How to market medical tourism to a
U.S. patienvia allbrand touchpoint?2
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For discussion today

A Know whatbrandingreally means

A Define your customersSelf analysis, Competitor
analysis, Customer analysis

A First time buyeconcept
A Brand audit through all touchpoints

A Manage expectations, what ategical and reasonable
expectations from our market

A What will be youractionswhen you leave this
conference

A Why should yolistento me?
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What Is branding?

ABrand is an Intangible asset that resides in
62dzNJ Odzadi2YSNBRQ YAYRA.
and past experiences they have with your
brand.Since they own it (not you), customers
will resonate only with truthful communications
from the brand, but most importantly they will
respond toACTIONS
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Strategic Brand Analysis

Customer Analysis Competitor Analysis Self Analysis

wlrends oBrand Image/ldentity  aEXxisting brand image

oMotivation o$trengths, strategies oBrand heritage

oJnmet needs wulnerabilities otrengths/strategies

oSegmentation wPositioning wOrganization values
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First Time Buyer concept

A The vast majority of your patients will be
first time buyers

A The vast [najority will have a need, not a
agl yuce

A Your future is built on first time buyers

A 2dz R2y Qi KIS | aSO2YyR
first impression

A Find all the brand touchpoints a FTB has to
go through, put yourself in those shoes!
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Brand audit will combine the following

ATheconsumer 6s percepti on
A What do you want to be known for
A How an independent branding expert sees you

global touchpoint communications for commerce




Brand audit of all Touchpoints

PRE-PURCHASE

POST- PURCHASE
PURCHASE
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Brand audit of all Touchpoints

Dr. referral
Twitter post Equipment
Facility appearance English speakin
Sales Force Marketing/Advertising
MT Conferences Followup treatments
Customer Service Accommodations

Facilitator story Alr carrier

: Research

Website
Interviews W.O.M.
Tours & Sightseeing Ground Transportation

Patient experience management
Billing

ILAN global touchpoint communications for commercg

GEVA

&FRIENDS




ILAN
GEVA

&FRIENDS

Manage expectations, that are logical and reasonable

ST S S

Deloitte forecastl? months agn6 million patients will leave the U.S. for
treatments overseas in 2010

Deloitte forecast months agol1.6 million patients will leave the U.S. for
treatments overseas in 2010

Deloitte forecastoday. 878,000 patients will leave the U.S. for treatment
overseas in 2010

FACT: No one can give us the exact numbers of patients who left the U.S. for
treatments overseas during 2009

FACT: No one can give us the exact breakdown numbers of U.S. based patients
who visited each of the 40 (or so) countries offering Medical Tourism services in
this market

A Are you matching your expectations with your offering?
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= : Cancer Center

One touchpoint example

T he world's oldest and largest private cancer center, Memorial

Sloan-Kettering Cancer Center has devoted more than a century
to patient care as well as to innovative research, making significant
contributions to new and better therapies for the treatment of

cancer.

Hien Sonet, the Marketing chief at Memorial Sldagttering
l2aLlAalftx asSffa I aAYLES ao2z2Ne
Groundswell:
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3
2 Memorial Sloan-Kettering
¢ Cancer Center

How do our patients

decidewhereto get
treated?

.......

Because we are the most reputable E

Prevailing wisdom: =
hospital, our brand awareness. |

<

All the doctors at Memorial Sloan !
Kettering believed the reputation andj
brand recognition of the famous
cancer treatment hospital will always
bring new business.
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Cancer patients do not make a decision like business people do.

They make their decisions based on the advice of the person they trust
most at a time of extreme distressheir physician
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The conclusion from that simple valuable lesson:
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30,000

hospitals
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Give a patient
One good reason

To yours'
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etter yet:

E‘_y ousands of miles
oyour country!
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AMERICAN COLLEGE OF

RADIOLOGY
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But managing ALL your brand
touchpointsproperly will!
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In the U.S. are in the medical business.
Do you think their patients are brand loyal?

MAYO M s
CLINIC ethaolist
ST ATLANTIC

S HEALTH INTERNATIONAL

7 Baptist Health ~ =24lL ., .
2 SOEth Florida l||=||' == OhioHealth

r-) Scrlpps _ REGIONAL MEDICAL CENTER _
LIFEBRIDGE A World of Healing .
Southern Ohio \ ‘/ _ WINCHESTER
Childrens Medical Center = - - HOSHITAL
Healtheare af Atlanta V'Y Good things are happening here [e=———]
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What will be your actions when
you leave this conference

A Share, teach, train, educate, spread the word

A The knowledge you earned here is not yours alone

ALFT @2dzNJ / 9h 61 ayQi KSNBZ

A52yQi 06S FFNFYAR G2 &aley
YSSR KSf LIHE

A Move immediately to ACTION!

Al 2yadzYSNBE R2y Qi OF NB | 62
react to your actions.

A Remember: Knowing is not the solution. DOING IS!
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And why should you listen to me at all?
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'lurMercy

Excellence. Rehabilitation Institute of Chicago
Every Day in Every Way.”

&1 Rehabilitation |'|'|l_-:_||'.l.'.'.;l." in America
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KAISER PERMANENTE.  Major American healthcare insurance company

WisloN CENTER

LasikPIus:, Lasik vision correction surgery procedures.

ﬁfﬂscﬁﬂﬂfﬂs Comprehensive eyeare services

You'll see. We're better.”

Helps patients make sense of complicated medical information

Sedation dentistry, helps patients overcome their fears

Comprehensive education solutions to healthcare facilities

Medical imaging practice for Early Disease Detection

ILAN global touchpoint communications for commercg

GEVA

&FRIENDS




