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Abstract: In the region of Northern Hungary the unique Cavebath of Miskolcatapolca is one of the leading health tourism service positioning 
itself on national and international market with its developing supply items and 4 star qualifications. It has a unique natural background all 
over in Europe; this uniqueness gives an opportunity to develop brand, which is a determinative item of competitiveness.
Because of the competition between destinations and the ever-changing nature of tourists’ expectations and behavior tourism destinations need 
to be managed as other commercial brands. 
The aim of our research was to analyze the role and possibilities of product development which is based on the unique natural factors, and 
to help to expand the domestic health tourism supply. We examined how the possibility of branding and brand equity change based on brand 
elements; how satisfied are guests with the services; how often guests visit the bath; what kind of period guests arrive in the bath; what kind 
of services do guests try; how do guests arrive in the bath with.
In summer of 2014 we asked 210 Hungarian customers to fill the questionnaire in the Cavebath. The choosing of guests happened randomly. 
199 questionnaires were correctly filled.

INTRODUCTION

Tourism industry is one of the most dynamically developing 
branch of the world. According to the results of the research 
made by WTTC (2015) tourism gives 9.8% of the GDP of 
the world with multiplicator effects. This branch results 
276 million jobs all over the world which means 9.4% of all 
employment. The economical forecasts show that tourism is 
income generator and job creator and these effects are going 
to increase in the future.

The number of tourist arrivals is increasing almost unabated 
year by year since 2000. Exception is 2009, when the economic 
crisis resulted decrease in the number of tourist arrivals around 
the world, however, by 2010 it showed sales growth again. In 
2012 the number of tourist arrivals reached 1 billion. In 2014 

the number of international tourist arrivals increased with 5% 
compared to the year before, which meant 1 billion and 133 
million person arrivals all over the world (UNWTO 2015). 
In our country the international tourist turnover increment 
(13,7%) was more dynamical in 2014 compared to the world 
average (5%), which showed the 4. largest growth in Europe. 
However the territory of Europe (10,5 million km2) gives only 
7% of all continents, though half (51,4%) of the tourist arrivals 
so 581,8 million arrival is realized in Europe. 80% of tourist 
arrivals choose EU member country for destination. In 2015 
the number of tourist arrivals show further increase, which 
today reached and exceeded the number of 1,2 billion people 
(UNWTO 2016).

In our country health tourism is developmental priority for 
a long time. In The New Széchenyi plan (2011) of the Remedial 
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Hungarian-Health Industry program the developing is bipolar, 
one of them is built on the development of health tourism, other 
one is the development of thermal-health industry.

The justification of the innovation of baths are confirmed 
by the rich stock of thermal water, which can be found at 80% 
of the territory of our country, so it is the most important 
medical factor.

More and more national and international researches deal 
with bath developments and health tourism investments (Barta 
et al. 2011; Borbély and Müller 2008; Kerényi et al. 2010; 
Könyves et al. 2005; Mosonyi et al. 2010; Müller and Kórik 
2009; Müller and Szabó 2009; Nemoda et al. 2011; Nemoda 
et al. 2012). In Slovakia bath tourism, which is an element of 
health tourism, also goes through grand developments, as it 
gives advance to the habitants here (Bánhidi 2011; Dobay and 
Bánhidi 2012; Dobay and Bendíkova 2014;). In the last decades 
the continuous developments of health tourism resulted that 
our country’s competition improved on the market of health 
tourism. The expansion of the capacity of accommodations 
and the qualitative developments improved the conditions of 
tourist reception. Thanks to improvements in the capacity of 
baths (with the increasing of the water surface), the expansion 
of the supply elements, the enrichment of surrounding and 
design, the wide repertoire of free-time activities, employing 
animators can satisfy the growing demand of health tourism 
at a European standard (Barcsák 2014).

Thermal water is one of the most significant facilities in 
the region of Northern Hungary. Thermal water can mean a 
chance in the competition of tourism destinations for several 
settlements. 

In the region of Northern Hungary the unique Cavebath of 
Miskolcatapolca is one of the leading health tourism service 
positioning itself on national and international market with 
its developing supply items and 4 star qualifications. It 
has a unique natural background all over in Europe; this 
uniqueness gives an opportunity to develop brand, which is 
a determinative item of competitiveness.

Because of competition between destinations and the ever-
changing nature of tourists’ expectations and behavior tourism 
destinations need to be managed as other commercial

brands. The brand image plays a crucial role in the success 
of destinations and has a significant influence on customer 
behavior (Mosonyi et al. 2013). Tourists visiting a destination 
for the first time are more likely to choose one which has a 
powerful, positive, unique, easily recognizable image (Beerli 
and Martín, 2004).

Thus, brand and a unique image significantly influence 
destination selection. A brand is a “Name, term, design, 
symbol, or any other feature that identifies one seller’s good 
or service as distinct from those of other sellers” (Kotler 
1999). Today it is very important that Hungary should be 
able to create, based on our special characteristics, a strong 
brand which makes us distinct from all our competitors on 
the increasingly competitive global tourism market. 

Other definition: products or services which offer a useful 
and unique set of features in a standardized form and the same 
quality (Horkay 2003). This definition puts the customer, the 
fulfillment of the customer’s needs and the quality parameters 

of the products and services. Brand policy communicates 
recognizable achievements which are unique to the company 
and can be recognized from time to time again. (Bruhn 
1944). A good example for brand policy are the successful 
hotel chains (Danubius, Hilton, etc.) which emphasize easily 
recognizable company specific features in their marketing. In 
many cases,customers do not simply buy a product, they buy a 
brand. Customers and guests attach an expected quality to the 
brand, consequently brands delivering the biggest customer 
satisfaction will be the most successful ones on the market. 
Purchasing decisions are not always made in favour of the 
provider offering the highest quality services, price-service 
ratio can be a more significant factor (Scherlag 2000).

As any other brand, destination brands aim to form a 
distinctive image that is recognizable and can be differentiated 
from rival destinations (Horkay 2003).

In the domestic and international competition of 
destinations only those regions and laces are successful which 
focus on the experience of the most successful international 
destinations (benchmarking) and combine their innovative, 
quality-centered tourism product development with consistent 
positioning and differentiating strategy. Professional brand 
policy in tourism (brand creation and management) is the 
competitive means to create a unique product portfolio. It 
is a break-out point and a strategic task for the management 
of every destination: lasting success is guaranteed only by 
possessing a brand which cannot be confused or replaced by 
other brands, a brand that has an appeal, invokes emotions 
and has a strong enough reputation. (Horkay, 2003)
–– In our study we try to answer the following questions:
–– How the possibility of branding and brand equity 

changes based on the brand elements?
–– How satisfied are guests with the services?
–– How often guests visit the bath?
–– What kind of period guests arrive in the bath?
–– What kind of services do guests try?
–– How do guests arrive in the bath with?

In this study we analyzed the justification of the next 
hypotheses:
H1: Due to the spa is under continuous improvement it affects 
the satisfaction of guests and the evaluation of brand elements 
of the spa.
H2: The tourism brand system of the spa has to include those 
important values and activities that the tourists can refer to 
the spa and differentiate the spa from other spa-destinations.
H3: The strong brand of the spa positively affects the 
performance of tourism service providers and SMEs of the 
destination. The tourism brand and product development that 
based on standardized brand increases the competitiveness of 
tourism SMEs with low innovation potential in the destination.
H4: Probably the guests will be satisfied with services. 
The guests with lower educational attainment will be more 
satisfied with the services.
H5: We presume that inhabitants of Miskolc mostly visit the 
bath in the afternoon, as they do not require longer relaxation 
as their homes are close. 
H6: Most of the respondents heard about Cavebath by hearsay 
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then from the internet.
H7: Most of guests arrive in the bath with their friends.

MATERIAL AND METHODS

In summer of 2014 we asked 210 Hungarian customers to fill 
the questionnaire in the Cavebath. The choosing of guests 
happened randomly. 199 questionnaires were correctly filled. 

In the questionnaires used in the baths there were both open 
and closed questions (19 items). Part of the questions were put 
into the question group concerning quality assessment of the 
baths. Guest satisfaction was measured through the provided 
services, the work of the staff, etc. There were questions 
about how satisfied they were with the opening hours, the 
work of staff, the price/value ratio of services, the choice of 
services, the quality of services including cleanliness of pools 
and their design elements. Answers to these questions were 
scaled between 1–5 scale (1=not satisfied at all, 2=not very 
satisfied, 3=fairly satisfied, 4=satisfied, 5=very satisfied).

An average was calculated from the results showing the 
overall assessment of baths by the guests. The main question 
groups as referred to above:
–– questions about guests’ familiarity with information 

such as prices, services, marketing activity, water 
composition etc.
–– questions about factors affecting bath choice such as 

number of pools, design of bath, etc.
–– questions about the symbols and associations concern-

ing the bath such as thoughts and feelings induced by 
the bath and the time spent there, experience with wa-
ter, experience with slides etc.

Questions were rated by guests on a 1–5 scale and the 
average values of the different brand elements were displayed 
on graphs. Data was processed with SPSS 20.0 statistical 
software.

RESULT AND DISCUSSION

During the survey we created the next age groups:
1. from the lowest age to age of 24 (youngsters)
2. -age 25-34 (young adults)
3. -age 35-59 (middle aged)
4. over the age of 60 (elders)

The dispersion of different age groups in the sample is 
shown in Table 1. From the examined 199 guests 116 were 
women and 86 were men.

Table 1.: The dispersion of the sample according to age groups

Age Group Responder (person) Responder (%)
Youngsters 51 25.63

Young adults 52 26.13
Middle aged 82 41.21

Elders 14 7.04
Total 199 100.0

Source: own composition

In the questionnaires there were questions about the 
reputation of the bath and the connection between reputation 
and travel decision. 

Questions about customer satisfaction were focused on: 
choice of products, prices, cleanliness of the bath and its 
environment, design elements of pools, hospitality of local 
people, opening hours, quality of service provided by staff, 
prices of tickets and the price-value ratio, programs offered 
by the bath and children friendly services. An average was 
calculated from the data to show quality. Other questions 
were aimed at symbols of the bath and its attraction elements. 
Several unique features of the baths were specified by 
participants. Examination of brand elements clearly shows that 
the Cavebath of Miskolctapolca has a well-established brand. 

Figure 1: Brand system of Cavebath of Miskolctapolca
Source: own composition

Figure 2.: Branding potential of Cavebath of Miskolcatpolca
Source: own composition

The Miskolctapolca umbrella brand contains brand aims, 
basic values, activities, key competencies, communicated 
messages and main target groups to which all domestic baths 
have to conform when developing their individual brands 
(Müller et al. 2016). The results confirmed our hypotheses.

After this, we analyzed the satisfaction with services 
according to educational attainment.
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We assumed correlation in connection with satisfaction 
and educational attainment; accordingly, guests with lower 
education will be more satisfied with the provided services. 
After chi2 test we could not find a significant difference (p> 
0.05). This hypothesis was not confirmed which can be seen 
in Table 2.

Table 2: Satisfaction with services according to educational attainment

What is 
your high-
est level of 
education?

not 
satis-

fied(%)

rather 
satisfied

(%)

mod-
erately 
satis-

fied(%)

satisfied 
(%)

totally 
satisfied 

(%)

Total 
(%)

Elemen-
tary school 
or lower

5.00 10.00 20.00 45.00 20.00 100.00

25.00 18.18 10.81 8.41 10.00 10.05
0.50 1.01 2.01 4.52 2.01 10.05

Vocational 
training 5.56 0.00 25.00 63.89 5.56 100.00

50.00 0.00 24.32 21.50 5.00 18.09
1.01 0.00 4.52 11.56 1.01 18.09

High /
Secondary 
school

1.45 5.80 20.29 49.28 23.19 100.00

25.00 36.36 37.84 31.78 40.00 34.67
0.50 2.01 7.04 17.09 8.04 34.67

Univer-
sity/Col-
lege

0.00 6.94 13.89 54.17 25.00 100.00

0.00 45.45 27.03 36.45 45.00 36.18
0.00 2.51 5.03 19.60 9.05 36.18

Other 0.00 0.00 0.00 100.00 0.00 100.00
0.00 0.00 0.00 1.87 0.00 1.01
0.00 0.00 0.00 1.01 0,00 1.01

Total 2.01 5.53 18.59 53.77 20,10 100.00
100.00 100.00 100.00 100.00 100.00 100.00
2.01 5.53 18.59 53.77 20.10 100.00

Source: own composition

With the following question we analyzed how often guests 
visit bath? (Table 3.)

Table 3.: Frequency of visiting bath according to place of habitat

Place of 
habitat?-
Miskolc

Daily

(%)

Regularly 
(several 
times a 

week) (%)

Weekly

(%)

Monthly

(%)

A few 
times a 

year (%)

Total

(%)

Inhabitant 
of Miskolc 1.37 4.11 5.48 43.84 45.21 100.00

100.00 75.00 26.67 55.17 27.27 36.68
0.50 1.51 2.01 16.08 16.58 36.68

Other 
inhabitant 0.00 0.79 8.73 20.63 69.84 100.00

0.00 25.00 73.33 44.83 72.73 63.32
0.00 0.50 5.53 13.07 44,22 63.32

Total 0.50 2.01 7.54 29.15 60.80 100.00
100.00 100.00 100.00 100.00 100.00 100.00

0.50 2.01 7.54 29.15 60.80 100.00
Source: own composition

According to these results the inhabitants of Miskolc visit 
the bath more often, than the guests who arrive from a far 
distance. This also means that visiting the bath for local 

residents is a recreational plug-activity, while for visitors from 
a distance it is an infiltrated tourist motivation, as choosing 
destination is the motivation.

We found it interesting to examine what kind of period 
guests arrive in the bath?

According to Table 4., the inhabitants of Miskolc arrive 
to the bath in the afternoon, those who are not inhabitants of 
Miskolc prefer to buy all day ticket. Results confirmed our 
hypothesis.

Table 4.:  Periodical visiting of the bath according to place of habitat

Place of 
habitat

In the 
morning 

hours

(%)

In the 
forenoon

(%)

At noon

(%)

In the 
after-
noon

(%)

In the 
evening 
hours

(%)

Total

(%)

Inhabitant 
of Miskolc 12.33 31.51 15.07 36.99 4.11 100.00

40.91 27.38 39.29 45.76 50.00 36.68
4.52 11.56 5.53 13.57 1.51 36.68

Other in-
habitant 10.32 48.41 13.49 25.40 2.38 100.00

59.09 72.62 60.71 54.24 50.00 63.32
6.53 30.65 8.54 16.08 1.51 63.32

Total 11.06 42.21 14.07 29.65 3.02 100.00
100.00 100.00 100.00 100.00 100.00 100.00
11.06 42.21 14.07 29.65 3.02 100.00

Source: own composition

Our next question was, how often guests visit the bath? 
Table 5. shows, that it can be considered that young adults 
visit baths more often, than older. 

Table 5.: Frequency of visiting bath according to age groups

Age 
group

Daily

(%)

Regularly 
(several 
times a 

week) (%)

Weekly 
(%)

Month-
ly (%)

A few times 
a year(%)

Total 
(%)

Young-
sters 0.00 1.96 3.92 29.41 64.71 100.00

0.00 25.00 13.33 25.86 27.27 25.63
0.00 0.50 1.01 7.54 16.58 25.63

Young 
adults 0.00 3.85 7.69 42.31 46.15 100.00

0.00 50.00 26.67 37.93 19.83 26.13
0.00 1.01 2.01 11.06 12.06 26.13

Middle 
aged 1.22 1.22 8.54 21.95 67.07 100.00

100.00 25.00 46.67 31.03 45.45 41.21
0.50 0.50 3.52 9.05 27.64 41.21

Elders 0.00 0.00 14.29 21.43 64.29 100.00
0.00 0.00 13.33 5.17 7.44 7.04
0.00 0.00 1.01 1.51 4.52 7.04

Total 0.50 2.01 7.54 29.15 60.80 100.00
100.00 100.00 100.00 100.00 100.00 100.00

0.50 2.01 7.54 29.15 60.80 100.00
Source: own composition
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Table 6. represents the result of analysing marketing 
activity. (How did you hear about Cavebath?)

Table 6.: Analysing marketing activity

An-
swers

Frequency 
(pc)

Distribution 
(%)

Current  
distribution (%)

Cumulated 
value (%)

News-
paper 10 5.03 5.03 5.03

Televi-
sion 9 4.52 4.52 9.55

Internet 66 33.17 33.17 42.71

Hearsay 113 56.78 56.78 99.50

1 0.50 0.50 100.00

Total 199 100.0 100.0

Source: own composition

Results show that the most important information source 
about the bath is hearsay information. Every third respondent 
searches information about the bath on internet, while only 
5% of respondents use traditional information sources 
during the information searching process. These results also 
reveal the fact that word of mouth information and fellow 
travelers’ recommendations have a huge impact on tourist 
decisions (Ráthonyi 2013). Due to the widespread of internet, 
social media, developed information and communication 
technologies the importance of traditional information sources 
have decreased.

Our next question was: would you recommend the bath 
to your friends, acquaintances, family? 98,5% (196 persons) 
of respondents would recommend the bath to others, which 
is an important sign of satisfaction.

Table 7. shows that most of the respondents arrive with 
their friends, which confirmed our hypothesis. Others arrive 
with mate, sibling or parent, which shows the dominance of 
family audience. We can see that “groups of friends” also 
has a high percentage. So bath satisfies the recreational and 
tourist motivation of families, but is  suitable for group of 
friends as a free time activity as well.

Table 7.: Who do you arrive to the bath with?

Number of guests %

Alone 17 8.5

With mate 118 19.3

With parent 40 20.1

With sibling 31 15.6

With friends 66 33.2

Other 49 24.6

Source: own composition

Next, we analysed services used by guests (Table 8.). 

Table 8.: Services used by guests

Number of guests %

Outdoor pools 152 76.4

Indoor pools 174 87.4

Sauna park and solarium 51 25.6

Sauna seance 26 13.1

Aqua fitness 21 10.6

Night bath 35 17.6

Creative playing noor 4 2.0

Baby-Mommy corner 2 1.0

Giftshop 5 2.5

Coctail bar and grill terrace 12 6.0

Thermal restaurant 74 37.2
Source: own composition

Suitably to the bath profile the indoor and outdoor pools 
attract visitors mostly, as they use these services most often. 
Cavebath is attractive for the guests because of its unique 
appearance, so by the cave pools, as it is preferred the most 
even in the summer period. The other popular services among 
the guests are the restaurant (37,2%), the sauna park (25,6%), 
and night bathing (17,6%).

Results of the correlation study

We examined the correlation among genders, age, educational 
attainment and place of residence. We found significant 
difference in the next ones:

Beach and waterpark are preferred by youngsters (10-24) 
and young adults (25-34), more than middle aged and elders 
(chi2=63,68, p=0,008).

Living aquatic bath is also preferred by youngsters and 
young adults (chi2= 53.42, P=0,004.)

Spa is preferred by middle aged and elders (chi2=64,04, 
p=0,019).

Among programs aquafitness is preferred mainly by 
women in contrast with men (chi2=4.82, P=0.037).

CONCLUSION

Product development is essential nearly for every bath. Visiting 
bath is infiltrated into everyday programs, with the expanding of 
supplied elements it is a good opportunity for connecting regular 
exercising, body care and relaxing. Accordingly, the baths are 
the scene of body and soul care, maintaining social well-being 
and health. Guests, who regularly visiting baths, expect ordinary 
free time services and high quality of services which indicates 
that baths of tourist destinations have to take these factors into 
consideration during product development.

It is recommended to evolve brand. Thanks to the changes in 
tourism, the competition between products and destinations, the 
conformation of expectations of tourists and the changes of their 
habits tourist destinations should be treated as a trade brand. The 
image of the brand has a huge importance in connection with 
the success of a tourist destination, which has a great influence 
on the consumer’s behavior. Those tourists who visit a tourist 
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destination for the first time and have limited information about 
the given place, will chose those “new” destinations with a 
bigger chance, which have powerful, positive, unique and well 
recognizable image. So brand and unique identity will have a 
significant influence on selecting a tourist destination.

Based on the analysis of brand components it is confirmed 
that the spa possesses a well-formed strong brand. 

However the spa owns substantive, separable and identifiable 
brand components, its brand considering all brand elements can 
be handled as “average good” or “excellent”. The reputation of 
the spa should be increased through the boost of individuality 
and the increase of attraction. Web-page development and 
merchandising would be great marketing communication tools 
to promote the brand equity of the spa.

It is also important to improve the web pages of the 
baths. Thanks to the swift growth of tourist sector advanced 
technologies are required to face the growing requirement of 
tourism. Tourism companies have to aspire for being aware of 
the latest technological trends and changes. There are several 
new technological innovations in the tourism industry which 
appeared or going to appear in the near future such as new 
mobile technologies, tracking technologies, new smart devices, 
new social media tools, new sensors (NFC, RFID) (Ráthonyi 
et al. 2016).

National and international researches also emphasize the 
development of human resource (Bácsné 2013). It is essential 
to employ animators as guests require personal care, that an 
animator can ensure for them. Many times this personal bonding 
is in the background of visitors return.

Our research revealed that a lot of families visit the Cavebath, 
there are many children here, as it is a multigeneral bath, which 
indicates that adult and children animator programs are essential. 
Especially in the summer period, but periodically or even all 
year it would be required by the guests visiting the bath.
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