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How bad is it??

Nine out of ten 
new businesses 
fail every year. 



Mistake #1:  
No Marketing Plan

Failure to COUNT!



Mistake #2:  
No Marketing 
Budget



Mistake #3:  
Not Targeting a 
Specific Audience



Mistake #4:  
No Clear and Consistent 
Marketing Messages
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What US consumers expect

 Proper English
• Creates credibility, builds trust
• Fosters effective communication

 Compelling messages
• Quality
• Available services
• Price

 Images that match the message
 Prompt responses
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Mistake #5:   
Believing Your Service 
will Sell Itself
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 Transparency
• It should be easy to find out

– Who you are
– What you do
– How you do it
– Where you do it

• And, of course, 
– Next Steps!!! (Call to Action!)



Mistake #6:  
Not Clearly Defining the 
Benefits of Your Product 
or Service
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What are 
they 

selling?
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What

Who

Where

Call to 
Action

Call to 
Action



Mistake #7:  
Not Diversifying 
Your Media Mix



Mistake #8:  
Not Understanding the 
Lifetime Value of a 
Customer
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Mastering Medical Tourism Marketing

 Call to Action
• What do you want your audience to do?

 Images / Visuals
• Do the pictures match the words?

 Transparency
• Who, what, where, & how

 Lead Management
• Convert the prospects to clients

All successful marketing tools have these in common:



Mistake #9:  
Not Having Loyalty or 
Affinity Programs



Mistake #10:  
Not Selling More Services 
to the Customer
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Cheap subliminal suggestion
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