates both hedonic (pleasure, enjoyment) and eudaimonic 

(meaning, self-realization) dimensions (Ryan & Deci, 2001). Within tourism studies, travel has been shown to contribute to life satisfaction 

through psychological restoration, social connection, and opportunities for personal growth (Neal et al., 2004; Uysal et al., 2016). In 

wellness tourism, where experiences are explicitly designed to promote holistic health, life satisfaction is a particularly relevant down-

stream outcome. 

In this study, life satisfaction is conceptualized consistently with the Satisfaction With Life Scale (SWLS), which captures a stable, global 

evaluation rather than a transient affective state (Diener et al., 1985). We posit that wellness tourism can shape this global judgment via 

two complementary pathways: (a) the frequency of engagement in wellness experiences and (b) the evaluative satisfaction derived from 

those experiences. 

First, repeated engagement in wellness practices accumulates physiological and psychological benefits that extend beyond the travel con-

text (Voigt et al., 2011). The broaden-and-build theory (Fredrickson, 2001) provides a robust explanation: recurrent positive emotions 

elicited by restorative wellness experiences broaden momentary thought-action repertoires and, over time, build enduring personal re-

sources (e.g., emotion regulation, social bonds, health behaviors). These durable resources, in turn, are reflected in higher life satisfaction. 

Empirical work in leisure and health tourism corroborates that habitual participation in well-being activities relates to better stress man-

agement, healthier routines post-trip, and improved global life evaluations months after the experience (McCabe & Johnson, 2013; Voigt 

et al., 2011). Thus, the following research hypothesis is supported: 

H4: The frequency of participation in wellness tourism positively affects life satisfaction. 

Second, satisfaction with wellness tourism should also positively influence life satisfaction. Drawing on spillover theory (Sirgy et al., 

2011), positive evaluations in the leisure domain can transfer to broader life assessments when the experience is meaningful and aligned 

with personal values. Wellness travel is explicitly value-laden: it touches self-care, health goals, and identity work toward “living well.” 

When travelers perceive high service quality, authenticity, and goal attainment in wellness settings, these appraisals spill over into their 

global evaluation of life. Evidence from wellness and spa contexts indicates that satisfaction with program quality, staff competence, 

ambiance, and perceived health gains is associated with elevated post-visit life satisfaction (Chen & Petrick, 2013). This mechanism is 

further reinforced by the alignment between wellness experiences and eudaimonic well-being; experiences that support autonomy, compe-

tence, and relatedness tend to produce deeper, longer-lasting effects on life satisfaction (Ryan & Deci, 2001). 

Thus, the following research hypothesis is supported: 

H5: Satisfaction with wellness tourism positively affects life satisfaction. 

Importantly, the two pathways are interrelated rather than mutually exclusive. Higher frequency of participation often strengthens satisfac-

tion by fostering familiarity, realistic expectations, and perceived fit with one’s wellness goals; conversely, satisfying experiences motivate 

future engagement, creating a virtuous cycle that consolidates well-being gains (Alegre & Juaneda, 2006). From a destination and provider 

perspective, this implies that interventions encouraging regularized engagement (e.g., multi-visit programs, follow-up digital coaching, 

seasonal memberships) and experience quality (e.g., evidence-based treatments, personalization, tranquil and nature-connected settings) 

are likely to yield measurable improvements in visitors’ life satisfaction. 

3. Research methodology 

This study empirically tests a set of behavioral and psychological relationships in wellness tourism, focusing on the links between envi-

ronmental sensitivity, tourist engagement (operationalized as frequency of participation), satisfaction with wellness experiences, loyalty, 

and life satisfaction among visitors in Greece. The research adopts a quantitative, cross-sectional survey design to evaluate the following 

hypotheses developed in the literature review. 

Data were collected in Greece from July 1 to December 1, 2024, to capture current and diverse wellness behaviors. The target population 

comprised of tourists who engaged in wellness-related activities during their trip (e.g., spa treatments, thermal springs, yoga/meditation 

retreats, nature-based wellness, hotel wellness programs). To ensure respondents’ relevance to the constructs of interest, we used non-
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probability purposive sampling, while the questionnaire was distributed online at selected hotels with wellness facilities. The abovemen-

tioned non-probability purposive sampling technique was employed to ensure that participants had indeed engaged in wellness-related 

tourism activities. 

Inclusion criteria required that respondents (a) were 18+ and (b) had actually participated in at least one wellness activity during their trip. 

After data screening for completeness and logic checks, 487 valid questionnaires remained for analysis. 

A structured, closed-ended questionnaire was designed based on established scales and adapted to the wellness tourism context. The first 

part of the questionnaire referred to the demographics and trip profile. The next parts included the following constructs: 

1. Environmental sensitivity. Measured with items adapted from the New Ecological Paradigm (NEP) scale (Dunlap et al., 2000). Items 

covering limits to growth, balance of nature, anti-anthropocentrism, and human exemption from nature’s constraints were included; 

negatively worded statements were reverse-coded (Ntanos et al., 2019). An overall environmental sensitivity index was computed as 

the mean of items (higher scores = greater sensitivity). 

2. Satisfaction with wellness tourism. Measured using the Multicriteria Satisfaction Analysis (MUSA) framework, which aggregates 

participant evaluations across multiple service dimensions into an overall satisfaction index. Respondents rated statements adapted 

from service/tourism satisfaction literature, with results subsequently processed according to the MUSA model specifications. 

3. Loyalty to wellness tourism. Conceptualized as loyalty intentions (revisit intent, positive word-of-mouth/recommendation, preference 

over alternatives), using standard items from tourism services research (Oppermann, 2000; Zeithaml et al., 1996; Zhang et al., 2014). 

4. Life satisfaction. Measured with the Satisfaction With Life Scale (SWLS) (Diener et al., 1985), a five-item global cognitive evaluation 

of one’s life, widely validated across tourism and well-being studies. 

All attitudinal items used a five-point Likert scale (1 = strongly disagree/very dissatisfied, 5 = strongly agree/very satisfied). To minimize 

misclassification, the questionnaire opened with a concise definition and examples of “wellness tourism” (e.g., spa/thermal therapies, mind-

body practices, nature-based restorative activities). 

The questionnaire was pilot-tested with n = 20 wellness tourists (not included in the final sample) to refine clarity, remove ambiguities, 

and confirm completion time; minor wording and ordering adjustments were made. 

Data were screened for missingness, outliers, and inconsistent patterns. For multi-item constructs, items were oriented so that higher scores 

reflect more of the latent trait; negatively keyed NEP items were reverse-coded. Scale scores were computed as the mean of their items 

when at least 80% of the items were present. 

Internal consistency was assessed with Cronbach’s alpha for all multi-item scales, targeting an alpha value equal or higher than 0.70 as 

acceptable reliability. Content validity was supported through adaptation from well-established scales (NEP; SWLS; satisfaction and loy-

alty items used in tourism/service research) and expert review for contextual fit in wellness settings (Smith & Puczkó, 2014; Voigt & Pforr, 

2014). Construct validity was further supported conceptually by aligning indicators with their intended theoretical domains (environmental 

psychology, service satisfaction, loyalty intentions, well-being). 

Participation was voluntary, with informed consent obtained before survey completion. Respondents were informed about the study’s 

purpose, the anonymous and confidential treatment of data, and their right to discontinue at any point. No personal identification infor-

mation was collected. The study complied with institutional and national ethical guidelines for research in the social sciences. 

4. Research results 

4.1 Sample demographics 

The demographic profile of the survey participants, which is provided in the following Table 1, provides important insights into the char-

acteristics of wellness tourism consumers.  

 
Table 1: Sample demographics 

Variable Category % Percent 

Gender Male 31.48 
 Female 68.52 

Age group 18-35 43.2 

 36-45 22.2 
 46-55 26.5 

 56-65 7.4 

 Over 66 0.6 

Annual income Less than 10,000€ 25.9 

 10,001€-20,000€ 44.4 

 20,001€-30,000€ 19.1 
 30,001€-40,000€ 3.7 

 More than 40,000€ 6.8 

Profession Unemployed 3.09 
 Public sector 25.31 

 Private sector 44.44 

 Self-employed/entrepreneur 13.58 
 Retired 1.28 

 Student 12.35 

Educational level Secondary education 4.32 
 Associate’s degree 15.43 

 Bachelor’s degree 50 

 Master’s degree 25.31 
 Doctorate 4.94 

 

Regarding gender distribution, 31.48% of participants were male and 68.52% female, reflecting a broader trend in which women display 

greater interest in wellness-promoting activities. As Smith & Puczkó (2014) note, women constitute the majority of wellness tourists, a 

fact linked to heightened awareness of health and well-being issues. 

In terms of age, the largest proportion belonged to the 18–35 age group (43.2%), with 91.9% of participants aged up to 55 years. These 

findings suggest that wellness tourism appeals particularly to younger adults. 
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With respect to annual individual income, the largest segment (from those who have chosen wellness tourism) reported earnings between 

€10,001 and €20,000. This challenges the perception that wellness tourism is exclusive to higher-income groups, indicating its accessibility 

to middle-income individuals. The global middle class increasingly seeks experiences that promote health and well-being, driving market 

growth (Skordoulis et al., 2025). Furthermore, shifting consumer lifestyles towards healthier living and the growing demand for experi-

ences enhancing physical and mental health are expected to contribute to the sector’s expansion (Thapa et al., 2024). 

Occupationally, 44.44% of wellness tourists in the sample were private sector employees, 25.31% public sector employees, and 13.58% 

self-employed or entrepreneurs, while the smallest group comprised non-employed individuals (3.09%). 

In terms of educational attainment, half of the respondents were university graduates, and 25.31% held a postgraduate degree. 

Overall, the wellness tourist profile emerging from the sample is predominantly female, young to middle-aged, middle-income, employed 

mainly in the private sector, and highly educated. This combination points to a dynamic and discerning consumer group, likely to demand 

personalized, high-quality, and innovative wellness services. As educated, economically active, and well-informed individuals regarding 

health and well-being, these consumers are expected to seek elevated service standards, potentially influencing trends and developments 

in the wellness tourism sector. 

4.2 Travel profile of respondents 

The travel behavior of respondents provides valuable insights into the structure and nature of wellness tourism demand in Greece. Thus, 

beyond basic demographics, the participation patterns of respondents in wellness tourism reveal important behavioral tendencies.  

Among those with previous experience in wellness tourism, 82.5% had engaged in such services within the last five years, indicating that 

the study’s findings reflect relatively recent consumer experiences. 

Regarding familiarity with wellness tourism, 22.84% reported low familiarity, 43.83% moderate familiarity, and 9.26% high familiarity. 

Low familiarity rates suggest a need for increased awareness and education on the topic, while the moderate familiarity segment may 

represent the most promising target audience for future promotional strategies. High familiarity reflects a niche audience that could serve 

as early adopters in expanding wellness tourism. As Smith & Puczkó (2014) emphasize, tailoring strategies to different familiarity levels 

is crucial, while Voigt et al. (2011) note that education and promotion can effectively increase demand. 

Based on the following Figure 1, participation frequency was most often reported as “sometimes” (45.06%) or “rarely” (38.27%), with 

fewer respondents indicating “often” (11.73%) or “very often” (3.09%). The low frequency of engagement may be linked to limited acces-

sibility, economic constraints, or insufficient awareness of wellness tourism benefits. Travelers with limited knowledge of wellness oppor-

tunities are less likely to incorporate them into their trips, while inadequate specialized marketing strategies may further limit participation. 

 

 
Fig. 1: Frequency of participation in wellness tourism. 

 

Regarding travel companions, nearly half (47.5%) preferred traveling as a couple, followed equally by family (24.1%) and friends (24.1%), 

with only 3.70% traveling alone. This aligns with Bushell’s (2009) findings that wellness activities can strengthen interpersonal relation-

ships. Conversely, the low share of solo travelers may reflect insufficient tailored packages for this group, as noted by Gössling & Hall 

(2021). 

The findings presented in the following Figure 2 indicate that wellness tourism holds high perceived value for many travelers. The largest 

proportion of respondents (41.4%) expressed willingness to pay an additional 5%–10% for wellness-related services. Furthermore, 27.8% 

were willing to pay 10%–15% and 11.7% more than 15%, meaning that a total of 39.5% accepted a premium of 10% or more. In contrast, 

10.5% would pay up to 5% and 8.6% would pay nothing extra (19.1% in total for a premium of 5% or less). This distribution suggests a 

high perceived value of wellness services and is consistent with literature linking demand to the pursuit of improved mental and physical 

health (Smith & Puczkó, 2014). However, the group unwilling to pay any additional cost (8.6%) may reflect a need for more affordable 

options or the presence of different priorities in their travel expenditures. 

Overall, the participation profile of wellness tourists in this study depicts a consumer group that engages in wellness activities relatively 

infrequently but values them highly, prefers to travel with companions, and is willing to invest financially in such experiences. These 

characteristics, combined with their demographic traits, underscore the importance of targeted marketing, diversified travel packages, and 

the development of innovative offerings tailored to different familiarity and engagement levels. 
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Fig. 2: Willingness to pay additional for wellness tourism services. 

4.3 Environmental sensitivity, satisfaction with wellness tourism, and loyalty to wellness tourism 

As already mentioned, environmental sensitivity was measured using the NEP scale. In the following analysis, the mean score of environ-

mental sensitivity as measured by the NEP scale is used as the independent variable, while tourists’ global satisfaction measured by the 

MUSA method is used as the dependent variable. 

The regression analysis results indicated that environmental sensitivity has a statistically significant positive effect on satisfaction with 

wellness tourism (β = 0.308, p < 0.001). The adjusted R² value of 0.195 shows that environmental sensitivity explains 19.5% of the variance 

in satisfaction levels. 

 
Table 2: Regression results – Environmental sensitivity and satisfaction with wellness tourism 

 Unstandardized coefficients Standardized coefficients 

Beta 
Sig. 

B Std. Error 

(Constant) 3.083 0.239  0.000 
Environmental sensitivity 0.248 0.061 0.308 0.000 

 Test Value Sig. 

 Adjusted R² 0.195  
 Durbin Watson 1.976  

 ANOVA  0.000 

 

This finding directly addresses Research Hypothesis H1, which posited that environmental sensitivity positively affects satisfaction with 

wellness tourism. The statistically significant positive coefficient confirms this hypothesis, indicating that individuals with greater aware-

ness and concern for environmental issues tend to experience higher satisfaction with their wellness tourism experiences. 

The result is consistent with the theoretical expectation that environmentally sensitive tourists place greater value on services and destina-

tions that visibly integrate sustainability practices. This alignment between personal environmental values and the tourism experience 

appears to enhance the perceived quality and meaningfulness of the trip. 

Referring to loyalty to wellness tourism, this was measured by loyalty, using standard items from tourism services research. In the following 

analysis, the component derived from the corresponding principal components analysis is used as the independent variable, while tourists’ 

global satisfaction measured by the MUSA method is used as the dependent variable. 

The results revealed a statistically significant positive relationship between environmental sensitivity and loyalty to wellness tourism (β = 

0.267, p < 0.001). The adjusted R² value of 0.166 shows that environmental sensitivity explains 16.6% of the variance in loyalty levels. 

 
Table 3: Regression results – Environmental sensitivity and loyalty to wellness tourism 

 Unstandardized coefficients Standardized coefficients 

Beta 
Sig. 

B Std. Error 

(Constant) 2.273 0.339  0.000 

Environmental sensitivity 0.316 0.090 0.267 0.000 

 Test Value Sig. 
 Adjusted R² 0.032  

 Durbin Watson 2.102  

 ANOVA  0.000 

 

This analysis tests Research Hypothesis H2, which proposes that environmental sensitivity positively affects loyalty to wellness tourism. 

The hypothesis is supported by the data: tourists who hold stronger environmental values express higher loyalty, reflected in their intentions 

to revisit and to recommend the destination or services. This suggests that the reinforcement of sustainability practices within the wellness 

tourism experience not only improves satisfaction (as shown in H1) but also fosters long-term behavioral commitment to such experiences. 

4.4 Frequency of participation and loyalty to wellness tourism 

The regression analysis showed that the frequency of participation in wellness tourism significantly predicts loyalty (β = 0.263,  

p < 0.001), with an adjusted R² of 0.163. 
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This directly relates to Research Hypothesis H3, which stated that the frequency of participation in wellness tourism positively affects 

loyalty to it. The data confirm this hypothesis, indicating that repeated engagement with wellness activities strengthens familiarity, emo-

tional attachment, and a sustained preference for the service or destination. 

This finding aligns with the investment model of commitment, in which higher personal investment, measured here through frequency of 

participation, leads to greater loyalty behaviors. 

 
Table 4: Regression results – Frequency of participation and loyalty to wellness tourism 

 Unstandardized coefficients Standardized coefficients 

Beta 
Sig. 

B Std. Error 

(Constant) 2.823 0.189  0.000 
Frequency of participation 0.226 0.066 0.163 0.000 

 Test Value Sig. 

 Adjusted R² 0.163  
 Durbin Watson 1.863  

 ANOVA  0.000 

4.5 Frequency of participation and life satisfaction 

The analysis confirmed that the frequency of participation in wellness tourism has a significant positive effect on life satisfaction  

(β = 0.172, p < 0.001), with an adjusted R² value of 0.123. 

This addresses Research Hypothesis H4, which posited that the frequency of participation in wellness tourism positively affects life satis-

faction. The hypothesis is supported: tourists who engage more frequently in wellness experiences tend to report higher overall life satis-

faction, reflecting both the immediate benefits of the activities and their longer-term integration into personal well-being. 

The result highlights the role of wellness tourism as not only a leisure activity but also a contributor to sustained psychological and lifestyle 

benefits. 

 
Table 5: Regression results – Frequency of participation and life satisfaction 

 Unstandardized coefficients Standardized coefficients 

Beta 
Sig. 

B Std. Error 

(Constant) 3.030 0.204  0.000 

Frequency of participation 0.157 0.071 0.172 0.000 
 Test Value Sig. 

 Adjusted R² 0.163  

 Durbin Watson 1.960  
 ANOVA  0.000 

4.6 Satisfaction with wellness tourism and life satisfaction 

Finally, the results indicate that satisfaction with wellness tourism is a strong and significant predictor of life satisfaction (β = 0.241,  

p < 0.001), with an adjusted R² of 0.152. 

This corresponds to Research Hypothesis H5, which proposed that satisfaction with wellness tourism positively affects life satisfaction. 

The hypothesis is confirmed by the analysis: higher satisfaction with wellness tourism experiences is associated with higher evaluations of 

overall life satisfaction. 

The finding supports spillover theory, suggesting that positive experiences in the leisure and tourism domain can transfer to global life 

assessments when they are meaningful and aligned with personal values. 

 
Table 6: Regression results – Satisfaction with wellness tourism and life satisfaction 

 Unstandardized coefficients Standardized coefficients 

Beta 
Sig. 

B Std. Error 

(Constant) 2.022 0.462  0.000 

Frequency of participation 0.356 0.113 0.241 0.000 
 Test Value Sig. 

 Adjusted R² 0.152  

 Durbin Watson 2.026  
 ANOVA  0.000 

5. Discussion and conclusions 

This study examined the interrelationships among environmental sensitivity, tourist engagement, satisfaction with wellness tourism, loy-

alty, and life satisfaction, focusing on the Greek wellness tourism context. By integrating constructs from environmental psychology, 

tourism behavior, and well-being literature, it sought to position wellness tourism within the broader sustainability discourse. 

The findings provide robust support for the hypothesized positive relationship between environmental sensitivity and satisfaction with 

wellness tourism (H1). Tourists exhibiting higher environmental concern reported significantly higher satisfaction with wellness experi-

ences, aligning with previous studies suggesting that value congruence between tourists’ environmental orientations and the sustainability 

credentials of the destination enhances overall satisfaction (Han et al., 2018). In the Greek context, where wellness tourism offerings often 

leverage natural landscapes and heritage-based spa resources, the compatibility between tourists’ ecological values and the product attrib-

utes appears particularly influential. 

Environmentally sensitive tourists demonstrated greater intention to revisit and recommend wellness tourism services. This result echoes 

Chen & Tung (2014) and reinforces the idea that sustainability-oriented tourists translate positive experiences into repeat visitation and 

advocacy, thereby supporting a virtuous cycle of sustainable consumption within tourism. 

The results also proposed that a higher frequency of participation in wellness tourism predicts stronger loyalty. Consistent with the invest-

ment model of commitment and findings in leisure tourism (Alegre & Juaneda, 2006), repeated engagement fosters familiarity, emotional 
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bonds, and perceived identity alignment with wellness tourism experiences. For Greece, this implies that fostering repeat visitation through 

loyalty programs and curated seasonal packages can strengthen the market base. 

Moreover, the study found that the frequency of participation in wellness tourism significantly and positively influenced life satisfaction. 

This is consistent with the broaden-and-build theory (Fredrickson, 2001) and prior tourism research (Voigt et al., 2011), which suggests 

that repeated exposure to restorative experiences yields cumulative well-being benefits. The Greek wellness context, with its combination 

of natural, cultural, and therapeutic resources, appears well-positioned to deliver such benefits. 

Examining the relationship between satisfaction with wellness tourism and life satisfaction pointed out that satisfaction appears to spill 

over into broader life evaluations (Sirgy et al., 2011), particularly when the experiences align with deeper personal values of health, self-

care, and environmental stewardship. This underscores the holistic value of wellness tourism as a lifestyle-aligned form of travel. 

The research advances the literature on wellness tourism by integrating environmental sensitivity and life satisfaction into a unified behav-

ioral model. It demonstrates that wellness tourism can act as a conduit for sustainable consumption, connecting individual well-being with 

pro-environmental orientations. This dual focus extends existing models of sustainable tourism behavior, which often address either psy-

chological outcomes or environmental behaviors in isolation. 

The findings of this study carry substantial implications for wellness tourism managers, destination marketing organizations, and policy 

makers, particularly within the Greek context. The strong influence of environmental sensitivity on both satisfaction and loyalty suggests 

that sustainability should not be treated as an ancillary marketing element but as a core value proposition embedded throughout the design 

and delivery of wellness tourism experiences. Managers should therefore prioritize the integration of visible and credible sustainable prac-

tices, such as eco-certified facilities, locally sourced organic products, and conservation-oriented programming, not only to meet environ-

mental goals but also to strengthen customer satisfaction and long-term commitment (Skordoulis et al., 2020; Skordoulis et al., 2022). 

Equally important is the demonstrated role of engagement frequency in enhancing both loyalty and life satisfaction. This underscores the 

need for strategies that encourage repeat visitation and sustained involvement in wellness activities. Wellness providers can achieve this 

by developing structured multi-visit programs, seasonal wellness packages, loyalty incentives, and personalized service plans that cater to 

the evolving needs of returning guests. Such initiatives not only foster customer retention but also deepen the personal relevance and 

perceived value of wellness experiences over time. 

The positive link between satisfaction and life satisfaction points to an opportunity for providers to position wellness tourism not simply 

as a leisure option, but as a transformative lifestyle component. By emphasizing the long-term health and well-being benefits of their 

services, operators can differentiate themselves in a competitive market and cultivate a deeper emotional connection with their clientele. 

For Greece in particular, these results indicate a strategic pathway to positioning the country as a leading Mediterranean hub for wellness 

tourism grounded in sustainability. Leveraging its rich natural landscapes, therapeutic heritage, and cultural resources, Greek destinations 

can design wellness offerings that not only appeal to global well-being trends but also align with sustainable consumption patterns. This 

dual emphasis has the potential to attract high-value markets, extend tourism seasonality, and contribute to the country’s broader sustainable 

development goals. 

Ultimately, the managerial challenge lies in harmonizing commercial objectives with authentic sustainability commitments (Matsali et al., 

2025). The evidence from this study suggests that such alignment is not only feasible but also mutually reinforcing: when environmental 

stewardship and personal well-being are integrated into the tourism experience, both the business and the visitor benefit in enduring ways. 

Our results show that environmentally sensitive visitors report higher satisfaction and stronger loyalty have direct revenue consequences 

for wellness providers. Evidence from hotel markets indicates that credible sustainability signals (e.g., green certifications) are associated 

with improvements in operating several KPIs, such as occupancy, implying upside for unit revenues when sustainability is embedded in 

the offer mix (Bianco et al., 2023). In parallel, guests at green properties often exhibit a measurable willingness to pay a premium (≈4–6% 

in several contexts), which converts value congruence into price tolerance, particularly when satisfaction is high (Damigos, 2023). Taken 

together, the satisfaction–loyalty mechanisms identified here map onto top‑line gains through both volume (revisit intentions) and price 

(premium acceptance), strengthening expected ROI for sustainability-aligned wellness offerings.  

From a management accounting standpoint, firms can track these gains and the related costs with Environmental Management Accounting 

(EMA), which extends conventional cost systems to capture energy, water, waste, and compliance costs at the activity or product level 

(UNDESA, 2001). Case evidence in hotels shows EMA-supported initiatives help identify low‑cost savings and prioritize investments 

during financially constrained periods, improving cost visibility and decision quality (Nyide, 2017; Xanthopoulou et al., 2024). For well-

ness contexts, we recommend recording resource intensities per occupied room and per treatment (e.g., kWh, m³ water, consumables), 

allocating them to service lines, and evaluating eco‑investments (e.g., heat‑recovery for pools, grey‑water reuse, local-organic inputs) with 

NPV/payback while monitoring post‑investment variances in unit costs and margins.  

Moreover, the loyalty effects documented in the paper can and should be translated into cash‑flow terms via customer lifetime value (CLV). 

CLV provides a bridge from marketing outcomes to firm value and is widely recommended for resource allocation; research shows CLV 

is strongly correlated with firm valuation and is useful for prioritizing retention vs. acquisition spending (Gupta et al., 2006). In hospitality 

specifically, loyalty programs interact with revenue management to influence repeat purchase and yield, underscoring the need to track 

retention rate, repeat‑revenue share, program cost per member, and CLV/CAC ratios at the segment level (Lentz et al., 2021). Embedding 

these measures in routine reporting allows managers to quantify whether sustainability‑led loyalty increments deliver acceptable ROI after 

program and certification costs. 

At a strategic level, literature in tourism consistently links corporate social responsibility/sustainability to stronger financial and non‑finan-

cial performance, including for hotels (Inoue & Lee, 2011). Positioning wellness offerings around credible environmental practices, there-

fore, creates intangible assets (reputation, trust) that complement efficiency gains captured by EMA and customer‑equity gains captured 

by CLV. We encourage managers to integrate these indicators into a sustainability‑enhanced management control system (e.g., a balanced 

scorecard with sustainability, loyalty/CLV, and RevPAR‑based financial targets) to align decision‑making with long‑term profitability and 

sustainable development goals.  

Despite its contributions, the study is not without limitations. First, the use of non-probability purposive sampling limits the generalizability 

of findings to the wider wellness tourism population. Second, data were collected within a single peak season (from July to December 

2024), which may not capture seasonal variations in travel behavior and satisfaction. Third, all measures were self-reported, introducing 

potential common method bias and social desirability effects. Fourth, while the study was conducted in Greece, cultural and contextual 

specificities may limit the applicability of findings to other geographic regions. 

Future studies could address these limitations by employing longitudinal designs to assess changes in engagement, satisfaction, and life 

satisfaction over time. Cross-cultural comparisons would be valuable in understanding how different socio-cultural contexts moderate the 

relationships identified (Skordoulis et al., 2024b; Skordoulis et al., 2024c). Additionally, qualitative research could deepen understanding 

of the experiential and value-based drivers of loyalty and well-being in wellness tourism. Finally, exploring the role of digital wellness 
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services as complements or substitutes for physical wellness tourism could provide insights into evolving consumption patterns in the post-

pandemic era. 

This study provides empirical evidence that wellness tourism in Greece can simultaneously promote individual well-being and support 

sustainability objectives. Environmental sensitivity emerges as a significant driver of both satisfaction and loyalty, while frequent engage-

ment enhances loyalty and life satisfaction. Satisfaction itself acts as both an outcome and a mechanism, magnifying the life-enhancing 

benefits of participation. These findings position wellness tourism not merely as a personal leisure pursuit but as a strategic component in 

advancing sustainable consumption and tourism development agendas. 
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