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Abstract: In my article I woud like to find answers for the question how frequently and effectively the region’s business leaders in Northern
Hungary participated in various development programs, as regards investments in health tourism, what developments have been made mainly
in the area, what the positive effects of these developments were in the life of businesses, whether the businesses (leaders) feel successful, and
how their success was manifested. I carried out a questionnaire survey among enterprises. From the data I calculated mean, SD and spec-
trum and examined the crosstab correlations as well, and the Cramer’s V associate coefficient and Contingency coefficient. The results of the
correlation tests could be summarised as the following: According to the survey, the number of the medium-sized enterprises being involved
utilised a significant proportion of their development funds, compared to the micro and small enterprises.

Although the idea of spas winterizing their pools was not considered an important development, both the adventure and wellness elements
were important for the construction of thermal baths. In the case of hotels, the expansion of wellness elements and other additional services
together with the development of marketing activities played an important role.

Besides the positive business publicity, enterprises see the positive effects of the investment in the increase of their income, the success can be
the result of the adequate supply of components, the professional management and that of positive image.

Keywords: Northern Hungarian Region, tourism enterprises, health tourism investments, economic effects, development
funds, success factors, (JEL code: Z32)

INTRODUCTION

The most important presumed effect of the health tourism
developments was to increase the touristic attraction of the
given settlements (and that of Hungary), thus enhancing further
touristic investments. This way of supply development can
reduce the spatial and time-concentration of the international
and domestic touristic demand and contributes to the
enforcement of the favourable economic effects of tourism. The
First Széchenyi Plan included the development of the Cave Bath
in Miskolctapolca, Zséry Bath, Thermal Bath of Egerszalok
and the Eger Thermal Bath. (Mudruczo and Szennyessy 2005)

Tourism has become one of today’s rapidly developing
sectors. Because of its multiplier effect, all countries are
willing to invest in this area of development. By changing
travel motivations, maintaining and preserving health comes to
the forefront. There is a growing demand for services towards
health tourism. You can experience it in our country as well,
where the spa and wellness hotels are multiplying, water parks
also meet the growing demand.

Our country has favorable thermal and geothermal
endowments and also has long history of bathing culture,
let alone a well-trained medical background; therefore it is
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appropriate for health tourism development.

In recognition of these values in our country, the Széchenyi
Plan launched a large-scale development of health tourism,
which boosted the entire economy. Then we entered the EU in
2004, thus, our country had to prepare for the 2004-2006 cycle
with the NFT (NDP-National Development Plan), so we were
able to secure funds for the different developments from the
Structural Funds. The ROP (Reginal Operative Programme)
aims at the development of tourism, continued development of
reception conditions of health tourism, product diversity and
human resource development. The NFT II. (NDP II.), which
was made for the 2007-2013 cycle, also aims at the development
of health tourism. (Miiller and Konyves 2007)

Within the framework of the UMFT (New Hungary
Development Plan), in the Northern Hungarian Region
developing tourism was also important, besides industrial
developments and extending services. (Uj Magyarorszdg
Fejlesztési Terv 2007) (http://www.nfu.hu/uj _magyarorszag_
fejlesztesi_terv)

According to the ‘Healing in Hungary-Health Industry’ project
of the New Széchenyi Plan, the development of health tourism
in the future should be done by harmonising both touristic
and health expectations. Strengthening the significance of

ISSN 1789-7874




46

Szabo Robert

health preserving services is inevitable, yet the background is
provided by the treatments based on traditional balneotherapy.
It is also necessary to create the individual image of the baths
and its apparent market communication as well. Supply must
not only be extended but also specialised. (Uj Széchenyi Terv,
Gyogyité Magyarorszdg — egészségipari program 2011)
(http://ujszechenyiterv.gov.hu/download/7/11/00000/001 _
Egeszsegipar.pdf)

There are many regions, small rural areas and settlements
for which the development of health tourism can mean a break-
out point, as it generates significant revenues, creates jobs
and boosts for other areas of the economy (transportation,
food, commerce).

However, it should be mentioned that there are companies
having grown up billions in income (for example the spa
world) and you might think that, through our traditions and
medicinal waters we belong to the forefront. In fact, based
on industry revenues, we belong only to the mid-range, but
in new trends, in exports practically we do not take part.
The reason for this is partly the significant shortcomings
of domestic entrepreneurial culture and entrepreneurial
knowledge in the industry. (Vdrhelyi 2009)

It can be heard about cases when more than half of the
owners of Hungarian hotels and pensions would like to get
rid of their establishments, in spite of the fact that sevral tens
of billion forints have been spent on building new ones. The
money of those being in the worst situation has already been
by the bank. (Galambos 2013)

The impact on the lives of the economic impact of health
tourism investments, businesses and municipalities have been
examined in other previous studies, such as:

Dr. Mundruczé Gyorgyné - Dr. Szennyessy Judit (2005):
Economic impact of health tourism developments in Hungary

Dr. Mundruczé Gyorgyné - Dr. Pulay Gyula - Tokoli
Laszl6 (2010): Examination of state support for regional
tourism development and efficiency of national economy

Péter Zsolt (2010): The processes of regional tourism
context in particular the Northern Hungarian Region

Molnar Csilla (2011): The effects of health tourism
development, especially in East - Hungary

Molnar Csilla - Kincses Aron - Téth Géza (2009): The
effects of spa development in Eastern Hungary, comparing
Hajdiszoboszl6, Eger and Oroshaza

MATERIALS AND METHODS

I wanted to present these research companies involved in
health tourism in the region of Northern Hungary in terms of
their relationship and experience concerning health tourism
invesmtents.The companies can be divided into two large
groups according to their profiles. Firstly, the spa and bath
type businesses (I also include the mofetta of Matraderecske
here), and the type of commercial accommodation (hotels
and guesthouses).

The scope of the surveyed hotels was definitely the spa
and wellness hotels, but considering the fact that wellness is
an important element in the service for castle hotels and most
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hotels of different profile (e.g. urban hotels, conference hotels
observed) also supply elements for wellness (to have a more
colourful supply), other profiles of hotels and gusethouses
have been included within the scope of those surveyed.

Businesses in the sample were selected based on an address
list compiled by me in order to fill in the questionnaire.

In the case of thermal baths, plage and swimming pools
their health tourism linkage was not a question, but in the
case of hotels and motels I could gain knowledge on the basis
of their websites, whether they provide some kinds of health
tourism services (especially wellness), and the address list
was compiled based on this information.

In the case of spa and wellness hotels the connection to
health tourism is evident, but as their number is not very high
in the region, other types of hotels have been sampled into
account, where they also have spa services. The questionnaires
have been sent out to about 110 tourism businesses based on
the search of the Internet address list. The questionnaire
was voluntary, and businesses in the region were reached by
e-mail and then I asked the business representatives, senior
employees by telephone consultation to kindly help us by
filling in the questionnaire research. In many cases, only
the fifth or sixth visit by telephone and e-mail led to results.

It was important that the questionnaire should be filled
in by the head of the company, or by a specific manager or
subordinate.

The spas, thermal baths and swimming pools (and mofetta)
sent back 12 pieces, the hotels and guesthouses sent back 48
pieces of questionnaires that counted valid.

This represents more than a 50% return rate, which can
be said really good in the case of a ‘traditional’ research. The
questionnaire contained mostly closed questions that have
multiple answers in the available categories. The questionnaires
were processed in the PASW Statistics software.

From the data I calculated mean, SD (standard deviation),
spectrum and examined the crosstab correlations as well. The
intensity of the correlations between criteria is examined with
the help of Cramer’s V associate coefficient and Contingency
coefficient. It means to examine to what extent a correlation is
close to independence or a function-like connection. Cramer
V can be applied with any cross tables and according to many
researchers it is the most reliable index. (Sajfos and Mitev
2007) This is the reason for my choice as well.

Cramer associate co-efficient can be between 0 and 1. In
the case of O there is no connection between the two criteria
(they are independent), whilst when it is 1, there is a function-
like correlation between them. The intermediate state can rest
on the strength of the weak link (from more than 0O to 0,3),
medium (ranging between 0,3 and 0,7), or strong (from 0,7
to below 1). (Korpds 1997)

THE RESULTS OF THE QUESTIONNAIRE SURVEY
Aims, Main Hypotheses

I intend to present with this research the main features of the
health tourism business enterprises in the Northern Hungarian
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Region (company profile, size, year of establishment, the use
of development funds).

It has been assessed how frequently and effectively
participated the region’s business leaders in health tourism
investments and in the various development programs, what
developments have been made mainly in the area, what the
positive effects of development projects were in the life of the
businesses, how successful businesses feel themselves and how
their success is manifested. In the case of tourism enterprises
in investment, developments generally gave a positive impact
on the firm, but there are also examples where the expected
positive effects have been missed. A holding company itself
is likely to be successful not only in domestic, but in an
international competition, too.

During my study I wanted to find answers for the following
questions, connections:

1. Is there a connection between the operation of the com-
pany, the date of foundation, size, profile and partici-
pation in the various funding programs and develop-
ment?

2. What type of health tourism investments/developments
have been implemented so far by the tourism enter-
prises concerned?

3. Do health tourism investments have a positive impact
on business, and if so, in what form? What changes
have occurred in enterprises due to the realized invest-
ment in health tourism?

4. Do business executives believe their business is suc-
cessful (due to the realised health tourism investments),
and how are these success factors manifested?

Business location, profile, size, year of establishment,
participation in development programs

Based on the questionnaire data it can be known in which county
the company operates, what the main profile of the business is, the
size of the enterprise (micro, small or medium-sized enterprises
—the values required for the classification of domestic SMEs have
also been stated, to be clear - , number of employees, annual net
turnover, balance sheet total), and the year of the foundation of
the company. These data will be important factors in the context
of investigations in the future. The companies were selected in the
Northern Hungarian region, 48,3% of responses were received
from Borsod-Abatj-Zemplén County, 40% from Heves county,
while 10,7% from Nograd county. Looking at the sample it was
representative considering the number of businesses and firms are
present in a similar proportion in the three counties.

Businesses profiles were divided into three groups: hotels,
guesthouse type of business (48 units), with spa and thermal bath
types of businesses (11 units), and mofetta (1). However, since it
was possible to add more profiles, it can be seen that a wide variety
of hotel types and an en suite types exist, as shown in Figure 1.

APSTRACT Vol. 10. Number 4-5. 2016. pages 45-50.

Figure 1: Distribution of businesses by profile
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Source: Compilation by the author based on questionnaire survey

Many hotels of various categories have been (also on ancillary
basis) operating for some time with spa and wellness facilities
and some hotels also feature a mix profile (i.e. wine and spa,
conference and wellness). According to the companies based
on the size of SMEs, micro rating is 23.3%, 50% represents the
small and 26.7% of the medium-sized enterprises of the sample.
According to the established businesses 21.7% was founded
before 1994, those between 1995-98, 1999-2002 and 2003-2006
are 23.3% and 8.3% was founded in 2007-2010 founded in the
sample. It was an important consideration in the selection that the
given business should have at least a three -year- operating time.

I examined the company’s location, profile, size, year of
establishment, and a variety of Developed programs such as
the Széchenyi Plan, NDP (National Development Plan), NHDP
(New Hungary Development Plan) (and various combinations
of these, all three or none no electoral alternatives) with regard
to the involvement observed in any kind of relationship. As an
alternative choice, the New Széchenyi Plan was not included in
the questionnaire since during the period of the survey these
projects have not been completed fully.

The Cramer V association coefficient of distribution of the
test sample profile according to the company size, location and
operating profile and according to their creation of profiles
showed a weak link (range 0.14 to 0.22), but the pattern
for development and distribution of resources according to
profiles has moderately strong correlation (Cramer’s V: 0.575,
contingency coefficient 0, 631).

Table 1: The distribution of the sample according to development
resources and profile (number of units)

Developmel}t source/ Hotel/ Spa and thermal Mofetta
profile guesthouse baths
None of them 30 2 0
Széchenyi Plan 1 1 1
NDP 1. 3 0 0
NHDP 8 4 0
;zg;h;nyl Plan + 0 0 0
IS\IZ:I%ISHYI Plan + 1 4 0
NDP I. + NHDP 4 0 0
All of them 1 0 0
Total 48 11 1

Source: Compilation by the author based on questionnaire survey
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The table shows that most hotels and guesthouses do not
take part in requiring any resource development, mainly pools
benefited from these opportunities. It is relatively rare that a
company can take more development cycle funds (in the case
of filled in questionnaires).

Sample distribution of development resources and
operation by location, in the cases of the development fund
and the year of foundation show weak ties (Cramer’s V: from
0.340 to 0.325), the distribution of the pattern of development
resources and size, according to the case, however, shows a
moderately strong correlation (Cramer’s V: 0.576, Contingency
coefficient: 0, 631).

Health tourism investment and development projects
implemented by tourism enterprises

For this question businesses could nominate several answer
options. The marked answers had to be ranked in terms of
importance, what was the most important development (e.g.
1 is the most important). I tried to compile the full range
of development opportunities but there are some categories
clearly related only to baths or to hotels. There are a number
of categories which can be related to both business profiles.
Consequently, the results were predictable in advance, for
example “Increasing surface water” in the first place was
experienced in baths (Cramer’s V: 0,502, Contingency
coefficient 0,579). According to the survey, winterizing
pools for spas was not considered an important development
(maybe they have already done that earlier). However, all of
the adventure and wellness elements were important for the
construction of thermal baths.

In the case of hotel types of enterprises the most
representative task was mainly to expand the capacity of
wellness facilities and increase the number of wellness
items (Cramer’s V: 0,542, Contingency coefficient: 0,609),
but the expansion of the wellness elements and their role in
other ancillary services and development of (although the
range of additional services was not clearly clarified for
them) marketing activities (Cramer V: 0,439, Contingency
coefficient: 0,527) was also important.

Figure 2: Health tourism investments implemented by tourism
businesses (pieces)

40

22

@ Wellness elements increase

i Hotel capacity expansion

u Winterizing pools

 Infrastructure development

@ Medical department reception capacity
14 Bath capacity expansion

u Ancillary services increase

M Wellness facility expansion

i Water surface increase
 Sports facilities expansion

W Marketing activity development
4 Human resource development
i Medical items increase

i Adventure elements increase

w1 Other

Source: Compilation by the author based on questionnaire survey
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Regarding developments it can be mentioned that
recreational sports have to be adjusted to the family structure
and have to take into account the factor concerning age specific
needs, bearing capacity and skilled-related background.
Several authors highlight the importance of games, lifetime
sports and nature-based sports (Konyves-Miiller 2001, Kerényi
at al 2009) as they can be performed by virtually the whole
family regardless of gender and age. These activities have a
high potential of shaping communities and it is a beautiful
sight when ,,several generations train playfully together and
grandchildren, children, parents and grandparents share the
joy of doing sports.” Knowledge of fitness and recreation
trends is crucial to professionals and companies operating
in the leisure sector as the adequate response to changing
consumer behaviour can be the key to success. Retaining good
health is one such trend and a priority not only in recreation,
but in tourism as well (Miiller et. all 2013). There are several
spas that cater for the needs of three generations. In spas
where the target audience is the family, services matching
the needs of several generations have to be created. (Kényves
et al 2005, Bartha et al 2011, Miiller and Korik 2009, Miiller
et al 2005)

The impact of health tourism investments in businesses
and its manifestations

In this section it has been studied if health tourism investments
have a positive impact on businesses. If so, in what forms and
what changes have occurred in enterprises due to realized
investments in health tourism. The vast majority of the
respondent firms (implementing health tourism investments)
have reported clearly positive effects (there were some who
have not). The positive effects occurred is shown in Figure 3.

Figure 3: The manifestations of health tourism investments by
businesses (pieces)
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Source: Compilation by the author based on questionnaire survey

The changes (increase, decrease, no change, I cannot
judge) could designate the case as follows (To choose from
the different levels of increase/decrease was not an option):

A.Company’s (positive) awareness

B. Business confidence in the company

C. Number of business partners

D.Value of investments
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E. Seasonal fluctuations in turnover
F. Turnover

G. Number of bed nights
H.Number of competitors

I. Tax rate paid to local authority
J. Pre-tax profits

Figure 4: What changes have occurred due to the implemented business

of health tourism investment? (marked) (1.)
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Source: Compilation by the author based on questionnaire survey

Figure 5: What changes have occurred in your business due to the
implemented investment in health tourism? (marked) (2.)
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Source: Compilation by the author based on questionnaire survey

Businesses have seen positive results primarily in
the increase of “number of business partners”, “value of

investments” and “number of bed nights”.

The success factors of health tourism investments

implemented by companies

In this issue I examined the question if business leaders
consider their firms to be successful (due to the realized
investment in health tourism) and how these success factors
are manifested. The vast majority of respondents (those
implementing health tourism investments) judged their

business ventures as successful.
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Business executives could nominate the following answers,
and they also had to prioritize which factors they considered
the most important for their sucsess. The hotel businesses
considered the supply elements to be the most important,
as well as the appropriate professional skills, professional
management, positive image and good reputation.

Figure 6: The success factors of health tourism investments
implemented by businesses (marked)
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Source: Compilation by the author based on questionnaire survey

RESULTS AND CONCLUSION
During my research the following questions were examined:

1. Is there a connection between the operation of the com-
pany, the date of the foundation, size, profile and its par-
ticipation in various funding programs and development?
According to the survey, medium-sized enterprises
involved in utilised a significant proportion of devel-
opment resources compared to micro and small enter-
prises, so it seems that those companies are able to
successfully acquire the resources they need for their
development which operate under favourable financial
circumstances.

2. What type of health tourism investments/
developments have  been  implemented so
far by the tourism enterprises concerned?
It assumed that the primary consideration for spas
was to winterise their pools (earlier for several
baths it appeared as weakness), while for thermal
baths to increase the number of adventure elements.
As for hotels, I presumed that the most impor-
tant could be to increase the capacity of well-
ness section and the number of wellness elements.
According to the survey, winterizing pools was
no longer considered an important development
for spas (they may have it available beforehand).
However, all of the adventure and wellness elements
were important for the construction of thermal baths.
In addition to the expansion of wellness elements, for
hotels it was also important to provide ancillary ser-
vices and develop marketing activities.

3. Do health tourism investments have a positive
impact on businesses, and if so, in what form?
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What changes have occurred in enterprises due
to the realized investment in health tourism?
Health tourism investments have a definitely positive
impact on a large part of the interviewed enterprises.
In addition to their positive awareness, they see the
positive effects of the investments in the positive sales
growth (turnover).

4. Do business executives consider the business to be suc-
cessful (due to the realized investment in health tour-
ism), and how are these success factors manifested?
Despite criticism it seems entrepreneurs generally con-
sider their businesses to be successful. They see the
success of their businesses primarily in the proper sup-
ply elements, professional management and positive
image.
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