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The Influence of Digital Marketing Strategies 
on Medical Tourism Company Performance: A 
Literature Review 

Altuğ Ocak1

Abstract

Medical tourism has emerged as a burgeoning industry, with patients seeking 
healthcare services across borders. In this digital age, the role of digital 
marketing strategies in shaping the performance of medical tourism companies 
cannot be understated. Through an exhaustive analysis of existing research, 
this literature review elucidates the diverse ways in which digital marketing 
strategies impact medical tourism company performance. It uncovers how 
these strategies enhance global visibility, attract a wider patient base, facilitate 
better engagement with prospective patients, and nurture lasting relationships 
with returning clients. Furthermore, this review highlights the evolving 
landscape of digital marketing in the medical tourism industry, considering 
recent advancements in technology and the shifting preferences of healthcare 
consumers. It also emphasizes the need for medical tourism companies to 
adopt innovative and ethical digital marketing practices to ensure sustained 
growth and competitive advantage. Ultimately, it offers valuable insights for 
industry practitioners, policymakers, and scholars seeking to navigate the 
intersection of healthcare, tourism, and digital marketing.

1. INTRODUCTION

The global medical tourism industry has undergone a remarkable 
transformation in recent years, evolving into a dynamic and rapidly expanding 
sector that transcends geographical boundaries. As patients increasingly seek 
healthcare services beyond their home countries, medical tourism firms find 
themselves in an era defined by unprecedented growth and competition. 
Amid this transformative landscape, one factor has emerged as a pivotal 
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catalyst for success – digital marketing. In this article, we delve into the 
profound	and	far-reaching	influence	of	digital	marketing	on	the	performance	
of medical tourism firms, shedding light on how it has fundamentally 
reshaped their operations, strategies and ultimately, their outcomes.

2. LITERATURE REVIEW

2.1. The Rise of Medical Tourism

Medical tourism, the practice of traveling abroad to receive medical 
treatment,	has	gained	traction	for	several	reasons.	Patients	often	seek	high-
quality healthcare services at a fraction of the cost compared to their home 
countries, reduced wait times and access to specialized treatments (Snyder, 
Crooks	&	 Johnston,	 2012:	 38;	 Sandberg,	 2017:	 281;	 Bies	 &	 Zacharia,	
2007:	 1144;	 Vitthal,	 Subbash,	 Sharma	 &	 Ramachandran,	 2015:	 248).	
Countries	such	as	Thailand,	India,	Mexico	and	Türkiye	have	become	major	
medical tourism hubs, attracting patients from around the world (Collins, 
Medheker,	Wong	&	Cobanoglu,	2019:	463;	Cornell,	2016:	542).

One	of	the	primary	motivations	for	medical	tourism	is	the	potential	for	
significant	cost	savings.	Healthcare	procedures	and	treatments	in	developing	
countries can be considerably cheaper than in developed countries like the 
United States, Canada, or countries in Western Europe. Patients can access 
high-quality	medical	care	at	a	fraction	of	the	cost	they	would	incur	in	their	
home	 countries	 (Henson,	 Guy,	 &	 Dotson,	 2015:	 12;	 Warf,	 2010,:	 56;	
Hopkins,	Labonte,	Runnels,	&	Packer,	2010:	185).	Many	medical	tourism	
destinations	have	state-of-the-art	hospitals	and	medical	 facilities	 that	meet	
international standards. These facilities often employ highly trained medical 
professionals and use advanced medical technologies. Patients can expect 
quality care and treatment that is on par with or even superior to what 
they	would	receive	in	their	home	countries	(Helmy,	2011:	304;	Sandberg,	
2017:	86;	Ganguli	&	Ebrahim,	2017:	82;	Singh,	2019,	84;	Enderwick	&	
Nagar,	2011:	334).	In	countries	with	publicly	 funded	healthcare	systems,	
long	wait	times	for	elective	surgeries	and	non-urgent	medical	procedures	can	
be a significant issue. Medical tourists can often schedule their treatments 
more quickly, reducing the time they have to wait for necessary medical care 
(Hopkins	et	al.,	2010:	185;	Turner,	2007:	303;	Gray	&	Poland,	2008:	193;	
Turner,	2008:	391).	In	summary,	medical	tourism	offers	cost	savings,	quality	
care and shorter waiting times abroad.

Some medical tourists seek out specialized treatments and procedures 
that may not be readily available or affordable in their home countries. 
Medical tourism destinations often offer a wide range of medical specialties, 
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from cosmetic surgery and dental procedures to advanced treatments for 
specific	medical	conditions	(Gupta,	2008:	4;	Snyder,	Crooks	&	Johnston,	
2012:	 38;	 Crush	 &	 Chikanda,	 2015:	 313).	 Patients	 sometimes	 choose	
medical tourism to maintain a higher level of privacy and confidentiality, 
especially for elective procedures such as cosmetic surgery. They can recover 
in	 relative	anonymity	away	 from	their	home	environments	 (Singh,	2019:	
81;	 Iordache,	 Ciochina	 &	 Roxana,	 2013:	 37;	 Henson,	 Guy	 &	Dotson,	
2015:	 13;	 Wongkit	 &	 McKercher,	 2016:	 24).	 Medical	 tourism	 allows	
patients to combine necessary medical treatments with leisure and tourism 
activities. Patients and their companions can explore new destinations and 
cultures while receiving medical care, turning the trip into a more positive 
and	enjoyable	experience	(Heung,	Kucukusta	&	Song,	2010:	237;	Yu	&	Ko,	
2012:	87;	Connell,	2006:	1098;	Wongkit	&	McKercher,	2013:	10;	Ghosh	
&	Mandal,	2019:	1299).	 In	 summary,	medical	 tourism	 involves	 traveling	
abroad	for	cost-effective,	high-quality	healthcare	with	shorter	waiting	times.	
Patients seek specialized treatments not available or affordable at home, 
often	for	privacy	reasons.	These	destinations	boast	state-of-the-art	medical	
facilities	and	well-trained	professionals.	Overall,	medical	tourism	combines	
necessary medical care with leisure and tourism, providing a positive and 
enjoyable	experience.

2.2. Digital Marketing

Digital marketing is the art and science of promoting products, services, or 
brands through various online channels and platforms. It encompasses a vast 
array of strategies and tactics, each designed to engage and convert a target 
audience in the digital space. From social media and search engines to email 
marketing and content creation, digital marketing has become an integral 
part	of	modern	business	operations	(Morzhyna,	Olinichenko,	&	Postykina,	
2019,	s.	174;	Yasmin,	Tasneem,	&	Fatema,	2015,	s.	69;	Kulova	&	Mihaylov,	
2018,	 s.	 206).	 Content	 is	 king	 in	 the	 digital	 world.	 Content	 marketing	
involves creating and distributing valuable, relevant, and consistent content to 
attract	and	engage	a	specific	target	audience.	Blogs,	videos,	infographics,	and	
podcasts	are	all	essential	components	of	content	marketing	(Vinerean,	2017,	
s.	97;	Du	Plessis,	2017,	s.	6).	SEO	is	the	practice	of	optimizing	a	website	to	
rank	higher	in	search	engine	results	pages	(SERPs).	It	involves	a	combination	
of	keyword	research,	on-page	optimization,	backlink	building,	and	content	
creation	to	improve	organic	search	visibility	(Iqbal,	Khalid,	Manzoor,	Abid,	
&	Shaikh,	2022,	s.	13;	Chotikitpat,	Nilsook,	&	Sodsee,	2015,	s.	3219;	Khan	
&	Mahmood,	2018,	s.	11;	Alfina,	ve	diğerleri,	2023,	s.	72).	
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Social media platforms like Facebook, Instagram, Twitter, and LinkedIn 
have	become	powerful	marketing	channels.	Businesses	use	these	platforms	to	
connect with their audience, build brand awareness, and drive engagement 
(Kirtiş	&	Karahan,	 2011,	 s.	 266-267;	Karimi	&	Naghibi,	 2015,	 s.	 86).	
Despite the rise of newer communication channels, email marketing 
remains a highly effective way to reach and nurture leads. It involves sending 
personalized and targeted email campaigns to subscribers (Chittenden & 
Rettie,	 2003,	 s.	 215-216;	 Hudak,	 Kianickova,	 &	 Madlenak,	 2017,	 s.	
346).	 Pay-per-click	 advertising	 allows	businesses	 to	 display	 ads	 on	 search	
engines and social media platforms. Advertisers pay a fee each time a user 
clicks on their ad. This method is highly trackable and provides immediate 
results	(Kapoor,	Dwivedi,	&	Piercy,	2016,	s.	183;	Boughton,	2005,	s.	29).	
In summary, digital marketing uses online channels for brand promotion, 
including	content,	SEO,	social	media,	email,	and	pay-per-click	advertising.

3. FINDINGS FROM THE LITERATURE

Digital marketing encompasses various online strategies and tools 
designed to reach and engage with potential patients. In the context of 
the medical tourism industry, digital marketing has played a pivotal role in 
reshaping	the	performance	of	firms	(Güzel	et	al.,	2018,	s.	109;	Mallick,	2022:	
130;	Moghavvemi	et	al.,	2017:	154;	Hammad	et	al.,	2022:	1091).	Through	
digital marketing, medical tourism firms can reach a global audience. Social 
media	platforms,	search	engine	optimization	(SEO)	and	online	advertising	
enable them to connect with potential patients worldwide. This reach has 
expanded	their	client	base	significantly	(Mason	&	Wright,	2011:	165;	Al-
Weshah,	Kakeesh	&	Al-Ma’aitah,	2021:	10;	Borg	&	Ljungbo,	2018:	622;	
John,	 Larke	&	Kilgour,	 2018:	 553).	 Patients	 are	 often	 hesitant	 to	 travel	
abroad for medical treatment due to concerns about quality and safety. Digital 
marketing allows medical tourism firms to share detailed information about 
their facilities, medical staff, success stories and patient testimonials. This 
transparency builds trust among potential patients (Cham, Lim & Sigala, 
2022:	152-153;	Lunt	&	Carrera,	2011:	64;	Mason	&	Wright,	2011:	163;	
Enderwick	&	Nagar,	2011:	334).	

Digital marketing tools enable firms to segment their audience and create 
highly	targeted	marketing	campaigns.	By	analyzing	user	data	and	behavior,	
they can tailor their messages to specific demographics, ensuring that their 
marketing	efforts	 are	more	 effective	 (Tsoney	&	Basmadzhieva,	2023:	22;	
Dewantara,	 Gardiner	&	 Jin,	 2023:	 3129;	 Purnomo,	 2023:	 55;	 Purohit,	
2021:	69).	Traditional	marketing	methods	can	be	expensive,	especially	for	
small	 and	medium-sized	medical	 tourism	 firms.	 Digital	 marketing	 offers	
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cost-effective	 alternatives,	 such	 as	 pay-per-click	 advertising	 and	 email	
marketing,	allowing	firms	to	allocate	their	resources	more	efficiently	(Bala	&	
Verma,	2018:	329;	Melovic	et	al.,	2020:	12;	Astari,	2021:	131).	Websites,	
social media profiles, and online chat support give medical tourism firms 
a	 24/7	 online	 presence.	 This	 accessibility	 enables	 potential	 patients	 to	
inquire, schedule consultations and gather information at their convenience, 
regardless	 of	 time	 zones	 (Tengilimoğlu	 et	 al.,	 2018:	 108;	 Zumstein	 &	
Hundertmark,	 2017:	 96;	 Rajaobelina	 &	 Ricard,	 2021:	 81).	 Reputation	
is critical in the medical tourism industry. Firms can monitor and manage 
their online reputation through reviews and feedback platforms. Addressing 
concerns and highlighting positive experiences helps build a positive image 
(Liu	&	Park,	2015:	140;	Fan-Osuala,	2023:	56;	Luan	et	al.,	2019:	193;	
Devedi,	Sujatha	&	Pathak,	2017:	22).	Digital	marketing	provides	valuable	
data and analytics tools that enable medical tourism firms to measure the 
effectiveness	 of	 their	marketing	 campaigns.	 By	 tracking	 key	 performance	
indicators,	they	can	make	data-driven	decisions	to	improve	their	strategies	
continually	(Vollrath	&	Villegas,	2022:	106;	Chaffey	&	Patron,	2012:	43-44;	
Kabiraj	&	Joghee,	2023:	17;	Desai	&	Vidyapeeth,	2019:	199).	In	summary,	
digital marketing is a crucial component of the medical tourism industry, 
reshaping the performance of firms by enabling them to reach a global 
audience.	 Through	 tools	 like	 social	 media,	 SEO	 and	 online	 advertising,	
these firms have expanded their client base and built trust among potential 
patients by sharing transparent information. Digital marketing also allows 
for	 highly	 targeted	 campaigns,	 cost-effective	 alternatives	 to	 traditional	
marketing,	and	24/7	online	accessibility.	Furthermore,	it	helps	in	managing	
and improving reputation through feedback platforms and provides valuable 
data for ongoing strategy enhancement.

4. CONCLUSION

In the modern medical tourism landscape, the influence of digital marketing 
on the performance of firms cannot be overstated. It has transformed the 
way these firms attract, engage and retain international patients. To thrive in 
this competitive industry, medical tourism firms must leverage the power of 
digital marketing to reach a global audience, build trust, and enhance their 
online presence. This dynamic synergy between technology and healthcare 
has not only revolutionized the way these firms operate but also opened up 
new horizons for the industry as a whole. 

First and foremost, the global reach facilitated by digital marketing has 
allowed medical tourism firms to transcend borders and bring healthcare 
services to the fingertips of patients worldwide. Through social media, 



6	 |	 The Influence of Digital Marketing Strategies on Medical Tourism Company Performance...

SEO	and	online	advertising,	these	firms	can	target	international	audiences,	
enticing	them	with	the	promise	of	high-quality	medical	care,	personalized	
treatment	and	cost-effectiveness.	This	expansive	reach	has	translated	into	a	
substantial increase in the number of international patients, boosting the 
industry’s	 growth.	 Moreover,	 the	 transparency	 and	 information-sharing	
capabilities of digital marketing have addressed the concerns of potential 
medical	tourists	regarding	the	quality	and	safety	of	treatments	abroad.	By	
showcasing	 their	 state-of-the-art	 facilities,	 highly	 qualified	 medical	 staff	
and patient success stories through websites and social media, firms have 
instilled trust in their services. Patients can now make informed decisions 
and	embark	on	their	medical	journeys	with	confidence,	knowing	they	are	in	
capable hands. Targeted marketing, another vital aspect of digital marketing, 
has allowed medical tourism firms to tailor their messages precisely to 
their intended audience. This personalized approach not only ensures that 
marketing efforts are more effective but also helps in establishing a deeper 
connection with potential patients. The ability to segment audiences based 
on demographics and preferences has been instrumental in attracting patients 
with specific medical needs or preferences.

Cost-effective	marketing	strategies,	made	possible	by	digital	marketing,	
have	leveled	the	playing	field	for	small	and	medium-sized	medical	tourism	
firms. Previously, the high costs associated with traditional marketing 
methods were a barrier to entry for many businesses. Now, even smaller 
firms	 can	 compete	 by	 utilizing	pay-per-click	 advertising,	 email	marketing	
and social media campaigns, allowing them to allocate their resources 
efficiently	and	compete	effectively.	The	24/7	accessibility	provided	by	digital	
marketing has made it easier than ever for potential patients to interact with 
medical tourism firms. With websites, social media profiles and online chat 
support available around the clock, inquiries can be made, consultations 
scheduled and information gathered at any time, accommodating patients 
across	 different	 time	 zones	 and	 geographic	 locations.	 Online	 reputation	
management has also become an integral part of digital marketing for medical 
tourism firms. Maintaining a positive online image is crucial and these firms 
can actively monitor and manage their reputation through review platforms 
and feedback mechanisms. Addressing concerns promptly and showcasing 
positive experiences fosters a positive perception among potential patients. 
Furthermore, data analytics tools have empowered medical tourism firms 
to	make	data-driven	decisions,	refine	their	strategies	and	adapt	to	changing	
market	 conditions.	 By	 tracking	 key	 performance	 indicators,	 they	 can	
continuously improve their marketing campaigns, ensuring that they remain 
effective	and	relevant	in	an	ever-evolving	industry.	However,	it	 is	essential	
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to acknowledge that digital marketing in the medical tourism industry also 
presents challenges and ethical considerations. Privacy concerns, patient data 
protection, and the risk of misleading advertising require careful management 
to maintain trust and credibility. 

The limitations of the study might be other external factors, such as 
economic fluctuations, political instability, or public health crises, that can 
significantly affect the performance of medical tourism firms. These external 
variables may not be adequately addressed in the literature. Future research 
could delve deeper into the impact of specific digital marketing strategies 
such as social media marketing, content marketing, email marketing, or 
influencer marketing on the performance of medical tourism firms. This 
could provide more detailed insights into which strategies are most effective.
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