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PLACE BRANDING
WITHIN THE WELLNESS
ECONOMY

The article explores the transformation of
territorial wellness assets into a strategic
resource amid intensifying global competition for
tourism, investment, and human capital. The
relevance of the study is driven by the ongoing
transformation of the modern economy, charac-
terized by the growing importance of quality of
life, well-being, and sustainable development,
necessitating a rethinking of traditional app-
roaches to place branding. The wellness economy
is examined as a new strategic resource capable
of shaping a territory ’s value-oriented image and
enhancing its competitiveness. The research
hypothesis posits that the integration of wellness
economy principles into place branding fosters
the growth of territorial brand strength by
shaping a value-oriented image, strengthening
emotional engagement with stakeholders, and
enhancing the multidimensional competitiveness
of the territory. The paper highlights the role of
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TEPUTOPIANIbHUN
BPEHOAWHI'Y CUCTEMI
BEJTHEC-EKOHOMIKI

ocniooiceno npobnemy nepemeopenHs mepu-
TMOPIANILHUX ~ BETHEC-AKMUBIE HA  CMPAMeiuHutl
pecypc 8 yMo8ax 3pOCMIAHHS 2100AIbHOI KOHKY-
penyii 3a mypucmuuri, iHeecmuyitini ma Ir00CbKI
pecypcu. AKmyanbHicms 00CHOHNCeHHs NO8 A3AHA 3
MPAHCHOPMAayicto CYyUacHOi eKOHOMIKU Y HANPSIMI
nioUWeHHsl POl AIKOCI Jcumms, 000pobymy ma
CMAno2o po36UMKY, Wo nompeoye nepeocMUcieHHs.
MPAOUYILIHUX NIOX00I8 00 MepUmopiabHO20 OpeH-
ounzy. Bennec-eKOHOMIKY pO32TAHYMO AK HOBULL
cmpame2iuHull  pecypc, 30amuuil  6NIU6AmMU  Hd
Gopmysannss  YiHHICHO — OpIEHMOBAH020  00pA3y
mepumopii ma niogueHHst il KOHKYPeHmo-cnpo-
Moxchocmi. Bucynymo einomesy, wo inmezpayis
NPUHYUNIG BelIHeC-eKOHOMIKU V OpeHOuHe mepu-
mopiil  3a6e3neyye 3POCMAHHA CUTU  MepUmo-
pianbhoco 6peHdy 3a6808Ku hOPMYBAHHIO YIHHICHO
OpiEHmMO8aHo20 00pA3y, NOCUNEHHIO eMOYILIHOT
83a€M00ii 3i cmetikeondepamu ma NiOBULEHHIO
0a2amoBUMIPHOT KOHKYPEHMOCHPOMO*CHOCTIE Mepu-
mopii. Po3kpumo ponb  8enHec-eKOHOMIKU )
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the wellness economy in shaping the competitive
identity of territories. It is argued that a wellness-
oriented approach ensures a hierarchical logic in
the formation of a territorial brand’s value
proposition, enabling territorial competitiveness
to be interpreted as a derivative of the depth and
consistency of its brand value. The essence
and determinants of territorial brand strength are
defined. The methodological framework of the
study includes place branding concepts, brand
equity theory, approaches to assessing territorial
competitiveness, as well as systemic and causal
approaches to modeling the relationships bet-
ween wellness economy development and terri-
torial brand strength. The hypothesis was
empirically tested based on an analysis of count-
ries with varying levels of wellness economy
development and through an assessment of an
integral indicator of territorial brand strength.
The results confirm that countries with a more
developed wellness economy demonstrate higher
levels of place brand strength. It is shown that
place brand strength is formed as an integrated
effect of the interaction between the functional,
emotional, and symbolic characteristics of a
territory.

Keywords: place competitiveness, strategic
orientations, value proposition, brand strength,
intangible assets.

JEL Classification: 112,131, M31,018.

Introduction

opmysanHi KOHKYpeHMHOI i0eHmud4HOCmi mepu-
mopitl. ObTpyHMOBAHO, WO BenHEeC-0PIEHMOBANUTL
nioxio 3abesneyye EPapxiuny 102Ky BopMy6arHs
YIHHICHOT NPONO3UYii MepumopianpHo2o OpeHdy,
Wo 0036071A€ IHMEPNpemy6amy KOHKYPEHmMO-
CHPOMONCHICIb MEPUMOPIL SIK NOXIOHY 6i0 2TUOUHU
ma y32000ceHocmi iT bpen0osol yinnocmi. Busha-
UEHO CYMHICMb ma OemepMIHAHMU CUNU mepu-
mopianeHozo  6pendy. Memodonociuny 0CHOBY
00CTOdHCEHHA CIMANOBNAMb  KOHYeNyii  mepumo-
pianbHoeo OpeHOuH2y, meopii OpeHO-Kanimany,
nioxoou 00 OYIHIOBAHHS KOHKYPEHMOCHPOMON’C-
HOCMI  MEepumopii, a maKodC CUCMEeMHULl |
Kay3anbHUull nioxoou 00 MOOEeN08AHHS B30EMO-
38’A13KI6 MiJIC PO3BUMKOM BeIHeC-eKOHOMIKU ma
cunolo  mepumopianvhozo Opendy. Emmipuuna
nepesipxa 2inomesu 30iliCHeHA HA OCHO8I AHAMi3y
KpaiH 3 pi3HUM PIBHEM PO3GUMK) GETHEC-EKOHOMIKU
ma oyinIo8aHHs THMESPATLHO20 NOKA3HUKA CUNU
mepumopiansnoeo Opendy. Ompumani pe3yiv-
mamu niomeepouny, wo Kpainu 3 Oinbld po3eu-
HEHOIO BENIHEC-eKOHOMIKOIO OeMOHCIMPYIOMb QUL
3HAUEHHs CUTU Mmepumopianbho2o opendy. [oge-
0eHo, Wo cuia mepumopiansHo2o OpeHdy gopmy-
€MbCA AK IHMeZpaibHUll egheKkm 3aeMo0ii hyHKYIO-
HATbHUX, eMOYIIHUX MA CUMBONIMHUX XapaKme-
PUCTIUK MEPUMOpIi.

Kniouoei cnosa: KOHKYypEeHTOCIIPOMOXK-
HICTb TEPHUTOPIHi, CTpaTeriuHi OpiEHTHPH, [[IHHICHA
TPOTIO3MITisL, CHJia OpeH Ty, HeMaTepiabHi aKTHBH.

In the contemporary context of global economic transformation

and intensifying competition among territories for resources, investment, and
human capital, the role of intangible factors in shaping competitiveness is
increasing. The wellness economy is emerging as one of these key factors,
as the growing demand for quality of life, health, and well-being is shifting
consumer priorities from material consumption toward investment in one’s
psychophysiological state. This enables us to consider the transformation
of territorial wellness assets into a strategic resource and a foundation for
generating high-value-added regional products.

The complexity of the wellness economy determines the multi-vector
nature of its scientific investigation, which stems from the intersectoral
character of wellness-related industries and their integration into various
spheres of social life. Since the wellness economy encompasses individuals’
physical, mental, social, and environmental well-being, no single dominant
approach to its study exists in the scientific literature. Particularly valuable
in this regard is the study by Putrevu and Mertzanis (2025), which analyzes
407 Scopus-indexed publications in the field of wellness. Based on this
analysis, the authors propose a classification of wellness research, grouping
it into five broad thematic areas: corporate wellness, digital health, wellness
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tourism, public policy, and functional medicine. On the one hand, this
classification consolidates fragmented research and facilitates the identi-
fication of general trends and interdisciplinary relationships. On the other
hand, it highlights critical research gaps and helps bridge the divide between
wellness studies and public policy.

Consequently, research directions are often formed around specific
sectors of the wellness economy, with a significant number of studies
focusing on individual components such as wellness tourism, healthy eating,
physical activity, mental health, sustainable lifestyles, and quality of life. For
instance, according to Semantic Scholar (n. d.a), more than 17 million
publications directly or indirectly relate to wellness tourism. Current research
trends in this field are systematized by Martins et al. (2025), who demonstrate
that wellness tourism is becoming one of the most dynamic sectors of the
wellness economy, influencing destination image, shaping the emotional
perception of territories, and serving as a tool for destination differentiation.
Their findings suggest that wellness tourism is no longer limited to spa
services or recreation but is evolving into a broader concept of wellbeing-
oriented travel associated with physical and mental recovery, holistic well-
being, mindfulness, sustainable lifestyles, emotional experiences, and
enhanced quality of life.

Research on other components of the wellness economy is also extensive:
healthy eating and nutrition are covered in more than 2.6 million publications,
physical activity in over 15 million, mental well-being in more than 18 million,
sustainable lifestyles in nearly 4 million, and quality of life in about 4 million
studies (Semantic Scholar, n. d. b). These figures indicate the existence of distinct,
relatively autonomous, yet globally significant areas of research.

Furthermore, the scientific literature emphasizes the importance of
distinguishing between the concepts of well-being economics and the
wellbeing economy (McCartney et al., 2025). While well-being economics
primarily focuses on measuring subjective well-being and happiness, the
wellbeing economy represents a broader transformation of the economic
system aimed at achieving social, environmental, and human well-being. In
this context, traditional macroeconomic indicators—particularly GDP — are
increasingly criticized for their inability to adequately reflect the true quality
of life of the population. Accordingly, scholars are exploring new approaches
to assessing economic development, including the clustering of countries
based on development patterns influenced by digitalization. For example, Al-
Ababneh et al. (2022) propose a conceptual model of sustainable economic
development that integrates political, social, economic, and environmental
dimensions under the influence of the global macroenvironment.

At the same time, despite its large-scale impact, the wellness economy
remains relatively underexplored. As noted by Crisp et al. (2024), there are
currently almost no precedents for the comprehensive implementation of
systemic policies that fully reflect the concept of a wellbeing economy. As a
result, the assessment of its cumulative effects is characterized by a high level
of uncertainty.
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Sectoral fragmentation is also evident in Ukrainian scholarship. The
majority of studies focus on wellness tourism, sanatorium and resort
activities, and the hospitality sector (e.g., Boiko, 2025; Parfinenko, 2023;
Sylchuk et al., 2023), while significantly less attention is devoted to other
components, such as wellness infrastructure or wellness branding.

Within the field of place branding, Cristofol et al. (2024) highlight the
social role of place brands under conditions of globalization and territorial
competition, viewing them as tools for sustainable development, social
integration, and stakeholder engagement. However, most contemporary
research primarily addresses tourism branding, city branding, destination
marketing, and smart cities, whereas the integration of the wellness economy
into the formation of place brand strength remains insufficiently explored.

Therefore, the literature review indicates that despite the growing
body of research on the wellbeing economy, wellness tourism, healthy cities,
and quality-of-life approaches, comprehensive studies on integrating the
wellness economy into place branding and assessing its impact on place
brand strength and territorial competitiveness are virtually absent. Existing
research in this area remains fragmented and tends to focus on specific
domains such as wellness tourism, healthy cities, quality-of-life branding, or
sustainable urban development.

This gap underscores the need to develop a wellness-oriented
approach to place branding, in which wellness is viewed not merely as a
sector of the economy, but as a strategic factor in shaping the reputational,
emotional, and symbolic capital of a territory.

The aim of the article is to develop theoretical and methodological
foundations for integrating the principles of the wellness economy into place
branding and to assess their impact on shaping the competitiveness of
territorial brands.

To achieve this aim, the following tasks have been defined:

« to clarify the essence of the wellness economy as a strategic resource
and determine its role in the transformation of place branding;

o t0 substantiate a wellness-oriented approach to shaping a territorial
brand.

The research hypothesis is based on the assumption that the
integration of wellness economy principles into place branding ensures an
increase in brand strength by forming a value-oriented image of the territory,
enhancing emotional interaction with target audiences, and strengthening the
multidimensional competitiveness of the territory.

Testing the hypothesis involves: an analysis of development trends in
the wellness economy and the transformation of contemporary consumer
values using comparative and trend analysis methods to identify the growing
role of wellbeing, quality of life, and wellness-oriented consumption in the
global environment; determining the relationship between the development
of the wellness economy and the brand value of countries using correlation
analysis; identifying the features of integrating wellness principles into place
branding using methods of theoretical generalization and systematization to
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form a hierarchical model of the value proposition of a wellness-oriented
territorial brand; clarifying the essence of place brand strength using
structural-functional analysis to isolate the components of a territory’s brand
strength; as well as substantiating a causal model of place brand strength
formation using economic-mathematical modelling to determine the direct
and indirect impact of the wellness economy on the competitive identity and
brand of a territory.

The information base of the research consists of statistical data and
analytical reports from the World Bank Group, the World Economic Forum,
and the Global Wellness Institute, as well as scientific works by Ukrainian and
foreign scholars on the relevant topic.

Structurally, the article consists of two sections: the first of which
reveals the conceptual foundations of integrating wellness into place bran-
ding, while the second presents a theoretical comprehension of place brand
strength and modelling its formation under the influence of wellness.

1. Wellness in the capital of place brands
1.1. Wellness as a social and economic phenomenon of modernity

The significance of wellness in economic life began to grow in 2000
(Giileng & Sarag, 2026), when it started to transform from a narrow concept
associated primarily with a healthy lifestyle into a large-scale social and
economic driver determining new consumption models, behavioural
practices, and societal development priorities. The growing role of wellness
Is driven by a complex of global transformations, including urbanization,
digitalization, shifts in employment structures, the accelerating pace of life,
population aging, the aftermath of the COVID-19 pandemic, as well as
increased attention to mental health, environmental sustainability, and
quality of life. As a result, human well-being is increasingly viewed not
merely as a medical or psychological category, but as an integral indicator of
socio-economic development.

According to the approach of the Global Wellness Institute (Johnston, 2026),
wellness is defined as the active pursuit of activities, choices, and lifestyles that
lead to a state of holistic health. In contrast to the traditional approach, which
focuses primarily on treating illnesses, the concept of wellness is based on a
preventive model that involves maintaining an individual’s physical, mental,
emotional, and social well-being. This is why wellness encompasses a signi-
ficantly broader range of fields — from healthcare, nutrition, and physical activity
to the ecological environment, urban wellness, workplace wellness, psycho-
logical comfort, and a sustainable lifestyle.

A special role in shaping the contemporary vision of wellness is played
by the concept of the wellness economy, which the Global Wellness Institute
(Johnston, 2026) interprets as a collection of economic sectors that enable
consumers to integrate wellness practices and healthy lifestyles into their daily
lives. The structure of the wellness economy covers a wide range of
interconnected sectors, including wellness tourism, healthy eating, physical
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activity, public health, wellness real estate, mental wellness, spa economy,
thermal and mineral springs, workplace wellness, personal care and beauty, as
well as traditional and complementary medicine. At the same time, the
contemporary significance of wellness goes far beyond individual sectors of
the economy, as it is increasingly integrated into the system of social values,
behavioural models, and socio-economic development strategies.

In fact, wellness is emerging as a new social paradigm within which
human well-being is transformed into a key value of economic development.
This is manifested in the transformation of consumer priorities: growing
demand for eco-friendly products, organic food, wellness tourism, digital
services for mental health support, the fitness industry, green urban spaces,
and lifestyle-oriented consumption. Different hypotheses exist regarding the
factors contributing to the expansion of the wellness sector; for the most part,
it is explained by anomie, prevalent in Western capitalist cultures, the fading
of traditional beliefs, and societal fragmentation (Smith & Kelly, 2006). The
rising attention to wellness is also explained by increased consumer
awareness, technological innovations, and the general transition of society
toward the concept of holistic well-being (Giileng & Sarag, 2026).

Research by the Global Wellness Institute (Johnston, 2025)
demonstrates that the global wellness economy is one of the most dynamic
components of the world economy. Its volume has reached USD 6.8 trillion
and continues to grow, encompassing a wide range of areas — from tourism and
real estate to corporate wellness programs. In terms of scale, the wellness
economy already exceeds many traditional industries, including sports,
pharmaceuticals, and certain segments of the tourism industry. The fact that
its volume is so much larger than the global green economy testifies to the
scale and strategic significance of wellness-oriented sectors in the structure
of the modern economy (Figure 1).
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Figure 1. Global wellness economy versus other major industries,
market size in 2024

Source: (Johnston, 2025).
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Moreover, by 2027, the global wellness economy is expected to
account for 6.6% of global GDP, compared to 5,6% in 2022 (Giileng¢ &
Sarag, 2026).

Significantly, wellness is increasingly influencing the development of
global consumer markets. In particular, current trends in the field of healthy
eating demonstrate a reorientation of manufacturers toward clean label
concepts, the reduction of sugar, salt, and saturated fats, as well as increased
transparency regarding product composition. According to a study (Euro-
monitor, 2025), in 2025, one of the key trends is the formation of "healthy
eating" as a long-term consumption model rather than a short-term lifestyle
trend. Stricter regulatory requirements for ultra-processed foods, the use of
the term "natural,” and the evidence base for health claims further stimulate
manufacturers to reformulate products and focus on transparency and
consumer trust.

As a result, wellness is gradually integrating into public policy, urban
planning, the healthcare system, tourism, place marketing, and corporate
strategies. Contemporary cities compete not only on the level of economic
development but also on the quality of public spaces, environmental sustaina-
bility, accessibility of recreational infrastructure, the level of psychological
comfort, and opportunities for maintaining a work-life balance. For instance,
in EU countries, the development of grassroots sports has become one of the
most important priorities of social development. At the level of local
government in European cities, mass events are held to promote sports among
citizens (Borodin & Makashov, 2020).

Importantly, the development of the wellness economy is accompa-
nied by the formation of an appropriate infrastructure that ensures the
realization of wellness-oriented consumption models and lifestyles. The core
components of the wellness industry include natural resources, balneological
and SPA complexes, wellness hotels, health facilities, fitness centres, yoga
studios, sports grounds, massage parlours, beauty salons, salt caves,
recreational areas, parks, natural landmarks, and healthy eating establish-
ments (Lukianets & Antoniuk, 2023). It is precisely the complexity of such
infrastructure that forms the basis for the development of wellness-oriented
territories and the creation of a corresponding environment of well-being.

Consequently, wellness transcends the boundaries of the health
industry and encompasses the transformation of consumption models,
territorial development, international competitiveness, and the system of
social values. Under such conditions, it becomes one of the key factors in
forming a new economy oriented toward quality of life, human well-being,
and sustainable development.

1.2. The role of the wellness economy in shaping the competitive
identity of territories

Place branding is viewed as a multifactorial subsystem, the structure
of which is formed through a combination of socio-political, cultural-
ideological, and economic components. The formation of the socio-political
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component is a complex process of interaction between central executive
authorities and local self-government bodies, aimed at creating an
institutional and infrastructural environment that ensures a favourable
investment climate, the development of a tourist destination, and an increase
in the population’s quality of life. The cultural-ideological component is
realized through the personification of the territory’s uniqueness, its
historical heritage, cultural codes, traditions, and symbols. The economic
component reflects the specialization of the territory, its competitive
advantages, development trends, and strategic guidelines for economic
growth (Biliavskyi, 2019). However, the intensification of global compe-
tition between territories drives the transformation of the very essence of
place branding. While previously territories competed mainly based on
resource potential, geographical location, or infrastructure, today intangible
characteristics gain key importance: lifestyle, safety, environmental
friendliness, emotional attractiveness, and the capacity of a territory to form
a positive experience of interaction with target audiences. In this context, a
place brand is increasingly linked to the concept of "soft power", which is
understood as the ability of a state or territory to achieve desired outcomes
through the attractiveness of its culture, values, lifestyle, and policies, rather
than through coercion or economic pressure (Nye, 2004). Examples of the
implementation of "soft power" include the spread of American mass culture,
the German educational model, Japanese animation, and European
democratic values. In the context of place branding, "soft power" is
transformed into the ability of a territory to shape a positive international
image, attract tourists, investors, and talent, and create stable emotional
associations with a certain lifestyle. That is why the strategic guidelines of
place branding rely increasingly not only on promoting the territory as a place
for conducting business or tourism, but also on forming a value-oriented
image of the territory. In this context, it is appropriate to consider a place
brand as an integrated system of symbolic, reputational, cultural, and social
assets that form a unique value proposition of the territory. Unlike material
resources, intangible assets possess a complex reputational and emotional
nature, and their value is formed through the perception of target audiences.
They cannot be quickly copied by competitors, which makes them the
strategic foundation for the long-term competitiveness of a territory.

Since various entities act as segments of place branding — such as
countries, cities, regions, nature reserves, parks, tourist sites, and other
territories — their branding can differ. The most widespread approach to
researching the image of countries is the analysis of competitive identity
(Anholt, 2005, May), according to which a national brand is formed through
six interconnected dimensions: tourism, exports, governance, investment and
immigration, culture and heritage, and people. At the same time, for city
brands, this methodology is adapted and takes into account the city’s
international reputation, quality of life for residents, attractiveness to tourists,
business and investment opportunities, cultural offering, as well as
educational and innovative potential. Regarding regions, the works of
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(Biliavskyi, 2019; Kapuza, 2025) generalize branding models of territories at
this level based on indicators such as natural resources, an iconic figure, an
infrastructural structure, a major event, and the specialization of the region.

Despite the differences in approaches to branding different types of
territories, contemporary trends indicate the emergence of a common vector
in their development, associated with the actualization of the values of well-
being, quality of life, and human-centricity. Regardless of whether it
concerns a country, city, region, or tourist destination, the competitiveness
of a place brand is increasingly determined not merely by the presence of
resources or infrastructure, but by the territory’s capacity to provide a
comfortable, safe, and harmonious environment for living, working,
recreation, and self-realization. As a result, wellness is gradually integrating
into various levels of place branding: at the country level — through the
formation of an international image as a quality-of-life destination; at the city
level — through the development of urban wellness, environmental
friendliness, and the comfort of urban space; at the regional level — through
the utilization of the natural-recreational, health-improving, and cultural
potential of the territory. Accordingly, in our view, it is entirely justified to
speak of the appropriateness of distinguishing a wellness model capable of
converting passive natural and infrastructural resources into active
reputational capital. While traditional models focus primarily on objects of
attraction, the wellness model concentrates on human states — physical and
mental well-being, safety, harmony, and life balance, which have acquired
the status of key societal priorities after 2020 (OECD, 2021).

In fact, the wellness economy shapes a value-oriented image of a
territory by creating stable associations with a high quality of life, physical
and mental well-being, environmental friendliness, safety, and a harmonious
lifestyle. In scientific literature, a place brand is also considered a tool for
forming positive associations and the competitive identity of a territory
(Logar, 2025). Analytical tools, including surveys, focus groups, sociological
research, and the analysis of digital communications, allow for the
determination of which characteristics of a territory are most significant for
different target audiences (Boguslavska et al., 2024). At the same time, the
wellness characteristics of a territory are acquiring ever-greater significance.
For tourists, safety, environmental friendliness, and wellness infrastructure
may be decisive; for investors, the quality of human capital and the comfort
of the urban environment; for digital nomads, the balance between the cost
of living, psychological comfort, and opportunities for self-realization.
Within modern place branding, a territory competes not only for resources or
investment, but also for symbolic value, emotional perception, and the
capacity to respond to new social demands of society. This is precisely why
the wellness economy becomes an important factor in differentiating
territories within the global competitive environment and reinforcing their
"soft power".
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Indicative in this context are the results of international rankings of
place brands. For instance, at the national level, the Brand Finance ranking
(Brand Finance, 2025) demonstrates that the United States in 2025 continued
to hold the position of the world’s most valuable national brand due to a
combination of economic power, high innovativeness, consumer activity, and
global cultural influence. Meanwhile, Spain rose from 12th to 10th place,
demonstrating brand development largely due to strong positions in tourism,
healthcare, the service sector, and a comfortable lifestyle — that is, those
components that directly form the wellness image of a territory. In other
words, alongside economic characteristics, a territory’s brand begins to be
associated with well-being, life balance, environmental responsibility, and
human care. This is most noticeably manifested in the field of wellness
tourism, which increasingly acts as a tool for the international positioning of
territories. Thus, Thailand consistently occupies high ranks in the "Desti-
nation 1 Would Like to Visit" category and is associated with hospitality,
health improvement, and wellness recreation. Bali systematically figures
among global leaders according to the criteria of "Outdoor Activities" and
"Mindfulness”, which shapes its brand as the "Island of the Gods" and a
global centre for spiritual renewal (Indotravelteam, 2018). The most popular
countries for medical tourism among international patients are Israel,
Germany, Turkey, and South Korea (Stenka & Chestneysha, 2023). This
indicates that the quality of medical services, the development level of
wellness infrastructure, and the reputation of the healthcare system are
becoming important elements of the international competitiveness of
territories. Furthermore, wellness is being integrated ever more actively into
urban environment development and urban branding. For example, London
topped the rankings of the world’s best cities for the eleventh consecutive
year due to a combination of economic prosperity, liveability, and global
attractiveness. The development strategy of this city is focused on creating a
"fairer, safer, and greener" urban environment, with environmental sustain-
nability and achieving net-zero carbon emissions as priorities. Another
example is Singapore, which demonstrates the effective integration of
environmental policy and urban wellness into its place brand. Over 40%
of the city’s territory is occupied by green zones, the Park Connector
Network is actively developing, and vertical gardens and ecological urban
solutions are being implemented (World’s Best Cities Report, 2026). On the
one hand, this enhances liveability, and on the other, it shapes Singapore’s
international image as an innovative, safe, and ecologically oriented city.
Famous resorts of Ukraine that utilize the healing properties of mineral
waters, such as Truskavets, Myrhorod, Khmilnyk, and Morshyn, can also
serve as examples of wellness-oriented city branding (Zavadynska, 2021).

The aforementioned emphasizes that the wellness economy performs
a significantly broader function than a single economic sector. It acts as the
strategic value core of a territory’s brand, integrating characteristics of
quality of life, health, safety, environmental friendliness, and well-being into
the system of international territorial positioning. The development of
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wellness sectors positively influences tourist and investment attractiveness,
social well-being, the territory’s reputation, and the quality of human capital,
and therefore reinforces its multidimensional competitiveness.

1.3. Wellness-oriented approach to place brand formation

The integration of wellness economy principles into place branding is
based on the assumption of its cross-cutting impact on shaping the value of a
territorial brand by improving the quality of life, increasing the attractiveness
of the territory, and forming positive associations among target audiences.
Accordingly, the study proposes to consider the wellness economy as an
integrative factor that modifies all dimensions of a place brand, reinforcing
its perception and competitive positions.

Further research focuses on the national dimension of place brands.
To confirm the influence of wellness on national brands, an evaluation of the
relationship between the development of the wellness economy and the brand
value of countries was conducted using Pearson correlation analysis in the
Microsoft Excel environment. The countries for the analysis were selected
based on the highest brand value. GDP was also chosen among the control
variables to ensure that wellness truly impacts the country’s brand rather than
being merely a consequence of general economic development.

The results of the analysis revealed a very strong direct relationship
between the volume of the wellness market and a country’s brand value
(Table 1, Figure 2).

Table 1
Correlation matrix of wellness economy indicators

Wellness Brand Travel &

market value S P, Tourism Qa7 YA S
Country ! ! usD of life in brands,
usD usD T development . L
o~ . billion index USD billion
billion billion Index, score
United States 2140.39 32271.14 29.3 5.24 174 565.1
China 950.19 19960.02 19.16 4,94 116.4 115.56
Germany 281.38 4985.35 4.67 5 176.5 87.7
United 261.19 4036.79 1.1 4.96 160.3 1245
Kingdom
Japan 262.44 4406.09 4.19 5.09 177.6 107.9
France 210.85 3522.36 3.16 5.07 152 66.2
India 180.14 2944.48 6.4 4.25 111.8 n.d.
Canada 159.16 2670.82 1.97 4.81 150.2 n.d.
Italy 140.64 2326.27 2.35 4.9 139.1 52.9
Spain 106.17 2200.00 1.73 5.18 176.5 417
Correlation with
national brand 0.986 - 0.986 0.357 0.024 0.884
value

Source: calculated by the authors based on (Brand Finance, 2025; Johnston, 2026;
Euromonitor International, 2025; Numbeo, 2024; World Bank Group, n.d. a; World
Economic Forum Travel & Tourism Development Index, 2024; WIPO, 2025).
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Figure 2. Correlation field of wellness economy indicators

Source: built by the authors in Microsoft Excel based on data from Table 1.

This allows for the assertion that countries with a large wellness market
have a significantly higher national brand value; that is, the more developed a
country’s wellness economy is, the stronger its national brand. Moreover, the
strength of the identified relationship exceeds the correlation of brand value with
tourist attractiveness and the quality of life index, which confirms the transfor-
mation of wellness from a narrow economic sector into a comprehensive tool
for contemporary place branding.

At the same time, establishing a statistical relationship does not in itself
explain the mechanisms of place brand value formation under the influence of
the wellness economy. This necessitates further systematization of its compo-
nents from the perspective of their functional and value-based impact on the
place brand.

In turn, the systematization of the wellness economy components within
the context of place branding requires a transition from a sectoral approach to a
value-oriented one. While in the traditional sense, the wellness economy is
viewed as a collection of sectors related to health and well-being, within the
system of place branding, its components perform the function of shaping
the territory’s value proposition. In other words, each element of the wellness
economy creates a specific type of consumer, emotional, or social value that
influences the perception of the place brand by target audiences.

The systematization is based on the approach of the Global Wellness
Institute (Johnston, 2025), according to which the wellness economy includes
eleven interconnected sectors mentioned in subsection 1.1 of this article.
However, within place branding, it is appropriate to interpret them not merely
as economic sectors, but as tools for creating the symbolic and functional value
of a territory. Thus, wellness tourism shapes the value of a territory through
associations with recovery, safety, recreation, and emotional comfort. The
territory begins to be perceived as a space for relaxation, harmony, and
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psychological reboot. This is particularly characteristic of resort regions, natural
destinations, and cities with a developed wellness infrastructure.

Public health and medical wellness create value by increasing trust in the
territory, shaping the perception of a high level of medical services, safety of
residence, and care for the population. In contemporary post-COVID-19
conditions, the very perception of a territory as a "healthy and safe environment"
has become one of the key factors of international competitiveness.

Mental wellness forms the emotional and psychological component of
the place brand through associations with mindfulness, a harmonious lifestyle,
low stress levels, and a comfortable urban environment. It is this component that
largely determines the attractiveness of a territory for digital nomads, creative
industries, and highly qualified human capital.

Healthy eating and organic food reinforce the environmental and
lifestyle-oriented component of the place brand. They form associations with
naturalness, eco-friendliness, sustainable consumption, and a high quality of
life. For certain territories, culinary culture can become an independent element
of international positioning.

Physical activity and recreational infrastructure create value through the
promotion of an active lifestyle, the accessibility of sports infrastructure, public
spaces, parks, bicycle routes, and urban comfort. As a result, the territory is
perceived as a modern space for self-realization and health maintenance.

Wellness real estate performs a strategic function in shaping the place
brand through the integration of ecological architecture, smart-city solutions,
green infrastructure, and a comfortable living environment. This directly affects
the investment attractiveness of the territory and its ability to attract talent.

Spa economy, thermal / mineral springs, and traditional and comple-
mentary medicine form the historical-cultural and authentic component of the
brand. They allow territories to transform natural resources and local practices
into a competitive advantage, enhancing tourist attractiveness and international
recognition.

Workplace wellness creates value through associations with modern
corporate culture, work-life balance, and a high-quality working environment.
This is especially important for cities and regions seeking to position themselves
as centres of the innovative economy and creative industries.

Not all territories are capable of being simultaneously competitive in all
components of the wellness economy, as their natural resource potential,
infrastructure development level, demographic characteristics, economic
specialization, and socio-cultural identity differ. That is why, in the process of
place branding, it is advisable to choose a priority wellness direction that best
matches the unique competitive advantages of the territory and is capable of
forming its differentiated value proposition. Such an approach ensures a
strategic concentration of resources, increases the authenticity of the place
brand, and contributes to the formation of clear associations in the minds of
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target audiences. The choice of a wellness direction can be based on various
dominants of territorial development: medical and wellness tourism, eco-
friendliness and a sustainable lifestyle, an active lifestyle and sports infra-
structure, mental well-being, wellness education, healthy eating, SPA and
recreational resources, digital wellbeing, etc. In this case, wellness ceases to be
just an individual element of positioning and transforms into the strategic
foundation of the place brand, integrating into its economic, social, and cultural
policies.

In this regard, the formation of the value proposition of a wellness-
oriented territorial brand should be viewed according to a hierarchical principle,
since the perception of a place brand is formed gradually — from basic rational
characteristics to deeper emotional and symbolic associations (Figure 3).

The primary level is functional value,

A\ 7 i . .
Functional value Whl_ch creates the founqlatlon of trust in _the
. 7 territory through safety, infrastructure quality,
Emotional value accessibility of medical services, environ-
mental friendliness of the environment, and

\ / . - . . i

S : liveability. Without ensuring this level, a

ymbolic value i 70 i i
\ 7 territory is incapable of forming a sustainable

wellness positioning, as the basic needs of
target audiences remain unmet.

Figure 3. Components At the ne>_<t Ievgl, the emotio_nal

of a place brand value value of the territory is formed, which

proposition manifests itself through creating a sense of

harmony, psychological comfort, emotio-

Source: developed by the authors. gl safety, and a positive experience of

interaction with the territory. It is this level

that ensures the emergence of an emotional bond between an individual and

the place brand, increases the loyalty of residents, tourists, and investors,
and enhances the subjective perception of the quality of life.

The highest level is symbolic value, where the territory is perceived
not merely as a comfortable place to live or visit, but as the bearer of a certain
philosophy of life. Within this level, the territory is associated with a
sustainable lifestyle, a wellness-oriented identity, and a modern humanistic
way of life, reflecting the global trend of transitioning from a consumer
economy to a wellbeing economy. It is the symbolic level that shapes the
long-term uniqueness of a place brand and its capacity to integrate into the value
system of modern society.

Thus, the hierarchical structure of the value proposition of a wellness-
oriented territorial brand ensures a logical sequence in shaping a territory’s
competitiveness: from creating basic conditions for well-being to forming
emotional attachment and symbolic identification with the place brand.

Value proposition
\7
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2. Conceptual foundations of shaping place brand strength
2.1. The essence and determinants of place brand strength

The concept of brand strength is defined by scholars as a measure of its
ability to dominate in a specific category of goods (or business circles)
(Bogomaz & Zozulov, 2002), the level of brand popularity among buyers, or a
complex of unique competitive advantages and target audience loyalty
(Chervona & Hopka, 2024). The brand strength of products or enterprises
depends not only on objective knowledge about them and the performance
results of enterprises, but also on impressions, capabilities, and the satisfaction
expected from brands in the process of interacting with them (lastremska, 2021).
Practitioners (International Marketing Group Ukraine, n. d.) imply that brand
strength is an indicator of how close the connection is between a company and
its audience. Brand Finance (n. d.) defines brand strength as the total awareness
and perception of functional trust and emotional appeal in the brand’s
addressable market, which is used to create economic value through increased
demand or willingness to pay. Consequently, in contemporary research, brand
strength encompasses cognitive, emotional, reputational, and behavioural
aspects of interaction with stakeholders.

The transference of these approaches into the sphere of place branding
leads to the formation of the concept of place brand strength as an integrated
characteristic of the territory’s perception by various target audiences —
residents, tourists, investors, business, and the international community.
Moreover, relying on the research of Esselment (2018), it can be argued that
place brand strength is determined by how consistently and synchronously
different stakeholders describe and promote this territory in their official
communications. A high level of alignment of key concepts, descriptors, and
associations among various institutions indicates a strong, well-formed,
and valid territorial brand. Conversely, if organizations utilize completely
distinct narratives, the brand is considered weak or blurred. In turn, the
research of lastremska (2022) allows us to state that the basis of place brand
strength is its core identity, which is most often based on historically
established associations of the territory and possesses specific symbols. On
the other hand, it is appropriate to interpret place brand strength not merely
as a communication or image indicator, but as a result of the complex
interaction of tangible and intangible factors of territorial development.

In this context, particular importance is acquired not only by the
formation of a positive image of the territory, but also by the brand’s ability
to ensure the sustainability of this image in a dynamic competitive
environment, socio-economic transformations, and shifts in the value
orientations of society. Unlike product or corporate brands, a place brand is
shaped by a significantly broader range of factors, among which an important
role is played by the population’s quality of life, the level of safety,
environmental conditions, cultural authenticity, institutional trust, social
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cohesion, and the emotional experience of interacting with the territory. That
is why place brand strength is determined not only by the intensity of
communications or the level of awareness, but also by the territory’s capacity
to form long-term positive associations, maintain stakeholder trust, and
stimulate desired behavioural reactions — from repeat tourist visits to
investment activity, entrepreneurial interaction, and migration attractiveness.

Under the conditions of the wellness economy development, the
essence of place brand strength expands significantly, as the competitive
advantages of territories are increasingly linked not only to economic
indicators but also to the ability to ensure the physical, psychological, social,
and environmental well-being of a person. In this case, the territory’s brand
becomes an indicator of the quality of the living environment and a symbolic
marker of comfort, safety, harmony, and sustainable development of the
territory. Accordingly, wellness-oriented characteristics of the territory — a
developed recreational infrastructure, eco-friendliness, availability of
medical and wellness services, opportunities for a healthy lifestyle,
psychological recovery, and social well-being — begin to act as important
drivers for reinforcing the place brand.

Thus, place brand strength is an integral characteristic of a territory’s
ability to form stable positive cognitive, emotional, associative, and
behavioural reactions of target audiences on the basis of a unique identity,
consistency of communications, reputational trust, and the quality of the
living environment, which ensures the competitive attractiveness of the terri-
tory for residents, tourists, investors, and business.

Having reviewed the definitions of various types of place branding,
Kolesnytska (2012) concludes that it is precisely competition that determines
the necessity of forming a brand for territories. Accordingly, the compe-
titiveness of a territory can be interpreted as the behavioural manifestation of
brand strength, which is expressed in the growth of various types of attract-
tiveness, in particular, the wellness attractiveness of the territory. By the
latter, we mean the capacity of a territory to create and maintain conditions
for ensuring the physical, psycho-emotional, social, and environmental well-
being of a person, shaping a positive experience of interaction with the
territory and stimulating its choice as a place of residence, recreation,
investment, or professional activity.

2.2. Forming place brand strength under the influence of wellness

To substantiate the mechanism of the wellness economy’s impact on
shaping the competitiveness of a place brand, we apply a causal approach,
which allows for viewing the territorial brand as a result of the interaction of
socio-economic, reputational, and value-based factors. Within such an
approach, place brand strength is formed under the influence of two
intercomnected components: first, the characteristics of the territory’s
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competitive identity, reflected in S. Anholt’s hexagon model; second, the
development level of the wellness economy, which forms the contemporary
wellness-oriented value proposition of the territory. That is, within the
framework of the model, each of the six dimensions of the place brand
(tourism, investment attractiveness, exports, governance, culture, and
people) is viewed as a function of the core components of brand strength,
modified by the impact of the wellness economy.

The database for constructing the wellness economy indicator consists
of data from the Global Wellness Institute, specifically the report Global
Wellness Economy: Country Rankings (2026). In this study, an aggregated
indicator of the country’s wellness economy volume (in USD) or per capita
expenditures is utilized.

In order to ensure data comparability across countries, the indicator is
normalized using the min-max method (1).

raw i
w e —wmin

Wi = i (1)

where W/ *" — the actual value of a country’s wellness economy;
wmax wmnt — minimum and maximum values in the sample.

An integral index has been formed to quantitatively reflect the Anholt
hexagon (2).

_ Ti+ i+Ei+G;+C;+P;

H i 6 ’ (2)

where T; — number of international tourist arrivals or tourism receipts (source:
World Bank);
I; — foreign direct investment (source: UNCTAD);
E; — export of goods and services (% GDP);
G; — governance efficiency index (source: World Governance Indicators);
C; — number of cultural heritage sites or proxy of cultural activity (source:
UNESCO);
P; — human development index or happiness index (source: World
Happiness Report).

All indicators are pre-normalized using the min-max formula, which
allows them to be brought to a single scale [0;1].
The strength of a place brand can be represented by the formula (3).

BSp, = H;- (1 +W)), (3)
where BSr, —the strength of the country’s territorial brand i;

H; — integral index of brand dimensions;
W; —normalized wellness economy index.
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A multiple regression model is used to test the hypothesis about the
impact of the wellness economy on the strength of the territorial brand (4).

BSr, = Bo+ BiW; + BoH; + ¢, (4)

where S, — reflects the direct impact of the wellness economy;
B, — characterizes the role of structural brand factors;
&; — random error.

To test the model, a sample of 5 countries was formed, which differ in
the level of development of the wellness economy and the positioning of the
territorial brand (Table 2).

Table 2
Calculation of the wellness economy index*
Volume of the wellness economy,

Country USD billions 7
USA 2000 1.00 0.89 1.78
China 950 0.47 0.84 1.07
Germany 280 0.13 0.73 0.95
India 200 0.09 0.61 0.66
Iceland 30 0.00 0.85 0.85

*Wmax = 2000 (USA), W™n = 30 (Iceland). Iceland has a very low W due to its small market, but a
high per capita W (model limitation)

Source: calculated by the authors.

As an approbation for calculating the integrated index of brand
dimensions, four of the six dimensions were selected: Tourism (T) — tourist
receipts / GDP, Investment (I) — FDI inflows (% of GDP), Governance (G) —
Government Effectiveness, and People (P) — Happiness Index. The baseline
statistical data for constructing the index of place brand dimensions were obtained
from international databases, including the Global Wellness Institute (2026),
World Bank Group (n. d. b), Helliwell et al. (2025), UN Tourism (n. d.), World
Bank (2025, December), World Intellectual Property Organization (2025),
OECD (n. d.), and Anholt (2005). Since the indicators have different dimensions
and measurement scales, min-max normalization was applied to ensure their
comparability. As a result, each indicator was brought to the interval of [0, 1],
which allowed for the formation of an integrated index based on the average value
of the normalized indicators. Consequently, the model demonstrates that an
increase in the development level of the wellness economy is accompanied by
an increase in the integrated strength of the place brand.

Conclusions

Recently, wellness has transcended the boundaries of the health industry
and evolved into a comprehensive social and economic concept focused on
ensuring the quality of life and well-being of the population. This shift
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significantly influences the transformation of social value systems, production
and consumption models, and approaches to territorial development.

Despite differences in approaches to branding various types of territories,
contemporary trends indicate the emergence of a common value vector in their
development, associated with the growing importance of human-centricity,
well-being, and quality of life. In this context, wellness is increasingly being
integrated into different levels of place branding, shaping a value-oriented image
of a territory through associations with physical and psychological well-being,
environmental sustainability, safety, and balanced lifestyles.

Consequently, the wellness economy should be considered not merely as
a separate economic sector, but as the strategic value core of a place brand,
integrating key dimensions such as quality of life, health, well-being, safety, and
environmental sustainability into the territory’s positioning system.

The research results indicate a relationship between the level of wellness
economy development and national brand strength: countries with larger and
more developed wellness markets tend to demonstrate higher levels of brand
value and strength. A wellness-oriented approach provides a coherent hierarchy
for shaping a territory’s value proposition—from ensuring basic conditions for
well-being and quality of life to fostering emotional attachment and symbolic
identification of stakeholders with the territory. In this context, territorial
competitiveness can be interpreted as a function of the depth, integrity, and
consistency of its brand value.

The specific nature of a place brand determines the distinctive features
of its formation mechanisms. Unlike product or corporate brands, a place brand
Is shaped by a significantly broader set of factors, including quality of life,
safety, environmental conditions, cultural identity, institutional trust, social
cohesion, and the emotional experience of interaction with the territory.

Accordingly, in addition to brand awareness, place brand strength
depends on the territory’s ability to build stable positive associations, maintain
stakeholder trust, and stimulate desired behavioral responses, including tourism
flows, investment engagement, entrepreneurial activity, and migration attract-
tiveness. In this regard, the impact of the wellness economy on place brand
strength is both direct and indirect. The direct effect is realized through the
formation of a wellness-oriented image of the territory associated with quality
of life, harmony, safety, and well-being. The indirect effect manifests through
the reinforcement of the core components of the territory’s competitive identity.
As a result, place brand strength emerges as an integrated effect of the
interaction between the territory’s functional, emotional, and symbolic charac-
teristics. Empirical support for these propositions was obtained through the
testing of the place brand strength formation model.

The findings confirm the hypothesis regarding the positive impact of
integrating wellness economy principles on place brand strength. It was
established that countries with higher levels of wellness economy development
demonstrate higher values of the composite indicator of place brand strength.
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Furthermore, the results suggest that the wellness economy contributes to
shaping a value-oriented image of a territory based on associations with quality
of life, health, and well-being. At the same time, within the scope of this study,
the component of emotional interaction with target audiences is validated
primarily at the conceptual level and requires further empirical verification using
behavioral and communication metrics, which constitutes a direction for future
research.
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