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» Marketing Communication for Medical Tourism

» Marketing Communication =
marketing (MKT 4Ps, promotion) +
communication (persuasion, SMCRE)

» Medical tourism =
- Medical service > O|= AMH|A OfAH &, A A
- Tourism marketing > Zt2=MX| E2i &l 24 017 E
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Global IMCo| &

Integrated Marketing Communication
(A OHA Y AR/LIAO[H)
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Multiple channel, one voice
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