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ABSTRACT Background. The basic background of the conducted research was the need to modernize business
models of spa enterprises. In many cases the lack of formalized business model can be noticed,
while in some areas there are attempts to describe it. Yet, this is often a deceptive activity, forced
by hurried introduction of market conditions into health resorts enterprises and an attempt to fit
into difficult economic situation. Health resorts sector is still characterized by business models
dependent on other entities creating their market system.

Research aim. The main aim of the article is the analysis of literature in the field of business mode-
ling and business models classification, referring to the needs of spa enterprises.

Methodology. The basic methodology of the conducted research was critical analysis of literature.
Key findings. Business models used in health resort facilities need to be re-defined in terms of
components and business architecture, especially in terms of the occurring processes and relations,
as the social changes, and with them the services reorganization in this sector, constitute the neces-
sity to introduce changes to the health resort business model. Modern health resort business model
should be targeted towards the market dependency of B2C (Business-to-Customer) type, creating
especially value for the customer. Modern health resort enterprise business model should take into

account changes in the health resort product structure and its components.

Introduction

The popularity of business models can be observed in numerous new academic papers concerning
enterprises in which the managers attempt to identify new ways of running the business. It seems
that the growing interest of practitioners and academics with business model results, first and
foremost, from the turbulent environment in which the tourism enterprises operate. The necessity
to adjust oneself to the dynamic changes taking place, among others, in the tourism consumers

Economic Problems of Tourism 4/2018 (44) 35



Adam R. Szromek, Krzysztof Herman

preferences and the rapid development of digital technologies forces the enterprises to look for the
possibility to define a new formula of business model or to improve the existing one. Much thought
is devoted to the possibilities of using new technologies, especially when presenting the tourism
offer, creating values proposals or when establishing effective communication channels.

Business modeling is an issue discussed by the entrepreneurs ever since they started establishing
their own businesses. Nevertheless, only a few decades ago the tendency to organize this process
emerged, thus creating various approaches (taxonomic, diluted etc.) and taking into account vari-
ous combinations of components and architecture (Doligalski, 2014, p. 20).

One of the most popular approaches to business modeling is the business analysis through its
components, that is key activity, key partners, key resources, cost structure, relationship with cus-
tomers, customer segmentation, proportions of values, channels and revenue streams (Osterwalder,
Pigneur, 2010, pp. 24—45). Other approaches list such elements of business models as customer’s
choice, capturing value, strategic control and scope of activities (Slywotzky, Morrison, Andelman,
2000, pp. 388-392). Yet, no matter what is the adopted approach, business modeling requires dili-
gent classification of key elements of that model, paying attention that they are up-to-date.

This problem is evident especially in Polish enterprises rendering health related services, no-
tably in health resorts facilities (Zaktad Lecznictwa Uzdrowiskowego — ZLU) which till 1990s
were financed by the state budget (Szromek, 2011, pp. 85-114). Historical aspects of development
of that sector prove how many changes the managers of these facilities had to face. Starting from
the changes in the system of financing of these enterprises, which resulted from political changes,
through health services reforms, which ZLU is a part of, being at the same time health care institu-
tion (Zaktad Opieki Zdrowotnej — ZOZ), and ending with privatization of these facilities and their
transformation into enterprises being subject to market competition rules.

Observations made by the authors indicate that in many cases the lack of formalized business
model can be noticed, while in some cases there are attempts to describe it. Yet, this is often a de-
ceptive activity, forced by hurried introduction of market conditions into health resorts enterprises
and an attempt to fit into difficult economic situation. Health resorts sector is still characterized
by business models dependent on other entities creating their market system. Therefore, there is
a need to define a universal health resort business model with selective choice of elements of each
of its components. The main aim of the article is the analysis of literature in the field of business
modeling and business models classification, referring to the needs of health resorts enterprises.

Business models and their clagsification

Business model analysis indicates their diversity in the objective scope. They can be perceived as
a synthetic description of business nature (Magretta, 2002) or as a business tool (Teece, 2017), im-
age of relations between the components that lead to establishment and capturing of value through
organization (Battistella, Toni, Zan, Pessot, 2017) etc.
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Business models definitions

J. Magretta (2002) presents a way of perceiving business models in descriptive category. In her
view, business models resemble stories in their nature that explain how the enterprise operates.
Similar approach is presented by J. Dworak (2016) who described business models emphasizing
their usefulness when managing the enterprise, as a theoretical structure describing its activity
based on selected factors.

The literature presents detailed definitions in the context of tool nature of business model.
D. Teece (2017) perceives them as a tool describing the design or architecture of creation, supply
or value capturing mechanisms. He also notes that the core of business model is defining the way
in which the enterprise captures the value for the customers, entices them to pay for this value and
converts payables into profits. S. Prendeville and N. Bocken (2017) perceive business model simi-
larly. They described it as a conceptual tool describing the activities that refer to business transac-
tions between customers, partners and suppliers and the organization and their participation in the
development and capturing of value.

When paying attention to the tool character of business models, it was emphasized that they
are not only used to describe the business reality, but also — when effectively used — to shape this re-
ality. For that purpose, it was important to indicate elements of that model and relations that occur
between them. It was emphasized by M. Geissdoerfer, P. Savaget and S. Evans (2017) who defined
business model as a simplified representation of organization elements, together with interaction
between these elements, in order to analyze, plan and communicate in the intricate organization
structure. A similar approach is presented by M. Johnson, C. Christensen and H. Kagerman (1996)
who describe it as interrelated elements, i.e. proposal of value, profit formula, key processes and
resources that create and deliver the value.

An important element of defining business model is the need to pay attention to the main ob-
jective of business models creation, that is creating value for the customer and retaining the value as
profit. Such a manner of perceiving business models is presented by for example T. Falencikowski
(2012). He assumed that business model is a multi-component unit developed and separated to pre-
sent in a simplified way the manner of running a business, by describing the logic of value creation
for the consumer and capturing its part by the enterprise. B. Rusu (2016) also maintains the above
assumption and understands the business model as a correlation system that enables the creation
of value for customers, based on enhanced planning of architecture of the designed system and
correlated activities. Similar views are expressed by L. Knop and J. Brzoéska (2016, pp. 215-217)
who in their approach to the business model focus on customers and what the enterprise can offer
them. They describe business model as a configuration system of resources and activities (in-
tercorrelated), covering among others creation of values that on the one hand need to satisfy the
needs of the customer and on the other hand they need to be a source of revenue for the enterprise.
A. Wisniewski (2017, p. 76) presents a specific way of perceiving the revenue. He defines the busi-
ness model by referring to the basic concepts and presents it as a description of construction, activ-
ity and correlations in a venture that generates profits.

Functioning of Tourism Market 37



Adam R. Szromek, Krzysztof Herman

C. Batistella et al. (2017) have an interesting approach to this subject. They pay attention to the
relations with other manager tools. They assume that the business model presents how the strategy
is implemented by description of creation, supply and recording of economic, social or other values.

Description of relations with other manager tools and manner of value creation and capturing
can occur in two ways: with the use of description or graphics. It is emphasized by M. Al.-Debeti,
R. El-Haddadeh and D. Avison (2008) who perceive business models as an abstract textual or
graphic representation of interrelated structures of model architecture prepared by the organiza-
tion and of all the products and services that the organization has in offer and that are essential to
achieve its aim.

When forming a definition, some academics pay attention to the aspect related to competitive-
ness. B. Iwasieczko (2014) belongs to this group of academics who define business model as a con-
figuration of business elements established to create value for the customers and to be an element
of effective competition. B. Nogalski (2009) has similar views while also paying attention to the
resources being a key aspect of an organization. He described business model as a characteristic
of value for the customer, a set of basic resources, activities and relations with partners, the aim
of which is to create this value and competitive advantage.

To summarize the presented literature references, it can be stated that modern ways of describ-
ing the nature of business models have a tool character, treating the business models as manage-
ment tools and indicating their strategic meaning for the organization (Szromek, 2018).

Business models classification

Apart from discussing business models definitions, in the literature one can also find business
models classifications. They organize their tool usability and explain scientific meaning of the
description of organizational processes.

From among Polish researches who present interesting and extensive typology, J. Brzoska
(2009, pp. 18-21) is worth mentioning. In his publication he presents four groups of business mod-
els (tab. 1).

Tallle 1. Business models types

Business model types
. . . business models as a unique . .
models based on the determi- models exposing competitive . q business models using
» combination of resources render- . .
nants of profitability advantage . - innovation
ing value and competitiveness

—model based on sectoral and —model of application creation | — business model as a unique —strategic model as a basis for

specific factors of the enterprise,| and maintaining competitive combination of assets creating innovative business concept,
—model of dynamic marketing advantage, value, —model based on value innova-

strategy, — model combining competitive | — model based on the competi- tion (Blue Ocean Strategy)
— model of economic advantage with operational tiveness potential

effectiveness effectiveness

Source: own study on the basis of J. Brzoska (2009).
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The first group are models based on the determinants of profitability. The basic concept be-
hind this group of models is the selection and configuration of factors generating profit and the aim
of their usage is to achieve current and long-term profitability. Three models were distinguished
in this group:

- model based on sectoral and specific factors of the enterprise,
— model of dynamic marketing strategy,
- model of economic effectiveness.

The second group is composed of models emphasizing competitive advantage. They are based
on achieving competitive advantage through innovative activities creating value chain, and the aim
of their functioning is to create, achieve and maintain constant competitive advantage. Two models
were distinguished in this group:

— model of application creation and maintaining competitive advantage,
- model combining competitive advantage with operational effectiveness.

The third group combines models focused on creating and development of resources potential
that can ensure competitiveness, with the main objective being the increase of value. In this group
we can distinguish:

- business model as a unique combination of assets creating value,
— model based on the competitiveness potential.

The fourth group is characterized by models using radical innovations to create a value for
the customer and increase the revenue of the enterprise. The objective of such designed business
models is the increase of effectiveness and the development of the enterprise by establishing new
market space. J. Brzoska considers the following models to constitute this group:

- strategic model as a basis for innovative business concept,
— model based on value innovation (Blue Ocean Strategy).

K. Obt¢j (2010, pp. 103—117) divided models into three groups. Distinguished models are
the following: integrator, conductor and operator. Operator model is based on one aspect of the
value chain. A research operator can be distinguished, one who deals with the development of new
technologies, as well as production and marketing operator. A specific type is the navigator model,
characteristic for companies operating via the Internet such as Amazon, eBay or Google, that gen-
erate profits having relatively small amount of resources. The integrator model is characterized
by the need to control the most important assets and skills and the process of creation and appro-
priation of margins. The organizations using the integrator model (for example these from energy
sector) control the stage of raw material acquisition, its transport, processing and sale, at the same
time acquiring the margin of every link of the value chain. The last model is the conductor model
that means a configuration based on the partners networks in which the least important elements
of value chain are outsourced.

A. Osterwalder and Y. Pigneur (2010) have a completely different approach to the segmenta-
tion of business models. They propose five general categories, paying attention to common compo-
nents and a similar way of running a business. The typology presented by these researches is first
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of all practical and explaining their nature and work is based on the prepared template of CANVAS
model. The categorization covers the following types:

a) separated corporation: based on distinguishing three complimentary types of business ac-
tivity, that is maintaining relationship with the customer, activity related to the infrastruc-
ture and creation of product innovations (banking sector, mobile phones);

b) long tail: business concept based on selling lower number of products belonging to a rich
list of categories. It is often about cumulating the sale of a niche product (eBay, Facebook,
YouTube);

c) multilateral platform: connecting separate but interrelated groups by creating conditions
for interaction (Visa, Google, Microsoft Windows);

d) free model: providing, at least for one segment of customer, free offer. The costs are borne
by customers belonging to another group of customers (Metro, Skype, Google);

e) open business models: these models are about cooperation with external partners in the
form “from outwards to the center” or “from the center outwards” in which the company
uses external ideas or forwards the unused ideas onwards.

R. McGrath (2010) proposed a division into six key categories of business models. Advertising
model is about the company bearing the cost of reaching the customer and the customer does not
pay for the product. The advertisers bear the activity and margin costs. The second group is the
group of binding models in which the basic products are relatively cheap, and the margin is col-
lected by way of complimentary products. The third type is the model based on promotion. 1t is
about offering the customers a prize for purchasing a product in a form of a gift. Another type is the
Freeminium model in which the basic offer is free of charge. Margins are collected from customers
buying the extended versions of the product. The barter models also have been distinguished, in
which the product is exchanged free of charge for another equivalent product. The last group are
the gift models. The basic product is free of charge and often created by volunteers. The value is
generated by offering additional services.

Presented classifications of business model are generalized. The types have been discussed
in detail by, for example: O. Gassmann, K. Frankenberger and M. Csik (2013), M. Johnson (2010,
pp. 3—173) and J. Linder and S. Cantrell (2000). Their analysis was made by M. Kardas (2016) by
grouping the proposed business models into eleven parent categories (fig. 1).

Business model types Price Marketing Benefits
Experience Product Chain Intermediaries
Trust Innovation Legal instruments Financial

Figure 1. Business model types according to M. Kardas.

Source: own work on the basis of M. Kardas (2016).

40 Economic Problems of Tourism 4/2018 (44)



Business models analysis in the context of health resorts enterprises activity — literature review

The first group is the price business models. They are focused on selling the product and
price regulations. The razor and blade model can be considered one of the most popular, used for
the first time at the beginning of the 20th century by Gilette (Picker, 2010). It is about proposing
a cheap basic product and an expensive complimentary product. In case of Gilette, the customer
when buying a razor had to buy the blades of the same company as another blade would not fit.
Nowadays, this model is successfully used by manufacturers of printers and toners. From among
the marketing models the white label model is quite popular. It is used by companies manufactur-
ing the products sold under distributor’s logo. This practice is used in supermarkets that sold goods
under their own brand. Benefits models are characterized by easier access to products in which
the customer can buy it easier than at the competition. Experience models are often based on
a well-known brand and the sales or outsourcing prestige of selected elements of value chain, for
example as in the model of cool brands. In product models the basic product becomes an element
encouraging people to buy it. An example of such model type can be an add-on used by car dealers,
where the basic product is relatively cheap, but the customer has to pay for additional equipment.
Chain models focus on managing the whole chain of value creating and capturing. An example
of such a model can be direct selling. It is used among others by companies dealing with direct sale
of cosmetic products. It is about eliminating the intermediaries from the supply chain and collect-
ing their margin. Intermediary models are the opposite of the chain models. Open market making
is a popular chain model. In this case the company establishes a market and invites sellers and
buyers, who pay commissions for carrying out the transactions, for example eBay. Trusted advi-
sor model is an example of trust model. Such models are about offering services, at the same time
maintaining strict confidentiality of business. Legal instruments models are popular in commercial
or restaurant chains. One of the most well-known examples is the franchise model in which, on
the basis of license and with the support of an organization, the owner bears the risk of running
the business and pays the franchisor the commission. The last category is the category of financial
models. To name one of the most popular models we can distinguish cash machine model in which
the customers pay in advance for the product before the company bears any costs.

An example of innovative business model is the open source model where the creator shares
the technology free of charge, and profits by rendering complimentary services such as technical
support. Innovative business models are an interesting research subject (Wirtz 2016), which is not
often linked with the technology.

We can also classify business models as divided due to the type of market relations. For exam-
ple, M. Norris and S. West (2001, p. 179) make a reference to several market relations (B2C, B2B,
C2C or P2P and M-commerce), while others (Grefen 2010, pp. 16—32) add subsequent relations
(B2A, C2B, C2A, G2B, G2C and B2R) thus creating an extended classification:

1. B2C (Business-to-Customer), means a relation aiming to win individual customers by

focusing the relation on the direct recipient.

2. B2B (Business-to-Business), means focusing the relation development in the enterprise on

other enterprises by concentrating on group recipients (wholesalers, contract recipients,
state recipients etc.).
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3. B2A (Business-to-Administration), means the use of the transaction in which the
entrepreneurs and public administration bodies are parties as a basis.

4. C2B (Customer-to-Business), a relation sometimes referred to as M-commerce (Mobile
Commerce), in which the access to wireless devices is used, making it possible to carry out
the transaction. It is a relation based on the opportunity of placing purchase offers to which
the manufacturers can respond.

5. C2C (Customer-to-Customer), means targeting the activities to the possibility of direct
exchange of goods between the consumers.

6. C2A (Customer-to-Administration), a relation between natural persons and public
administration.

7. Other relations, cover such dependencies as P2P (Peer-to-Peer), using the Internet to
enable direct exchange of data without the need to send them through the main server, B2R
(Business-to-Reseller) in which the subjects of the relations are entrepreneurs and resellers,
G2B and G2C, where the government is one of the sides in a relation with entrepreneurs
and customers.

In the past decades, we can see the influence of new technologies, the development of which
necessitates the update of the business models components (Nagumo 2002). Such an influence can
result both from the expansion of the Internet (new processes, new business opportunities), new
technologies of knowledge sharing (means, directions, channels) and new information technolo-
gies related to the behaviors of business and market processes participants (Duczkowska-Piasecka,
2013, pp. 132-142).

Chianging health resorts business

Taking into account the nature of health resorts activities, it can be stated that among the changes
influencing the shape of modern business models, in health resorts enterprises one must list some
crucial ones.

The first change, clearly noticeable in the last two decades is the change in the structure
of needs of persons visiting Polish health resorts. Although still in 1990s the health resort visitor
model prevailed on the basis of which visitors stayed in the health resort to receive health resort
services, in the following decades one can see a major share of persons in need of preventative care
or sport services and of tourists who do not want a health resort treatment but who want some rest
in conditions encouraging the contact with nature. It indicates changes in the health resort product
structure that — although it is subject to changes from the past two decades — can hardly be consid-
ered final.

Another important aspect of changes is the system of financing the health resort activity.
Multilateral character of the business partners creating the health resort product makes the rela-
tionship structure between them and the health resort visitor a very complex one. It applies both
to relations between the every market participants as well as to the meaning of the health resort
visitor in these relations. When the stay of the health resort visitor was fully financed by the state,
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the health resort visitor was treated objectively, as the facility funds were not subject to satisfaction
of the direct beneficiary of the health resort services. The image of these relations was not better in
1990s when the attempts to market the health resort activities were made. The health resort visitor
was still a consumer without any influence on the level of revenues of the health resort enterprise.
Only after opening the health resort market for visitors coming to the health resort without doctor’s
referral, at a convenient time, upon their own decision regarding the time and place for their stay,
and thus financing their stay by themselves, made the visitors’ satisfaction an important factor
influencing the level of entity revenue. As a result, the quality of health resort services improved.

Some limitation for the resources of the health resort enterprises were already completed pri-
vatization transformations carried out in the years 2005-2015 (Gromalska, 2015, pp. 67-90). When
the state resigned from the potential in the scope of health resort infrastructure (spas, spa hospitals,
or even whole health resort companies), it limited the control the state had over the implementation
of social role of health resort enterprises in applying the ideas behind public health. The simultane-
ous development of the sector in the area of private spas and other health resort facilities (spa and
wellness facilities) attracted groups of new recipients to the Polish health resorts.

The fourth aspect that could have influenced the components of the business model in the
health resorts enterprise are the demographic changes that indicate a growing society of older peo-
ple and those needing help in terms of the negative influence the civilization has on them (Szromek,
2011). One of the results of such a situation is the growing demand for health resort services, both
in terms of treating chronic diseases and preventive treatment of elderly people and even services
covering 24/7 care. An additional market segment are healthy citizens who regardless of the ste-
reotypes present in the past decades, willingly go to the health resorts. This group of the health
resort product recipients can quickly become the key one due to the significant touristic possibili-
ties of health resorts areas. It seems that the business model should take into consideration also
some assumptions concerning the needs of potential health resort visitors, meaning those persons
who — for different reasons — were never treated in a health resort and express such needs. There is
the need to use the growing demand for health resort services with the limited infrastructure and
financial potential that suggests the necessity to optimize the usage of this potential.

When analyzing the state of current knowledge about business models, it was stated that in the
view of current situation of the health resort sector the best approach would be to use the business
model concept of A. Osterwalder and Y. Pigneur (2012). The main reason for this choice is the ap-
proach to resources in the mentioned model. Thus, the vast analysis of business model of health re-
sorts enterprises should take into consideration the characteristic of 9 business components. It will
be as follows:

1. Market segments within which a re-selection of key segments of health resort market will
take place, taking into consideration both the needs of current and prospective health resort
visitors.

2. The proposed value for the customer, based on the change of structure and components of the
health resort product, taking into account current social needs and threats (threats different
than before, for example on the side of digital media, social alienation, civilizational stress).
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This component will take into account also product innovation in the form of modern
formula for a health resort, as well as the profiling of health resort services due to the
current social threats.

. Physical distribution channels, channels of communication and sale that did not change

despite civilizational changes (the Internet, access to health promoting schemes of everyday
life).

. Relationships with the customers that need to be reviewed in terms of responsibility for

spending the social insurance funds, but also in terms of building the awareness of health
resort service providers of the fact that the final payer is the direct recipient of the services
and not the insurer spending social funds on their behalf.

. Revenue streams covering, among others, the value for the customer and market

attractiveness of the rendered services.

. The key tangible, intangible (information), financial and human assets being at the

disposal of health resorts enterprises.

. Key activities meaning the assumed strategic activities generating value for the customer

using offered services.

. Key partnership, resulting in new analysis of the choices made by business partners.
. The structure of costs, either within the scope of cost-driven, meaning cost minimalization,

building the value for the customer characterized by low prices and the mass character
of offered products and services, or within the scope of value-driven through highly
customized offer of the health resort.

Gonclusions

Taking into consideration the characteristic of the health resort sector activity, one can state that

the complex approach to research over modern health resort business model requires the analysis

not only of the business model form but also of the key business components. Taking into account

this diagnosis of the situation, the following conclusions were made:

1. Business models used in health resort facilities need to be re-defined in terms of components

and business architecture, especially in terms of the occurring processes and relations, as
the social changes, and with them the services reorganization in this sector, constitute the
necessity to introduce changes to the health resort business model.

2. Modern health resort business model should be targeted towards the market dependency

of B2C type, creating especially value for the customer, instead of the currently used
approach of B2B or B2A type.

3. Modern health resort enterprise business model should take into account changes in the

health resort product structure and its components, taking into account the needs of current
and prospective recipients.

The role of business model in health resort enterprises is crucial due to the level of effective-

ness of the service activities being carried out. Social and market changes, therefore, necessitate
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the change in the scope of components of that model. The lack of determination of an enterprise in
the following changes may result in the loss of competitive advantage or even its marginalization.

This paper was published as part of the research project “A business model for health resort
enterprises” No. 2017/25/B/HS4/00301, supervised and financed by the National Science Center
in Poland and as part of statutory research ROZ 1:BK-231/R0Z1/2018 (13/010/BK _18/0029) at the
Silesian University of Technology, Faculty of Organization and Management.
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ANALIZA MODELI BIZNESU W KONTEKSCIE DZIALALNOSCI
PRZEDSIEBIORSTW UZDROWISKOWYCH — PRZEGLAD LITERATURY

SEOWA KLUCZOWE | Modele biznesu, uzdrowiska, przedsiebiorstwa uzdrowiskowe

STRESZCZENIE Artykul ma na celu dokonanie analizy literatury w zakresie modelowania biznesowego
oraz klasyfikacji modeli biznesu odnoszac si¢ do potrzeb przedsigbiorstw uzdrowisko-
wych. Omoéwiono rodzaje modeli biznesu i ich klasyfikacje. Odniesiono si¢ do zmian
w organizacji ustug uzdrowiskowych. Podstawowa metodologia przeprowadzonych ba-
dan byta krytyczna analiza literatury.

Podstawowym powodem prowadzonych badan byta potrzeba nowego spojrzenia na mo-
dele biznesu przedsigbiorstw uzdrowiskowych. W wielu przypadkach mozna zauwazy¢
brak sformalizowanego modelu biznesu oraz potrzebe jego opisania na nowo. Czgsto jest
wymuszone zmianami warunkow rynkowych przedsigbiorstw uzdrowiskowych i proba
dopasowania si¢ do szybko zmieniajacej si¢ sytuacji gospodarczej. Sektor uzdrowisko-
wy charakteryzuje si¢ modelami biznesu zaleznymi od innych podmiotéw tworzacych
ich system rynkowy.

Modele biznesu stosowane w obiektach uzdrowiskowych musza zostaé¢ ponownie zdefi-
niowane pod wzglgdem komponentow i architektury biznesowej, zwlaszcza pod wzgle-
dem zachodzacych procesow i relacji, poniewaz zmiany spoleczne, a wraz z nimi reorga-
nizacja ustug w tym sektorze, stanowia konieczno$¢ wprowadzenia zmian. Wspotczesny
model przedsigbiorstw uzdrowiskowych powinien by¢ ukierunkowany na zalezno$é
rynkowa typu, tworzac szczegolng warto$¢ dla klienta. Wspotczesny model biznesu
przedsigbiorstw uzdrowiskowych powinien uwzglgdnia¢ zmiany w strukturze produk-

tow uzdrowiskowych i ich komponentach.
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