
 

Jurnal Emas 
Volume 6 Nomor 11, November (2025): 2657-2664 
DOI: https://doi.org/10.30388/emas.v6i11.13014 

  E-ISSN 2774-3020 

 

2657 

 

MARKETING HEALTHCARE BEYOND BORDERS: A GLOBAL 

PERSPECTIVE ON MEDICAL TOURISM 

Sheryl S. Divinagracia1| Anik Yuesti2*| 

1University of Negros Occidental-Recoletos 
2Universitas Mahasaraswati Denpasar 

*correspondence: anikyuesti@unmas.ac.id 

 

Abstract: The globalization of healthcare has led to the emergence of medical tourism as a 

rapidly expanding industry, with countless marketing themselves as medical destinations. 

This study explores the intersection of healthcare and global marketing, analyzing how 

nations promote their medical services to attract international patients. It examines key 

marketing strategies, target markets, branding efforts and the implications of global 

healthcare promotion. The paper highlights the opportunities, ethical considerations and 

competitive challenges involved in marketing healthcare across borders. 
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INTRODUCTION 

Medical tourism, defined as the practice of traveling abroad to obtain medical 

treatment, has become a multibillion-dollar global industry. With rising healthcare 

costs, long waiting periods, and limited access in many developed countries, patients 

are increasingly seeking affordable and high-quality medical care abroad (Horowitz 

et al., 2007). This shift has transformed healthcare into a globally marketable 

commodity. Countries are now actively branding themselves as medical tourism 

destinations, leveraging strategic marketing campaigns to attract patients from 

across the globe (Yildirim, 2020). In 2019, the medical tourism market was worth 

US $104,68 billion while forecasted to be US $273,72 billion by 2027 (Correa, 2023). 

Currently, according to the Medical Tourism Index (MTI), the top destinations for 

medical tourism are Canada, Singapore, Japan, Spain, United Kingdom, Dubai, Costa 

Rica, Israel, Abu Dhabi, and India  

Medical tourism is an expanding global phenomenon. Driven by high 

healthcare costs, long patient waiting lists, or a lack of access to new therapies in 

some countries, many medical tourists (mainly from the United States, Canada, and 

Western Europe) often seek access to care in Asia, Central and Southern Europe, and 

Latin America (Medical Tourism Association, 2020). Medical-health-wellness tourism 

can be classified into two primary categories according to a tourist’s choice, 

obligatory or elective. Obligatory travel occurs when required treatments are 

unavailable or illegal in the place of origin of the traveler and, as a result of this, it 

becomes necessary to travel elsewhere to access these services. Elective travel is 
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usually scheduled when the time and costs are most suitable, and the treatments may 

even be available in the travelers’ home regions (Zong et al., 2023). 

It is clear that the study of medical tourism should be comprehensive, as it is 

integrated into the economic, social, cultural, personnel and local structure. In the 

economic literature, there are numerous studies on the interaction of medical 

tourism with economic growth (Beladi, Pocock, Leng, Belloumi, & Kaigorodova, 2010-

2019). They revealed that this type of tourism can contribute to economic 

diversification and profitability by increasing employment, ensuring the provision of 

healthcare facilities with material resources and improving capital turnover. There 

are also additional bonuses; as such, a country can count on increasing demand for 

medical services in the domestic market, as well as improving public health, while this 

process, in the long run, will once again have a positive impact on economic 

development (Goh, 2011).  

Medical tourism has a significant contribution towards economic 

development in the Southeast Asia (SEA) region.  Four SEA regions were chosen 

namely Malaysia, Indonesia, Thailand, and Singapore which offer specific niche 

markets to promote the medical tourism industry. Interestingly, these countries are 

complementing and not competing with each other in the same industry (Chandran, 

2020).  

While extensive research has been conducted on the economic and 

healthcare implications of medical tourism, significant gaps remain in the integration 

of global marketing theories into this field. Many existing studies focus on the 

demand-side drivers of medical tourism—such as affordability, availability of care, 

and patient motivations—without fully analyzing how marketing strategies shape 

and influence global patient flows. 

Statement of the Problem 

 This study aims to evaluate the role of global marketing in medical tourism’s 

expansion, identify strategies used by medical tourism destinations, examine country 

positioning and branding approaches and analyze economic advantages, regulatory 

challenges and ethical considerations. 

 

LITERATURE REVIEW 

Medical Tourism as a Global Industry 

Medical tourism has evolved into a significant component of global healthcare 

and travel industries. According to Connell (2011), medical tourism is “travel across 

international borders with the purpose of obtaining medical care,” often driven by 

affordability, availability, and quality. Patients Beyond Borders (2022) reports that 

over 14 million people travel each year for medical procedures, with an estimated 

global market value exceeding $100 billion. 



 

Jurnal Emas 
Volume 6 Nomor 11, November (2025): 2657-2664 
DOI: https://doi.org/10.30388/emas.v6i11.13014 

  E-ISSN 2774-3020 

 

2659 

 

Hanefeld et al. (2013) emphasize that the growth of medical tourism is fueled 

not only by healthcare system failures in home countries (e.g., long waiting times, 

high costs) but also by the proactive marketing efforts of destination countries that 

position themselves as affordable, high-quality, and tourist-friendly. 

The Role of Global Marketing in Medical Tourism 

Marketing plays a critical role in shaping how healthcare services are 

promoted globally. Kotler and Keller (2016) describe marketing as a strategic tool to 

deliver value and build relationships with target markets. In medical tourism, the 

application of marketing strategies—especially the 4Ps (Product, Price, Place, 

Promotion)—has helped countries design appealing packages that combine 

healthcare and hospitality (Turner, 2007). 

Digital marketing, medical travel agencies, online testimonials, and strategic 

branding campaigns are now essential in drawing international patients. Crooks et al. 

(2011) analyzed India’s promotional materials and found that messaging emphasized 

affordability, advanced technologies, and patient satisfaction—an approach 

grounded in persuasive, relationship-based marketing. 

Marketing Theories Applied to Medical Tourism 

1. 4Ps of Marketing 

The 4Ps framework (McCarthy, 1960; adapted by Kotler, 2016) provides a 

foundational structure: 

a) Product: The medical services themselves (e.g., surgeries, diagnostics, 

recovery care). 

b) Price: Emphasizing affordability compared to Western healthcare systems. 

c) Place: Promoting destination countries with advanced hospitals and tourism 

amenities. 

d) Promotion: Use of websites, media, and global expos to raise awareness. 

2. Porter’s Competitive Strategies 

Michael Porter (1985) proposed three competitive strategies: cost leadership, 

differentiation, and focus. Medical tourism countries align with these: 

a) India and Thailand use cost leadership. 

b) Singapore and South Korea use technological and service differentiation. 

c) Philippines uses focus strategies for specific services like dental tourism or eye 

surgery. 

3. Brand Equity Theory 

Aaker (1991) states that brand equity is built on brand awareness, perceived 

quality, and brand loyalty. For medical tourism, trust in the destination country’s 

healthcare system functions like brand trust. Malaysia, for instance, has strengthened 

its equity through JCI-accredited hospitals and consistent branding via the Malaysia 

Healthcare Travel Council. 
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Ethical and Policy Concerns in Marketing Healthcare 

While marketing helps promote access, it also raises ethical issues. Lunt, 

Smith, and Exworthy (2011) caution that aggressive promotion can lead to 

exaggerated claims or neglect local populations. Hanefeld et al. (2015) argue that 

countries may shift resources toward profitable foreign patients, resulting in dual-

tiered health systems. 

Turner (2007) stresses the importance of transparent marketing and the 

regulation of medical brokers, as unregulated intermediaries can mislead patients 

and exploit weak regulatory environments. 

Country-Specific Literature 

India:  Promoted as a hub for cardiac and orthopedic surgeries; cost-efficiency 

and English-speaking professionals are emphasized (Crooks et al., 2011). 

Thailand:  Focuses on cosmetic surgery and wellness tourism, supported by strong 

branding and hospitality (Connell, 2013). 

Malaysia:  Uses government-supported marketing and a unified message under the 

Malaysia Healthcare Travel Council (MHTC, 2023). 

 Marketing theories offer a structured and strategic approach to promoting 

medical tourism. They help providers not only attract international patients but also 

ensure service quality, patient satisfaction, and long-term sustainability. Integrating 

marketing frameworks with cultural sensitivity and ethical practices is essential for 

success in this globally competitive and patient-centered industry. 

 

RESEARCH METHODOLOGY 

Research Design 

This study employs a descriptive and exploratory research design. The 

descriptive aspect aims to present current trends, patterns, and statistics in medical 

tourism, while the exploratory component seeks to investigate global marketing 

strategies, economic implications, and ethical considerations in the industry. This 

mixed approach allows for a holistic understanding of medical tourism as both a 

healthcare and economic phenomenon. 

Data Collection Methods 

This study utilized secondary data collection methods, including: 

• Academic Journals: Peer-reviewed articles on medical tourism, marketing 

theories, and international healthcare systems. 

• Industry Reports: Global healthcare market trends, revenue data, and 

projections from organizations such as the Medical Tourism Association 

(MTA), Deloitte, and WHO. 
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• Government and NGO Publications: Reports on healthcare policy, patient 

flows, and tourism development from agencies like the WHO, OECD, and 

national ministries of health and tourism. 

• News and Trade Articles: Updated insights from credible news outlets and 

business portals to support emerging trends. 

• Published Case Studies: Country-specific examples of successful medical 

tourism initiatives (e.g., Thailand, India, Malaysia). 

Sampling Technique 

Since the study uses secondary data, purposive sampling was applied to select 

relevant, credible, and recent sources. Only data from 2015 onward were considered 

to ensure relevance to current industry practices and market dynamics. Countries 

were selected based on medical tourism volume and global recognition. 

Data Analysis 

A thematic analysis was used to identify recurring themes related to 

marketing strategies, economic outcomes, and ethical concerns. Data were 

categorized into four major themes: 

1. Global market growth and projections 

2. Destination branding and promotional strategies 

3. Economic contributions to host countries 

4. Ethical and regulatory challenges 

Quantitative data (e.g., number of patients, cost comparisons, revenue 

projections) were presented using descriptive statistics, including percentages and 

trend comparisons. 

Validity and Reliability 

To enhance validity, multiple sources were cross-referenced, and only peer-

reviewed or verified industry data were included. The reliability of the findings was 

ensured by focusing on consistent patterns reported across multiple studies and 

official statistics. Limitations such as potential publication bias and data availability 

were acknowledged. 

Ethical Considerations 

Although primary data collection was not performed, the study maintained 

academic integrity by properly citing all sources and avoiding any form of plagiarism. 

Ethical issues in medical tourism (e.g., equity, informed consent, regulatory gaps) 

were critically discussed in relation to patient welfare and service marketing ethics. 

 

RESULTS AND DISCUSSION 

Industry Scale and Growth 
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The medical tourism sector, valued at $60-70 million in 2015, continues 

growing at rates of 15-25% annually (2023). Projections estimate a rise to $100 billion 

by 2023 and $273.7 billion by 2032, with a CAGR or 10% (Correa, 2023).   

Popular Destinations and Cost Advantages 

Key destination countries include Thailand, India, Malaysia, Mexico, Singapore 

and Turkey. Thailand leads with roughly 1.2 million medical tourists annually, 

generating significant revenue. Malaysia reported 1.3 million international patients in 

2019, with over $500 million in hospital revenue. Cost differentials are substantial up 

to 90% savings in countries like India and Thailand compared to US prices. For 

instance, a coronary bypass costs over $123,000 in the US, but under $15,000 abroad 

(Sanders, 2025). 

Global Marketing Strategies 

 The following are suggested global marketing strategies to further improve 

medical tourism: digital outreach, branding and accreditation, provide 

comprehensive packages and targeted promotions to markets like the U.S., U.K., Gulf 

States and Europe. 

Economic and Structural Impact 

The influx of foreign patients injects foreign exchange, spurs infrastructure 

investment and creates healthcare and tourism jobs. In Thailand, private hospitals 

increased promotion to foreign patients when domestic fees were capped. 

Challenges and Ethical Issues 

Along the way, challenges and ethical issues were encountered because we 

are dealing with a person as subjects. These challenges include: having regulatory 

gaps thru differing standards and low legal recourse that pose risks, equity concerns 

that may draw resources away from local healthcare needs and marketing ethics 

(aggressive and potentially misleading advertising can create false expectations). 

In summary, while medical tourism offers significant economic and healthcare 

benefits, especially to developing nations, its growth must be tempered by a strong 

ethical foundation and sound regulation. A balance must be struck between serving 

international demand and preserving equitable access for domestic populations. 

Stakeholders—from governments and healthcare providers to marketers—must 

work collaboratively to ensure that medical tourism remains not only profitable but 

also responsible and sustainable. 

Global marketing has reshaped healthcare into a commercial export. Medical 

tourism delivers affordability and excess, but ethical and regulatory frameworks must 

be strengthened to ensure patient safety and equity. Success relies on transparent 

marketing, credible accreditation, international cooperation and policies that balance 

tourists’ needs with those of local populations. 
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