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Abstract. The article covers current issues of interdisciplinary research in the field of marketing strategies development for advancing
medical tourism — a growing trend in health preservation systems at the global and regional levels. It is demonstrated that with a
comprehensive approach to researching the marketing of medical tourism, it becomes possible to establish the demand and supply with
regard to medical, wellness, cultural-educational, and recreational facilities, as well as the functionally associated elements of infra-
structure. The object of marketing research in medical tourism is defined as a set of evaluative characteristics of the internal and external
environments of medical institutions, medical tourists’ requests, market parameters, competitors and contractors, equipment and goods
suppliers, and intermediaries. The subject of such research should be seen in the interrelations between marketing and tourism, tourism
and medicine, and marketing and medicine. Medical tourism marketing is defined as the systematic and coordinated use of methods
and tools aimed at attracting clients from other countries and regions by promoting unique medical services and attractive tourist
packages. The article proposes methods (SWOT analysis, Porter's Five Forces, Ansoff Matrix, etc.) and a set of tools (customer incen-
tives, information provision, verified assessment system, partnership, internet network, real-time communication, etc.) to be used for
marketing research in medical tourism. The levels of Internet usage by country and the impact of this trend on the digitalisation of
medical tourism marketing are demonstrated. One of the marketing strategy tools — mobile applications — is characterised when applied
to the conditions of some foreign countries and Russia. Map charts of Russia provided reflect the geographical (region-wise) features
of obtaining state and municipal services, which can be productively used in marketing strategies for medical tourism.
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Annomayus. B crathbe OCBELIAIOTCS aKTyaIbHbIC BOIPOCH! MEXMCIUIUIMHAPHBIX MCCIIEI0BAHUH B 00J1aCTH Pa3paboOTKH Map-
KETHHIOBBIX CTPaTerHii pa3BUTHS MEAMIIMHCKOTO Typu3Ma — PacTyLIEro TPeHJa B CHCTEMaX 3/0pOBbecOCpeKeHUs II100aIbHOTO
pernoHanbHOro ypoBHeii. IToka3zaHo, 4TO P KOMIUICKCHOM IOJXO/E K MCCIIEIOBAHMIO MapKETHHTa MEJUIIMHCKOTO TYPU3Ma CTaHO-
BUTCSI BO3MOKHBIM BBISIBIICHHE CITPOCA M NPEITIOKEHNI Ha MEUIIHCKHE, 03I0POBHUTEIIbHBIE, KYJIbTYPHO-TIO3HABATENILHEIE H peKpea-
IIMOHHBIE OOBEKTHI, a TaKXKe (DYHKIIMOHAJIBHO CBS3aHHBIE C HUMH 3JIEMEHTHI HH(pacTpyKTypsl. OnpeneneH 00beKT MapKeTHHTOBBIX
HCCIEeOBaHNH MEJUIIMHCKOTO TypH3Ma KaK COBOKYITHOCTh OLIEHOYHBIX XapaKTEPUCTHK BHYTPEHHEH CPe/bl N BHEIITHETO OKPYKEHUS
MEULHHCKHUX YUPESIKACHHUI, CIIEKTPa 3apoCOB MEUIIMHCKUX TYPUCTOB, TApaMETPOB PHIHKA, KOHKYPEHTOB U KOHTPareHTOB, OCTaB-
IIMKOB 000PY0BaHMs M TOBAapOB, IOCPEAHUKOB. B KadecTBe nmpeamMera ncciIea0BaHu yCTaHOBIICHBI B3aUMOCBSI3U MEXK/Iy MapKETHH-
TOM ¥ TYPH3MOM, TyPU3MOM M MEAHULUHOMN, MapKETHHIOM M MeauunHON. ChopMynpoBaHa nedHHUINSA MapKETHHIa MEAUIIHHCKOTO
TypHU3Ma KaK CHCTEMaTHYEeCKOe M KOOPIMHUPOBAHHOE UCTIONB30BAHUE METOJOB M HHCTPYMEHTAPHS IPUBIICUESHHS KIIHEHTOB U3 IPYTHX
CTpaH M PETHOHOB IyTEM IIPOJBIDKCHUS YHUKAJIBHBIX MEIUIUHCKUX YCIYT U IPHUBJIEKATENBHBIX TYPUCTCKHUX MaKeToB. IIpeioke s
metoas! (SWOT-ananus, sty cun [optepa, matpuna AHcodda 1 1p.) ¥ COBOKYITHOCTh HHCTPYMEHTOB (CTHMYJIMPOBAHNE KIMEHTOB,
obecrnieuene HHpopMaruei, BepupHuIHpoOBaHHas CHCTEMa OLICHOK, TAPTHEPCTBO, ceTh VIHTepHeT, onepaTHBHas KOMMYHHKAIHS, y4da-
CTHE B BBICTaBKaX M KOH(QEPCHIHMAX, TAKETHBIE MPEIOKEHUS yCIIyT, MOOWIBHbBIC NPUIOKEHHS) MApKETHHIOBBIX HCCIIEIOBAaHUI B
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o01acT MeTUIMHCKOTro Typr3Ma. OCBEIeHBl YPOBHU HCIIOJIB30BaHUS ceTH MIHTEepHeT 1o cTpaHaM MUpa U BIHSHHE JaHHOTO TPEeHIa
Ha JTUDKUTAIN3ALUI0 MApKETHHra MEMIIMHCKOr0 Typu3Ma. OXapakTepr30BaH B IIPUIIOKEHUH K YCIOBHUSIM HEKOTOPBIX 3apyOesKHBIX
ctpald 1 Poccun oMH 13 MHCTPYMEHTOB MapKETHHIOBOW CTpaTeruu — MoOunbHbIe npuioxenus. Ha kaprocxemax Poccun (B paspese
€e PErHOHOB) OTPaXXEHbI reorpaduyeckue 0COOCHHOCTH MONTyYeHUs HHPOPMALUK FOCY JAPCTBEHHBIX M MyHHIMNAIBHBIX YCIYT, KOTO-
Ppble MOTYT OBITH POAYKTHBHO HCIIOJIB30BAHbI IPH MAPKETHHIOBBIX CTPATETUSIX MEAULMHCKOTO TypU3Ma.

Knrouesvie cnosa: 310poBbecOCpeKEHUE, CTPATEINUECKOE PA3BUTHE, MEIUIMHCKHE TYPUCTHI, HH(PACTPYKTypa, rocyaap-
CTBEHHBIC I MyHHIUIIATBHBIC YCIIYTH, MOOHJIBHBIC IIPHIOKCHHS

@unancuposanue: pabdota BeimonHeHa no rpanty PH® Ne 23-28-00279 «TpaexTopun pa3BHTHS MEIUIMHCKOTO TYpU3Ma B
YCIIOBHSIX IIepe(hOpMaTUPOBAHUS MUPOBOTO MOPSIKAY.

s ywumuposanus: U'pynubia H.A., UucrobaeB A.J1. MapKeTHHTOBBIC CTpATETHH MPOBIKCHUSA HA TIOOATBHBIN U PETHO-
HaJIbHbIE PHIHKH MEIUIMHCKOTO Typusma // T'eorpaduueckuii Bectauk = Geographical bulletin. 2024. Ne 3 (70). C. 162-177. doi:
10.17072/2079-7877-2024-3-162-177

Introduction

Medical tourism is aimed at patients coming from foreign countries or other regions of their country
who need quality medical care at affordable prices [8, 33]. Its specifics and spatial organisation determine the
need to develop an appropriate management mechanism that would be based on methodological constants and
techniques of management and marketing. We studied the methodological foundations of the cluster approach
as applied to medical tourism in a special article published in the Geographical Bulletin [13].

Based on the most widely accepted definition of marketing as a human activity aimed at satisfying needs
and desires through exchange [23], the primary function of marketing research is to increase consumption and
consumer satisfaction, expanding the range of consumer choices. Marketing addresses analytical, production,
sales (provision of goods/services), and managerial (including control) tasks. The internal environment and
external context of an institution/organisation, real and potential consumers, market parameters, macro-envi-
ronmental factors, potential competitors and counterparts, equipment and goods suppliers, and intermediaries
are the objects, while establishing connections between them is the subject of marketing research. Medical
tourism marketing is driven by the need for specific medical services and the demand for them in the market.
This demand is influenced by individuals' financial capacity and their psychological traits when they use both
medical and non-medical services. Additionally, consumers' awareness of the offerings provided by medical
institutions or tourism companies, along with the supporting infrastructure.

An analysis of a bibliographic dataset on medical tourism, comprising 1,535 publications dated between
1952 and 2020 [14], revealed that the term ‘marketing’ is mentioned in the titles of 26 articles, in the abstracts
of 111 articles, in 65 index keywords, and 33 author keywords. In 159 publications (representing approxi-
mately 10.4% of the total dataset), the term “marketing” appeared either in the title, abstract, or keywords.

Both Russian and foreign literature on tourism and medical tourism marketing covers a wide range of
topics, including marketing in general [2, 15-16, 19, 21, 37, 40], state marketing and international relations in
medical tourism [3-4, 11], concepts and marketing tools [1, 7, 12, 20, 37, 23, 29, 30, 34], marketing programs
in medical tourism [27], regional studies in the field of tourism, medicine and recreation [24, 26, 31, 38 - 39].

Our study does not duplicate the mentioned publications. Instead, it aims to develop a comprehensive
approach to substantiating the toolkit of marketing strategies applied to the specific type of geospatial strategy
in medical tourism. It is this circumstance that determines the scientific novelty and practical significance of
this article.

The goal of the research is to determine the functions, development methods, and implementation tools
of marketing strategies aiming to advance medical tourism as one of the components of public health preser-
vation at various hierarchical levels.

Data Base and Research Methodology

The study is based on the authors' findings obtained during research under grants from the Russian
Foundation for Basic Research (2018-2021) and the Russian Science Foundation (2023-2024) and devoted to
a comprehensive assessment of the phenomenon of marketing in medical tourism as an element of the tourist-
recreational system and one of the ‘green economy’ sectors.

The study utilises a wide range of well-known methods and tools for analysing the marketing environ-
ment, including Porter's Five Forces analysis, SWOT analysis, Ansoff matrix, competitive positioning poly-
gon, BCG matrices, and segmentation.

The first part of the article focuses on exploring the application of marketing and strategic management
tools for analysing medical tourism as an industry as a whole. The second part goes deep into analysing the
implementation of various marketing strategies in medical tourism across countries and regions of different
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types. Finally, the third part aims to develop proposals for mobile applications as a digital marketing tool in
medical tourism.

The adoption of such an approach and the combination of methods contribute to a comprehensive un-
derstanding of the dynamic field of medical tourism marketing.

Research Results and Discussion
Table 1 outlines the key relationships between marketing, tourism, and medicine, as relevant to the
subject matter of this article.

Table 1
The relationships between marketing, tourism, and medicine

Marketing and tourism Tourism and medicine Marketing and medicine

Marketing in the tourism industry plays a
key role in developing strategies, reinforc-
ing tourist destination brands, and enhanc-
ing the work quality and efficiency.

Medical tourism is a relatively new phe-
nomenon in medicine, tourism and rec-
reation, integrating these types of activi-
ties as part of medical tourism clusters.

Marketing in medicine is aimed at pro-
moting innovations that help attract cus-
tomers to medical and healthcare institu-
tions.

As can be deduced from the information presented in the table, the functions of medical tourism marketing
entail persuading patients to choose a specific medical centre and healthcare services in a competitive market envi-
ronment, creating value to maximise patient satisfaction, and establishing mutually beneficial long-term partner-
ships with all market actors. Therefore, medical tourism marketing involves a systematic and coordinated use of
various methods and tools to attract patients from abroad or other regions of the country by creating and promoting
unique packages of medical care as well as appealing and effective wellness and recreational services.

When developing marketing strategies, it is important to consider the specificities of each country and
region, adapting them to the needs of the target audience. One possible approach to be employed is SWOT
analysis, which allows identifying the strengths and weaknesses of the medical tourism industry and helps
develop a medical tourism development strategy that would be aimed at both ensuring commercial efficiency
and improving the quality and effectiveness of treatment (Table 2). Assessing threats and opportunities will
enable authorities and companies engaged in medical tourism to increase their competitiveness and also
quickly adapt to market changes.

Table 2
SWOT analysis of medical tourism in general

Strengths Weaknesses

e High quality and accessibility of treatment (ensured with e Increased competition (poses challenges and risks in
developed medical science and infrastructure); the functioning of elements within medical tourism clusters);

e Expanded range of services (satisfies patients' needs); e Impact of international norms and regulations (inter-

e Tourist experience integration (leads to improved work national standards and norms restrict specialists' individual
quality); initiatives);

e Economic development (stimulates economic growth, at- ¢ Dependence on production components, social, and insti-

tutional infrastructure (lack of investment in infrastructure re-
duces the quality of services provided)

tracts investment, creates jobs, develops businesses);

e International knowledge exchange (enhances the quality
of medical services).

Opportunities Threats
e Expansion of the medical and tourist-recreational ser- e Changes in international regulations (may complicate

vices market (the emergence of medical tourism clusters, new
segments among potential patients);

e Implementation of technological innovations (increases
demand for medical and wellness services, improves the qual-
ity of treatment and customer service);

e Development of marketing strategies (helps to attract and
retain customers);

e International cooperation expansion (enhances the im-
portance of standards and experience exchange).

accessibility and/or increase the cost of services);

e Economic and geopolitical instability (alters the geog-
raphy and demand for medical tourism);

e Customer service expectations (affect the reputation of
a country, region, or clinic as a medical services provider);

e Breach of clients' personal data security (data leaks
pose a threat to the institution's reputation);

e Crisis situations in healthcare (limit access to ser-
vices).
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Another classic tool for assessing the competitive environment in medical tourism is Porter's Five Forces
analysis. Here, we consider a medical tourism destination in a broad sense, which can be a medical tourism
cluster, region, or country.

Threat of New Entrants. In medical tourism, barriers to entry can be high due to the need for significant
investment in medical equipment and the training or recruitment of qualified personnel. However, with the
growing demand for medical services abroad, new players may enter the market, offering competitive prices
or specialized services.

Threat of Substitute Products or Services. Substitution can occur in the form of alternative treatment
methods available in the patient's home country or by means of telemedicine, which allows for remote consul-
tations and treatment.

Degree of Competition Among Existing Market Players. Competition in medical tourism is often intense
in nature. Clinics and medical centres compete in terms of price, service quality, availability of unique medical
procedures, and reputation. Tough competition is one of the reasons for the shift in medical tourism from
Europe and North America to the countries in Asia and Latin America.

Power of Suppliers. Suppliers in medical tourism include manufacturers of medical equipment, pharma-
ceutical companies, and qualified medical workers. Their power can be particularly significant where unique
medical equipment is used or highly specialised medical services are provided, as well as where highly pro-
fessional medical staff is employed.

Power of Buyers. Patients in medical tourism are usually well-informed about all aspects of medical ser-
vices provision and typically choose those that meet their value-for-money expectations, their idea of the med-
ical institution’s reputation based on reviews from other patients. Thus, the power of buyers in medical services
is quite high.

The current state of the existing medical tourism markets and the formation of new ones can be analysed
using the Ansoff Matrix (Fig. 1). In the most general sense, this matrix is a field formed by two axes: the
horizontal axis ‘company products’ (divided into existing and new ones) and the vertical axis ‘company mar-
kets,” which are also divided into existing and new ones. At the intersection of these two axes, four quadrants
are formed.

Products

Existing New

Product Development
Market Penetration Implementation of

- . .
£ E?‘pa”d'f‘g G (_Jne by innovative technologies,
2 improving the quality of
W services and patients new types of treatment
rewievs methods, rehabilitation and
health improvement
[4]
T
=
©
=
Market Development Diversification
. Expanding medical tourism Development of
2 services and penetrating fundamentally new types of

new geographic markets in  services for emerging
country or abroad medical tourism markets

Fig. 1. An example of the use of the Ansoff matrix in medical tourism market research
Puc. 1. [Ipumep ncnonb3oBanus MaTpuisl AHCO(d(ha B HCCIeIOBaHUH PHIHKA METUIIMHCKOTO TypU3Ma

In the study of medical tourism development, the BCG matrix can be used in relation to two key aspects:
a matrix focused on the geography of destinations (Fig. 2) or a matrix for various fields or types of medical
services (Fig. 3).
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Market Share
High Low

?

Countries with high potential for medical
tourism, but low share in the global
market, developing medical infrastructure
(Brazil, Malaysia), are actively investing in
inbound medical tourism

Market Growth Rate

Fig. 2. BCG matrix considering geographical features of global medical tourism development
Puc. 2. Matpuna BCG ¢ yuetom reorpaduueckix 0COOEHHOCTEH pa3BUTHSI MEPOBOI'O MEJHIIMHCKOTO TypH3Ma
Market Share

High Low

?

Innovative or complementary medical
services (gene therapy or treatment of rare
diseases) that have growth potential but
have not yet captured a large share of the
medical services market due to insufficient
investment, technological complexity and
lack of marketing efforts

Market Growth Rate

Low

Fig. 3. BCG matrix for medical tourism by service type
Puc. 3. Marpuna BCG st MeAMIMHCKOTO Typr3Ma Mo BHIaM YCIyT

The aforementioned analytical tools, along with other strategic management methods [8, 17, 28], should
form the foundation for strategic spatial planning, aiding in the establishment of medical tourism clusters at
the national, regional, or municipal levels [13], as well as in the development and implementation of marketing
strategies. Strategic spatial planning for the preservation of public health, which must incorporate medical
tourism, is executed in a specific sequence.
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1. Analysing and assessing the current state and trends in the health preservation system in the country
and/or region (including accessibility and quality of medical services), of the demographic and epidemiological
situation, sustainability of development trends, regional disparities in the population health status.

2. Setting strategic goals and defining objectives for public health preservation, determining priorities in the
field of medical care, disease prevention, and the development of medical and accompanying infrastructure.

3. Formulating the health preservation system development principles: sustainability, integration, acces-
sibility, high quality, and innovation.

4. Justifying the main development directions for the health preservation system components.

5. Defining the specific steps to be taken at each stage of the strategy implementation — short-term,
medium-term, and long-term — with clearly defined timeframes for implementing the activities.

6. Identifying potential scenarios for the health preservation system development based on the current trends;
assessing possible changes in the external environment; selecting the priority scenario to achieve the goals set.

7. Developing a mechanism for implementing the marketing strategy: financing, regulatory support,
organisational changes, and international cooperation.

8. Formulating a list of key indicators to monitor the health preservation system effectiveness, mapping
medical and wellness facilities with the accompanying infrastructure, determining the demand for medical and
other personnel, and establishing planned indicators for their training.

The sequence of actions and the interconnection of components of the marketing approach to strategic
spatial planning in healthcare and public health preservation are presented in Fig. 4.

Trends and problems in

Goals, objectives
the public health ] '

and priorities of | Principles of public

P"f;ewat'f;“ 5!!'5'[;"“ in — public health health preservation
e country andior preservation
region
Main di.rection-s of Stages of strategy
- public health —_—— implementation

preservation

'

Scenarios of system Mechanisms for
development,
including the priority
scenario:

Marketing approach

=" strategy
implementation

]
L]

Appendices contaiming a list of key centers of
sustainability and growth of the healthcare and
health preservation systems, the composition of

macroregions from the point of view of
healthcare, a list of geostrategic territories for
the healthcare and health preservation systems,
a list of promising specializations ol the
healtheare system of the constituent entities,
target indicators for the spatial development of
the healthcare and health preservation
Syslems.

Fig. 4. Strategic planning system for the public health preservation system
Source: prepared by authors
Puc. 4. Cucrema cTpaTernyeckoro IIaHUPOBAaHHs CUCTEMBI COXPAaHEHHUS 310POBbs HACEICHHS.
CocraBiieHo aBTOpaMHu

The key aspects of medical tourism marketing in strategic planning include the following:

- main directions for the health preservation system development (medical tourism marketing directly
impacts investment raising, medical and related infrastructure development, enhancement in the quality of
medical services).

- spatial development scenarios for the country/region, including priority scenarios (medical tourism
marketing can be considered a factor influencing scenario selection, investment directions, and infrastructure
development).
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- mechanisms for strategy implementation (incorporation of marketing strategies and campaigns into
implementation mechanisms, including plans to enhance the country’s/region’s image as a medical tourism
destination, information campaigns, collaboration with travel agencies).

- applications (medical tourism marketing is important when considering the identification of
prospective economic growth centres, especially in the context of developing medical clusters and specialised
medical zones).

Thus, medical tourism marketing fits into the spatial planning strategy as a tool for stimulating economic
growth and infrastructure development, enhancing the competitiveness of medical services, and strengthening
the region's position in international healthcare.

Medical tourism marketing for medical institutions, tourism agencies, and government bodies can be
based on a SWOT analysis (Table 3). Following its results, goals can be established, and a practical action

plan can be created to increase the marketing attractiveness of medical tourism destinations.
Table 3
Medical tourism marketing SWOT analysis
SWOT-ananu3 MapKeTHHTa MEIUIIMHCKOTO TypU3Ma

Strengths

Weaknesses

e Innovative marketing strategies. The use of ad-
vanced marketing methods, such as digital marketing, to at-
tract a global audience.

e Specialised offerings. Marketing focused on specific
medical services (e.g., plastic surgery, dentistry) that attract
target patient groups.

e Branding and reputation. Creating strong brands for
clinics and medical centres increases trust and attractiveness
for potential clients.

e International partnerships. The exchange of
knowledge and experience between countries enriches mar-
keting strategies with new ideas and approaches, cooperation
with tourism agencies and other organisations facilitates the
creation of comprehensive offerings.

e Integration of tourist experience. The unique combi-
nation of medical and tourist services enhances the attractive-
ness of offerings for patients.

e Treatment quality and accessibility. This is a strong
marketing argument for attracting patients.

. Wide range of services. Allows marketers to target
different market segments.

e High competition. The need to stand out among a
multitude of medical service offerings.

e Trust and quality issues. Difficulty in convincing po-
tential clients of the reliability and quality of services at a dis-
tance.

e Language and culture barriers in international
marketing. The need to adapt marketing strategies to various
cultural and linguistic contexts.

e Reputation management. Negative reviews or news
can quickly spread and damage reputation. Dependence on
online reviews and ratings, which can be unpredictable.

e Dependence on infrastructure. Limited promotional
opportunities in regions with poor medical infrastructure.

. High costs. Conducting effective marketing cam-
paigns requires considerable expenditures and even capital in-
vestment.

Opportunities

Threats

e Digital marketing. Use of social media, SEO, and
online advertising to attract a global audience.

e Technological innovations. Application of the latest
technologies to improve customer experience, create targeted
and personalised marketing campaigns, increase the effi-
ciency of marketing campaigns.

e New markets and segments. Expanding the target au-
dience, including new geographical markets and demographic
groups.

e Partnerships. Collaboration with tourism agencies
and local enterprises is conducive to creating comprehensive
medical service packages.

e Educational and informational marketing. Provid-
ing potential clients with useful information increases trust
and transparency.

e Changes in international regulatory systems. Legisla-
tive initiatives can affect the accessibility and attractiveness of
medical tourism, marketing strategies and opportunities.

e Global crises in the economy and healthcare
preservation. Pandemics and economic downturns can
greatly affect the demand and availability of medical tourism.

e Global geopolitical and military conflicts. These are
the most common reasons for decline in tourist flow.

e Reputational risks. Negative events associated with
medical services can have a long-term impact on the percep-
tion of entire regions or clinics.

e Competition with new players. The emergence of
competitors with innovations can weaken the positions of es-
tablished market players.

. Technological changes. Marketing technologies re-
quire updating strategies and tools.
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Thus, medical tourism marketing helps companies to acquire clients and helps patients to find best treatment
at affordable prices while enjoying a unique tourist experience. With the growing interest in medical tourism,
the importance of marketing in this field will increase.

Marketing strategy tools.

Client encouragement. In the marketing strategies of medical tourism, it is important to create a comfortable
and safe environment and pay attention to each patient, including through applying loyalty programs and
providing discounts for regular patients, stimulating the acquired clients to come again (if applicable) and
attracting new patients by means of referrals. Analysis of indicators such as customers’ age, gender, medical
needs, and geographical location makes it possible to offer personalised medical tourism packages.

Market segmentation. This tool allows differentiating the broad target audience into smaller subgroups,
taking into account their specific needs, behaviour, and preferences. The criteria can include geographical,
demographic, psychographic, and behavioural characteristics. For example, separate segments can be identi-
fied for patients seeking high-quality medical services abroad or for those looking for affordable treatment
alternatives. This approach enables the development of more targeted marketing strategies, the improvement
of service offerings, and the enhancement of customer satisfaction.

Branding and reputation management. Effective branding involves creating a strong and recognisable im-
age that reflects the core values and advantages of the medical service or organisation. This is achieved through
the development of an attractive visual identity, including a logo and a consistent brand style, as well as by
shaping a unique brand style across all communication channels. Reputation management focuses on main-
taining and improving the perception of the brand among patients, including monitoring reviews and feedback,
managing crisis situations, and actively engaging on social media and professional platforms, as well as
through partnerships with renowned and trusted medical institutions and specialists in the region. Particular
attention is paid to creating positive customer interactions and effectively resolving their issues, which fosters
trust and loyalty. It is crucial to ensure prompt responsiveness to requests via phone, email, and online
chat/messengers, which helps convince patients of the right choice of destination. Timely communication is
especially important given the potential language and cultural barriers for medical tourists, as well as the crit-
ical importance of human life and health. Successful branding and reputation management help establish a
strong market position, increase brand awareness and service attractiveness.

Developing a reliable and verifiable rating system. Patients should have a possibility to leave reviews about
their medical tourism experience on the company's website or popular online platforms. Real reviews and
recommendations from patients help build trust and attract new clients. It is important to ensure that ratings
meet officially established requirements for medical tourism services ISO Standards [18] as well as existing
certification systems [25]. These documents can be used to boost the image of a medical destination, but they
do not always meet the marketing needs. It is important to emphasise that medical tourism marketing represents
a unique interdisciplinary field and it should be applied with due regard for the specific conditions of medical
tourism destinations and their functioning.

Utilising various communication channels. Effective use of diverse communication channels plays a key
role in medical tourism marketing. These include both traditional media, such as television and print publica-
tions, as well as digital platforms, including social media, blogs, and forums. Particular emphasis should be
placed on digital marketing, which provides broad audience reach, targeted messaging, and the ability to obtain
instant feedback. The integration of a multichannel communication strategy allows reaching potential custom-
ers on different platforms, creating deeper engagement and brand recognition.

Developing a unique selling proposition (USP). The purpose of this tool is to identify or create the unique med-
ical service or product that set it apart from competitors. The USP should clearly convey the value proposition for
potential clients, highlighting what makes the offering special and why customers should choose this particular
service or clinic. In medical tourism, the USP may include unique medical technologies, high-quality service, com-
petitive pricing, and/or exclusive package offerings that combine both medical and non-medical services.

Utilisation of the Internet. In the era of widespread digitalisation, with most Internet users spending several hours
a day on the computer, the use of digital marketing tools is highly essential. Given that, below we will provide a
more detailed analysis of this aspect. As of October 2023, the global internet user base reached 5.3 billion, repre-
senting 65.7% of the world population. However, the spread of internet access still significantly varies across dif-
ferent countries and regions. Among these users, 4.95 billion people, or 61.4% of the global population, were active
on social media. On average, people worldwide spend 6 hours and 58 minutes per day in front of a computer screen,
which has increased by nearly 50 minutes per day since 2013 [10], and the average daily time spent on social media
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by internet users globally increased to 151 minutes in 2022, up from 147 minutes the previous year. The Philippines
leads in daily social media usage, with users averaging three hours and fifty-three minutes each day, while in the
USA, the average daily social media usage was two hours and three minutes [35].

The global population can be segmented into 8 clusters based on the number of people with internet access,
as demonstrated in Fig. 5. The between-group sum of squares is significantly greater than the within-group
sum of squares, indicating good separability of clusters and high quality of clustering (the between-group sum
of squares is equal to 12.165, and the within-group sum of squares —to 0.215). Such clustering might be crucial
for optimising targeted online advertising strategies, including contextual ads and social media advertising,
enabling effective communication with each specific target audience. This segmentation facilitates the precise
identification of population groups in various countries with a high level of digital engagement, which is es-
pecially vital for companies aiming to leverage internet marketing to attract clients in medical tourism.

™ Clusters
M Cluster1
[@ Cluster 2
[ Cluster3
[ Cluster 4
M Clusters
[ Cluster 6
Cluster 7
[0 Cluster 8

© 2024 Mapbox © OpenStreetMap

Fig. 5. Countries clustered by Internet use
Puc. 5. Knacrepusauus ctpas 1o ypoBHIO UCIofib30BaHus MIHTEepHETa

The proportion of population interacting with government and local authorities online also indicates the
appropriateness of using digital marketing tools. As of 2022 in Russia, 69.5% of men and 72.3% of women
aged 15 to 72 used the Internet to access government and municipal services; compared to 2021, the growth
was 3.3% for men and 2.3% for women [32].

The different ways of obtaining government and municipal services across the regions of Russia are shown
in Fig. 6 and Fig.7, while the cluster-based distinctions are demonstrated in Fig. 8. The information presented
on the maps allows us to form an idea of how regions can be grouped for organising the promotion of the
proposed applications and comprehensive service for medical tourists through different means.
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Fig. 6. Obtaining government and municipal services through Internet in Russian regions
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Fig. 7. Obtaining government and municipal services through alternative means across Russian regions, share of population
Puc. 7. Honyqe}me TOCYJapCTBEHHBIX U MYHULIMINIAJIBHBIX YCIYT aJIbTEPHATUBHBIMU crocodamu 1o peruoHam Poccun
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Fig. 8. Clustering of Russian regions based on different ways of obtaining government and municipal services
Puc. 8. KﬂaCTepmaupm PETHOHOB Poccuu o Ppas3IndYHbIM criocobam TOJIy4Y€HUSA IroCy1apCTBEHHBIX U MYHUIIUITAJIBHBIX YCIIYT

Mobile applications as a digital marketing tool. The potential of using marketing tools to justify the
development paths and spatial organisation of medical tourism can be illustrated by the use of mobile applica-
tions. It appears to be a particularly relevant example as in many developing countries internet access is pri-
marily provided through mobile devices. In these regions, the widespread use of smartphones and tablets makes
mobile applications a highly effective means for reaching potential medical tourists. By leveraging mobile
apps, medical tourism providers can directly engage with a large audience that relies on mobile technology for
information, communication, and services. This approach allows for the delivery of personalised content and
services, serving the specific needs and preferences of users in these areas. Additionally, mobile applications
can offer features such as location-based services, real-time communication, and easy access to vital infor-
mation, making them a versatile tool for marketing medical tourism services in a way that aligns with the
technological habits and preferences of the target population.

Note that compared to traditional websites and portals, this tool is less popular as it requires additional efforts
for downloading and installation, while websites are directly accessible via a browser [6, 36]. Applications oc-
cupy memory space in a device, which can be a problem for users with limited storage space available. In addi-
tion, they require regular updates to ensure security, fix bugs, and add new features, which can be tied to specific
types of devices and mobile operating systems. Nonetheless, this type of marketing tool has some clear ad-
vantages when used in the field of medical tourism, as compared to mobile versions of websites — it offers a more
convenient and intuitive interface, a higher level of personalisation, and works faster when loading heavy content.
When a medical tourist is in another country, it becomes important that some mobile applications can provide
part of the functions even without internet access. In preparation for surgery and postoperative care, it is possible
to use the integration of applications with individual device functions, such as Camera, GPS, Notifications, and
Sensors. The collected information can be directed to a data processing centre, where the treating physician can
monitor it in real time and react promptly to negative dynamics in the patient's condition.

With regard to health and wellness tourism, mobile applications can be divided into three major groups: the
first group is associated with medical tourism in a specific country; the second group includes international
concierge companies that act as intermediaries between patients and organisations providing various services
to the former; the third group comprises applications that only aggregate information but do not provide ser-
vices. Examples of such applications are shown in Table 4. As we can see, the first group tends to cease being
updated and lose support, unlike the second, which is due to differences in the business model of applications.
An exception is Medical Tourism Indonesia, which, in contrast to others, enjoys government support.
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Table 4
Mobile applications for medical tourists in Google App and App Store
MoGuibHbIE NPUIIOKEHHS ISl MEANIMHCKUX TypucToB B Google App u App Store
Cour_ltry/ Application Description Actor Year/
region status
Indonesia Medical Tourism | The platform connects tourism and healthcare PT. CIPTA WISATA 2023
Indonesia based on the Integrated Services concept: med- | MEDIKA (basis - Decree
ical tourists are met at the airport, served in the | of the Ministry of Health
clinic, and taken to their place of permanent No. 76 of 2015 on medi-
residence cal tourism services to in-
crease income).
India, Bang- | Medical Tourism | The best hospitals offer assistance in organis- Technicise Software & 2019/ no
ladesh ing services for medical tourists Technologies Pvt Ltd current up-
dates
Latin Amer- | Health Tourism Services are provided to find doctors and medi- | CREATIVA 2019/ no
ica cal centres located in different countries of the CONSULTORES, S.A. current up-
region, including by means of geolocation tools | DE C.V. dates
Tiirkiye Heal In Tiirkiye Platform with a set of medical tourism facilities | Hizmet fhracatcilart 2022
and intermediary services, including consulting | Birligi Genel Sekreterligi
Korea KOREA MEDIS- | Search and booking at medical institutions, BTMEDI Co. Ltd. 2022
Korea Medical with any medical area available; information
Tour about treatment plans and costs
Jordan MedX Jordan A single point of contact for foreign clients. In- | MedXJordan — consor- 2021/ no
formation about the country leaders in the med- | tium of companies in current up-
ical, healthcare, and wellness sectors. medical tourism dates
International | Global Patient Applications of GPS Patient, CRM systems. Health Flights Solutions 2022
System Connect clinics around the world. Inc.
Provide the possibility to access your medical
records, forms, travel and other documents, to
view updates on a patient's case, to request for
additional services, etc.
International | MeddiTour Direct communication between international Medditour Technologies 2022

patients, treatment centres, doctors.

24/7 patient support.

Partners around the world evaluate clients’
cases, doctor and hospital selection. Visa regis-
tration, invitation to the hospital, local
transport, return to the country of residence.

Private Limited

A comprehensive approach to creating such mobile applications should rely on the use of public-private
partnerships or other similar mechanisms. Table 5 illustrates an approach to creating such an application. Seg-
menting users into at least two groups is one of the important aspects from the perspective of marketing ap-
proach characteristics. State participation is crucial for ensuring the integration of such a system with state
services and funds.
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Table 5
Approximate description of national applications
[IpumepHOE onucaHre HaMOHAIBHBIX IPUII0KEHUN

Obijective | Approximate description of mobile application func- Approximate description of mobile application functions

functions | tions for citizens for foreigners

Goal Access to information and organization of medical ser- | Access to medical services for foreigners, including navi-
vices in different regions of a country gation, logistics and language support.

Tasks Booking hospitals, selecting specialists and services. Information about leading medical centers and specialists.
Information about transport, accommodation, and ad- Visa processing and travel arrangements. Assistance in in-
ditional services surance and financial transactions.

Common | Interactive map of clinics.

Features Health facility profiles and online appointments.

Selection of an individual plan, treatment, and rehabilitation.

Preliminary online consultations with doctors for assessment and treatment planning.
Hotel and transport bookings.

Reviews and ratings.

Postoperative care at the place of treatment or permanent residence.

Information about cultural events and entertainment at the place of treatment.
Virtual assistant.

Distinc- Connection to electronic records and health systems. Multilingual interface. Translation of documentation. In-

tive Fea- | Access to information about treatment, provision of formation on visa requirements. Integration with interna-

tures services under a compulsory health insurance policy. tional payment services. Advice on cultural and linguistic
Assistance in obtaining health insurance, reimburse- aspects.
ment of expenses through compulsory medical insur-
ance or voluntary medical insurance.

In this case, a mobile application merely digitally embodies comprehensive service that is to be provided
at the national level as one of the health preservation policy tools; it may be implemented based on well-
established state services. An additional function that can be realised through a mobile application is related
to state marketing programs aimed at partial recovery of treatment costs and improvement of the population’s
health, similar to the Tourist Cashback campaign, whose purpose is to stimulate travel across Russia and sup-
port the tourism industry, drastically challenged by the COVID-19 pandemic.

While this study primarily focuses on the methodological foundations of medical tourism and marketing
tools, it acknowledges the fact that the geographical and social context is highly crucial. The difficulty of
applying standardised marketing approaches across different countries and regions is a significant limitation.
The study recognises the importance of considering the unique cultural, social, and economic factors that in-
fluence the effectiveness of marketing strategies in diverse health preservation environments. This limitation
underscores the need for a nuanced understanding of the contextual intricacies that shape medical tourism
dynamics in different countries and regions.

Another limitation is the theoretical and framework nature of the present article. While quantitative
analysis is integral to similar studies, the current research only applies it when assessing the digitalisation of
government and municipal services. While providing valuable insights, the theoretical emphasis restricts the
depth of quantitative assessments, especially in evaluating the impact of digitalisation on health preservation
and healthcare services. This limitation highlights the need for further research to incorporate more extensive
guantitative methodologies for a comprehensive evaluation of digitalisation in healthcare services.

These limitations underscore the importance of considering the ever-changing landscape of medical
tourism, the significance of contextual factors, and the potential constraints of a theoretical approach, encour-
aging researchers to explore further and refine the understanding of this complex interdisciplinary field.
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Conclusions

Medical tourism marketing performs an important function in the decision-making system related to the
interconnected and interdependent development of medical, tourism, and recreation institutions. Medical clin-
ics, sanatoriums, resorts, and unique natural, historical, and cultural sites with recreational value within medi-
cal tourist clusters gain benefits from their operation due to the synergistic effect.

Scientific approaches to studying medical tourism marketing are aimed at implementing managerial
decision-making methods and tools, enabling elements of medical tourism clusters to adapt to the changing
conditions of the medical and wellness services market.

The application of marketing strategies in medical tourism should play a significant role not only in
promoting medical and recreational services but also in the popularisation of a healthy lifestyle. Effective
marketing in this field helps disseminate information about the importance of disease prevention, proper nu-
trition, regular physical activity, and other aspects affecting health preservation and enhancement. Medical
tourism clusters can actively participate in educational activities aimed at fostering a healthy lifestyle among
the population.

On the one hand, marketing aids governmental institutions in implementing health care and population
wellness policies, while on the other hand, it provides companies and clinics with opportunities to expand their
market and attract clients by offering innovative and high-quality services. For medical tourists, this approach
ensures access to information about best medical services and facilitates informed decisions when choosing a
country, region, and clinic for treatment or wellness purposes. Thus, medical tourism marketing acts as an
effective tool uniting the interests of the state, businesses, and consumers, contributing to the improvement of
public health and well-being.

Further research in the field of medical tourism marketing may focus on analysing the medical tourists’
needs and preferences, allowing for more precise tailoring of marketing strategies and service offerings. Also
important is the study of the impact that digital technologies have on medical tourism, particularly how inno-
vations in artificial intelligence, big data, etc. can improve service quality and accessibility and can impact the
need for patient travel, thereby serving the function of medical tourism. Furthermore, studying the interaction
of medical tourism with local economies and ecosystems appears to be a promising direction, advancing the
understanding of its socio-economic effects and impact on the sustainable development of regions. Such re-
search will not only enhance the effectiveness of marketing strategies in medical tourism but also provide
valuable data for developing health care and tourism policies at local, regional, national, and international
levels.
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