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Disclaimer
The content of this Scientific Journal is for general information purposes only and has been
obtained from many sources, professional organizations, manufacturers’ literature and codes. The
author and publisher have made every reasonable effort to ensure that this work is accurate and
current, but do not warrant, and assume no liability for, the accuracy or completeness of the text
or illustrations. It is the responsibility of the authors of this Scientific Journal to apply their
professional knowledge to the content, to consult sources referenced, as appropriate, and to
consult professionals for expert advice.
All rights reserved®
No part of this Scientific Journal may be reproduced in any form without permission in writing from the
publisher and/or the European Union and/or the Balkan Cluster for Health, Wellness & Spa Tourism
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DEAR LEADING RESEARCHERS,
DEAR YOUNG SCIENTISTS AND DOCTORAL STUDENTS,
PARTNERS AND PRACTICE SPECIALISTS,
In a time of global crisis, such as the current pandemic caused by COVID-19, we
are publishing the magazine issues 1-2 at the end of this difficult year for the entire
world. This edition of the scientific journal for Smart innovations in the Recreation,
Wellness industry and Niche tourism is the third volume edition for 2021. An online
platform is offered, giving the opportunity to present and publish scientific materials
in priority of young researchers, doctoral students, practitioners and leading
researchers from national and international networks, educational and scientific
bodies, exchanges of ideas in the thematic priority of the European Commission "Creative and recreational industry".
On behalf of the editorial board, we are pleased to welcome youall, to this
second volume of the e-Scientific Platform for 2021. Our priority is to enhance
scientific publications in which the Wellness culture is the central focus. We believe
that the scientific results will contribute to building a knowledge-based economy that
provides inclusive smart growth. We are convinced that the authors will be the future
scientific leaders in the Recreation, Wellness industry and Niche tourism and the
scientific results of their studies and experimentations will become a groundwork for
improving the quality of final products in support of the healthy lifestyle for all social
categories. Our reviewers are expert representatives of the Global Wellness Institute,
the All-Russian Wellness & Spa Council, the World Cluster for Healthy Aging, the
Balkan Cluster for Health, Wellness & SPA Tourism, as well as Bulgarian and foreign:
universities, research institutes, representatives of Ministries and municipalities, nongovernmental organisations, owners of Wellness & Spa sites, entrepreneurs in the
recreational industry and business, heads of international and Balkans agencies and
associations.
Founder & Editor in Chief:
Prof. Bistra Dimitrova, D.Sc.
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STUDY THE INFLUENCE OF ATHLETICS EXERCISES
ON THE DEVELOPMENT OF MOTOR QUALITIES
Ignatova, Darinka¹ & Miletiev, Stefan ²
Chief Assistant, Ph.D., Department of Information and Teacher Training
Sofia University "St. Kliment Ohridski”, https://orcid.org/0000-0002-0564-584X ¹
Chief Assistant, Ph.D., Sports Department, Sofia University "St. Kliment Ohridski” ²
Key words: motor capacity, motor qualities, motor activity, athletics exercises

INTRODUCTION
In modern conditions, the idea of learning in an electronic environment is becoming increasingly important.
And in connection with the need to limit the spread of COVID-19 is already perceived that even young students
to learn from a distance with digital means. This, on the one hand, allows educational institutions to continue
their activities in the current crisis situation. On the other hand, such a way of learning causes some sociopsychological problems in education (Petrova, 2013; Dimitrova, 2017). The question that arises is: is the
education system able to meet the young people needs of a healthy lifestyle (Donev et al., 2019; Dimitrova,
2019a; 2020; Vulev et al., 2019; Trendafilov, 2020). Thus, the desire to preserve the health of children in the
conditions of a pandemic situation and the statistical indicators of morbidity, bring to the fore the need of
physical activity (Trendafilov et al., 2013; Ivanova, 2019a; Dimitrova et al, 2021). Physical activity is a complex
indicator of the general functional state of children (Dimitrova, 2018a). It is closely dependent on the degree of
development of motor skills and a measure of motor skills. It is determined by gender, age, as well as genetic
factors that determine heredity. It is directly influenced by the environment and living conditions, the nature of
work, and especially by the volume, specificity, and direction of physical culture and debate. Physical education
as a main structural component of physical culture aims to minimize the harmful effects of a stagnant lifestyle
on students from the initial stage of basic education (Ignatova, 2021; Chipeva, 2019; Dimitrova, 2019; Yosifov,
2019).
One of the most powerful means to reduce morbidity and increase the body's resistance, as well as increase
motor and functional activity is to conduct systematic activities with active and purposeful motor activity
(Gerova, 2017; Dimitrova, 2018).
The optimization of physical activity is directly related to the proper organization and use of various forms of
physical education, as well as the application of appropriate methods and tools for physical activity, consistent
with the developing child's body (Dzhambazova, 2004).
The more children move and play, the faster and easier they master the motor skills necessary for their
functional development: speed, strength, endurance, flexibility, and agility. In this way, the motor capacity
increases significantly, as a result of which the body posture improves and preconditions are created for
reducing the occurrence of postural disorders, and hence spinal deformities (Ignatova, 2017; Dimitrova, 2018;
Ivanova, 2019a). Primary school age is a period of motor development of the child, in which a positive attitude
towards physical education and sports is built. This age group, seven to eight years old, is the youngest
generation of the modern workforce, which in turn suggests the need to evaluate new tools and approaches
to achieve effective physical activity and social communication (Ivanova, 2019; Miletiev, 2018; Miletiev, 2019;
Ignatova et al., 2020; Ignatova, 2020;).
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METHODOLOGY
Purpose of the study was to trace the effectiveness of athletics, studied in the discipline of physical education
and sports (PES) on the development of motor skills of second-grade students.
The experimental training was carried out from September 2019 to February 2020 in the 97th Sofia University
"Bratya Miladinovi", and it covers a total of 17 students, of which 5 girls and 12 boys aged between 7 and 8
years. The pedagogical experiment went through three stages: ascertaining, teaching and control. Although a
small number of students from one class are covered, the results can be used as a basis for the development
of a larger study based on the following hypothesis:
- If in the process of training (in-class and extracurricular activities) in PCS of second-grade students is applied
a system of athletic exercises, will increase the level of development of their motor skills. Opportunities for
progress in their motor activity will be provided.
In the training phase, a system of athletics exercises is applied to the students in the PCS classes. The
experimental work also includes 5 extracurricular activities with an emphasis on athletics.
At the end of the pedagogical experiment a control section was performed and the results of the students were
measured, as the obtained points (maximum number 20) were equated to grades on a 5-point scale (Table 1).
Table 1. Twenty (20) points evaluation scale equated in 5-levels
Number of points

Quality assessment

0-3

Unsatisfactory

4-7

Average

8-14

Good

15-17

Very good

18-20

Excellent

Table 2 shows the results of the training for mastering new knowledge, motor skills, and habits, which are
equated to established criteria and age standards by gender. A system of control and evaluation determines
the general state of the motor capacity of the students.
Table 2. Results of the training for mastering new knowledge, motor skills, and habits, which are equated to established criteria
and standards for age and gender
Age 8 years
Boys
Girls
Running 30 m / sec
from

to
8,14

Jump length from
place / cm
from
to
92

Running 30 m / sec
Points / evaluation

from

to
8,41

0-3 / Unsatisfactory

Jump length from
place / cm
from
to
84

8,13

7,41

93

112

4-7 / Average

8,40

7,7

85

102

7,40

6,12

113

147

8-14 / Good

7,69

6,47

103

134

6,11

5,57

148

162

15-17 / Very good

6,46

5,94

135

148

18-20/ Excellent

5,93

5,56

163

149

After the empirical measurements, the following results were established, on the basis of which the following
estimates were determined:
Boys
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• Running 30 m / sec - 3 excellent; 3 very good; 4 good, 1 average and 1 unsatisfactory
• Jump length from place / cm - 2 excellent; 2 very good; 5 good; 3 medium
Girls
• Running 30 m / sec - 1 excellent; 1 very good; 2 mediums; 1 unsatisfactory
• Jump length from place / cm - 2 very good; 1 good; 2 unsatisfactory

exellent

3

very good
2
unsatisfactory
average
good
very good
exellent

1
0
boys
running
30m

boys
jump
length

girls
running
30m

good
average
unsatisfactory

girls
jump
length

Diagram 1. Results in both disciplines - the "Long Jump" and “30 m running test”

Diagram 1 shows that the boys have better results in both disciplines, as in the "Long Jump" test there are no
unsatisfactory results. For girls, there is no "excellent grade" in the same discipline as "average grade", and
the share of "very good", "good" and "unsatisfactory" grades is the same. In the "30 m running" test, it was
found that the majority of girls find it difficult to meet the average grade.

number of qualitative assessment

10

9

9
8
7
6

5

boys

5

5
4

3

3

3
2

girls

4
2
1

1

Linear (boys)
Linear (girls)

1

1
0

exellent very good good average unsatisfactory

Graphic 1. Test results for both genders

Graph 1 shows the both genders results. It is evident that boys have higher results than girls, which are decisive
for the development of motor skills speed, and muscle strength of the lower extremities.
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100%
90%
80%
70%

124
250

60%
running 30m

50%

jump lenght

40%
30%
20%

124
150,2

10%
0%
girls

boys

Graph 2. Test results for both genders in the "30m run" and "long jump"

From the results presented in Figure 2, it is clear that success in both sexes is in a different ratio. For girls, the
measurements on the two indicators of physical activity are equal, while boys has excellent results are more
in the "30m run" than in the test "long jump". This is due to more frequent athletics classes and poorly mastered
techniques in the "two-legged long jump" test, as well as ontogenetic development.
DISCUSSION
Moreover, this idea turned out to be promising enough, as its realization was in face-to-face training. It was
ahead of the situation of online learning in 2020-2021 when children were forced to study at a distance for a
certain period of time, which subjected them to some immobilization. However, the results helped the practice,
as the system of athletic exercises, which proved its effectiveness in experimental training, was applied again
after online training when students returned to school and needed to be stimulated to increase their physical
activity. Methodology and assessment of total motor activity. Intermediate measurements were made during
the lesson units in order to monitor the progress in the training. At the beginning of each physical education
lesson, an appropriate set of general warm-up exercises should be applied in order to prepare all muscle
groups for the upcoming motor load. In physical education classes, there should be well-selected by the
teacher sets of exercises that will properly develop the individual muscle groups, according to the theme of the
pedagogical unit. An important task of the teacher is to properly dose the motor exercises, alternating them
with moving games, according to the theme of the lesson, so as not to cause fatigue, and to prevent possible
injuries. For greater efficiency in the teaching of physical education it is necessary for the teacher to observe
certain gradualness and phasing in the training and mastering of separate methodological units. In physical
education classes, the teacher must demonstrate such a technique of performing a certain motor task that
students can master it properly in order to achieve better results. It is also borne in mind that the technique of
motor exercises is subject to continuous improvement. The applied system of athletics exercises in PCS
classes, as well as extracurricular activities allowed to increase general physical training, as well as to stimulate
the motor activity of children even after absentee learning when returning to school.
CONCLUSIONS
The correct dosage of physical activity, as well as the optimal ratio between exercises and games in physical
education classes, is of paramount importance to avoid the accumulation of fatigue, which in turn leads to the
deterioration of student performance. Warming up is a major stage in training. Special attention should be paid
to it in the motor preparation of children so that the individual muscle groups are well prepared for the upcoming
motor load. This will prevent the occurrence of possible injuries, whether muscular or musculoskeletal. The
principles of gradualness and constructiveness in physical education classes must be applied and observed
in order to gradually upgrade the newly acquired knowledge and skills in consolidating previous lessons, which
International Scientific Journal for Smart Innovations
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are the basis for further development and improvement of adolescents. There is a differentiation in different
mobile games and motor exercises, which are suitable for both the age range and the gender of the students.
A report on the results of the study is achieved by stationing the principle of differentiation in learning.
REFERENCES
1. Chipeva, M. (2019). Kango dzhŭmps Aerobika. Kniga. Izd. Avangard Prima, S. ISBN 978-619-239-131-7 p.51. [In
Bulgаriаn]. [Чипева, М. (2019). Канго джъмпс Аеробика. Книга. Изд. Авангард Прима, София].
2. Dimitrova, B. (2017). Recreative industry, innovations and the Bulgarian educational model for specialised staff.
Original scientific paper. Conference: international scientific congress “Applied sports sciences “. Doi:
10.37393/icass2017/83. Proceeding_book_icass2017.pdf|p.406-410, Sofia.
3. Dimitrova, B. (2018). Research impact through the scientific publications in wellness culture: scientific paper.
Monograph. Ed. Avangard Prima, Sofia, first edition. ISBN: 978-619-160-666-5
4. Dimitrova, B. (2018.а). Wellness instructor competence standard: unified outcomes acquired by learners:
knowledge, intellectual & practical skills. Book, Ed. Avangard Prima, Sofia, first edition. ISBN: 978-619-239-013-6
5. Dimitrova, B. (2019). Quality assessment about standards for wellness services and certified skills of specialized
staff.. DOI: 10.15547 / tjs.2019.02.007. Trakia Journal of Sciences, Vol. 17, No 2, 2019, pp143-149, ISSN: 13133551 (online) / http://tru.uni-sz.bg/tsj/Vol.17
6. Dimitrova, B. (2019.a). New smart educational model "Wellness instructor". Monograph. Ed. Avangard Prima, Sofia,
first edition. ISBN: 978-619-239-150-8
7. Dimitrova, B., (2020). Relationships between education and innovations in the recreational Industry in Bulgaria.
DOI: 10.15547 / tjs.2019.02.007. Trakia Journal of Sciences, Vol. 18, No 2, 2020, pp143-149, ISSN: 1313-3551
(online) / http://tru.uni-sz.bg/tsj/Vol.18
8. Dimitrova, B., N. Izov i kol. (2021). Smart kognitiven instrumentarium. Vŭnshna otsenka na profesionalni
kompetentsii za kadri v Nishov turizŭm. Sofiya, Izd. NSA Pres, ISBN: 978-954-718-675-0. [In Bulgаriаn].
[Димитрова, Б., Н. Изов и кол. (2021). Smart когнитивен инструментариум. Външна оценка на
професионални компетенции за кадри в Нишов туризъм. София, Изд. НСА Прес].
9. Donev J, Andonov S, Djobova S, Donev JJ, Hristov O, Kirilova I, Bahchevanski S, Iossifov R, Aleksandrova V,
Angelov B, Stoyanova N., (2019). Comparative study of measuring physical activity among sport students.
Original scientific paper. Conference: International scientific congress “Applied sports sciences. Balkan scientific
congress of physical education, sports and health”, 15 - 16 November 2019, Sofia, Bulgaria. Proceeding book,
p369-374, NSA press, Sofia. ISBN (Online): 978-954-718-601-9. ISBN (Print): 978-954-718-602-6.
10. Dzhambazova, El. (2004). Book for the teacher of physical education and sports for 2nd grade. Sofia, Ed.
BULVEST, p. 33. [In Bulgаriаn]. [Джамбазова, Ел. (2004). Книга за учителя по физическо възпитание и
спорт за 2. Клас. Изд. Булвест, София].
11. Gerova, E., (2017). Book for the teacher of physical education and sports for 2nd grade, ed. Education, Sofia. [In
Bulgаriаn]. [Герова, Е., (2017). Книга за учителя по физическо възпитание и спорт за 2. Клас. София, Изд.
Образование, с. 33].
12. Ignatova, D., Kostov, K., (2017). Frequency and prevalence of incorrect posture and spinal deformities in early
childhood and preschool age, Proceedings of the DIUU Conference - Modernization of Education, VI Autumn
Scientific and Educational Forum, ISBN 978-954-07 -4294-6, pp. 223-227, 2017
13. Ignatova, D., (2021). Adapted spinal yoga practices for preschool children, Monograph, Publishing House
"Education and Knowledge", ISBN 978-619-7515-23-7.
14. Ignatova, D. (2020). Importance of motor skills in order to increase the overall physical capacity of children.
International Scientific Journal: Smart Innovations in Recreation, Wellness Industry and Niche Tourism. Vol. 2,
Issue 1-2, pp: 40-44. ISSN: 2603-4921 (online). Available at: https: // scjournal. globalwaterhealth.org/.
15. Ignatova, D. & A. Iliev (2020). Motor qualities and their influence on children’s development. International Scientific
Journal: Smart Innovations in Recreation, Wellness Industry and Niche Tourism. Vol. 2, Issue 1-2, pp: 16-44. ISSN:
2603-4921 (online). Available at: https://scjournal.globalwaterhealth.org/.
16. Ivanova, V. (2019). Influence of gymnastic exercises in the water environment. International Scientific Journal:
Smart Innovations in Recreational, Wellness Industry and Niche Tourism. Vol. 1, Issue 1, pp: 53-56. ISSN: 26034921 (online). Available at: https://scjournal. globalwaterhealth.org/.

International Scientific Journal for Smart Innovations

ISSN: 2603-4921, V. 3, IssuЕ 1-2
11

Recreation, Wellness Industry and Niche Tourism

2021/1-2

17. Ivanova, V. (2019а). Development of imagery training plan for rhythmic gymnasts. International Scientific Journal:
Smart Innovations in Recreational, Wellness Industry and Niche Tourism. Vol. 1, Issue 2, pp: 41-49. ISSN: 26034921 (online). Available at: https://scjournal. globalwaterhealth.org/.
18. Miletiev, S., (2018). Self-expression through sports and healthy lifestyle, Magazine "i-Continuing Education", ISSN
1312-899X, item 13 / 2018.
19. Miletiev, S., (2019). Fitness training of students from Sofia University "St. Kliment Ohridski”, Monograph, ISBN 978954-07-4654-8, 2019.
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TECHNOLOGICAL OPPORTUNITIES OF FOOD PRODUCTS AND FOODS, LEADING TO
INCREASE HAPPINESS AND INCREASE COMPETITIVENESS IN NICH TOURISM
Polymenov, Mincho
Assoc. Prof., PhD., on Economics and Management
Department of Marketing and Tourism, University Prof. Dr. Ass. Slatarov ", Burgas
https://orcid.org/0000-0002-0159-3616

Food and food products, technological characteristics, niche tourism, happiness, satisfaction,
physiological process, quality improvement, competitiveness
Key words:

INTRODUCTION
Development of new technologies and development of technological capabilities of meals and food provides
new opportunities to improve metabolism in the human body. In parallel, the process will restore the overall
metabolism and result to applying healthy life style and smart economy (Petrova, 2013; Dimitrova, 2018;
Yosifov, 2018). The technological capabilities of food combined with a recreational motor activities build the
personal Wellness culture (Dimitrova, 2017; Chipeva, 2019; Yosifov, 2019; Dimitrova, 2019; Donev et al.,
2019). The aim is to activate the enzymes and hormones of joy and happiness in the endocrine glands and to
lead to the prevention and improvement of physiological processes in the body (Dimitrova, 2020). These
possibilities of the active substances in the products have characteristic irreplaceable indicators which at
certain technological levels and concentrations can support the metabolic functions and activate the centres
of the organism (Trendafilov et al., 2013). The complexity of the processes and decomposition of nutrients is
a complex process for any organism and the effect consists in the combination and concentration of active
substances in foods that can activate the hormone of happiness to meet expectations and deliver joy to
perceptions (Dimitrova, 2019a). This perfect process would be of interest to tourists and niche tourism only if
the technological capabilities of food products and their active substances are mastered. Health, according to
the World Health Organisation (2006), is the basis of health prevention, which leads to a "state of complete
physical, mental and social well-being", namely niche tourism seeks not only prevention of human health but
also its transformation in part of the health product in tourism leading to competitive ability. Widely, health
tourism or health tourism is defined by the UN World Tourism Organisation (UNWTO) as a visit to resort
destinations in order to improve the physical well-being of the tourist (Dimitrova, et al. 2021). These creative
possibilities of natural resources, mineral resources and climate in combination with the technological activities
of nutrients in products and the concentration of their enzymes would improve the health of the tourist and
would provide recreational satisfaction from the niche tourist product.
METHODOLOGY
Even before 2500 the Greek physician and philosopher Hippocrates shared that "what we eat determines our
mind." Getting happiness in tourism is always at a high price and is accompanied by a high degree of service
culture, which leads to increased competitiveness and hence the price of the product (Ribov, 1997). Improving
the technological processes, their innovation is related to the preservation of the active substances in the
product at such a concentration that they are easily absorbed by the digestive tract and do not lead to side
effects. Under the influence of active substances from food in the endocrine glands hormones "endorphinssynthesised in the pituitary gland" are synthesised which stimulate the vital forces of the body and metabolism
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and they are the reason for the accumulation of happiness. Endorphins are the cause of protection under
stress for lack of appetite to stimulate the elimination of heavy radicals and for high spirits. The balance
between positive and negative emotions is also due to dopamine and norepinephrine. They lead to the secret
of strengthening the body's defence and stimulating health. Here is the serotonin "happiness hormone" which
plays a major role in metabolism and regulation of negative emotions and mental state of the body. It is
synthesised by consuming a number of herbs and mushrooms, vegetables, fruits and cereals. This monoamine
neurotransmitter is located in the central nervous system and transmits impulses from cell to cell through membrane receptors,
forming an energy charge that is transmitted to the receptors on the cell membrane where the charge is amplified. Synthesis of
serotonin is due to light, metabolic processes and the ensyme monoamine oxidase, which leads to anti-depressive mood regulating
the activity of the digestive tract, blood clotting, brain cell activity. Concentrated products such as chocolate enhance serotonin in
metabolic processes, mainly through L-tryptophan "an essential amino acid found in protein foods" and regulate its smooth
breakdown from sugars to fats. The technological capabilities of the various products lie in the concentration of essential amino acids
and their accumulation in the body. The concentration of the essential amino acid tryptophan in different foods is different (see Table
1).
Table 1. Tryptophan content in food products in milligrams (mg) per grams (100g) of product,

source: https://bg.wikipedia.org
№
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Food product
Soy
Walnuts
Sesame
Almonds
Mushrooms
Black caviar, mollusks
Banana
Tomatoes
Eggs
Fruit

Tryptophan mg/100g
600
420
370
630
130
960
45
33
200
27

The concentration or accumulation of high levels of serotonin can also lead to side effects and lethargy, so its
regulation is essential. It can be achieved by consuming healthy foods and dishes technologically prepared on
the basis of compliance with the correct methods by not evaporating moisture from the products and preserving
the active substances in them. The question arises as to how sugars will be broken down in the human body,
how they will be taken from what foods, what is the immunological concentration and how many free radicals
are available. Numerous studies are done on the basis of certain methodologies and comparable results prove
that who consumes chocolate or sweet products and foods has a constant appetite. However, this is not the
case with honey, it excites other metabolic groups where the sugars of honey, especially fruit sugar, have a
different effect on the cells, breaking down more evenly and not causing hunger but satisfaction. Honey
dramatically raises blood sugar levels, keeps it for a long time and has the ability to gradually reduce its
concentration. This leads to satiety due to low levels of insulin in the blood. From this it is concluded that the
correct dosage of the concentration of sugars and trace elements is the basis of a proper diet and achieving
satisfaction. The opposite feeling is hypoglycemia lowering blood sugar levels and starvation dissatisfaction.
Foods rich in sugars quickly saturate the body but also quickly starve, this is also the case with the rapid
synthesis of insulin in the pancreas, the presence of exhaustion and the onset of various levels of diabetes.
Lowering blood sugar levels and insulin synthesis are indicators of regulating metabolism. The possibilities of
the active substances in various foods and herbs are indisputable. Such is the strong essential plant fennel International Scientific Journal for Smart Innovations
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wild fennel (Foeniculum vulgare) and its active ingredients in the essential oil of fennel as anethole oil with
aniseed taste. These essential oils lower blood sugar levels and flush out free radicals.
In Mediterranean cuisine and in different recipes where with a combination of different products such as yogurt
and garlic as in tarator the effect is striking, we must note that yogurt must be fermented in the Republic of
Bulgaria with natural bacteria lactobacillus bulgaricus "lactobacillus bulgaricus". Everything else is a matter of
recipe, concentration and "mastery" skills, which can neither be preserved nor transmitted, but a matter of
feeling and love. The technological characteristics of both the food products and the culinary dishes of the
Bulgarian national cuisine and its Balkan taste rise to the panagia "silent water", as the basis is compliance
with recipes and proper production of various breads and dishes. So in order to have good levels of serotonin
that we need for the brain and to be able to work, it is necessary for it to enter the nervous tissues through the
barrier blood-brain barrier of the brain. This entry is made only by glucose, and the brain itself must obtain the
necessary amounts of tryptophan, phenylalanine, leucine, isoleucine, valine, but in the presence of more fruit
carbohydrates. Or performance and satisfaction is not based on most carbohydrates but on most serotonin in
the brain. Where the human body receives best through honey and the glucose synthesised by it may be the
basis for the entry of serotonin into the human brain.
RESULTS
The technological ability of food to affect hormones is the basis for ensuring happiness. Through active
substances and biotechnological processes, nutrition has reached dogmatism and its violation leads to
confusion and imbalance. There is no way to achieve satisfaction if we do not want it ourselves and receiving
and achieving happiness through others would lead us astray. It is wrong to eat meat - foods rich in saturated
fats as much as we like them because it produces high insulin resistance and hence fat deposits. This is not
the case with fish - foods rich in monounsaturated fatty acids have low insulin levels. Achieving high levels of
mental satisfaction is based on low insulin levels, while achieving levels of physical satisfaction is based on
high insulin levels. So achieving happiness is part of exercise and sun with good hormonal results and rich in
monosaccharide foods (Paans et al., 2018). We are not talking about foods that are rich in carbohydrates, they
are dangerous to health and lead to heart disorders and increased insulin levels.
When achieving spiritual satisfaction, harmful foods are overcome through volitional processes and abstinence
from overeating. Happiness is not always good and turning it into overeating and overeating can have negative
consequences. Stress and emotional state are also the basis of lowering blood sugar, which changes the
hormonal balance and a person experiences hunger. Satisfaction with the product of niche tourism is not an
easy task and achieving happiness is a combination of mind, body and spirit that are bound by faith, hope and
love. It has long been proven that the human body needs up to 3.5 mg / kg per day. of the essential amino
acid tryptophan or for 85 kilograms of body weight about 300 milligrams per day. The experimental results
should be aimed at improving the technological regime for the production of dishes as well as the use of such
food products with the required concentration of active substances. Niche tourism is also interested in the
prevention of the environment that is able to provide the necessary comfort and hygiene in food consumption
(Ribov, 2007). This would stimulate the depressed state of the person, would overcome the stress and would
direct him to prevention and health therapy. Increased overweight and improper diet with poor quality dishes
and non-compliance with technological recipes and non-preservation of active substances in mechanical and
heat treatment are the basis of the impossibility to improve niche tourism products. The tourist behavior, the
psyche, the health attitude for proper nutrition, the culture of eating - eating habits and the culture of service
are also important here. The basis for increasing demand and increasing quality and competitiveness is the
preventive intervention and improvement of nutrition by observing the technical characteristics of food products
and the use of such innovative equipment and technological units that are first low energy and secondly in
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technological processing to retain the active substances. These indicators are necessary and sufficient to
overcome stereotypes and create an opportunity to innovate the niche tourism product and achieve higher
competitiveness of supply.
This is also the way and the practical tools for overcoming obesity and mental disorders and creating a new
policy in niche tourism that is at the level of the citisens of the European Union (EU). The main question is how
the active substances from foods such as magnesium, calcium and iron will be absorbed from the blood, how
much active fiber is supplied when consumed and what concentration of tryptophan is in the protein to ensure
a healthy diet striving for happiness and competitiveness. With high tryptophan activity are almonds with
600mg / 100g product almost double the amount of active substance, as well as vitamin E which help protect
the heart muscle by reducing blood clotting and lowering bad cholesterol (LDL). Technological recipes that
include this product would not only improve the quality of dishes but would also increase their demand. In the
scale of careful nutrition, studies showdifferent indicators, with the scale of nutrition without distraction (D), with
a comparative index = 0.97. (Laura Winkens et al., 2018) (seeFig.1):

Figure 1. The scale of careful feeding in 1227 adult Dutch aged 55 and over. (A) Focused nutrition. (B) Hunger and satiety. (C)
Nutrition with awareness. (D) Feeding without distraction. Source: https://www.researchgate.net/publication/324465032

Innovations need considerable effort. At the heart of any innovation is the idea of change, and both environment
and conditions are needed for its successful implementation. In order to establish ourselves in niche tourism
with our national cuisine in the world cuisine, the criteria of health and appropriateness must be maintained
and the emphasis must be on the natural way of processing food and preparing meals. When offering culinary
products, their health and healing properties should be evident, as well as the desire to prevent the formation
of carcinogenic cells and reduce cholesterol (Polimenov, 2014). The tastes of the dishes must correspond to
a certain state of mind and temperament of the consumer. Therefore, sensory perception in supply is essential
and the richness of language, its colour and sensory perception in supply must be used. Words must create,
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describe the superb component of the perfect dish that has an appealing focus and harmony of flavours. Meals
should be inimitable and served with finesse (Dumoulin, & Flipo, 2011).
This is the path that should lead us to a more popular tourist destination for niche tourism. It is the right
approach in offering the experience in the technologies of food production, monitoring of tourist behaviour and
its perceptions as well as the preventive health psychology of the tourist or health prevention that would put us
on a new competitive level (Winkens et dl., 2019). The deeper one goes into the structure of the niche tourism
product, the answer to the main question is sought, namely, how foods affect the hormonal metabolism in the
brain and the active substances with their characteristics are a factor coordinating lifestyle. In questionnaires
for quality control of culinary products in the production unit hot kitchen, such innovative technological
operations are implemented and applied in the production, which facilitate the key technological processes
and reduce costs. The "fifth level" restaurant lacks a strategy and production program on which to rely to reduce
costs and increase quality.
Therefore, the coefficient of competitiveness is the lowest / Ik- / (see Fig. 2)

Figure 2. Coefficient of competitiveness / Ik / based on quality and price of the restaurant product in
"Innovations in Restaurant management."

The level of competence would improve the quality of the products, which is essential for a healthy and rational
diet. Implementation in the production of innovative technological equipment in technological processes leads to
improved quality and preservation of nutrients and aromatic substances of products in culinary products, in such
treatments of the digestive system are delivered valuable nutrients in active form. This innovative culinary model,
offered in the traditional Bulgarian recipes for the processing of semi-finished products with machines and
technologies in technological and thermal processing, as in depth and surface everything is achieved at a strictly
defined temperature for a certain time and pressure. Each recipe must ensure the freshness of nutrients and their
caloric content. Dishes in culinary processing must have a specific color, aroma, juiciness and pleasant taste, in
direct exposure to the olfactory and gustatory reception to excite the appetite and be accessible. The combination
of the flavours of semi-finished products in pickling and technological processing with herbs and antioxidants
such as resveratrol (found in red grape skins, in some herbs, blueberries and seeds) leads to the production of
modern national culinary assortments with good organoleptic qualities (taste, aroma and others.). Dishes in
culinary processing must have a specific colour, aroma, juiciness and pleasant taste, in direct exposure to the
olfactory and gustatory reception to excite the appetite and be accessible. The specific tastes of the Bulgarian
national dishes lead to the activation of enzymes, secretion of digestive juices and attraction of consumers.

DISCUSSION
The technological characteristics of food and food products are the future determining the good healthy
nutrition and the psychophysical emotional state of the tourists. Niche tourism products are able to fully meet
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the expectations of tourists to meet their perceptions and create satisfaction from wherever they are sought.
The path to overcoming obesity (Gibson et al., 2016) and focusing on healthy prepared foods goes through
the introduction of innovative food preparation facilities in niche tourism products. Overcoming inertia is
essential and is a leading catalyst in servicing the new Wellness tourist (Polimenov, 2018). The achievements
will be constructive and will be focused on new technologies that preserve the technological characteristics
and qualities of food products. These considerations prove that the basis of a healthy diet is the desire to
overcome obesity, which leads to the supply of more nutritious food in niche tourism.
CONCLUSIONS
Supply of quality niche tourism products is the basis for increasing demand and increasing competitiveness.
The main role is played by the technological characteristics of food and food products and the preservation of
the active substances in active concentration. This is the basis of the proper metabolism of nutrients in the
human body, the elimination of free radicals and the reduction of insulin levels. This is not an easy task for
niche tourism products.
However, the following conclusions can be drawn from the analysis:
1. The new realities provide an opportunity to offer niche tourism products fully compliant with modern science
and technology;
2. We can have competitive niche tourist products only in compliance with the standards of cost optimisation
through the introduction of innovations (Ribov, 2003);
3. Implementation of experimental studies in practice will prove the causal link and will lead to the improvement
of the working tools and its environmental friendliness.
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INTRODUCTION
Wellness psychology is a science that draws on knowledge from many related fields including Wellness,
knowledge based economy or Recreational programs (Petrova, 2013; Gallwey, 2015; Chipeva, 2019;
Dimitrova, 2019; Donev, 2019; Ignatova et al., 2020). Psychological indicator of the personal conduct and the
achievement on emotional balance is considered as central part of the personal Wellness culture (Afremow,
2015; Dimitrova, 2018; Dimitrova et al., 2021;). Wellness programs and recreational activities psychology deals
with the relationship between psychological variables and Wellness culture or sports healthy lifestyle (Epstein,
2014; Mumford, 2016;). At the elite level there is often little difference among training methods - what often
separates a gold medal from a silver medal is the athlete’s mind-set on that day (Perry, 201; Yosifov, 2019).
Wellness programs and recreational activities psychological interventions can help the practitioners to achieve
the optimum state of mental and physical status (Trendafilov et al., 2013; Yosifov, 2018). Wellness programs
and recreational activities psychology techniques and concepts can be equally effective for the week-end
warrior or fitness enthusiast trying to keep on track and get the most out of his/her exercise experience
(Trendafilov, 2020; Vulev et al., 2019). Wellness psychologists are highly trained professionals that apply
theoretical knowledge and testing in order to better understand and improve healthy lifestyle biomechanics,
kinesiology and psychology (Dimitrova, 2017; Ignatova, 2020). It involves the study of how psychological
indicators affect healthy lifestyle or personal conducts (Dimitrova, 2019a). As well, how participation in wellness
programs and recreational activities, foods and exercise affect psychological and functional factors (Ivanova,
2019; Polimenov, 2019). Wellness programs and recreational activities, psychologists teach, cognitive and
behavioural strategies in order to improve Healthy life style and Wellness culture in every day schedule are
important in particular in the global pandemic situation (Dimitrova, 2020). In addition to instruction and training
of psychological skills for applied wellness programs and recreational activities psychology may include work
with athletes, coaches and parents regarding injury, rehabilitation, communication, team building and career
transitions. Wellness psychology also deals with basic personality traits, including mental endurance,
confidence, motivation and character. On a team level the wellness psychologist should help create the right
motivational climate – be it task-oriented (emphasising building skill) or ego-oriented (emphasizing superior
ability). They also have to keep the professional teams or the citizen’s spirit high. The spirit is like the electricity
that provides energy to the lightbulb that is the soul and both define the personal conduct and the level of the
emotional dynamic. The spirit is the only source that feeds the soul. The spirit is a projection of our wellbeing,
just like our physical body. Strictly speaking, Wellness psychology and exercise psychology are two separate
areas but they are often referred to jointly (Dimitrova, 2018a). Wellness psychologist primarily work with
amateurs, citizens and silver age people from bigining to elite level. We have to keep in mind the COVID
pandemic situation – people are more likely to go into depressive states, to be less motivated and therefore it
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is very important to keep physically active. The pandemic also changes the way for Wellness psychologist
interacts with practitioners. Many authors claim that the pandemic will lead to a wave of psychological and
neurological problems.
METHODOLOGY
The actual work is focused on how psychology influences wellness programs and recreational activities and
how it can improve healthy lifestyle. The aim is to prepare Wellness and Recreational professionals for the
demands of the new needs in their job, such as coaching the Wellness culture for everyone. For example, a
Wellness programs and recreational activities psychologist could help a citizens’ cope with the stressful
aspects of their everyday role or counsel young people to successfully deal with the consequences of
sustaining an injury. Wellness psychologists use many methods to achieve these goals including, but not
limited to: experimental, psychometric, multivariate correlational, meta-analytic, idiosyncratic and qualitative
approaches. They also work with emotional dynamics – a framework for measuring how an individual’s
emotions change over time. The observation units were 96 women and men between the ages of 20 and 68
who wished to participate in the study. Signs of observation are psychosocial, demographic and
epidemiological indicators related to the spread of wellness culture. The observation time for the experiment
is the period from February 2020 to May 2021.
RESULTS
Exercise psychologist on their hand typically work with the general public to increase motivation and
participation in exercise. The driving force behind their work is health and wellbeing, not sports performance.
Research methods in Wellness programs and recreational activities and exercise psychology are embedded
in the domain’s network of methodological assumptions, historical traditions, and research themes. Wellness
programs and recreational activities and exercise psychology is a unique domain that derives and integrates
concepts and terminologies from both psychology and kinesiology domains. Scheme 1 presents indicators of
the severity and duration of stress and how to act to maintain proper personal management of the stressful
situation.

Scheme 1. Personal management of the stress situation (Available at: tigerdoor.ru)
Thus, research methods used to study the main concerns and interests of wellness programs and recreational
activities psychology represent the domains of our scientific interests. The main methods used in the wellness
programs and recreational activities psychology domain are: experimental, psychometric, multivariate
correlational, meta-analytic, idiosyncratic and qualitative approach. Each of these research methods tends to
fulfil a distinguishable research purpose in the Wellbeing psychology domain and thus enables the generation
of evidence that is not readily gleaned through other methods. Although the six research methods represent a
sufficient diversity of available methods in wellness programs and recreational activities psychology, they must
be viewed as a starting point for researchers interested in the Wellbeing domain. Other research methods
(e.g., case study, Bayesian inferences, and psychophysiological approach) exist and bear potential to advance
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the domain of wellness programs and recreational activities and exercise psychology. Graphic 1. presents
indicators inside of the extreme situations (Wellbeing, Emotional dynamic and spirit) and how to act to maintain
the management of our personal conduct.

Graphic 1. Management of the personal conduct in extreme situations
A Wellness psychologist must be with expertise in the following areas:
1. Wellness culture enhancement through the use of psychological skills training, and healthy lifestyle
improvement, imagery and practitioners self-talk;
2. Issues that are specific to the psychological well-being of concreate citizens;
3. Working with the organisations and systems that are present in wellness programs and recreational
activities settings;
4. Social development factors that influence wellness programs and recreational activities participation.
Part of the responsibilities of the Wellness psychologist is to help building the professional team mindsets. The term “Motivational climate” refers to the situational and environmental factors that influence
individuals' goals. The two major types of motivational climates that Wellness coaches can create are taskoriented and ego-oriented. While winning is the overall goal of Wellness programs for team building sessions
regardless of the motivational climate, a task-orientation emphasizes building skill, improvement, giving
complete effort. The mastering of task at hand, while an ego-orientation emphasises demonstrating superior
ability, personal conduct for professional progress, and does not promote effort or individual improvement. A
task-oriented climate has been found to develop a greater intrinsic, self-determined motivation in indivituals
compared to an ego-oriented climate. Perhaps one of the most difficult things to get in the field of Wellness
psychology is the direct contact with clients. You should work with a supervisor with an expertise in Wellness
psychology and find a population to work with. There are different ways of getting experience. One way is to
meet with the athletic director or their assistant to find specialists who are willing to support you. Some
internship sites offer Wellness psychology training as part of their formal curriculum. Many professional and
teams have realized the value of Wellness psychology and regularly make use of the services. However, they
tend to use the well-established individual. When you start out, working with amateur and collegiate individuals
is a good experience. In addition, writing is a great way to develop additional experience and to tell others
about your accomplishments and areas of expertise.
DISCUSSION
Wellness psychologist need to be able to speak ethically and practically and should have expertise in the
above-mentioned areas. Individuals offering wellness programs and recreational activities psychology services
would have to adhere to the standards set forth in this profession. Otherwise, they could risk being in violation
of ethical guidelines which could result in the suspension and/or termination of one's license to practice.
Educational wellness psychologists, emotional dynamic or spirit programs emphasise the use of psychological
skills training (e.g., goal setting, imagery, energy management, self-talk) when working with clients by
educating and instructing them on how to use these skills effectively during healthy everyday lifestyle. The
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common goal of an educational wellness psychologist program and recreational activities is healthy lifestyle
enhancement by teaching skills to professional or individuals on how to manage the mental indicators of
Wellness to maximise the Wellbeing potential in their life. While wellness programs and recreational activities
psychologists primarily work with professional or individuals and focus their research on improving Wellness,
culture and Wellbeing are another field where intervention can take place. Researchers in this area focus on
the kinds of things coaches can say the team leaders or do to improve their Wellbeing technique and their
team made to achieve high performance.
CONCLUSIONS
Wellness psychology is considered subdivision of medical Wellness. Wellness psychologist aim to better
understand and improve healthy lifestyle as psychologist that are focused on health and wellbeing. The
Wellness psychologists uses a diversity of methods to do their jobs and to systematize their results and
findings. They must have a good level of understanding and expertise in a multitude of related wellness
programs and recreational activities settings. Their responsibility is to help build the motivational climate of the
professional team or the individual expert. A barrier in the way of the Wellness psychologist is how to get
experience and they might need to start at the fitness centres level. A professional must always keep in mind
the existing ethical guidelines, norms and standards.
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INTRODUCTION
Physical activity at all levels, as well as social tourism are a major part of social activities in the field of public
relations (Yosifov, 2018; Dimitrova, 2018; Trendafilov, 2020). Sport is a social and economic phenomenon,
one of the largest and most important social activities that unites people and promotes their development
(Yosifov, 2019; Vulev et al., 2019; Dimitrova, 2020). It accompanies man in his quest for physical and spiritual
beauty and health. It is a means of expressing personal and national identity. In today's fast-paced and tense
daily life, stress and accumulated mental fatigue create preconditions for more and more working women,
including pregnant women, to feel the need for sports and recreational activities (Nesheva, 2010; Dimitrova,
2019). There is a growing perception that sport is not only a healthy leisure activity, but also an effective way
to increase labor production and promote a healthy lifestyle - Wellness (Donev et al., 2019; Dimitrova et al.,
2021). Surveys conducted in the member states of the European Union show that approximately 125 million
Europeans practice various sports in their spare time. Men and women of all ages spend and spend an average
of 2% of their family budget on sports activities.
Bachvarov (2000) points out four main social spheres of application of sport, namely:
• Sports for health, vitality and beauty, ie. sports for all, including sports for pregnant women;
• Physical education and sports of the younger generation, incl. and higher education institutions;
• Professionally applied sports, incl. in the armed forces, etc .;
• Competitive sport with its many varieties.
Through its beneficial effects on prevention, treatment and recovery, physical activity is beneficial at any age
and is particularly important in the context of Europe's aging population and maintaining a high quality of life
at all ages (WHO, 2007). Sport is a result of social development and is largely a catalyst for social development
by improving the qualities of the individual and his behavior. And sport for all helps to improve neuropsychological, emotional and social fitness and communication, reduces mortality, builds moral and volitional
qualities, forms positive behavioral responses, models behavior, prevents aggression, violence and
arbitrariness, helps strengthen active citizenship and others.
METHODOLOGY
In the present study, the main focus is on sports for all, including pregnant women, as well as on some of the
main target areas for sports, namely: health, beauty and aesthetic pleasure. The term "sport for all" is used
conditionally because its content includes not only sports for health, but also other forms such as activities and
procedures of physical activity. It originated in English-speaking countries in 1966 and gradually spread to
other countries. National, regional, global and Olympic structures are beginning to emerge. In Bulgaria in the
90s of the 20th century it manifested itself in the form of mass sports, folk sports and mass-healing physical
culture. The socio-economic significance of sport on a global, international and national scale allows us to
consider it on four main levels:
1. Mega-level - sport as a system with a distinct structure and functions on a global and global scale;
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2. Meso-level - sport as a system with a separate structure and functions on a continental scale;
3. Macro-level - sport as a system on a national scale;
4. Macro-level - sport as a system, on the one hand within the individual sports entities - (federations, unions,
sports clubs, private sports formations, social groups) and on the other hand, within the individual social
spheres of its application - "elite sports, sports for all, including pregnant women, school and student sports,
sports for disadvantaged people), etc.
RESULTS
The study aims to identify some marketing aspects related to the interests and needs of users of sports services
for pregnant women. The survey method was used, and for this purpose a questionnaire was prepared,
including several questions with alternative and free answers. The surveyed pregnant women are between 26
and 35 years old (Nesheva, 2014). The question "How did you learn about the offered sports activities and
services for pregnant women?" Is interesting. Respondents had the opportunity to indicate up to three answers.
The analysis (Fig. 1) shows that in the largest percentage of cases (57.5%) women have learned about this
type of service from a friend or acquaintance, acquaintance or used the relevant sports services. Internet
awareness is approximately similar (50%). Followed by information from brochures (25% of cases).
0%
друго
до днес не знаех, че се предлагат…
от акушер-гинекологът ми
5%
от спортен клуб/център
от познат/ приятел
2,50%
от друг вид реклама(билборд, TV, радио…
от брошури
от интернет

Series1
15%
15%
57,50%
25%
50%

Figure 1. Awareness
One of the most important questions reflected in Figure 2 is "What motivates women to use sports services
during their pregnancy?" The results can be used in the preparation of advertising or educational campaigns
aimed at promoting and attracting more pregnant women to activities with sports and the consumption of
specialized sports services for pregnant women. And to this question the respondents had the opportunity to
indicate up to 3 answers.

Figure 2. Motivation to use sports services for pregnant women
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Impressive are several very strong motives compared to the others, which we can define as motives of
paramount importance: better preparation for childbirth (62.5% of cases), for prevention against disease /
health (57, 5% of cases) to relieve stress (57.5% of cases), for inspiration and pleasure (37.5% of cases) and
weight management (25%). What these main motives have in common, according to the respondents, is that
each of them is directly or indirectly related to a health or psychological factor. From this we can conclude that
a pregnant woman is responsible for her health, mental and emotional balance and equilibrium. Considering
the rest of the results obtained, which can be conditionally defined as secondary motives, we come to the
following conclusions. In the first place in 15% of cases is the creation of new contacts. This is due to the fact
that after the birth of a child, a woman is more or less forced to change her social circle. That is why it is
important to make connections and contacts with other pregnant women. In 12.5% of the cases the motive is
the satisfactory price of the offered services. The low percentage probably indicates that a large part of the
respondents are willing to spend a significant amount of their budget if it would contribute to their health and
well-being. Qualified staff and good attitude is a motive for using sports services for pregnant women in 10%
of cases, the desire to learn something new and useful in 7.5%, and the idea of diversifying everyday life or
"escape" for a little work / the family ” in 5% of cases. The material provision of sports centers (clubs), as well
as whether the service is popular and modern among pregnant women, are the least motivating factors
according to the respondents. Respectively: "modern equipment and cozy atmosphere", "there is convenient
transport (parking)", "because it is modern" - in 2.5% of cases. Having looked at the main motives of pregnant
women for using sports services, let's look at exactly what kind of sports services that women surveyed use.
The subjects had the opportunity to indicate up to 3 sports services for pregnant women that they use. Figure
3 shows that the largest percentage of women (73.3%) have chosen gymnastics, with the majority of them
attending the Nesheva Specialized Program (established at the National Sports Academy in 2010).
Series1

друго

3,30%

спортно ходене

3,30%

преходи/туризъм
водна аеробика

30%
10%

гимнастика

73,30%

йога

16,70%

плуване
джогинг
танци
фитнес

23,30%
10%
23,30%
16,70%

Figure 3. Used sports services for pregnant women

The percentage of attendance at other types of sports services is drastically lower. Activities not necessarily
related to a sports club or center are hiking and tourism, in most cases it is a result of personal initiative,
practiced by 30% of respondents. Swimming and dancing account for 23% each, followed by yoga for pregnant
women and fitness with 16.7% each. Probably due to high prices, poor supply and in view of the hygienic
conditions / needs regarding pregnancy, only 10% of the respondents practice water aerobics. Jogging, as a
more dynamic and in some cases contraindicated sport during pregnancy, has been chosen and practiced by
10% of women. Finally, 3.3% are sports walking or other used sports services. It is noteworthy (Fig. 4) that
when asked "What sports services for pregnant women would you use?", 47.5% of women surveyed indicate
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water aerobics, not sure what risks they take when in public pools with diverse and numerous visitors.
Considering the results of the previous question and only 10 percent of women who actually use this type of
service, we come to the conclusion that water aerobics is an attractive and desirable sports service with
potential for development.
друго

Series1

0%

спортно ходене

12,50%

преходи/туризъм

17,50%

водна аеробика

47,50%

гимнастика

20%

йога

42,50%

плуване
джогинг

37,50%
5%

танци
фитнес

27,50%
5%

Figure 4. Preferred sports services for pregnant women

The same can be said for yoga, which accounts for 42.5% of women's preferences against 16.7% of actual
consumption. Despite the presence of many yoga centers offering yoga for pregnant women, the low
percentage of consumption of the service indicates poor awareness due to insufficient or complete lack of
advertising and knowledge of this type of service. Followed by swimming with 37.5%, dancing with 27.5%.
Interest in gymnastics among pregnant women is also relatively high at 20%, given that a large proportion of
women surveyed indicated it as a sports service they already use. Sports activities that pregnant women can
use on their own, namely hiking and hiking, and walking, are not among the most preferred, with 17.5% and
12.5%, respectively. Jogging and fitness services have the lowest percentage with 5% each.
CONCLUSIONS
In the first place, sport for pregnant women has a high social significance. Lack of physical activity has negative
consequences not only on the health of the individual, but also on the development of society as a whole. This
is an important task for the expectant mother, whose main goal during this period is to take care of the wear
and tear of a healthy and viable generation. The market of sports services for pregnant women and the
significant interest in them (65% of respondents) reveal opportunities to impose such services. Secondly, all
women (including all pregnant women considered as potential participants in this subsystem) are a large group
of specific users of sports services, which requires the development of specialized, tailored and researched
training programs, as well as the presence of closely specialized and qualified sports specialists (Dimitrova et
al., 2021). And thirdly, it is necessary to create, in recent years, more and more private sports formations
offering different types of sports programs for women with normal pregnancies.
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INTRODUCTION
Playing Recreational motor programs is a specific, interesting, attractive and healthy activities for teenagers
(Trendafilov et al., 2013; Ignatova et al., 2017; Yosifov, 2018; Dimitrova, 2018; Miletiev, 2018; Ivanova, 2019).
Activity that requires concentration and mobilization, the basis for a serious impetus to achieve a higher level
of motivation in young people and their future professional realization in the knowledge base economy
(Petrova, 2013; Ignatova et al., 2020; Donev et al., 2019, Chipeva, 2019; Trendafilov, 2020; Dimitrova et al.,
2021). Purposeful and constant work in the direction of increasing self-esteem greatly increases the motivation
for achievement. To maintain optimal motivation for success, it is necessary to set higher, real, individual, and
team goals for athletes. It is necessary to work in the direction of optimizing the relationship between playerplayer and coach-player, as a means of greater satisfaction and maintaining a high interest in the game of
basketball. At the same time, Recreational and Wellness innovative methods, programs, sets of exercises
aimed at balanced physical activity, and effective motivation of young people around the world are sought
(Dimitrova, 2019; Yosifov, 2019; Miletiev, 2019; Vulev et al., 2019; Ignatova, 2020). Modern needs presuppose
personal motivation for activating motor culture and sports for health (Dimitrova, 2020; Ivanova, 2019a).
The present analysis aims to track the attitudes for general self-assessment and motivation for Recreational
and sports achievements of junior high school students actively involved in basketball in terms of school
physical education. The subject of the analysis is the indicators for general self-assessment and motivation for
achievements, allowing harmonization and individualization of the establishment of school wellness. The
scientifically substantiated conclusions will allow establishing the attitudes of the students for improving the
quality of the sports-educational process and their motivation for active participation in it, in order to
successfully form knowledge and sports-educational skills. Object are specific indicators giving an idea of the
objective attitudes of students, as well as their systematization in comparative analysis. A questionnaire survey
was conducted of junior high school students in secondary physical education. To establish the relationship
between the monitored indicators, a comparative analysis of the dynamics of the targets is applied through
mathematical and statistical processing to derive correlations between them.
METHODOLOGY
The aim of the present study is to study the degree and follow the attitudes for general self-assessment and
motivation for sports achievements of junior high school students in the conditions of school physical education
actively involved in basketball. The subject of the analysis is the indicators, self-assessment, and motivation
for achievements, allowing harmonization and individualization to establish the presence of school wellness.
Object are specific indicators giving an idea of the objective attitudes of students, as well as their
systematization in comparative analysis. The attitudes towards the studied indicators in the 97th Secondary
High School "Bratya Miladinovi" were studied. The total number of children included in the study was 30, of
which 15 were boys and 15 were girls. The study took place in April - 2021. Thus, 15 students were formed
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numbe of points - test

into two target groups, each separated by gender, and the results were compared by gender and analyzed. All
parents were acquainted with the study and signed declarations of informed consent for the measurement data
to be published in our scientific analyzes and developments. We performed mathematical and statistical
processing of the results of diagnostic analyzes and tests (comparative and correlation), as the values of the
correlation coefficient - r (standard symbol) are interpreted according to reference values expressed in Table
1. The studied contingent consists of 30 junior high school students (15 girls and 15 boys) aged 11-12, actively
practicing basketball in school. To derive the relationship between the indicators, a comparative dynamic
analysis is applied by means of mathematical-statistical processing to derive correlation coefficients. The
correlation coefficient of the studied indicators is obtained with the capabilities of the EXELL program - KOREL
function. The coefficient of correlation is expressed by the Pearson index, as the most widely used index for
rectilinear dependence - a single, summary index for the degree to which two variables are linearly related or
dependent on each other.
RESULTS
In the course of the research, the following tasks were formed, increase the motivation for performance and
sports achievements and increase the realization of the students in the sports-educational direction. A
questionnaire survey was conducted of the students of the target age range in the conditions of school physical
education. To derive the relationship between the monitored indicators, a comparative analysis of the dynamics
of the parameters was applied through mathematical and statistical processing to derive correlations between
them. The main research parameters in the present study are the attitudes of students practicing basketball at
school. The analysis of the data follows the logic of the set goal, finding realization in the set tasks of the
research. An analysis of the studied parameter - level of general self-assessment is forthcoming. Diagram 1
presents data from the study of the general self-assessment of girls. From the obtained results there is a
tendency towards low values of the reflected data.
General self-assessment - girls
35
22

32
24

32

28
18

20

22
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13

25

26

30

16

Next number

Diagram 1. Dynamics of test data - general self-assessment – girls
Of the surveyed basketball players - 66.67% have low overall self-assessment, 26.67% have average selfassessment and only 6.67% have high self-assessment. These data are a consequence of self-criticism, which
is reflected in the results of the self-assessment test for girls. Of the surveyed basketball players, 86.67% have
an average and 13.33% have a high motivation for achievement (Diagram 2). There is a moderate trend in the
dynamics of the studied indicator
From the parallel results presented in Diagram 3. it can be seen that the motivation for achievements as an
individual and average value (15.73 points) is lower than the values of the general self-assessment (24.07
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points). In 26.67% of the girls, there is an average overall self-assessment and an average assessment of the
motivation test. 13.33% of girls show a high level of motivation for achievement, and 6.67% of them show a
high overall self-assessment
number of points - test
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Diagram 2. Dynamics of test data - motivation for achievement – girls
. In general, girls show a lower level of motivation for achievement compared to the level of general selfassessment.
Comparative analysis - girls
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Diagram 3. Data dynamics - general self-assessment and motivation for achievements – girls
The mathematical-statistical analysis based on the determination of Pearson's correlation coefficient was made
according to the formula:

There was a significant correlation (Table 1), a proportional and statistically significant linear relationship
between the level of overall self-assessment and motivation for achievement in girls.
With registered value of correlation coefficient r = 0.504, with guarantee probability p <0.05 (i.e. 5% risk of
error). The statistical significance of this dependence is greater than 95%.
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Table 1. Correlation scale
Values
Correlation scale
0 - 0,3
weak correlation
0,3 - 0,5
moderate correlation
0,5 - 0,7
significant correlation
0,7 - 0,9
high correlation
0,9 – 1,0
very high correlation

number of points - test

Diagram 4 presents the data from the study of the general self-assessment of boys. From the obtained results
there is a tendency to a slight increase in the values of the reported data.
General self-assessment - boys
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Diagram 4. Dynamics of test data - general self-assessment – boys
From the parallel results presented in Diagram 5. it can be seen that the motivation for achievements as an
individual and average value (18.87 points) is lower than the values of the general self-assessment (29.53
points). In 40% of the boys, there is an average overall self-assessment and an average assessment of the
motivation test. 53.33% of the boys show a high level of motivation for achievement, and 26.67% of them show
high overall self-assessment. In general, boys show a higher level of motivation for achievement compared to
the level of overall self-assessment.

Comparative analysis - boys
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Diagram 5. Data dynamics - general self-assessment and motivation for achievements – boys
From the mathematical-statistical analysis based on the determination of Pearson's correlation coefficient, a
moderate correlation was reported (Table 1), a directly proportional and statistically significant linear
relationship between the level of overall self-assessment and motivation for achievement in boys. With reported
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value of correlation coefficient r = 0.451, with guarantee probability p <0.05 (i.e. 5% risk of error). The statistical
significance of this dependence is greater than 95%.
Diagram 6 shows the fluctuation of the data obtained in the analysis of the relationship between the studied
parameters - overall self-assessment and motivation for achievements in both target groups.
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Diagram 6. Ratio - self-assessment / motivation for achievements - boys / girls

The data for boys with a higher level of parameter - general self-assessment stand out, and the trend in this
indicator is for a moderate increase. This tendency is intensified by the data from the indicator - motivation for
achievements, as here the dynamics of a moderate increase in the values of the monitored indicators in boys
is observed. This is due to the fact that in sports victories and defeats are natural elements of the training and
sports-competitive life of every athlete. From an early age, physical education teachers and coaches teach
their students to make a real assessment of each of their actions on the field, to be self-critical, and at the
same time to give a real assessment of their achievements, discover their mistakes, and look for ways to
overcome them. With a significant degree of guarantee probability, the established significant correlation (for
girls) and moderate (for boys), the higher the self-assessment of the competitors, the stronger will be their
motivation for achievement and vice versa. With a purposeful and constant increase in self-assessment, it is
very likely to increase the motivation for achievement of students in the target age period. There is a relatively
low overall self-assessment. There is a medium to high motivation for achievement, as the individual and
average value are higher than the values of the overall self-assessment. There is a moderate and significant,
directly proportional, statistically significant relationship between the level of self-assessment and the level of
motivation for achievements in both target groups.
Motivation for sports activities
Sports is an interesting and attractive way for young people to express themselves, requiring concentration,
discipline, and responsibility. Playing sports builds personal qualities and shapes the character of the athlete.
Basketball is a very dynamic sport, which is a prerequisite for making quick decisions, adequate reactions to
the actions of the opponent, change in technical skills, even when athletes are at the limit of their physical
capabilities/concentration, physical and mental endurance /. In order to achieve results, not only motor but also
moral and volitional qualities are needed, such as discipline and perseverance. Directing children to sports is
a function of either independent choice or the influence of a Physical Culture and Sport teacher who has built
positive attitudes in children for sports. The support of the family environment and the circle of friends have a
strong influence on sports activity. For the studied group, support is an important condition and additional
incentive to deal with difficulties in achieving higher sports and educational results.
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DISCUSSION
The theoretical analysis, the conducted empirical research, the processed and analyzed results give grounds
to make the following generalized conclusions:
• The overall self-assessment of the studied group of young basketball players has low values of monitored
indicators - overall self-assessment and motivation for achievements, which indicates the presence of
increased self-criticism in self-assessment. Students assess their achievements as satisfactory, which speaks
of self-criticism and striving for higher results.
• Although junior high school students do not see professional realization as athletes, most of the group have
confidence that they are prepared to participate in competitions.
• There is a medium to high motivation for achievements, probably due to age characteristics (adolescence,
which is characterized by increased overall activity). There is a desire to achieve higher results in increasing
competition, in the face of other teams, which is why the girls in the study group set higher goals to achieve.
• The internal motives for sports in the studied group are very strong, which predicts higher purposefulness,
persistence, and spontaneity in the practice of sports and competitive activities.
• Orienting children to sports is a function of either independent choice or the influence of the Physical Culture
and Sport teacher, who has built positive attitudes in children for sports.
CONCLUSIONS
Against the background of high overall satisfaction with basketball, their strongest satisfaction is with the
attitude of the coach and the relationship between the players in the team. As a result, interest in basketball
as a result of a systematic training process is increasing. For the majority of respondents, basketball has a
positive effect on almost every aspect of their lives, but mostly by making them more disciplined and organized.
The degree to which children consider that sport helps them in their academic achievements also deserves
attention. Empirical research confirms that there is a significant relationship between students' level of selfassessment and their motivation for achievement - it should be expected that the higher the self-assessment,
the stronger their motivation for achievement and vice versa.
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INTRODUCTION
Part of the Medical Wellness is the popular methods from the Recreation or alternate methods (Dimitrova,
2018; Chipeva, 2019; Dimitrova et al., 2021). The pain syndrome is the most common complaint in
gynecological practice and accompanies a number of gynecological diseases. The healthy lifestyle aim is to
ensure a free blood flow using recreational programs in order to achieve Well-being (Dimitrova, 2019;
Dimitrova, 2020). An important theory popular in Chinese medicine (CM) is that if there is pain, there is no free
flow; if there is no free flow, there is pain - Tong zhi bu tong; Bu tong zhi tong (Flaws, 1997).
And dysmenorrhea is caused mainly by obstruction of the ducts during the menstrual cycle (MC) (Goranova,
2006). In recent years, the methods of CM occupy a well-deserved place among the physical means for the
prevention and treatment of a number of diseases, especially in pain conditions (Goranova, 2006a). Given the
many side effects of drug therapies, this gives us reason to look for non-drug approaches as an alternative
(insufficiently known and used) for the treatment of menstrual disorders. CM has significant advantages in the
treatment of gynecological disorders.
The main methods of treatment include Chinese herbal medicine, acupuncture (AC), auriculotherapy,
moxibustion, suction therapy, acupressure, qigong (Chinese gymnastics) and others. non-drug therapies that
treat the causes of the disease rather than suppress the symptoms. And most importantly, they have no side
effects. China has a long history of treating obstetrics and gynecology. Accumulated clinical experience shows
that AP regulates the menstrual cycle. Many case reports have shown the effectiveness of CM methods in the
treatment of premenstrual syndrome (PMS), dysmenorrhea and other MC-related conditions, as well as
polycystic ovaries, endometriosis, inflammatory diseases, etc. (Flaws, B. 1997; Marchment, R. 2007).
Dysmenorrhea is an important indicator of impaired menstruation.
A number of studies have shown that AP relieves menstrual pain (Goranova, 2006a; Goranova, 2018; Proctor
ML, 2002; Smith, 2011; Smith, 2016). Clinical articles are diverse in terms of their research purpose and
methodology. Research on the effect of acupuncture focuses on the possibilities of treating pain. Over the last
decade, attention has been paid to its impact on reproductive health and MC, respectively. The goal of any
treatment is to alleviate the symptoms, improve and restore the general health of the patient, as well as to
improve their quality of life.
More and more women have been found to prefer a non-pharmaceutical approach, including dietary changes,
physical activity, cognitive-behavioral therapy, and alternative medicine (Choi DS., 2009). For these reasons,
various treatments for CM, including AP and Chinese herbal medicines, are increasingly used by women as
an integrative approach to menstrual disorders (Jing Z., 2009; Jang S., 2014). In a study conducted in the
United States, 80% of women prefer non-pharmacological interventions, such as vitamins and supplements or
methods of alternative medicine. The high percentage of women who are dissatisfied with their treatment (Jang
S., 2014) reveals the need and importance of including new approaches to the treatment of menstrual
disorders.
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METHODOLOGY
Methodical instructions:
The massage was applied immediately after acupuncture. The requirements for the application of An’mo
massage are according to the methodology by Goranova consept (2018).
The aim of our study is to present and investigate the effectiveness of the impact of a complex method of
acupuncture in combination with abdominal acupressure in women with primary dysmenorrhea.
The experiment was conducted in an outpatient setting with 20 women aged 20 to 30 years, suffering from
menstrual pain, taking analgesics as needed or regularly during MS. All participants signed an informed
consent to participate in the study.
According to Western medicine
Dysmenorrhea is painful menstruation and is defined as:
• Primary dysmenorrhea that begins in adolescence and is not associated with any pathology.
• Secondary dysmenorrhea, which begins later in life and is associated with endometriosis, pelvic inflammatory
diseases, abnormalities in the development of internal genitals, fibroids, cysts and more.
• Pain that occurs in the middle of the cycle, usually lasting no more than 24 hours, due to rupture of a follicular
cyst and is often treated with medication with anti-inflammatory pills, NSAIDs.
According to Chinese medicine
The smooth flow of menstruation depends on the good and balanced functioning of the organ systems Zan`Fu
and the smooth movement of Qi energy and Xue Blood.
Dysmenorrhea is caused by stagnation of the fluid substance qi and the liquid substance xue, which leads to
obstruction of the ducts and manifests itself with pain. Dysmenorrhea is of two types: deficiency condition and
excess condition.
Differentiation and treatment
Excess syndrome
Clinically it is manifested by increased menstrual bleeding, bloating and pain in the lower abdomen, which
intensifies with pressure. Menstrual blood is dark red with large clots. Often the pain is relieved after their
removal. The pulse is deep and uneven.
Sometimes the sensation of stretching radiates to the chest and hypochondrium, with a feeling of shortness of
breath and nausea, and painful swelling of the mammary glands. The pulse is tense and stringy.
Healing principle: To restore the free flow of Qi and blood, remove the stasis and stop the pain.
Acupuncture prescription: The main active points that are treated are the spleen canal (DL), kidney canal (BB),
reproductive canal (KR). Active points: Guan`yuan KR 4, Jun`ji KR 3, Qiao PM 32, Di`ji DL 8, Neiguan OS 6,
Shang`jun KR 17, Tian`shu ST 25, Xue`hai DL 10, San`in`jao DL 6 (Goranova, 2006; Goranova, 2006a).
Acupuncture is performed by the method of sedation.
Deficiency syndrome
It is characterized by severe and persistent pain during and after menstruation, relieves pressure and heat,
scanty and pale red blood, does not flow freely, compression and dull pain in the lumbar region, fatigue in the
lower extremities, poor appetite, dizziness, palpitations, disturbed sleep, tinnitus, feeling cold. The pulse is
fibrous and the tongue is pale.
Healing principle: Warming the canals, dispersing the cold and speeding up blood flow.
Acupuncture prescription: The main active points that are treated are from the channel manager (KU),
channel (BB), stomach channel (ST), bladder channel (PM). Active points: Taisi B 3, Gushu PM 17, Ganshu
PM 19, Pishu PM 20, Shen Shu PM 23, Minman KU 4, Yaoyang Guang KU 3, Qiao PM 32, Shui`dao ST 28,
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Xue`hai DL 10, Dzu`san`li ST 36, San`in`iao DL 6, Zhao`hai BB, Gui`lai ST 29, Ha`gu DC 4 (Goranova, 2006;
Goranova, 2018). Acupuncture is performed by the method of toning.
The active points in each woman were individually selected according to the leading symptoms. The
combination of these points helps to control the pain, as a leading physical complaint.
Abdominal massage
From time immemorial, abdominal massage has been used to treat many conditions. Ancient healers sought
a way to treat pathologies in a natural way - directly with hands, tools, herbs, suction cups, baths and more.
Of course, the main indication that made people pay attention to the abdomen was pain. Abdominal massage
affects the various levels of control in the body, removes blockages, releases negative emotions and ensures
the proper functioning of internal organs (Ivanova, 2018; Goranova, 2006; Goranova, 2006a; Goranova, 2018).
Depending on the type of syndrome, Chinese massage was applied to the subjects in order to influence
menstrual pain - Anʼmo (Goranova, 2006).
RESULTS
To report the results of the methodology, we included a subjective assessment of the degree of pain through
a modifying scale according our practical experience, and the classic test by Merl d’Aubine.
Pain test, which is reported on a 4-point scale. The study of patients took into account the individual sensation
of pain and the threshold of her sensitivity.
- degree 0 - no pain;
- Grade 1 - mild, dull pain;
- degree 2 - moderate pain, does not interfere with normal activity;
- Grade 3 - severe pain that interferes with normal activity.
The pain was recorded at the same time for each of the subjects. The course of treatment lasted three months
(covering three consecutive MS). before the first MS monitored. In the meantime, before the second MS
monitored. Finally, after the last procedure. The course of treatment began seven days before the expected
date of the forthcoming MS. The procedures were performed every day. A late examination was performed 1
month after the course of treatment to take into account the preservation of the effect of the applied
methodology.
The comparative analysis of the results showed a positive change in the pain experienced, which led to an
improvement in the quality of life in general. Conducted experiment for the treatment of dysmenorrhea with the
methods of KM - acupuncture and abdominal acupressure, show a high therapeutic effect. This proves that
they undoubtedly have a place as a leading tool for the prevention and treatment of women's health. Numerous
studies confirm the same results (Goranova, 2006; Goranova, 2018; Proctor ML, 2002; Smith, 2011; Smith,
2016; Xu).
Pain: The results of the test for the tested menstrual pain are presented in Table 1.
Table 1. Comparative analysis of the percentage of the menstrual pain experienced
енка на болката
Бр.
%
Бр.
слаба,тъпа болка – ст.1
%
средна болка, не пречи на нормалната Бр.
дейност- ст.2
%
силна
болка,
възпрепятстваща Бр.
нормалната дейност – ст.3
%
няма болка – ст.0

Начално
тестване
0
,0%
3
7,5%
9
22,5%
8
20,0%
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0
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0
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0
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0
,0%
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Before the start of treatment, the relative proportion of patients with very severe pain that interfered with normal
activity was 20.0% (8), with moderate pain - 22.5% (9), with mild pain - 7.5% 3) and no patients without pain.
The final study did not identify any patients who experienced severe pain that interfered with normal activity.
After the application of the complex methodology, there are no patients left to experience moderate pain. The
decrease in patients with severe and moderate pain, respectively, led to an improvement in the results and an
increase in patients with mild pain - 10.0% (4) and those without pain - 40.0% (16). Thus, in the late study 1
month after the course of treatment, the patients who no longer experience pain are the maximum number 50.0% (20). The strong post-therapeutic effect is impressive 1 month after the end of the treatment, with
complete control of the pain sensation.
DISCUSSION
Some more important summaries and trends can be deduced from the obtained results.
 Pain is a complex and individual sensation that is difficult to assess, study, manage and treat.
It is necessary to develop and improve the treatment guidelines and preventive measures for
women's health among the younger generation.
 Dysmenorrhea is a significant medical and social disease that requires prevention and
monthly care from every woman suffering from this pain syndrome.
The following scientific experiment for the treatment of primary dysmenorrhea with the methods of CM revealed
the following:
1. Rapid control of pain with a positive early and late post-therapeutic effect;
2. Overcoming congestion by improving the drainage of lymphatic and venous outflow;
3. Improving microcirculation and trophism in the treated areas.
4. Increase oxygen supply to peripheral tissues and increase metabolism.
5. Ensuring the patency of the channels, which is a guarantee for the unimpeded flow of the fluid
substance qi and the liquid substance xue of qi energy, which in turn regulates the function of
the internal organs (zan'fu-organs) (Goranova, 2006; Marinova, 2013) and respectively affects
the smooth flow of MC.
CONCLUSIONS
In conclusion, it can be noted that the results of this study show that the complex methodology of AP and
abdominal acupressure leads to a good therapeutic result and can be used effectively to manage menstrual
pain. The methods of Chinese medicine are safe and effective. They are recommended for the treatment of
women suffering from various menstrual problems, both for the overall improvement of health and for improving
their quality of life. According to KM, a truly healthy woman should not have any appearances before, during
or after a cycle. KM defines menstruation as a source of strength that allows the body to renew, grow and
expand its potential. The strength of the effect of acupuncture in combination with abdominal massage is due
to the natural regulation and activation of the body's hidden reserves. CM effectively complements or is a good
alternative for the treatment of gynecological diseases. The application of alternative approaches to treatment
in practice can only enrich and expand kinesitherapy.
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Abstract
“Cosmeceuticals” is a combination of the terms “cosmetics” and “pharmaceuticals”. Cosmeceuticals are supplied to the wellness
facilities, and they materialize for the tourists during treatments. Tourism research has not to any significant degree addressed the
role of cosmeceuticals in the wellness industry. The paper provides examples of strategic alliances from the Nordic countries of cobranding. Additionally, the producers/distributors of cosmeceuticals may become crucial partners in the creation of the experience
offered in the wellness facilities. With examples from the Nordic countries, it is demonstrated that alliances can lead to innovation
and development in cosmeceutical enterprises, and that the collaboration can also assist the wellness industry in its attempts to
obtain inimitability. Based on innovation literature, the paper discusses models for co-creation and factors that facilitate or hamper
collaborative processes. Co-creation and cobranding constitute strategic alleys for the wellness industry. The Nordic evidence
suggests that the opportunities are not fully exploited.
Keywords: Spa and wellness tourism; cosmeceuticals; innovation; co-branding; co-creation; the Nordic countries.

INTRODUCTION
“Cosmetics” and “pharmaceuticals” together form the term cosmeceuticals, which embrace anti-aging creams,
moisturizers, bathing salts, lip balms and many other products. When extending the use of cosmeceuticals and
applying the rhetoric of health improvements, the spa and wellness industry is increasingly marching into
domains formerly exclusively occupied by “serious” medical professionals. Similar movements and invasions
can be observed in for example electronics where GPS-technologies have moved from restricted military use
to become an instrument for play and enjoyment, and in the clothing sector waterproof clothes previously used
mainly for military purposes or as working clothes have also disseminated into outdoor activities for recreation
and tourism (Logue 2005, Smedstad 1995). Wellness tourism integrates body, mind and spirit. A satisfactory
tourism experience depends on the intentions, mood and adaptability of the tourist, but also on the
competencies and professionalism of the wellness staff to interpret and meet the needs of the visitor. Relations
between human beings are found to be crucial in wellness tourism (Kelly & Smith 2009). However, wellness
experiences are not only a matter of intangible procedures and services. The delivery process is assisted by
a large number of auxiliary remedies. Thus, cosmeceuticals are supplied to the wellness facilities, and they
materialize for the tourists during treatments. As it will be further developed and explained in this article, the
image and the commercial success of cosmeceutical products depend on the interaction between the staff and
the customers in the wellness facilities. Accordingly, it assumed that there is a mutuality of the two industries,
which may or may not be fully envisaged and exploited. It is part of a collaborative picture that cosmeceuticals
are also merchandised on the premises and often part of the décor. Thus, the role of the cosmeceuticals is,
potentially, even more far-reaching in terms of development and branding. Although wellness tourism is a topic
that attracts many tourism researchers, the role of cosmeceuticals in the wellness industry has not been
1
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addressed too any significant degree. Generally, it is remarkable how few research reports are generated from
the “engine room” of the wellness industry. The geographical framework for this study is the Nordic countries,
where spa tourism has existed for a long period of time (Aho 2007, Hemmi & Vuoristo 2004, Kangas & Tuohino
2008, Konu et al. forthcoming 2010, Smith & Puczkó 2009, Suontausta & Tyni 2005). There are many
strategically sound ways for spa and wellness tourism enterprises to move in developing their competitiveness
and brands, and developing their cosmeceutical alliances might be one of them. One assumption here is that
the producers/distributors of cosmeceuticals are crucial partners in the creation of the experience offered in
the wellness facilities. Cosmeceutical producers play a role both in terms of innovation of new products and
services and in the marketing and branding process. The terms co-creation and cobranding are applied in the
investigation of the nature of such collaborative structures. The Wellness tourism has its roots in the long
history of spa resorts, and in that sense is not a new phenomenon.ISSU During more recent decades it has
modernized and diversified into a large variety of categories. As demonstrated by Smith and Puczkó (2009)
wellness tourism includes a high focus in facilities for medical treatments, as well as pure leisure and relaxation
sites. There are also great variations in profiles when it comes to expectations of the tourists’ involvement and
activity, either mentally or physically. The rapidly upcoming research interest covers many issues, but there
seems to be an overwhelming interest, for instance in users’ profiles and in motivations, behaviours and
experience. Generally, the rationale is that there are significant growth prospects due to ageing and changed
lifestyles (Bushell & Sheldon 2009). In parallel, destination studies contribute to the wider perspectives with
evidence about local resources, sustainability fit and economic viability (Pechlaner & Fischer 2006). In the
pharmaceutical literature, the development of cosmeceuticals is given quite noteworthy attention. There is a
science based focus on the ingredients that influence the skin's biological function and the discovery of new
active agents (Draelos 2008, Tsai & Hantash 2008). Spa and wellness facilities provide a long range of
treatments. Not all of them imply the use of cosmeceuticals. There is an ongoing development in the
treatments, such as cooling and hot stones, and vitaminised massages, as well as treatments of the extended
body, and combined mental and physical treatments. Simultaneously, there is a tandem process of ongoing
development with cosmeceuticals that can be applied in those treatments. Manufacturers are enthusiastic to
explore the uses of traditional and new raw materials in their products. Trends for the near future are claimed
to be that natural products and extracts will replace chemical materials; additionally, plants and fermentation
will replace animals as ingredient sources. The use of cosmeceuticals in wellness tourism is only fragmentarily
covered in the research literature, and then only in conjunction with the descriptions of the treatments provided.
Smith and Puczkó (2009) reviewed the many categories of wellness tourism, from medical to recreational,
relaxationally passive to sportily active, physical to spiritual, and focused to holistic. Treatments where
cosmeceuticals are prevalent occur in some of the categories and not in others. The experiential
cosmeceuticals do receive some anecdotal attention in the literature, for example massages and body wraps
based on chocolate. The general trend seems to be that the inclusion of spa elements in for example hotels
and sports centres increases the profits, and that the growth rate of goods and merchandise is particularly
impressive (Mandelbaum & Lerner, 2008). In terms of treatments, Behrens (2007) points to the strong
diversification and internationalization trends, where large corporations with huge marketing budgets tend to
be the main driving forces. Those players in the wellness and spa market may have alliances with suppliers of
cosmeceuticals in the same league. On a more general level co-branding with the tourism business and their
suppliers is an upcoming, but still novel research theme (Pechlaner et al. 2006). Co-branding is when two
companies form an alliance to work together, creating marketing synergy. In this situation, a tourism enterprise
will enhance its image by using respected and, preferably, already wellbranded products, while the suppliers
can achieve an extra marketing platform for its products. Any wellness provider will apply scrubs, lotions, muds
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etc. during the treatments and the brands of these can be made very visible and their merits included in verbal
appraisals. The spa-goers are expected to take the first step towards a loyalty to the particular product. They
can also find the same products in the shop to bring back for home treatments and gifts. Additionally cobranding can include club memberships offers. The co-branding can also take place on the websites of the
enterprises, sometimes even including e-shopping opportunities (Lee et al. 2006). The research literature is
fairly tacit about strategic cobranding alliances between the wellness industry and its suppliers in this field
(Gibson, 2008; Weiermair & Steinhauser, 2003). Smith and Puczkó (2009) talk about “signature products”, a
term that embraces the development of new spa products and treatments special to the place and destination.
Signature products might involve an active and mutually beneficial a cobranding of the spa-facilities with the
producer and the local community, from where an element of the signature derives. Co-creativity moves the
issue further. In this case a wellness operator will collaborate intensively with suppliers of cosmeceuticals in
order to develop new products. The open processes lead to cross-fertilization of knowledge. During the process
of co-creation the purpose for the supplier is also to gain new ideas and insights, which may eventually lead
to product introductions to a wider market (Möller & Törrönen, 2003). Accordingly, tourism service providers
and their suppliers are partners in an innovation process, and leading tourism enterprises are responsive test
benches for new supplies with a higher quality and better market potential. Such innovation processes are not
well illuminated in tourism innovation literature (Hjalager, 2010).
METHODOLOGY
This study combines literature reviews with brief and targeted case studies. As the research is part of a larger
project on “Nordic Wellbeing” the geographical focus is the Nordic countries, in particular Denmark and Finland.
Persons selected for interviews are managers of spa and wellness facilities and cosmeceutical manufacturers
and distributors. As tourism research is only marginally addressing issues about co-branding and co-creation,
the Internet and the trade press has been an important supplementary source of knowledge on specific
practices in the global spa and wellness industry. Spa Industries and their Suppliers – Cases from Denmark
and Finland The inclination to place additional weight on the spa products and the relations with the producers
and distributors of them can be demonstrated by the cases from Denmark and Finland. The cases illustrating
the strategies are far from uniform.
ISSUES IN CO-BRANDING AND CO-CREATION
The branding literature elaborates on the many dimensions of effective co-branding. Aaker (1996)
demonstrates that the companies in collaboration must have a deep understanding of their customers’
motivations in order to create and enhance the loyalty for more products in a co-branding group. Furthermore,
the quality levels must be comparable, and the product character stable and unshakeable, as compromising
will harm the collaborating partners. In the cases of successful co-branding, a mutual respect and trust has
been built up over time. Suppliers are likely to be more willing to launch into risky partnerships if they have the
prospects of lasting contracts that guarantee a return from their innovation and other investments (Crotts et al.
1998).
According to Lee and Decker (2008) there are three distinguishable effects of co-branding:
1. Mutual effects which occur if there is a high degree of product fit, where the two products are
interlinked. That is the case in cosmeceuticals, as the products are directly applied during the
treatments and exposed to the customers, while the treatments take place. If the customer gets a
sense of wellbeing after the treatment, he/she will build up a favourable attitude towards both the spa
and the particular cosmeceutical.
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2. Extension effects happen later as a responsive consumption behaviour. By remembering the spaexperience, the customer will also be likely to bring back gifts from the spa gift shop and to choose the
spa product during daily shopping.
3. Reciprocity effects are the long term effects where the customer on a more permanent base
perceives the quality of a product in a certain manner. At this time the collaboration between the
supplier of cosmeceuticals and the spa facility can expand their collaboration and utilize the
established brand equity, for example by introducing more cosmeceutical products or by appealing to
new market segments.
In the private label case of Vejlefjord, there is of course no co-branding, and none of the effects are
materializing. It demonstrates a careful strategic choice, which coincides with for example the strategies in
professional staffing. Other cases in this collection are examples of the harvesting of the effects of mutuality.
Thus, the Hotel Kalevala and the Seawest work with producers with a distinct image, which supports the brand
of the place as “Nordic”, “clean”, and “responsible”. In the co-operation model of Anttolanhovi and Lumene,
Lumene’s products are introduced to different customer segments and possibly also to people that have not
tested Lumene products before. This can encourage customers to buy Lumene products also from other
places, e.g. during daily shopping. Comwell/Matas likewise expand the likelihood of extra business for both
partners, not least because the Matas shops are found in nearly all towns in Denmark. Designermudder is an
example of a supplier that has the reciprocity in mind to have products that appeal to categories of spa goers
that most spas are not yet geared to serve. The intermediating of Guest Comfort also helps spa providers and
cosmeceutical products that are not experienced in, or capable of, exploiting the potentials of co-branding.
Generally speaking, there are several driving forces for innovation in tourism, for example the technological
developments, suppliers’ provision, market demand/customer requirements, and governmental regulation
(Hjalager, 2002). Innovative suppliers can be decisive for tourism, due to the fact that much innovation is
already embedded in technology and raw materials. Suppliers’ innovations are “released” when integrated in
the service delivery in the next step in the value chain. Barras (1986) declare this a typical “reverse” road to
innovation in services. Cosmeceutical producers can be analysed in this logic. Eventually, the innovative
producers of cosmeceuticals may theoretically be able revolutionize the product that the spa facilities are
offering to their customers. Seen from that perspective, spa and wellness enterprises are in a situation where
they have to consider existing and emerging cosmeceutials not exclusively as enhancers of products, features
and functions, but also as facilitators of experiences. The case study of Designermudder exemplifies that more
colourful spa muds and scrubs can be a stepping stone for the spa experiences for new target groups, and
thereby a re-orientation or a diversification for the spa and wellness facility. Likewise, Guest Comfort has a
“push effect” on its customers in the spa business. The literature on service design (Pine & Gillmore, 1998;
Voss & Zomeijk, 2007) widely advocates to use metaphors from the theatre in order to enhance the experience
and make the products innovative as far as the user is concerned. Producers of cosmeceuticals possess
distinct chances to contribute to the development in the spa business in a proactive way. Systematic
approaches as suggested by Edensor (2001) and Mossberg (2007) reveal that there might be a plea for
enhanced understanding of the theatrical focus in spa innovations, and the cases in this study illustrate that
co-creation with cosmeceuticals can be seen as a construction of dramatic progressions.
1. Scripting is about creating the story and the rituals. Scripting is a multifaceted process that
integrates issues about the socio-economic and educational background of the customers and the
type of business. The scripting process can reflect a range of matters: What is the place of origin
of the ingredients? What scientific evidence is available? What auxiliary remedies? Spa
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ceremonies are often very rigidly scripted, and the customers more or less know what to expect.
However, spa providers are attempting to make variations in order to create surprises. A
uniqueness of the cosmeceuticals and the producers’ contributions to the script are methods of
enhancing the period of time - before some other business is copying elements from the concepts.
The renaissance case of Queen Dorethea’s Bath is good illustration of the potentials of a thematic
script with monks and their medical herbs.
2. Sceneography and stage-design. There is an ongoing architectural and ethnic proliferation and
thematic remodeling of the spa interiors. The importance of the décor seems to increase, as the
colours, shapes, sounds, surfaces etc. tend to create the signature of the place and contribute to
the overall feeling of wellbeing. The cases in this study vary from very classical, to modern Finnish
design and to the medieval Queen Dorothea’s Bath. However, these specific wellness facilities
exhibit limited attempts to bind together and co-create the cosmecuticals and the sceneography,
for example underlining the views to pine trees outside and a Nordic ambiance with pinebased
scents.
3. Casting and instructing deal with the recruiting and managing the staff who are capable of
enacting the story that is laid out in the script and embraced in the sceneography. From the point
of view of the suppliers of cosmeceuticals, it is hardly enough that the staff are professional
therapists or cosmetologists and able to apply the products in exactly the required way. Innovating
goes beyond that and includes for example the use of costumes that are harmonized with the
setting and potentially also the image of the cosmeceuticals. Instruction also contains preferred
behavior and procedures that reinforce the image with some scope for improvisation.
Innovativeness in the field of casting and instructing is about creating norms and cultures of a
place, which contributes to uniqueness, and which creates a learning environment for the
producers of the cosmecuticals to achieve relevant and reliable feedback for their innovation
processes. Enhanced sales methods for merchandise and after sales services are also a part of
this picture and crucially relevant in terms of cosmeceuticals. The proprietors’ interviews emphasis
the need for training as part of the co-creation and co-branding process.
4. Directing the tourists’ performance. Tourists in spa and wellness establishments are not only
spectators, they are also co-producers of their own and other people’s experience and therefore
partly responsible for the success of the theatric play. There is normally a good deal of guiding of
the visitors through treatment programmes and offers, and most customers are accepting the
implicit conformism. Self-pampering requires particular advice and encouragement, as seen in
Anttolanhovi and Comwell cases. When appealing to broader audiences, there might be a need
to introduce other ways of play directing into the spa product. Designermudder sees the
opportunities in organizing events for children where they produce their own soaps or lotions. Such
events – however in line with the objectives of both spas and cosmeceutical producers – may
require new modes of interacting with the customers.
DISCUSSION AND IMPLICATIONS
This study approaches a tourism niche from the point of view of the suppliers, and this is a method that is not
conventional in tourism research. By accumulating an understanding for the business models and marketing
strategies from the suppliers’ side, it is possible to broaden the perspective in terms of innovation and
knowledge transfer. Accordingly, the study unveils that the co-branding and co-creation is taking place under
quite different understandings of boundaries of the enterprises. It is a conclusion from the cases that there are
both existing and emerging overlaps in the roles of the cosmeceutical producers and the spa wellness
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enterprises. Collaboration tends to soften the boundaries and opens up inspiration and communication,
enlarging the knowledge base can contribute to the competitiveness of a firm (Howell et al. 2003) and influence
innovativeness (Tether 2005, Walsh 1996). The cases suggest that co-branding is an emerging issue in the
spa industry, and that that the cosmeceutical industry seems to be responsive. However, in the Nordic cases
there is only marginal emphasis on creating destination/nation specific wellness cosmeceuticals. Accordingly,
the destination signature expressed through products with names of specific locations or geographical features
is generally weak. Rather, both the spa industry and the producers tend to rely on the international practice in
the business, where oils, fragrances are acquired from all parts of the world and assimilated into the spa
product. There are many very persistent traditions in the ingredients sector, but the choice of ingredients also
has an economic background. When it come to the collection and processing of ingredients from the natural
environment where supply is distributed over large spaces in remote areas, the obtaining of an economics of
scale in countries with high labour costs becomes very difficult. As it is illustrated by Finnish Frantsila and
Lumene it is possible to create some economies of scale in this field. It is important to envisage that particularly
Lumene has experienced growth and now the firm represents a major actor in its home market. For those
enterprises and governments who intent to proceed along the road of creating stronger alliances or backward
integration with the value chain there are a number of focus points to be aware of and to address:
1. Is there a resource base for a cosmeceuticals in the Nordic countries? • Are “lived Nordic values”
(Nordisk Råd and Nordisk Ministerråd, 2009) contributing leads for wellness and wellbeing
tourism?
2. Are there supportive business structures and a collaborative network? Are the spa and wellness
industry and the cosmeceutical producers prepared to enter into collaborative agreements and
trustful interaction?
3. Do the regulatory regimes challenge and support the endeavours to create Nordic value chains?
CONCLUSIONS
When it comes to meanings and values the Nordic elements in spa and wellness are intrinsic, and there is still
substantial research to be undertaken when it comes to a better grasp of cobrand management in this context
(Pechlaner et al. 2006). None of the actors in this study have yet to achieve a consistent and full-bodied cobranding and co-creation profile, and that is not a surprise. We are talking about a discipline in tourism that is
still emerging in terms of academic research and in terms of practical implementation. Destinations still have
to be invited in to do a job.
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ABSTRACT
The phenomenon of film-induced tourism has been well-documented in a number of locations world-wide. Feature films have become
one of the most powerful tourism marketing tools offering an alternative selling method for destinations. Budapest’s famous thermal
spas several times hosted international film productions, such as Red Heat (1988) with Arnold Schwarzenegger and I, Spy (2002)
with Eddie Murphy and Owen Wilson. The Hungarian capital, well-known for its health tourism, but not for film-tourism, is clearly
identified in these movies as a city of spas. The types of attracting qualities are as diverse as the films in which they reside. Usually
viewers attach an icon to the location they have seen in a film, therefore locations which carry an emotional charge can easily be
identified. Swimming pools used by the Hungarian national water polo team are strongly linked to national identity. The primary sites
for the CCCP-Hungary, so called ‘blood in the water match’ in The Children of Glory (2006) were swimming pools used by the
Hungarian athletes (BVSC on Szőnyi street and Alfréd Hajós). In film-induced tourism literature much emphasis has been given to
the significance of films and locations in terms of its economic generation and on the motivations of visitors (Provenzano 2008;
Beeton 2005; Riley-Baker-Van Doren 1998; Toke-Baker 1996), or recently a growing interest exists in the study of the impact of
successful television programmes on local enterprises (Connell-Meyer 2009; Irimiás 2008; Messina-Bocchioli 2008; Connell 2005).
There, however, appears to be very little research on the films’ impact on a different tourism product, like health and wellness tourism,
and the role of a successful movie production in reinforcing the image of the spa and the location. The aim of this paper is to analyse
the relationship between film-induced tourism and health tourism and to elaborate a model of a possible collaboration. The research
is based on a questionnaire survey carried out in 2009 among foreign tourists staying in Budapest (the collected data was analysed
with SPSS), and on semi-structural interviews with Hungarian film-commissioners.

Keywords: film-induced tourism, destination image, Budapest, spas
INTRODUCTION
Films provide the objects and subjects for the gaze of many people, and movies may induce them to travel to
the location where the film was set (Riley-Baker-Van Doren 1998). Image is central to marketing, even more
so in tourism destination marketing, which promotes an intangible product. Destination imaging is multidimensional, comprising both symbolic and tangible features (Beeton 2005). Image influences tourism related
attitudes and it affects the individual’s perception and consequent behaviour (Gallarza-Saura-Calderòn Garcìa
2001). Moreover, image has long been considered as a primary decision-making factor in holiday travel. The
importance of tourism destination image has been widely studied and the image has emerged as a crucial
marketing concept in the tourism industry (Hall 1999).
Visual culture may influence many aspects of everyday life and the effect of film on human behaviour has long
been debated mainly in psychological and sociological studies. In some feature films the development of a
country’s identity, image and cultural representations can be traced through popular film and television series.
The Lord of the Rings saga and its impact on New Zealand’s tourism is one of the best examples of filminduced tourism (BuchmannMoore-Fisher 2010; Corl-Kindon-Smith 2007). Tourism images are developed
from the stories of returning travellers as well as the media of the day. In a wider sense, news coverage and
popular culture (as in films, television programs, and literature) can provide substantial information about a
place in a short period of time. Additionally, while watching a film, people usually are more open to all the
information because they do not feel to be targeted for selling promotion compared to traditional advertising.
Further, news and popular culture products are so deeply embedded in every day life that they are likely to
have high market penetration. Thus, portrayals of places in news and popular culture can alter an area’s image
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significantly, even in a short period of time. Motion pictures are an important element of popular culture. They
may impact on many people and few would deny that movie-going and television watching are the major leisure
activities in the Western world. Usually popular films dominate the movies for a relatively short period, however,
the impact of popular films on individual and societal beliefs and behaviours will continue to increase as cable
television, DVD use, and internet downloads diffuse rapidly. A film may create and prolong interest in a
destination. According to Butler (1990) what is shown in movies, videos, and television will become even more
important than print media in shaping images of, and visitation to, places, due to expanding accessibility and
high credibility of these information sources. It can be affirmed that contemporary tourists’ organic images of
places are shaped through the consumption of film and television series without the perceived bias of
promotional material. Recognising that movies can enhance awareness of places and affect decision-making
processes, marketers are increasingly working with film producers to promote their destinations as possible
film locations (Beeton 2005; Seaton and Hay 1998). Tourism holds an important position in the substantial
political, economic and social restructuring processes which have taken place in Central and Eastern Europe
(CEE) in the past two decades. The ‘re’-imaging of the region faces different challenges and niche tourism
products need to be developed and marketed in response to the changing nature of tourism demand. Similarly,
CEE cities like Budapest in order to enhance their role as tourism destinations are trying to create new and
unique experiences for visitors (Rátz-SmithMichalkó 2008). Brand identities are based on culturally distinctive
features and new tourism trends like film-induced tourism may have a key role. This paper is concerned with
the process of image formation related to film tourism. In the focus of the research the analysis of Budapest’s
identity on feature films can be placed, with special attention on spas and baths. The featuring of spa locations
in the Hungarian and international film productions may offer different aspects of health and wellness tourism
image formation and a co-operation between film commissions and the Hungarian tourism authorities would
be auspicious.
Budapest as film location The power of film to motivate travellers, create new images, alter negative images,
strengthen weak images, and create and place icons is recognised by many as a major factor in tourism
promotion (Beeton 2005). Films familiarise audiences with places and attractions featured in them. Riley and
Van Doren stated that ‘Extended exposure to attractions through the medium of film allows potential tourists
to gather information and vicarious knowledge, therefore lowering the anxiety levels caused by anticipated risk’
(1992:269). Thus, it is proposed that observing a movie can increase the degree of familiarity with the places
it portrays. That is, the popular view of a place offered by media may prompt that place to recreate its own
identity in this image. This recreation of place identity implicates different levels of culture, and language,
including the visual language of television, films, and other mass media. This implication provides
representations that produce meanings which may reinforce place identity. These meanings regulate social
practices, influence people’s behaviour, and consequently might have real practical effects. In particular,
movies, as visual language, have been one of the major vehicles to construct and transmit meaning, often of
places with which people do not have first hand experience. The Hungarian capital has recently became ‘film
friendly’ with a number of film commissions and film offices working on the promotion of the city as an ideal
film location. Korda Studios established in the nearby of Budapest offers a wide range of film locations that
might be attractive to film producers. Macionis (2004) discovered the international exposure a film can provide
a destination; a film is an advertisement potentially viewed by millions of people who may be tempted to
become film induced tourists. Films are often not shot at the locations they purport to be, however benefits of
film-induced tourism can be traced only if the viewers can clearly identify the film location with the destination
they are interested to visit. Moreover, considering the issues of cultural identity of a place and its role on films
it seems to be clear that a film can reinforce the country’s identity if they are interrelated. Natural landscape or
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atmosphere can be featured as backgrounds in a film, however the storyline and the characters add some
emotional charge to places. This interrelationship of cognitive and affective image components eventually
determines the predisposition for visiting a destination.
METHODOLOGY
Research hypothesis
Based on the conceptual framework described in this study, two hypotheses were considered:
Ha 1: The perceived destination image of Budapest will be reinforced through the films set there
Ha 2: Budapest identity as a city of spas will be reconfirmed through the films
The study was conducted using bilingual (English and Italian) questionnaires among foreign tourists staying in
Budapest. The research was carried out in March-April 2009 and 600 tourists were asked to fill in the
questionnaire. Due to incomplete questionnaires a total of 67 were dropped out of the sample. Consequently,
533 usable responses were available at the end of the research, meeting the criteria for statistical estimation
for data analysis.
The questionnaire comprised 17 questions and classified the respondents by age, gender, origin, first visit to
Budapest, length of stay, whether they travelled independently or as part of a package. To measure the
cognitive component of participants’ image of Budapest, 11 image attributes, which were measured by fivepoint Likert type-scale, were included in the questionnaire. These 11 items refer to historical attractions,
atmosphere of the destination, and lifestyle of local people. In order to measure the impact of films on Budapest
tourism destination image, a popular motion picture was defined as a film produced for the entertainment of
the general public employing plot and characters. A total of 38 film titles were selected to be included in the
questionnaire. The selection of the films was based on the film location, all the 38 was set in Budapest, and
the productions are Hungarian (17 films) and international (21 films) as well. Tourists who were familiar with
some of the film titles were asked to underline those films which according to them, were set in the Hungarian
capital city. They were also asked to nominate those films that give a positive image of the city, as well as
those that give a negative image of the city in the film productions.
RESULTS
Budapest identity and its role in film tourism Tourists’ perception of Budapest was measured by the 11 image
attributes given in the questionnaire. In a five-point Likert-type scale these image attributes were measured,
and the mean value 4.05 (n=533) clearly shows that those tourists who participated in the research identify
Budapest as a city of spas. Budapest’s imposing baths such as Gellért Spa Baths and Hotel on the Buda side,
and Széchenyi Baths in the Pest side of the city are considered to be the landmarks of the capital, as well as
to be the leisure places preferred by Hungarians.
Usually viewers attach an icon to the location they have seen in a film, therefore locations which carry an
emotional charge can easily be identified. Swimming pools used by the Hungarian national water polo team
are strongly linked to national identity (Table 1.). The Children of Glory (2006) Hungarian film production is a
commemorative film about the national revolution of 1956 against the Soviet ‘Empire’. The days of heroic fight
and struggle against the Soviet army on Budapest’s streets and in the major cities of Hungary coincide with
the world-famous water polo match played in the finals of the Melbourne Olympic Games. In the film, the
primary sites for the CCCP-Hungary, so called ‘blood in the water match’ were located in swimming pools in
Budapest used by the Hungarian athletes (BVSC on Szőnyi Street and Alfréd Hajós). In certain types of placeoriented movies, viewers are offered the opportunity to learn about the place by imaginatively participating in
the place-related experiences of the characters (Kim-Richardson 2003). These swimming pools, however not
considered as tourism attractions, may be identified as the spaces of national proud of Hungarians and the
icon attributed to the film (national proud) could be indentified as a thematic icon. In The Children of Glory film
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the above mentioned water polo match against the Soviet national team takes place in Melbourne, and the
name of the athletes swimming pools are not cited at all. The identification of the film location using the film
icon related to the place may induce film tourism only if the film viewers are aware of original place where the
film was actually set. In this case, it could be stated that The Children of Glory may not generate any film
tourism phenomenon in Budapest, however it reinforces the image of Hungarians as heroic and proud people
through a significant water polo match and film viewers may have the opportunity to learn about the city from
a different angle of view. In the case of these two movies, Hypothesis 1 (The perceived destination image of
Budapest will be reinforced through the films set there) seems to be confirmed and film images could be used
to reinforce Budapest’s tourism destination image.
Some icons, like built heritage and aristocratic beauty of the traditional spas in Budapest, can be recurrent or
continuing images within a film, highlighted by the strong marketing communication based on these places as
well. Other icons which may attract visitors can be single exciting events (the water polo match) which viewers
can identify with the space they are interested to visit. Film icons may not all be visual as they may be storyline
themes or atmospheric background for the plot that may become associated with locations. Example of visual
icons is the American production I, Spy starring Eddie Murphy where Gellért Spa Baths, along with the Buda
Castle district and the Chain Bridge over the Danube offer a powerful overview of the riverside and an
outstanding panorama of Budapest. Gellért Spa Baths is not featured as the main spa and baths centre of
Budapest, instead the location was used to host scenes in an elegant and sophisticated environment. In this
film, the name Budapest and the Gellért Spa Baths are mentioned several times and film viewers may easily
identify the locations. Hungarian film productions, even if translated, have limited distribution within Europe
and even less overseas, on the contrary the I, Spy film has been broadcasted in the United States of America
and in numerous European countries as well. Major films may have more than one icon that film tourist
associate with locations. The physical icon has been illustrated above, however a detailed research on the
effects of the I, Spy film on Budapest, and even more precise on Gellért Spa Baths still has to be done. The
above mentioned film productions are clearly linked to Hungarian culture, to Budapest and to the spa traditions.
However, in several feature films Budapest plays the role of another European capital, and the identification
process is accessible only to those who are keen to search for the real location of the film or already has some
knowledge of Budapest’s iconic spas and baths. In the case of the Red Heat (1988) film starring Arnold
Schwarzenegger, Rudas Thermal Baths is featured in the opening scene of the film. Schwarzenegger plays
the role of a Soviet soldier searching for a cruel criminal within the spa. In a mysterious and vaporized
atmosphere created by suffused lights the film viewer is guided through different parts of Rudas Spa, however
the city plays the role of Moscow, the Russian capital. The other case of Budapest missed identity is the
example of Mrs Ratcliffe’s Revolution (2008) in a recent film production, twenty years after the Red Heat. This
comedy is about a British family eager to move to East Germany during the years of the Cold War because
they believe in the ideal life on the Eastern side of the iron curtain. In Mrs Ratcliffe’s Revolution Budapest plays
the role of East Berlin, and mainly derelict areas of the city were used as a film location. The Hajós Alfréd
Swimming Pool is featured in the scene when Mrs Ratcliffe tries to organise her family’s escape from ‘East
Berlin’ and the only neutral place to discuss such a crime is the swimming pool. Budapest missing identity in
several films when the Hungarian capital plays the role for example of Buenos Aires (Evita), München
(München), Moscow (Red Heat) or Berlin (Mrs Ratcliffe’s Revolution) is evidenced also by the questionnaire
research carried out among tourist staying in Budapest. From the 38 film located in Budapest, only a few films
were linked to the Hungarian capital as the film’s location.
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DISCUSSION
The respondents could indentify Budapest as the film location only in those films that can be clearly related to
Hungarian culture or history (like Sunshine, The Children of Glory, Fateless). This means that the other films,
even if successful movie productions, miss to contribute to Budapest promotion through films because the
featured sites, however being of national pride and the key tourist attractions, for the general movie-goers can
hardly be recognized and linked to Budapest.
In the second part of the questionnaire, respondents were asked to value on a scale from 1 to 4 six different
statements, all related to film tourism in Budapest. In the questionnaire the statements follow the 38 film set in
Budapest in order to help association of Budapest as a film location, and to make the participants remember
the films they might have seen. The mean value of the answers shows that those who participated in the
research think the Budapest’s thermal spas are well represented on films (2.15) and that it is interesting to
know which films were shot in Budapest (2.21). However, according to the mean value of the answers it cannot
be stated that films strongly influence tourism towards Budapest.
According to the mean value of the answers given for the statements, it can be stated the Hypothesis 2
(Budapest identity as a city of spas will be reconfirmed through the films) cannot be reconfirmed, nevertheless
several key attraction spas feature in different movies located in Budapest. In the research it has been
evidenced that Budapest’s missing identity, her acting as other European cities, might cause some confusion
in place identification.
CONCLUSIONS
Films have been, without a doubt a tourist inducing ingredient, turning destinations of little or no importance
into much visited tourist attractions. Even if not all films have such an effect, nonetheless it cannot be disputed
that films in general do affect the image of destination. For that reason, it is important that a well-planned image
management plan to be produced for destinations. A tourist visiting a destination after seeing the location in a
film or television series is an emerging phenomenon and due to the momentous impacts, many films have had
their locations research into the issues relating to film induced tourism. Film-induced tourism in Budapest is a
new phenomenon and what has emerged from the research is that tourist even if they are familiar with some
films set in the Hungarian capital, would not acknowledge a strong motivational influence on their decisional
process when selecting their holiday destination. By understanding the film tourist phenomenon, tourism and
film stakeholders can better meet experiences, thus expanding on the positive impacts of such destinations.
Tourism destination marketing ideally requires cooperation and input from all the sectors of community –
businesses, interest groups and local inhabitants. During the planning of tourism development, conscious
destination strategies that aim to create positive images of the destinations and imprint them in potential
visitors’ imaginations are developed. In Hungary health- and wellness tourism have become key tourism
products and a strong marketing strategy has been based on them, promoting the medical and treatment
services, leisure time in spas and baths. However, in the marketing strategy the powerful images shot in
different spa locations of Budapest are unfortunately missed out. As stated above, several feature films,
Hungarian and international productions as well, used Budapest’s flagship attractions like Gellért Spa Baths,
Széchenyi Spas or Rudas Spas as key film locations. On screen Budapest’s spas carry a well-defined identity
and emotional links to the location may be recognised in some feature films. The meaning of a place reinforced
in some movie productions and the film-viewers familiarity with the place starring on screen could offer
unparalleled possibilities to enhance the marketing strategy based on different tourism products. Film
commissions in Budapest are already promoting and selling the unique places of the Hungarian capital city to
host films, but until now this promotion has not been linked to tourism marketing. A possible collaboration
between the film industry and the tourism industry could reinforce Budapest’s cultural identity.
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