
391Marton, G. et al. Hungarian Geographical Bulletin 68 (2019) (4) 391–403.DOI: 10.15201/hungeobull.68.4.5 Hungarian Geographical Bulletin 68 2019 (4)                            391–403.

Introduction

Taking into consideration both the supply and 
demand side of the Hungarian tourism indus-
try we can state that its leading tourism prod-
uct is by no means health tourism. Recently, 
more than 45 per cent of the guest nights were 
realized in the rural settlements with spas and 
if we also include the capital, Budapest, this 
ratio will exceed 68 per cent (Hungarian Tour-
ism Agency, 2019). Overall, 137 settlements are 
involved in medical tourism, out of which 14 
is qualified as medical places: Balatonfüred, 
Bük, Debrecen, Eger, Gyöngyös (Kékestető),  

Gyula, Hajdúszoboszló, Harkány, Hévíz, Mis-
kolc (Lillafüred), Parád, Sárvár, Sopron (Balf) 
and Zalakaros. So the country possesses nu-
merous traditional, historical spa settlements 
besides which a great number of spas were de-
veloped or were modernised after the regime 
change (1989) geared to the demand trends of 
the 21st century. 

Due to the unique physical environment and 
geological basics, the attractions and endow-
ments of health tourism in Hungary are out-
standing even in global perspectives. The most 
important physical geographical factors are the 
spatial-geological allocation of the Carpathian 
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Basin, the high values of the geothermic gradi-
ent and the quality of the host rock (Michalkó, 
G. and Rátz, T. 2010; Aubert, A. et al. 2012; 
Gonda, T. 2016; Csapó, J. and Marton, G. 
2017; Stupariu, M.I. and Morar, C. 2018). 
Based on the geological and physical geo-
graphical endowments we can differentiate 4 
types of medical factors in the Hungarian spa 
and wellness tourism: medical waters, medical 
mud, climate therapy and medical caves and 
mofetta. These four types of medical factors 
serve as the primary attractions for the supply 
factors and establishments in Hungary.

Due to the upper mentioned endowments 
Hungary possessed 529 spas (380 functioning 
all year and 149 just seasonally) in 2017. A sig-
nificant amount of these spas provided com-
plex and mixed services with medical, thermal 
and experience spa services or they served as 
swimming pools (Csapó, J. and Marton, G. 
2017). The most typical forms of spas were 
the lidos (234), the experience spas (220) and 

the medical spas (103) (Hungarian Central 
Statistical Office – HCSO, 2018) (Figure 1). 

The role and importance of health tour-
ism in the tourism industry of Hungary is 
also demonstrated by the fact that amongst 
the top 10 visited settlements of the country 
we find (usually) 7 or 8 spa towns (HCSO, 
2018). As the National Tourism Development 
Strategy states, 12.9 per cent of the inbound 
visits were motivated by wellness or medical 
reasons. Visitor numbers to Hungarian spas 
generate more than 40 million visits per year 
out of which the thermal and medical spas 
register around 23.0–24.5 million visitors an-
nually (Csapó, J. and Marton, G. 2017).

The degree of seasonality is of key impor-
tance at health tourism resorts as well, since 
in terms of their functioning, certain supply 
segments are greatly influenced by the annu-
al dissemination of the visitors (mainly the 
active, outdoor wellness elements) while oth-
ers (such as the elements of medical tourism) 

Fig. 1. The spatial allocation and categorisation of spas in Hungary. Source: own editing.
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is less concerned, however, we can see par-
ticular processes of seasonality there as well. 

Understanding the role and importance 
of seasonality in the professional tourism 
planning and development of the country, 
the primary aim of our paper is to survey 
the seasonality of the 9 spas with the great-
est turnover in Hungary with the help of the 
Gini index. The objective reason why these 
spas (Bük, Cserkeszőlő, Egerszalók, Gyula, 
Hajdúszoboszló, Harkány, Hévíz, Sárvár, 
Zalakaros) were chosen and surveyed is be-
cause first of all they are mono profile health 
tourism centres (Michalkó, G. and Rátz, T. 
2010) where tourists are visiting the settle-
ment exclusively because of the spas, and 
on the other hand the visitor turnover of the 
mentioned settlements are significantly high-
er than the following Hungarian spa towns 
(Csapó, J. and Marton, G. 2017). 

We believe that one of the most important 
questions of tourism is the topic of season-
ality that divides the tourist flow and the 
generated consumption to different periods 
such as accentuated or busy and relaxed or 
less visited ones. The change of the regularly 
repetitive popular and non-popular periods 
rises numerous social, environmental and 
economic (mostly price, revenue-related) 
questions both on local, regional, national or 
even international level for the actors of the 
tourism industry (Duro, J.A. 2016; Yang, Y. 
et al. 2016; Wang, X. et al. 2019). So, according 
to the authors, understanding the processes 
of seasonality gives the chance to find the 
answers on how to reflect the challenges we 
face concerning modern tourism develop-
ment, and so the present article stands as an 
example for these practical investigations. 

Based on the above mentioned the present 
paper surveys the seasonality of a segment of 
Hungarian health tourism which possesses a 
longer season than the average in the country; 
that is also why this tourism product is han-
dled as an accentuated area in the country’s 
tourism industry. As a novelty, our research 
intends to provide an actual picture about 
the exact measure of seasonality in the high-
lighted spas of Hungary, due to the overall 

actuality of this issue and also because no 
relevant literature background was dealing 
with this problem yet. Although, several 
types of indexes could be used in measur-
ing the numerical performance of tourism 
or its segments, such as the tourism index 
(Aubert, A. et al. 2013) or tourist function in-
dex (Borzyszkowski, J. et al. 2016). However, 
for our seasonality analysis we used the 
commercial accommodation statistics of the 
Hungarian Central Statistical Office (for 2018) 
and to estimate the Gini index we applied the 
monthly dataset of the guest nights. 

Theoretical background and literature 
review

The initial study of seasonality was executed 
by Bar On, R.V. (1975) using the seasonali-
ty range and the seasonality ratio, which are 
based on the seasonal indices (as percentages) 
derived from a multiplicative (monthly) mod-
el (Coshall, J. et al. 2015). Later researchers of 
this topic connected the survey of seasonality 
to the northern, periphery regions focusing 
on seasonal patterns of tourism arrivals from 
different regions and countries (Hartmann, 
R. 1986; Snepenger, D. et al. 1990; Butler, 
R.W. 1994, 2001; Flognfeldt, T. 2001; Baum, 
T. and Lundtorp, S. 2001), but we can detect 
analyses of the Mediterranean region’s de-
mand anomalies as well (Sutcliffe, C.M.S. 
and Sinclair, T. 1980; Donatos, G. and 
Zairis, P. 1991). The impacts and measure 
of seasonality were surveyed first in the be-
ginning of the 1990s (Hylleberg, S. 1992) and 
this topic became more popular in the 2000s. 
Although, Lundtorp, S. (2001) started to il-
lustrate several methods for measuring sea-
sonality, this calculation of the periodical 
flow of tourists remained fashionable for 
researchers who also adapted the Gini-co-
efficient as a tool for tracing the temporal 
changes of the demand (Lee, C. et al. 2008; 
Bigović, M. 2011; Cisneros-Martínez, J.D. 
and Fernandez-Morales, A. 2015; Fernán-
dez-Morales, A. et al. 2016; Roselló, J. and 
Sansó, A. 2017). 
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The theoretical review of Cannas, R. (2012) 
related to tourism seasonality provides a thor-
ough explanation about one of the most well-
known problems of tourism mentioning that, 
according to Butler, R.W. (1994) seasonality 
is ‘a temporal imbalance in the phenomenon 
of tourism, [which] may be expressed in terms 
of dimensions of such elements as numbers 
of visitors, expenditure of visitors, traffic on 
highways and other forms of transportation, 
employment, and admissions to attractions’ 
(Cannas, R. 2012, 41 refers Butler, R.W. 
1994). On the other hand Allcock, J.B. (1989) 
defines it as a concentrated tourism flow in 
a short period of the year which is a kind 
of physiological feature of tourism. Baum, 
T. (1999) describes seasonality as a prob-
lem, which should be tackled on different 
planning, marketing and operational levels. 
According to the definition of Hirschey, M. 
et al. (1993) from an economic point of view 
there is a rhythmical annual pattern of pro-
duction, sales, consumption and profitability 
as indicators. Based on this idea Frechling, 
D.C. (2001) appraises seasonality as the cy-
clical fluctuation of a longer period of time, 
as the subsequent change of the economic 
indicators. The general approach of Moore, 
T.W. (1989, 49) concludes this phenomenon 
as ‘movements in a time series during a par-
ticular time of year that recur similarly each 
year’. Butler, R.W. (2001) argues that the 
complexity of seasonality pictures well that 
it has an effect on the whole of the elements 
of supply, such as marketing (packages, pric-
ing, distribution), labour force market (quality 
labour force, abilities and their sustainability), 
finance, business (cash balance, pricing, at-
tracting investments), the owner management 
(suppliers, mediators) and all the elements of 
operation. Out of the comprehensive works 
dealing with the basic questions, consequenc-
es and measurability of seasonality we can 
mention Baum, T. and Hagen, L. (1999) and 
Baum, T. and Lundtorp, S. (2001). 

Among the reasons for seasonality Bar On, 
R.W. (1975) and Hartmann, R. (1986) dis-
tinguished two main ones: natural (climate, 
seasons, distance from the Equator etc.) and 

institutionalised (cultural and religious tradi-
tions, holidays etc.). For the five main reasons 
for seasonality Butler, R.W. (1994, 332–333) 
indicates ‘climate, particularly seasonal vari-
ation, human decision factors, notably social, 
religious or cultural in origin, the sporting 
seasons, inertia and tradition’. The institu-
tionalised element of seasonality is tradition-
ally a human activity, often fitted to defined 
times of period such as religious, cultural, 
ethnic or social factors. The most frequent of 
all are the official and school holidays. The 
author also deals with this problem in 2001 
indicating that the natural and institutional 
reasons for seasonality can actuate each other 
as well (Butler, R.W. 2001). 

According to the climatic definition 
Hylleberg, S. (1992, 4) states that ‘season-
ality is the systematic, although not neces-
sary regular, intra-year movement caused by 
changes in weather’, moreover climate can 
result further significant alterations in cer-
tain destinations (Amengual, A. et al. 2014). 
Besides weather (temperature) Hylleberg, 
S. (1992) also mentions the calendar effect 
(holidays) and timing (school holidays) as 
the three most important reasons for season-
ality indicating that out of them we can find 
stable dates, holidays (Christmas), continu-
ously changing, but predictable ones (Easter, 
Chinese Lunar New Year) and unpredictable 
ones (such as weather).

The institutionalised reason is more com-
plex and less predictable than the natural 
one, since it is influenced by culture, religion, 
ethnic and social factors, the destination, the 
tourism product or the marketing activities. 
Butler, R.W. (2001) states that seasonality 
appears most of all as a problem in tourism 
which should be handled, however, in some 
circumstances (such as in remote seasonal 
rural destinations) it can provide a favour-
able solution in employment for instance 
(Flognfeldt, T. 2001). We can also mention 
among the institutionalised reasons the hab-
its, traditions or the sports seasons so it is 
obvious that seasonality has been researched 
from the points of view of sport (Higham, 
J. and Hinch, T.D. 2002; Kiss, R. 2014) and 



395Marton, G. et al. Hungarian Geographical Bulletin 68 (2019) (4) 391–403.

recreational activities (Hartmann, R. 1986; 
Butler, R.W. 1994) as well. These researches 
are highlighting that the uneven distribution 
at the high season is one of the most con-
vincing problems of recreation and tourism 
causing ineffectual source utilisation, po-
tential profit loss, social-ecological capaci-
ty pressure and administrative difficulties 
(Manning, R.E. and Powers, L. 1984). The 
high-level of tourist fluctuation results in a 
huge negative impact on the environment 
which has also been one of the key issues in 
recent seasonal tourism studies (Cisneros-
Martínez, J.D. et al. 2018). 

In the case of the destinations allocated in 
peripheries the problem of seasonality ap-
pears more drastically (Baum, T. and Hagen, 
L. 1999) where first of all the topic of season 
elongation is surveyed (Koenig-Lewis, N. 
and Bischoff, E.E. 2005; Cannas, R. 2012). 
The significance of this topic is also strength-
ened by the data of the Eurostat (2016) that 
one out of four travels of the Europeans was 
realised between July and August; and if we 
have a look at the time length of the travel 
this concentration is more dynamic. Stupariu, 
M.I. and Morar, C. (2018) focused on the 
customers’ fluctuation in a shorter period of 
time, more precisely, the weekly and monthly 
streams of tourists’ flow in neighbouring spas, 
which created operational issues at tourism 
enterprises with high seasonality (Connell, 
J. et al. 2015). Accordingly, accommodations, 
restaurants or spas were defined by Coshall, 
J. et al. (2015, 1604) and were named as ‘one of 
the most protracted problems facing manag-
ers in the tourism sector’. 

Alongside the changes in travel patterns 
over the past few years, the new trends indi-
cated the strengthening of the spa and medi-
cal tourism product (Ramírez de Arellano, 
A.B. 2007; Connell, J. 2013; Rodrigues, H. 
et al. 2019). The overall market positions of 
both wellness and medical tourism has been 
influenced by the demographic changes (es-
pecially in the developed countries) of the last 
decades, increase in the discretionary income, 
growing need for recreation and regeneration 
or simply by financial reasons (Horowitz, 

M.D. et al. 2007; Lunt, N. and Carrera, P. 
2010; Csapó, J. and Marton, G. 2017). 

Despite the excellent potential, Hungary 
has to face a growing competition on the in-
ternational health tourism market. Therefore, 
the assessment of the competitors is a key 
task of tourism development (Michalkó, 
G. and Rátz, T. 2010; Michalkó, G. et al. 
2012). In the global content, every country 
or destination can be regarded as a compet-
itor possessing a health tourism supply of 
partially or completely international impor-
tance. The direct competitors of Hungary are 
European countries with special attention to 
its neighbours, specifically, Austria, Slovenia, 
Slovakia and Romania offering spas of na-
tional and international importance and/or 
other health tourism services, which have 
undergone significant improvements in the 
last decade (Lew, A. et al. 2008; Yeung, O. 
and Johnston, K. 2017; Stupariu, M.I. and 
Morar, C. 2018). 

Although with a different supply structure, 
alongside the neighbouring countries, the 
Czech Republic and Italy have outstanding 
thermal and medical tourism propositions 
with international importance on the tourism 
market. Wellness tourism, the other pillar of 
health tourism, shows an even more varied 
picture as natural resources play less signifi-
cant role. Apart from Hungary’s direct neigh-
bours and the other competing destinations, 
Poland and Russia need to be regarded as 
serious competitors in terms of existing and 
future wellness tourism potential (Lew, A. 
et al. 2008; Csapó, J. and Marton, G. 2017). 

Nevertheless, health tourism is a rather pop-
ular scope in researches in the country espe-
cially in domestic (Hungarian) publications 
much less work has been carried out in English. 
Besides the comprehensive work of Smith, 
M.K. and Puczkó, L. (2017) we can highlight 
spatial and structural papers (Aubert, A. et al. 
2010, 2013; Michalkó, G. and Rátz, T. 2010; 
Jónás-Berki, M. et al. 2015), tourism oriented 
real estate development (Michalkó, G. and 
Rátz, T. 2010) and demand analyses (Smith, 
M.K. and Puczkó, L. 2015), guest flow analy-
ses (Sulyok, J. and Mester, T. 2014) or papers 
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and researches dealing generally with well-
being and quality of life (Smith, M.K. and 
Diekmann, A. 2017) or taking into consider-
ation regional aspects (Rátz, T. and Michalkó, 
G. 2011; Sprah, L. et al. 2014).

Such works analysing the seasonality 
of Hungarian tourism are present only in 
a limited number of publications in the 
Hungarian scientific literature which is es-
pecially interesting as the country’s tourism 
flow is concentrated both in space (Budapest 
and Lake Balaton) and time (summer high 
season). Sulyok, J. and Kiss, K. (2006) ana-
lysed seasonality in general in the country 
while Sulyok, J. and Mester, T. (2014) were 
focusing on the turnover of commercial ac-
commodations in connection with seasonali-
ty. Dávid, L. and Tóth, G. (2009) published 
a research on seasonality on the example of 
a Hungarian mountain range (Mátra moun-
tains) and Marton, I. et al. (2001) analysed 
thermal tourism as a possible tool for the 
elongation of the season. Our research contin-
ues the product centred approach of the up-
per mentioned publications focusing on the 
least seasonal tourism product of the country. 

Materials and methods

The Gini index (Gini, C. 1912) is basically based 
on the Lorenz curve, which shows the distri-
bution of a studied variable (e.g. income or 
health, or in our case: guest nights) (Figure 2). 
The value of the Gini index is the ratio of the 
area closed by the 45-degree line (the line of 
equality) and the Lorenz curve (A) correlated 
to the size of the complete area of the trian-
gle symbolising the total inequality (A+B), so  
G = A/(A+B). The size of the area representing 
complete inequality is A+B, so 0.5, accordingly 
G = A/0.5, and G = 2A. So, the area of the Gini 
index is twice the area closed up by the 45-de-
gree line and the Lorenz curve (A). 

If the analysed variable where we look at 
the frequency is continual, then from the per-
spective of geometry, the area between the 
Lorenz curve and the line (A), or the area un-
der the Lorenz curve (B) can be determined 

with integral calculus. This, however, hap-
pens only at the rarest of cases, in practice 
we usually meet a discrete variable, as in our 
case, when we examine the distribution of 
guest nights based on monthly data. In this 
case, the area under the Lorenz curve can be 
given with an approximate estimation as the 
sum of the trapezoids fitted with one side to 
the curve (see Figure 2, where area ‘B’ is ap-
proximately the sum of the area of the grey 
trapezoids: a + b + c + d + e + f). 

The Gini index is widely applied to 
measure the seasonality of tourism since 
it represents the seasonal inequalities of 
tourism flow with a quantitative method 
(Fernández-Morales, A. 2003; Fernández-
Morales, A. and Mayorga-Toledano, 
M.C. 2008; Bigović , M. 2011; Sulyok, J. and 
Mester, T. 2014). Since we would like to 
measure the seasonality from the inequali-
ties of a 12 months data set we can use the 
following formula in order to calculate the 
Gini index (Sulyok, J. and Mester, T. 2014): 

Fig. 2. The estimation of the area under the Lorenz 
curve (B) with trapezoids (grey areas) when the fre-
quency variable is discrete (e.g. months). Horizontal 
axis = the ratio of the certain months related to all the 
months (in %); Vertical axis = the ratio of guest nights 
related to the number of the total (annual) guest nights 
(from the months with the smallest turnover to the 
one with the greatest, cumulated). Source: Own edit-

ing, 2016.
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where i means the certain months, Xi is the 
cumulated share from the 12 months and Yi is 
the share of the cumulated guest nights from 
the annual total guest nights of the months 
lined up in an increasing sequence by the 
number of guest nights. 

For our seasonality analysis we used the 
commercial accommodation statistics of the 
Hungarian Central Statistical Office (2018) 
and in order to estimate the Gini index we 
applied the monthly dataset of the guest 
nights. According to the HCSO the two main 
type of the accomodations are the business 
accommodations and the non business ac-
comodations. Business accomodations can be 
divided into two further categories: 

1. commercial accommodations (hotels, 
special hotels, e.g. health, wellness, garni 
and apartment hotels; pensions, campings, 
holiday homes, hostels and youth hostels); 

2. other business accommodations (stand-
alone buildings or a demarcated part thereof 
intended not solely for the purpose of ac-
commodation services, where the number of 
rooms used for this purpose is not more than 
8, and the number of beds is not more than 16).

According to the HCSO, the non-commer-
cial accommodations are ‘accommodation 
for holiday and youth tourism and mountain 
shelter’ (HCSO, 2019). 

In our study we studied only the commercial 
accommodations. These statistics are available 
from 2000 which is rather fortunate since the 
first great wave of state-supported investments 
in the spa towns started from this year. It is also 
important to add that only the monthly guest 
nights of the commercial accommodations is 
available in the Hungarian statistics while no 
relevant data is available concerning the visi-
tor number of the spas or the other business ac-
commodations, that is the basic reason why we 
chose statistical data of the commercial accom-
modations in our calculations. The Gini index 
can only be used with monthly or even more 
refined data. The guest nights of the commercial 
accommodations are also an adequate indica-

tor because it records well the formation of the 
tourism activity in the analysed destination. 
Seasonality can be counted based on other data 
(number of the guests, accommodation receipts) 
as well, however, traditionally the calculation 
of this index is based on guest night datasets.

It is important to note that while in 2016 the 
commercial accommodations of the studied 
spa towns had 36,000 bed places, the other 
business accommodations had almost an ad-
ditional 26,000 beds. In that year, the total 
number of the guest nights in the commer-
cial accommodations in the studied spa towns 
were higher than 4.5 million, while in the oth-
er business accommodations they were not 
quite than 765,000 (16.6% of the commercial 
accommodations). Nevertheless, the perfor-
mance of the other business accommodations 
is not negligible, but it is not critical in assess-
ing the seasonality of the spa towns. The ca-
pacity and overnight stays of other business 
accommodations indicate that seasonality is 
likely to be higher for this type of accommo-
dation, given that these accommodations typi-
cally do not operate all year round. However, 
no data are available to verify this expectation.

The novelty of the research is that the au-
thors focus and draw the attention on the im-
portance and applicability of the Gini index in 
terms of tourism seasonality surveys and also 
that no such research has been carried out so 
far in order to numerically support the sea-
sonality of the tourism of the accentuated spa 
towns in Hungary. The results of our surveys 
are not only useful for the academic world, 
but when seasonality is presented by exact 
mathematical calculations than useful data 
are provided for the stakeholders and deci-
sion makers of the spas and the municipali-
ties in order to understand one of the greatest 
issues of the Hungarian tourism industry, the 
temporal and spatial allocation of the tourists. 

Results: the evaluation of the seasonality 
change of the major Hungarian spa towns

According to our results the seasonality of 
the analysed spa towns decreased overall in 
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the last 16 years. If we study the commercial 
accommodation data of the spa towns all in 
one, they show a 27.7 per cent decrease of 
seasonality in all the 9 spa towns between 
2000 and 2016 (Figure 3). While in 2000 the 
value of the Gini index was 0.279 (taking into 
consideration all the analysed spa towns), it 
decreased to 0.171 by 2016. 

The decrease, however, was not balanced. 
In the analysed period there were years when 
seasonality increased in the commercial ac-
commodations of the spa towns. 2005 was 
such a year where seasonality grew slightly 
(2.3%) compared to the previous year’s re-
sults, but such era was between 2008–2010 
and 2013 and 2015 where seasonality grew 
by 12.5 and 8.8 per cent respectively, com-
pared to the previous year’s data. At the 
same time from 2000 to 2016 the decrease 
of seasonality can be detected in numerous 
years. We identified the greatest decrease 
in 2011 and in 2014 (–12.7% and –14.9% re-
spectively, compared to the previous year’s 
data), but the 8.5 per cent decrease in 2004 
was much higher than the average. Since the 

decrease of seasonality was characteristic for 
more years than the increase, we detected an 
overall 30 per cent decrease in the Gini index, 
and so in seasonality, between 2000 and 2016.

Fitting a linear trend to the aggregated data 
of the spa towns we see the slightly decreasing 
trend of seasonality (see Figure 3). The inser-
tion of the linear trend line is relatively good, 
the value of the R2 coefficient of determination 
is 0.68. The average degree of the annual de-
crease of the Gini index is –1.7 per cent. 

Seasonality formed quite differently in the 
certain spa towns. The Gini index decreased 
the least in Hévíz (–9.2%), Hajdúszoboszló 
(–16.7%), Harkány (–18.0%) and Gyula 
(–24.5%) which it is also due that these 4 tradi-
tional spa towns possessed a developed com-
mercial accommodation background already 
in 2000. That is why in these settlements’ sea-
sonality did not decrease at such measure than 
in those spa towns where the certain develop-
ments started after the millennium. Since these 
settlements represent a significant guest flow in 
comparison to the others, they influence quite 
significantly the formation of the combined 

Fig. 3. The formation of seasonality of the analysed spa towns. Source: Based on HCSO database, own calculation.
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Gini index as well. Nevertheless, seasonality 
decreased the most in Egerszalók (–70.1%), 
Cserkeszőlő (–57.2%) and Zalakaros (–50.7%) 
as well as we could detect a significant decline 
(more than –30%) in Bük and Sárvár between 
2000 and 2016.

The formation of seasonality is worth com-
pared with the formation of the capacities, es-
pecially because on the national level in the 
researched period the number of the rooms of 
the commercial accommodations grew with 
31 per cent and the number of the beds by 
more than 20 per cent. A much faster increase 
was experienced in the analysed 9 spa towns 
(Table 1). The number of beds grew from 24,400 

(2000) to 35,700 (2016) so almost with 50 per 
cent, which is more than twice the national 
increase. Analysing the towns one by one it 
turns out that in Egerszalók this increase was 
more than 60 per cent, however, it started from 
a very low basis data. 

The number of accommodation capaci-
ty grew significantly in Sárvár as well, from 
900 places in 2000 to nearly 3,000 by 2016. 
In Zalakaros the capacity of the commer-
cial accommodations grew with 88 per cent, 
in Cserkeszőlő 68 per cent, while Bükk and 
Hévíz grew their capacities with 50 per cent. 
This increase meant in Hévíz nearly 2,500 new 
bed places with which the town emerges from 

the other spa towns. If we do not analyse the 
increase ratio than concerning the absolute 
numbers of the capacity of the commercial ac-
commodations Hajdúszoboszló is leading with 
more than 8,000 bed places. 

Taking into consideration the increase of ca-
pacities (supply) the increase of the demand 
is much faster. The number of nights at com-
mercial accommodations grew from 2.6 million 
in 2000 to 4.6 million (+75%) by 2016. Except 
for Harkány, the demand grew at every ana-
lysed spa town with remarkably high data at 
some settlements (Table 2). In Egerszalók, this 
increase was more than 270-fold since as a new 
spa there were practically very low commercial 

guest nights in 2000 which grew to more than 
200,000 by 2016. The number of guest nights 
almost quadrupled in Sárvár (2000: 130,000; 
2010: 485,000) and tripled in Cserkeszőlő (2000: 
44,000; 2016: 147,000). At the same time the in-
crease was not so remarkable from a high basis. 
In Hévíz the number of guest nights grew by 
33 per cent, but it means a 259,000 increase in 
absolute numbers compared to as in 2000. In 
Hajdúszoboszló, the increase was 47 per cent 
with an absolute increase of 300,000 guest 
nights. The greatest increase in absolute num-
bers could be detected in Bük (+340,000 guest 
nights) preceding Hajdúszoboszló (+300,000), 
Zalakaros (+297,000) and Hévíz (+259,000). 

Table 1. The change of the capacity of the commercial accommodations in the analysed spa towns, in bed places

Spa towns
Number of bed places in 

commercial accommodations 
Growth in bed places in 
number between 2000 

and 2016 

Growth in bed places  
in %  

(2000 = 100%)2000 2016
Egerszalók
Cserkeszőlő
Sárvár
Zalakaros
Gyula
Harkány
Bük
Hévíz
Hajdúszoboszló

18
730
927

2,267
2,620
3,401
3,533
4,892
6,032

24,420

1,106
1,230
2,874
4,254
2,966
2,371
5,262
7,386
8,231

35,680

1,088
500

1,947
1,987

346
–1,030*

1,729
2,494
2,199

11,260

6,144
168
310
188
113
–30*
149
151
136
146Total

*Harkány: decrease. Source: Hungarian Central Statistical Office (HCSO) 2018, and own editing.
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Conclusions

The seasonality of the guest flow of the spa 
towns is much smaller than the seasonality of 
tourism in general in Hungary. This is an im-
portant phenomenon in the tourism industry 
of such a destination where the majority of 
tourists are still visiting Hungary concentrat-
ed both in time and space. While the Gini in-
dex of the guest nights at commercial accom-
modations on the national level is 0.25 than 
this aggregate value is more than 30 per cent 
less, in 2016 (0.17 at the analysed spa towns). 
We can conclude that the spa town function 
results expressly favourably to seasonality. 

The other important lesson is that the invest-
ments and developments in the last 16 years 
effectively decreased the seasonality of the 
guest flow of the spa towns. These develop-
ments typically included investments in sup-
ply covering mainly the tourism infrastructure 
and supra-structure of the spas and also the 
accommodation and guest catering structure 
of the settlements, with a special emphasis on 
the development of tourism services as well. 
The drop of seasonality was the greatest at the 
spa towns carrying out significant investments 
and developments (Cserkeszőlő, Egerszalók) 
which is partly due to the statistical impact 
and partly it shows that the implemented in-
vestments managed to extend the season. 

The experiences of the ‘new spa towns’ 
are confirmed by the data of the traditional 
ones (Hévíz, Hajdúszoboszló). In these latter 
ones seasonality did not decrease at the same 
level as in the case of the new ones, since they 
had from earlier times those supply elements 
which were promoting their requisition dur-
ing the complete year. The new investments 
strengthened the four seasons-long supply, so 
the decrease of seasonality was not remark-
able. In the future significant decline of sea-
sonality is not expected in the case of the new 
spa towns so we should not forecast further 
significant decrease in the Gini index on the 
national level either, because of the former 
realisation of the four seasons-long supply. 

Comparing the dynamics of the demand 
and supply we can also see that in the spa 
towns the increase of the capacity of the com-
mercial accommodations (+50%) was signifi-
cantly exceeded by the increase of the demand 
(+75%). Therefore, the utilisation of the avail-
able capacities is less seasonal, so the demand 
requisitioned the capacities in a much more 
expanded time scale in the season. Since the 
decrease of seasonality took place besides a 
significant increase of commercial accommo-
dation capacity, the expansion of the turnover 
possibly made an impact on the anticipated 
return of the investments as well. This find-
ing is supported by the rise of the occupancy 

Table 2. The change of the guest nights in commercial accommodations in the analysed spa town

Spa towns
Number of guest nights 

in 1,000
Growth of guest nights 
between 2000 and 2016, 

in 1,000

Growth of guest nights 
in % 

(2000 = 100%)2000 2016

Egerszalók
Cserkeszőlő
Sárvár
Zalakaros
Gyula
Harkány
Bük
Hajdúszoboszló
Hévíz
Total

0.7
44.1

129.7
203.7
222.0
224.2
360.7
638.0
796.8

2,619.9

200.3
146.7
485,4
500.3
366.7
191.7
700.8
937.8

1,056.1
4,585.9

199.6
102.6
355.7
296,6
144.7
–32.5*
340.1
299.9
259.3

1,966.0

27,258
333
374
246
165
–15*
194
147
133
175

*Harkány: decrease. Source: Own editing.
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rate of the commercial accommodations: the 
average occupancy rate of the rooms in the 9 
spa towns was 44 per cent in 2009, and 56 per 
cent in 2016. This increase of room occupancy 
in the commercial accommodations increased 
almost continuously in the reviewed period 
except for Harkány, where no spa improve-
ments have been made in the reviewed years.

Based on the findings of our study we can 
state that in the analysed period demand 
has increased significantly and in parallel, 
seasonality has declined in the studied spa 
towns. It seems to be proved that the exten-
sive developments of the spa towns were 
successful, the accommodation capacity and 
the number of guest nights were growing in 
a remarkable extent and the utilization of the 
capacities also increased slightly. 

As for some limitations of the study the au-
thors think that, as a future research direction, 
the detailed analysis of changes in individual 
settlements should be further analysed to ob-
tain a more accurate picture on the settlement 
level as well. Parallel with this, the guest data 
of other accommodations would also be re-
quired to test seasonality (to obtain the more 
detailed picture). We consider the present 
study as a simple quasi-longitudinal study, 
but we cannot clearly explain here that there is 
a correlation between the implemented devel-
opments and the spa towns’ tourism and sea-
sonality. This topic could be a further issue in 
these researches. As the last aspect of further 
research directions we should also measure 
the improvements in the quality of services in 
the spa towns and as an explanatory variable 
it should be built into a larger model, parallel 
with other parameters, such as the changes 
in income or concerning the economic cycle.
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