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Introduction

Imagine needing a medical procedure, which is either too expensive or unavailable in your home
country. Now imagine waking up one day and learning that in another country, you can get the
same procedure done, with the same high quality and it will only cost you a fraction of what you
will be charged at home plus, you get to be in a beautiful place with the added bonus of fully
immersing yourself in that country’s culture. This is what drives medical tourism: patients who
choose to fly abroad seeking proper treatment at cheaper rates than they would have to pay locally.
India, Thailand, Turkey and many other countries have already developed medical tourism sector,
but what about Armenia? Armenia needs to invest more in its healthcare industry. Although it has
skilled doctors, numerous modern health care facilities and is culturally rich country, it is not
actively participating in this new growing market.

Medical tourism isn’t just about saving money. It offers patients access to care they might not
otherwise be able to afford or get quickly in their home countries. For Armenia, developing a
medical tourism industry can bring huge benefits not only to patients but also to the local economy.
It can boost the healthcare system, support hotels, restaurants, and transportation, and create new
jobs. But with these opportunities come challenges. How does Armenia attract international
patients without compromising the care of local citizens? And how can it create marketing
strategies that are both culturally respectful and effective?

One of the best tools Armenia can use is social media. Countries that have succeeded in medical
tourism use platforms like Instagram, YouTube and Facebook to share patient stories, showcase

their healthcare facilities, and promote their country as a safe and appealing destination. Armenia



can do the same. By highlighting the expertise of its doctors, the quality of its medical services,
and its unique cultural heritage, Armenia can build trust and credibility with international patients.
The purpose of this capstone project will be to discover what steps Armenia can take in order to
become a competitive and reliable country for medical tourism. I’ll focus on three main areas: how
Armenia can promote its popular health care services, how Armenia can advertise itself to
international patients, and understand what Armenia has to offer to international patients. Through
the analysis of these areas, I aim to deliver recommendations that would form new approaches to
the development of medical tourism industry in Armenia and contribute to the construction of this
growing field.

Ultimately, this project will address gaps in current research by offering practical insights into how
Armenia can use marketing and PR to enter the medical tourism market. My goal is to create a
strategy that not only helps Armenia attract more medical tourists but also ensures that the
healthcare needs of local people are still prioritized. Armenia has so much potential- it’s time the

world to know about it.



Literature Review

Medical tourism has evolved over the years due to the patients’ desire to seek quality healthcare
service outside their countries at cheaper costs. In its simplest form, medical tourism means getting
treated in another country. This can also mean optional surgeries like a face-lift operation, or a
critical surgery like heart or joint surgery. Horowitz, Rosensweig, and Jones (2007) state that one
of the major trends of medical tourism is the ability to save money. In the developing countries
like India, Thailand and Singapore, quality and healthcare services are easily affordable compared
to countries like the United States of America and Europe.

In today’s interconnected world, it’s easier than ever for patients to explore international healthcare
options. Carmen and Ciochina (2013) point out that advances in technology and the accessibility
of information have changed patients’ comprehension. Now, someone in the U.S. can research
hospitals in Thailand or India with a few clicks, comparing prices and services. It’s not just about
the savings, though. In many cases, patients also find that they can avoid long waiting times and
still receive excellent care abroad.

The economic impact of medical tourism goes beyond individual patients. According to Horowitz,
Rosensweig, and Jones (2007), countries that market themselves as top destinations for healthcare
benefit economically from the influx of medical tourists. Hotels, local businesses, and even
transport sectors see growth as they serve to international visitors seeking medical services.
However, this success comes with its own set of challenges. Carmen and Ciochina (2013) warn
that prioritizing international patients might mean that local residents receive less attention,
creating ethical dilemmas. These are comprehensible problems that also seem to put local

healthcare systems under pressure since they try to serve both foreign and domestic population.



Since most countries want to have the largest number of medical tourists, it becomes a common
thing to refer to the quality and cheap cost of their services. However, there is still variation in the
quality of the standards and regulations across different destinations. While some hospitals in
popular medical tourism spots meet international standards, others may not, which makes it tricky
for patients to navigate which places are genuinely safe and reliable (Carmen & Ciochina, 2013).
Additionally, some countries might offer treatments that aren’t fully approved or monitored back
home, which raises concerns about safety and ethics.

Medical tourism is mainly about the issue of money - getting good treatment at a cheap rate. A lot
of individuals choose to seek treatment in other countries as they are able to save thousands of
dollars while still getting good quality treatments. According to Yildiz and Khan (2019), price and
quality are the two main motives that patient seek treatment in countries. For example, an operation
that would easily cost a fortune in the United States can be done cheaply in another country. This
economic leverage makes it possible for patients to get the procedures they might not otherwise
afford in their home countries.

But, the medical tourism is not just about the economical factor, there are also ethical issues that
arise. In their review, Carmen and Ciochina (2013) address how prioritizing the treatment of
international customers may be detrimental for the domestic citizens. Such changes will also be
disadvantageous to local residents as hospitals that target the foreign patients, who usually afford
more money, may end up ignoring the locals. This leads to a state where international patients
access the best treatments possible while local patients are either made to wait longer or are totally
locked out from accessing some services. Another ethical issue is that some treatments that are
advertised in hosting countries may not qualify for the safety standards of the patients’ home

countries.



Lajevardi (2016) claims that the costs of financial profits of medical tourism may lead to stresses
on local health-care systems. Often when a countriy engages in marketing health tourism the
domestic health sector often becomes crowded with foreign patients thus limiting health care
provision to its citizens. Meeting the demands of a profitable industry and at the same time serving
for the population is always a complicating task, and not all countries pass it well. These ethical
dilemmas raised the question of the viability of strategies that will create a win-win situation for
both the international visitors and host communities.

Governments play a huge role in shaping the medical tourism industry. Countries that want to
become top medical destinations have to build their healthcare infrastructure and make it appealing
to international patients. This often involves policies that encourage investment in the health
sector, improve healthcare standards, and create partnerships with foreign medical organizations.
Yildiz and Khan (2019) emphasize that supportive government policies are key in attracting
medical tourists, from offering incentives for private healthcare facilities to investing in marketing
campaigns that showcase the country’s medical expertise.

According to Lajevardi (2016), governments should develop favorable conditions whereby those
offering health care services feel obliged to grow and diversify their options. This can involve
constructing modern equipped facilities, training specialized staff, and ensuring that local hospitals
meet international standards. For example, in the case of India and Thailand, government support
has played a great role in promoting the adoption of cheap quality healthcare services.

Marketing is another essential aspect of this sphere. Countries are not just promoting healthcare,
but they are selling an experience. Digital marketing, especially social media, plays a big part in
this (Bayram, 2019). For example, hospitals and clinics in Turkey use Instagram to post success

stories, highlight advanced facilities, and showcase satisfied international patients. It means that a



potential patient who may be doubtful about going to a foreign country for treatment will be
confident that it is safe to seek treatment in the particular country.

John (2017) goes further and looks at specific strategies used in social media marketing that is
sustainable for medical tourism attracting patients. He said that it is crucial to share patients’
experiences and to demonstrate new technologies to make a place more attractive. Marketing goes
beyond attracting tourists, and ensures a good reputation and creates trust.

In today’s world, social media acts as a blessing to the medical tourism industry. Countries hoping
to attract international clients use platforms like Instagram and Facebook not just to advertise but
to build trust. Bayram (2019) explores how hospitals and clinics in Turkey use Instagram to tell
their stories, posting images of modern facilities, success stories from previous patients, and
affordable pricing to entice potential medical tourists. These posts aim to demonstrate that seeking
treatment in other countries is not only feasible, but is also safe.

Beyond just marketing, social media plays a role in educating potential patients. Many destinations
use platforms to provide information about what to expect, the steps involved in traveling for
medical treatment, and the kinds of care they offer. John (2017) emphasizes that user-generated
content, like patient reviews and testimonials, can be especially powerful. When a potential patient
reads about someone’s successful surgery or sees a video tour of a hospital, they are more likely
to trust that destination. This level of transparency and direct communication is something
traditional advertising can’t reach.

Digital platforms have transformed the way medical tourism operates. They allow countries to
reach a global audience instantly, create a sense of community, and establish credibility in an
industry where trust and reputation are priority. Social media marketing builds long-lasting

relationships and creates a positive reputation of the destination.



Even as the amount of research on the subject of medical tourism increases, there is still gap
concerning PR and marketing strategies. Works that are similar to Bayram (2019) and John (2017),
investigate how social media is employed to acquire patients but fails to examine the factors that
give these campaigns success. For example, it’s unclear what kinds of content build the most trust-
are success stories enough, or is there a need for more transparent communication about safety and
ethical standards?

Another missing piece is how to handle cultural differences in marketing. Grudtsyn and
Chistobaev (2024) mention the need for cultural sensitivity, but there’s not much guidance on how
to create campaigns that appeal to diverse groups without relying on stereotypes. This gap is crucial
because understanding a patient's background can significantly impact their choice of destination.
There’s also a lack of research on how PR strategies can address ethical concerns in medical
tourism. While ethical issues are acknowledged, like giving preference to foreign patients, there’s
little discussion on how good PR can actually become a trust-building tool. How can destinations
be open about ethical challenges and still attract patients?

My project aims to fill these gaps by focusing on what makes marketing and PR strategies in
medical tourism truly effective. I’ll look at how storytelling, social media, and visuals can create
a sense of safety and credibility. I also want to explore how marketing can be culturally sensitive
and ethically transparent, using real-world examples to identify what works best.

By focusing on these areas, my capstone will contribute to a clearer understanding of how medical
tourism destinations can market themselves responsibly and successfully, building trust with

international patients while respecting local communities.



Statement of Central Research Question(s)

The central focus of my project is exploring effective marketing and PR strategies which will
create a competitive and trustworthy image for Armenia, as a medical tourism destination. Medical
tourism has seen substantial growth worldwide, driven by factors such as low cost rates, quality
healthcare, and reduced waiting times in certain countries. While many countries have successfully
entered this market, Armenia’s potential remains underdeveloped despite its advantages of being
affordable, having skilled healthcare professionals, and rich cultural heritage.

Primary Research Question: What are the most effective marketing and PR strategies for
promoting Armenia as a medical tourism destination?

Sub-questions:

1. Social Media Utilization: How can Armenia effectively use social media platforms to
promote its healthcare services and establish itself as a credible and reliable destination for
medical tourists?

2. Highlighting Healthcare Excellence: What strategies can be employed to emphasize
Armenia's strengths in healthcare, including its highly skilled doctors and advanced
medical facilities to attract international patients?

3. Direct advertising focus: How can Armenia promote itself as a trustworthy and appealing

medical tourism destination?



Methodology

This section outlines the research methods used to explore effective marketing and PR strategies
for promoting Armenia as a medical tourism destination. A qualitative approach was chosen to
gain in-depth insights into Armenia’s healthcare strengths and how they can be communicated to

international audiences.

1. Research Design

The study followed a qualitative research design, combining content analysis, interviews, and case
study comparisons. This approach helped identify strategic patterns in the medical tourism sector
and explore how Armenia can build its reputation using both healthcare excellence and cultural

identity.

2. Data Collection Methods

a. Content Analysis

An analysis of existing digital marketing efforts, especially on Instagram, Facebook, and medical
clinic websites was conducted to understand what types of content are most effective in
attracting medical tourists. Particular attention was given to success stories, patient testimonials,
facility visuals, and the integration of culture and hospitality.

Examples from countries like Turkey and Thailand were also studied to identify best practices

that could inform Armenia’s approach.

b. Interviews

Three interviews were conducted with key stakeholders, including:
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The director of the Fertility Center of Armenia, Tatevik Hambartsoumian, a healthcare
professional and doctor, who shared important insights about Armenia’s strengths and
challenges in providing fertility treatments. She also spoke about their experience with
international patients and what attracts them to seek treatment in Armenia.

Marketing and business expert Zarmine Zeytuntsyan, who shared her knowledge and
experience in the tourism sector. She provided valuable insights about the overall tourism
field in Armenia and talked about the development and potential of medical tourism as part
of it.

A PR and Communications professional, who preferred to remain anonymous, answered
several questions related to communications and the designing of PR strategies. The focus
was on how medical tourism in Armenia can be promoted more effectively to international

audiences.

These interviews provided practical, on-the-ground perspectives that complemented the digital

content analysis.

c. Case Study

To better understand what works in similar contexts, a case study of a successful medical tourism

destination was reviewed. Turkey- a country with strong reputation in this sector, which is

popular for its affordable prices, quality healthcare, is usually a preferred destination for many

healthcare seeking tourists. The case study included a vlog of a famous influencer- Helin Doski,

who traveled to Turkey to get rhinoplasty. In her vlog she thoroughly demonstrated her
experience in Turkey. This exampl will help to frame realistic and relevant strategies for

Armenia.
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d. Survey

A short survey was conducted to gather public opinions and attitudes toward medical tourism in
Armenia. The survey targeted different groups, including potential patients, local citizens, and
individuals who have already experienced treatment in Armenia. The responses provided a broader
understanding of perceptions, expectations, and possible areas for improvement in communication

and service delivery.

3. Data Analysis

a. Thematic Analysis
Interview transcripts and content findings were analyzed using thematic analysis. Key themes

that emerged included:

e Social media and storytelling as tools for building credibility and trust.
o The importance of showcasing healthcare quality and professionalism.
o Strategies for integrating Armenian culture, hospitality, and uniqueness into medical

tourism branding.

b. Comparative Analysis
Findings from Armenia were compared with the marketing strategies of leading medical tourism
countries to identify both gaps and opportunities. This analysis helped shape specific

recommendations suited to Armenia’s current position and potential in the global market.
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4. Ethical Considerations

All interviews were conducted with informed consent and, where requested, anonymity was
respected. Efforts were made to present the findings in an objective and respectful way, especially
when discussing sensitive issues like access to care and the balance between serving international

and local patients.
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Overview of Armenia’s Healthcare Strengths and Tourism Assets

Armenia might not be the first country that comes to mind when thinking about medical tourism,
but it has everything it needs to become one of the rising players in the field. One of the country’s
biggest strengths lies specifically in its people, and its highly trained and experienced doctors.
Many Armenian medical professionals have studied and trained abroad, bringing back advanced
skills and knowledge that meet international standards. This is especially true in areas like fertility
treatments, cosmetic procedures, and dentistry, where Armenian clinics are gaining quiet but

growing recognition.

The key component of Armenia's medical tourism potential is its expertise in fertility treatments,
plastic surgeries, and dentistry. These areas are gaining increasing recognition, not just locally but
internationally. Armenian clinics are known for providing high-quality services at competitive
prices, attracting medical tourists seeking advanced care. Whether it’s cutting-edge fertility
procedures, cosmetic enhancements, or dental treatments, the country's medical professionals have
earned a reputation for excellence. This growing sector holds significant promise for drawing

international patients, further enhancing Armenia’s appeal as a medical tourism destination.

Alongside medical expertise, Armenia offers access to modern, high-quality medical equipment
in both public and private facilities. These tools help ensure that patients not only receive expert
care but also benefit from up-to-date technologies that are often found in more well-known

destinations.

But Armenia’s value doesn’t stop at healthcare. What makes it even more appealing is the chance

to combine treatment with an unforgettable travel experience. Medical tourists, especially those

14



from the Armenian diaspora, often stay for a week or two and enjoy the country’s stunning natural
beauty, historical sites, and warm hospitality. From ancient monasteries settled in the mountains
to cozy cafés in Yerevan, Armenia has a way of making visitors feel both relaxed and enriched

during their recovery.

Together, these strengths of qualified professionals, advanced care, cultural richness, and wellness
offerings, will make Armenia not just a place for medical treatment, but a destination for complete

well-being.

SWOT Analysis of Armenia’s Medical Tourism Potential

A SWOT analysis outlines the internal strengths and weaknesses of Armenia’s medical tourism

sector, along with external opportunities and threats that influence its growth:

Strengths:

e Highly qualified healthcare professionals with international training.
e Availability of modern medical equipment and technologies.

e Affordable treatment costs compared to Western countries.

e Rich cultural, historical, and natural tourism assets.

e Reliable interest from the Armenian diaspora.
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Armenia’s Leading Fields in Medical Tourism: Fertility, Aesthetic, and Dental Care

Armenia’s medical tourism potential is becoming increasingly tied to three standout sectors:
fertility treatments, plastic surgeries, and dental services. Each of these areas showcases a
combination of professional expertise, modern infrastructure, and affordable pricing that make
Armenia an attractive option for international patients. While the country’s overall presence in the
global medical tourism market is still developing, these specific services have already begun to

carve out a solid reputation.

Fertility treatment is one of Armenia’s strongest medical tourism offerings. The country is home
to several well-established fertility centers that offer in-vitro fertilization (IVF), intrauterine
insemination (IUI), and other assisted reproductive technologies. A significant advantage in this
sector is the combination of advanced medical equipment and a pool of experienced reproductive
specialists- many of whom have trained or worked abroad, bringing international standards back
to Armenia. Fertility clinics in Yerevan, like the Fertility Center of Armenia and GGRC, are known
for maintaining high success rates and offering personalized care. In recent years, the Armenian
government has also increased funding for IVF programs in an effort to address declining birth
rates, which has indirectly contributed to better facilities and more accessible treatment options.
While much of the clientele still comes from local or diaspora communities, the affordability and
quality of services are starting to attract international patients who seek more budget-friendly

alternatives to fertility treatment in Europe or the United States.

In parallel, plastic and aesthetic surgery has become another rapidly growing sector. Armenian
surgeons are known for their precision, artistry, and ability to deliver natural-looking results in

areas like rhinoplasty, breast augmentation, liposuction, and facial rejuvenation procedures.
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Clinics offering cosmetic surgery often combine modern technologies with a deep understanding
of facial aesthetics, making Armenia a competitive choice, especially for patients from
neighboring countries and the Armenian diaspora. One major appeal is the affordability of
procedures- patients can save up to 50-70% compared to Western prices without compromising
on safety or results. Furthermore, the trend of combining aesthetic surgery with vacation-style
recovery, where patients can heal in quiet, picturesque settings, has boosted interest in the country.
Some clinics have started to adopt international marketing strategies and offer remote

consultations, which makes planning procedures from abroad much easier.

Dental care in Armenia also stands out for its quality, range of services, and affordability. Many
dental clinics in Yerevan and other cities are fully equipped with the latest technology, including
digital imaging, CAD/CAM systems for crowns and veneers, and modern implant techniques.
Dentists often complete training in Europe or the U.S., and speak English, Russian, or French-
making communication smooth for foreign patients. Whether for basic cleanings or full-mouth
rehabilitation, Armenia offers dental services at a fraction of the cost found in most Western
countries. This has given rise to what is now a small but growing dental tourism stream, where
patients travel for services like implants, cosmetic veneers, orthodontics, and more. Some clinics,
such as StomLine or Implant Clinic even bundle dental care with tourism experiences, offering
treatment alongside accommodations, sightseeing tours, and airport transportation, making the

whole process comfortable and accessible.

Each of these fields- fertility, cosmetic, and dental- has a unique role in shaping Armenia’s future
as a destination for medical travel. While challenges remain in terms of branding and international

awareness, the foundation is clearly there. The country is not only home to excellent specialists
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and updated medical technology, but also offers a culturally rich and welcoming environment,

making it an ideal setting for both care and recovery.

Ethical Considerations in Armenia’s Growing Medical Tourism Sector

As Armenia’s medical tourism sector begins to grow- especially in high-demand fields like fertility
treatments, plastic surgery, and dentistry, it’s important to look beyond just the economic and
healthcare benefits. There are deeper ethical questions that need to be addressed to ensure this
growth is sustainable and doesn’t come at a cost to the local population or the integrity of the

healthcare system.

One of the main concerns is healthcare equity. As more clinics and professionals start to cater to
international patients, there's a real risk that local people may find it harder to access timely care.
This is something that has happened in other countries with booming medical tourism industries,
where public resources or skilled doctors are gradually pulled toward private institutions focused
on foreign visitors. For Armenia, this would be a major issue, especially considering the country's
ongoing efforts to improve access and quality in its public healthcare sector. Policymakers need to
keep a close eye on this balance, welcoming international patients while ensuring locals are not

left behind.

Another important factor is transparency. International patients often make healthcare decisions
from afar, based on online consultations or brief communication with clinics. It's absolutely crucial
that these patients are given all the information they need: realistic expectations, potential risks,

recovery details, and even options for post-procedure care when they return home. Without this
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transparency, there's a danger of overpromising or marketing treatments in a way that feels more

like business than healthcare.

Then there’s the question of regulation and accountability. While Armenia’s healthcare system
does have licensing and oversight structures, the private sector- where most medical tourism takes
place, needs strong, consistent regulation to ensure patient safety. This includes regular
inspections, independent accreditations, and a legal framework that protects the rights of both local
and international patients. As more private clinics emerge, it's essential that quality control and

ethical standards evolve along with them.

Another subtle but important ethical issue relates to the medical workforce itself. If specialists and
top doctors move primarily into private practice to treat wealthier foreign patients, this could widen
the gap between Armenia’s public and private healthcare sectors. Maintaining a well-distributed

and fairly compensated workforce across the entire system is key to avoiding this pitfall.

There’s also the practical challenge of follow-up care. Most medical tourists leave soon after their
treatment ends, meaning they might not receive adequate aftercare once they’re home. This is
especially critical in areas like fertility and surgery, where outcomes depend heavily on post-
treatment monitoring. Armenian clinics must find ways to coordinate with healthcare providers

abroad to ensure a smooth continuum of care, even after patients return to their countries.

Lastly, how Armenia presents itself matters. Marketing campaigns should be ethical, respectful,
and honest. Glossy advertisements and social media influencers can be powerful tools, but they
should never promise miracle cures or downplay potential risks. The stories Armenia shares with

the world should be grounded in trust, patient satisfaction, and real outcomes.
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As Armenia takes steps toward becoming a more visible and trusted destination for medical care,
keeping these ethical principles front and center will be essential. Building a medical tourism
industry rooted in integrity, patient care, and fairness will not only attract more visitors, it will also

ensure that the country’s own citizens benefit in the process.

Challenges with Awareness, Branding, and International Recognition

Even with all the advantages Armenia has to offer, it still flies under the radar for many potential
medical tourists. Without a strong, unified national brand, it’s hard for Armenia to stand out against
more established destinations like Turkey or Georgia. You won’t often find Armenia listed on
major international medical travel platforms, and its absence from global rankings and

accreditations makes it harder for potential patients to feel confident about choosing it.

Part of the problem is inconsistent messaging. There’s not enough English-language content
available, and many clinics aren’t making the most of tools like patient testimonials or
collaborations with digital influencers- both of which can go a long way in building trust and

credibility.

To start addressing these gaps, Armenia could benefit from a few key steps:

e Building a clear, recognizable brand for medical tourism-one that highlights the country’s
strengths in healthcare quality, trustworthiness, and cultural warmth.
o Expanding its digital footprint with engaging video content, multilingual websites

optimized for search engines, and a more active presence on international platforms.
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o Showecasing real patient success stories, modern medical technologies, and the unique
chance to enjoy travel and recovery at the same time.
e Forming strategic partnerships with global facilitators, diaspora networks, and

international medical tourism agencies.

With the right strategy, Armenia has everything it needs to make a name for itself on the global

stage.
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The Growth and Role of Fertility Services in Armenia

Overview of Armenia’s Fertility Sector

In recent years, Armenia has become a recognized destination for fertility treatments, attracting
both local and international patients. The country offers a wide range of assisted reproductive
technologies, including in-vitro fertilization (IVF), egg and sperm donation, surrogacy, and genetic
screening. Several fertility clinics operate across Armenia, utilizing advanced medical techniques

and adhering to international standards to ensure high-quality care.

Armenia’s appeal as a fertility tourism destination is driven by factors such as relatively lower
treatment costs compared to Western Europe and the United States, a growing network of skilled
specialists, and favorable legal regulations for procedures like egg donation and surrogacy.
Additionally, clinics in Armenia provide multilingual support to accommodate international
patients. While the sector continues to expand, challenges such as global visibility, digital
marketing strategies, and logistical concerns for foreign patients remain areas for further

development.

The Fertility Center in Yerevan: Strengths and Contributions

One of the key players in Armenia’s reproductive medicine sector is the Fertility Center, led by
Eduard Hambartsoumian. With over a decade of experience and international collaborations with
experts such as Professor René Frydman (France) and Professor Michelle Seibel (USA), the center

has built a strong reputation. It offers a wide range of treatments, including IVF, egg and sperm
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donation, surrogacy, genetic testing, and fertility preservation. The clinic adheres to international
standards and has received ISO certifications, positioning it as a trusted facility for both local and
foreign patients. The center has reported high success rates in IVF, attracting patients from Russia,

Europe, and the United States.

According to Tatevik Hambartsoumian, the center’s director, while they have always catered to
international patients, the number of foreign clienteles has been growing exponentially in recent
years. The majority of patients come from Russia, developed European countries, and the United
States, drawn by the center’s exceptional success rates in in-vitro fertilization (IVF)- results that

are remarkably competitive, even when compared to leading clinics in the U.S. and Europe.

What truly sets the Fertility Center apart is its commitment to excellence and innovation. Its team
of experts actively participates in global medical conferences, continuously integrating the latest
advancements in reproductive medicine. This dedication ensures that every patient receives the
most advanced and personalized care available, making the Fertility Center a premier choice for

those seeking fertility solutions of the highest caliber.

Certifications and International Standards

The Fertility Center holds ISO certifications and licenses from various American and European
reproductive medical associations, indicating compliance with international medical standards.
These accreditations reflect adherence to established ethical and procedural guidelines in fertility

treatments. The clinic utilizes modern reproductive technologies and medications, aligning with
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global advancements in the field. While these certifications contribute to the center’s credibility,
the overall quality of care and success rates remain key factors for patients when choosing a

fertility clinic.

Challenges and Considerations in Armenia’s Fertility Tourism Sector

The Fertility Center, like its competitors, faces common challenges in attracting international
patients. Language barriers, legal considerations for surrogacy and egg donation, and patient
concerns about travel logistics can all impact Armenia’s appeal as a medical tourism destination.
While the center has addressed some of these issues through multilingual staff and digital outreach,
further improvements in transparency regarding costs, procedural details, and success rate

comparisons would enhance trust among potential patients.

Armenia’s fertility sector is growing, with several clinics competing in the medical tourism space.
The Fertility Center in Yerevan has positioned itself as a reputable institution, but a more strategic
approach to digital marketing, patient engagement, and international partnerships could further
solidify its standing. By addressing these areas, the center- and Armenia’s fertility tourism industry

as a whole- can continue to expand and attract a more diverse patient base.
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Survey Analysis: Understanding Perceptions of Armenia’s Medical Tourism

To gain a deeper understanding of how medical tourism is perceived in Armenia and what
opportunities or challenges exist in this emerging field, I conducted a survey among 70 participants
from abroad. This survey aimed to collect insights about public awareness, perceptions of
Armenia's healthcare system, the appeal of specific medical services, and the factors that influence
decisions when it comes to seeking medical treatment abroad. The responses reflect both the

current limitations and the promising potential of medical tourism in Armenia.

The majority of participants were aged between 18 and 24, accounting for 68.1% of the
respondents. This was followed by 20.3% in the 25-34 age group, 8.7% in the 35-44 range, and
only 2.9% aged 45 and above. These results show that most of the respondents were young adults.
Although this demographic may not yet be the primary target group for medical tourism, their
views are still important, as they often assist older family members in making healthcare decisions
and represent the future generation of potential medical tourists. At the same time, the
underrepresentation of older age groups in the survey suggests the need for further research

involving individuals who are more likely to seek medical treatment abroad.

When asked whether they had ever traveled to another country for medical reasons, 91.3% of
respondents said no, while only 8.7% said yes. This suggests that the concept of medical tourism
is still relatively new or underutilized among the surveyed population. However, the small

percentage who have experienced medical travel confirm that there is already some level of
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engagement with this sector, which could grow if Armenia successfully builds a stronger

reputation as a destination for affordable, high-quality healthcare.

One of the key questions in the survey addressed public awareness of Armenia’s offerings in the
medical tourism sector. When asked if they knew that Armenia provides medical tourism services,
58% of respondents answered “no,” while 42% said “yes.” This indicates that a significant portion
of people are still unaware of Armenia’s potential in this area. The data clearly shows that lack of
visibility and public information remains one of the primary barriers to growth in this sector. This
finding highlights the need for more focused public relations strategies and digital marketing

efforts that can make Armenia’s medical services more visible both locally and internationally.

Participants were also asked to evaluate Armenia’s healthcare system overall. The results were
varied: 10.1% rated it as very poor, 20.3% as poor, 33.3% as average, 24.6% as good, and 11.6%
as excellent. This distribution shows that public opinion is divided, with a significant number of
people expressing concerns about the quality of care. Although there is some trust in the system,
a large percentage still views it as average or below average. This reflects a potential obstacle to
attracting foreign patients, especially when trust and credibility are essential in choosing a medical
destination. Therefore, the Armenian healthcare sector must focus on transparency,
standardization, and building public trust by showcasing qualified professionals, international

partnerships, and positive patient outcomes.

When respondents were asked which medical services Armenia is most known for, several areas

stood out. Dental care, cosmetic surgery, fertility treatments, eye surgeries, and general surgeries
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were mentioned most frequently. These are significant because they are commonly sought by
medical tourists in many countries, particularly due to their high costs in Western healthcare
systems. Armenia has the potential to specialize in these services by positioning itself as a cost-
effective yet high-quality destination for such procedures. If promoted effectively, these areas can

become Armenia’s niche strengths in the global medical tourism market.

In understanding what factors are most important when selecting a medical tourism destination,
the responses emphasized quality of medical care, affordability, and the experience and
qualifications of doctors. Other aspects such as cleanliness, good communication, transparency in
pricing, and positive reviews were also considered essential. These responses underline the fact
that Armenia’s competitive advantage lies not just in offering lower prices, but in proving that it
can provide reliable and professional medical care. Potential medical tourists are looking for more
than just affordability- they want to feel safe and confident in the quality of services provided.
What factors will influence your choice of destination for medical travel? (Select up to 3)

70 responses

Afforability

Quality of healthcare 57 (81.4%)

Reputation of doctors/hosiptals 37 (52.9%)

Availability of specific treatments 35 (50%)
Shorter waiting times 13 (18.6%)

2 (2.9%)
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Despite some optimism, participants also raised concerns that would prevent them from choosing
Armenia for medical treatment. These concerns included a general lack of trust in the healthcare
system, limited access to reliable information, fear of hidden costs, and worries about continuity
of care after treatment. Language barriers and concerns about follow-up care were also mentioned.
These findings indicate that in order to be competitive, Armenia must address these concerns
through effective communication, multilingual support, comprehensive post-treatment plans, and

transparency in pricing and procedures.

What concerns might prevent you from choosing Armenia for medical treatment? (Select up to 3)
70 responses

Lack of awareness about medical

’ 40 (57.1%)
services

Concerns about medical quality/

0,
Sty 47 (67.1%)

Language barriers 17 (24.3%)

Limited international accreditation

0,
of clinics 22 (31.4%)

Cost of travel and

0,
accommodation 1 157%)

Nevertheless, when asked whether they would consider Armenia for medical treatment in the
future, 69.6% of respondents answered yes, while 30.4% said no. This is an encouraging result,
showing that a majority of respondents are open to the idea, even if they have never personally
experienced medical tourism. With improved marketing, patient education, and strategic
positioning of Armenia’s medical strengths, there is clear potential to convert this interest into

actual visits.
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Finally, when analyzing how respondents typically learn about Armenia’s medical services, most
said they had heard through word of mouth, social media, or personal experience. These informal
methods of communication dominate, indicating a lack of official or centralized platforms for
disseminating information. This presents both a challenge and an opportunity. If Armenia creates
digital content, patient testimonial videos, and detailed websites with multilingual support, it can
significantly boost its credibility and attract more international patients.

The survey reveals both a strong interest in medical tourism and a number of key barriers that
Armenia must overcome. While the majority of participants are aware of some of Armenia’s
strengths- particularly in dental care, fertility, and cosmetic services, but there remains a significant
gap in public knowledge and trust. To grow its presence in this sector, Armenia needs to focus on
increasing awareness, improving service quality, and promoting its advantages through clear,

targeted, and authentic communication strategies.
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Positioning Armenia in the Global Tourism Landscape: Insights from Zarmine Zeytuntsyan

The tourism sector in Armenia stands at a unique crossroads, shaped by geopolitical challenges,
evolving consumer behavior, and untapped potential. In an in-depth interview with Zarmine
Zeytuntsyan, a leading voice in Armenia’s tourism development and former Chairperson of the
State Tourism Committee, critical insights emerged regarding the current state and future path of

Armenian tourism.

Demand-Side Analysis of Armenian Tourism

According to Zeytuntsyan, the demand for tourism in Armenia is largely concentrated in regional
markets. Russia remains the dominant source of tourists, followed by Iran, then Georgia, and, to a
lesser extent, European countries such as Germany and France. While the European market holds
value for Armenia’s tourism sector, its contribution to overall visitor numbers remains limited.
This regional dependence reflects both geographic proximity and historical ties, but it also

highlights a vulnerability in terms of market diversification.

Armenia faces an obstacle to attracting more visitors because of its unstable political
circumstances. According to Zeytuntsyan many embassies persist in distributing travel warnings
that involve Armenia's active geopolitical tensions especially in relation to the Nagorno-Karabakh
situation. These warnings keep away potential tourists to visit Armenia, regardless of all marketing
efforts or the country’s actual safety on the ground. The perception of risk is enough to shift

traveler decisions, especially in highly competitive markets.

30



Beyond the issue of safety, there is also a more tough issue, which is the limited global awareness.
Contrary to the popular belief within Armenia, international awareness of the country as a travel
destination remains relatively low. Zeytuntsyan emphasized that many foreign travelers simply do
not know what Armenia has to offer, or how it differs from other destinations in the region. This
lack of awareness is rooted by the absence of a strong country brand. Without having this “brand”

Armenia struggles to position itself meaningfully in the global tourism landscape.

When asked about Armenia’s strengths as a tourist destination, Zeytuntsyan emphasized that the
most compelling attribute is not a tangible asset such as religious monuments or natural landscapes,
but rather an intangible quality, which is the authenticity and the overall “vibe” of the country.
Armenia’s authenticity begins with the warmth of its people and runs through its rich historical
heritage. She described it as an “unspoiled authenticity,” a rare quality that many other destinations
have lost. This emphasis on intangible experience aligns with current trends in global tourism,
where travelers increasingly seek meaningful, culturally immersive experiences. Still, Zeytuntsyan
warned that without proper regulation and stronger preservation strategies, this authenticity could

gradually be lost.

Tourist Decision-Making and the “Dreaming Stage”

One of the most interesting parts of the conversation with Zeytuntsyan was about what’s called
the “dreaming stage.” This is basically the very beginning of a tourist’s journey, when they haven’t
made any plans yet but are just starting to think about where they might want to go. At this point,
people usually turn to online platforms- scrolling through travel blogs, watching YouTube videos,

reading articles. This is when countries with strong visibility get added to travelers’ mental lists.
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But if Armenia isn’t showing up in these kinds of spaces, it like loses points, as people are not
even aware of the country, to consider it as an option. That’s why Zeytuntsyan stressed the
importance of getting Armenia into those platforms, especially through FAM trips (familiarization
trips). These are when travel influencers, writers, or journalists are invited to experience Armenia
firsthand and then share their impressions. It’s a way to spark interest naturally and make Armenia
feel like a real, accessible option. These stories help paint a picture of the country that Google

searches can’t always capture.

She also gave a great example from back in 2017, when a short tourism video about Armenia
managed to reach 2.5 million people organically. That means without huge ad budgets or paid
promotions, it still found its way to a huge audience. That kind of visibility can’t be
underestimated, especially now when most people turn to Instagram, TikTok, or YouTube for
travel inspiration. Having good content online makes a huge difference. It keeps Armenia in
people’s minds even if they’re not actively planning a trip yet. So the earlier we can show them

what Armenia has to offer, the more likely they’ll choose it when they’re ready to travel.

Structural Challenges and Regional Competition

When it comes to tourism, Armenia is in a tough neighborhood. Countries like Georgia and
Azerbaijan are spending tens of millions of dollars every year to promote themselves
internationally. Armenia, on the other hand, is working with a much smaller budget. Naturally,
this huge gap in spending has real consequences. Armenia simply isn’t as visible, and without

strong promotion, it’s hard to tell a story that reaches and excites people abroad.
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There’s also the issue of accessibility. With some borders closed and limited flight options, it’s not
always easy to get to Armenia. And even for people who are interested, the country can come
across as expensive, especially when it comes to places to stay. Zeytuntsyan pointed out that some
Armenian tour packages cost more than similar trips in places like Japan, Georgia, or Iran. That’s

surprising, and it pushes people to look elsewhere.

Part of the problem comes down to how local businesses, especially hotels, price things. Many
owners prefer to charge higher prices, even if it means having fewer guests. They choose higher
rates and low occupancy, instead of offering more competitive prices that could attract more
people. This lack of strategic pricing- what’s often called revenue management, makes Armenia

less competitive, especially when travelers are comparing options across the region.

Target Markets and How to Choose Them

When it comes to figuring out which countries Armenia should focus on for tourism, Zeytuntsyan
suggested looking at three main things: how close they are, how easy it is to get here, and whether

tourists from those places are actually interested in what Armenia has to offer.

First, there’s proximity- both in terms of geography and shared culture. Nearby countries like
Georgia, Iran, and those in the Gulf region already have some natural connection with Armenia,

so it makes sense to focus efforts there.
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Second, accessibility really matters. If there are direct flights from a country to Armenia, it
becomes much easier to target that place with marketing campaigns. Some European countries fall

into this category, which makes them good candidates.

Finally, tourist interest plays a big role. It’s not just about where people are- it’s about what
they’re looking for. Zeytuntsyan gave the example of Chinese tourists who often seek out casino
tourism. Since Armenia doesn’t offer that kind of experience, there’s no point in spending limited
resources trying to attract that specific group. Instead, efforts should go toward people who are

more likely to connect with what Armenia genuinely offers.

Medical Tourism: A Niche with Promise, but Not Quite There Yet

One of the most interesting parts of the interview was the discussion on medical tourism. It’s a
topic that gets brought up more and more in conversations about Armenian tourism, but
Zeytuntsyan offered a more cautious take. From her point of view, it’s not the right time for the
government to invest heavily in this area. Her main argument was that medical tourism, while
valuable in some ways, just isn’t scalable yet and doesn’t create a big enough impact on the wider

community.

Yes, medical tourists usually spend more money and stay longer, but their spending is very
focused- mostly on medical services, accommodation, and a bit of sightseeing. Zeytuntsyan
pointed out that the real power of tourism lies in how it helps reduce poverty and boost local

economies, especially outside of major cities. This is where leisure tourism does a better job.
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Regular tourists are more likely to explore local areas, eat at small restaurants, buy souvenirs, take

part in cultural activities, and spread their spending more widely.

Another issue is that Armenia isn’t fully ready for large-scale medical tourism yet. A lot of clinics
aren’t equipped with English-speaking staff, trained translators, or the kind of international-level
customer service that’s expected in this field. Most medical tourists who come now do so through
personal connections or small private clinics, not through any organized system. Without clear
standards, better service training, and improvements in infrastructure, it’s going to be hard for

Armenia to compete with more developed medical tourism destinations.

Recommendations for Strategic Development

Based on Zeytuntsyan’s insights, there are a few key steps Armenia could take to strengthen its
tourism sector. First and foremost, the country needs to clearly define its tourism brand. Right
now, there's no single message or identity that ties everything together. Armenia has so much to
offer- its culture, people, and history, but without a consistent image, it’s hard to compete or

connect with international travelers.

Second, Armenia needs to be more visible. If people don’t see or hear about it, they simply won’t
consider it as a travel destination. To change that, it’s important to invest in digital marketing,
organize FAM trips for journalists and influencers, and build relationships with well-known travel

platforms and publications.
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When it comes to competition, there’s also work to be done locally. Many service providers,
especially hotel owners could benefit from training in pricing strategies and customer service. This

would help make Armenia more affordable and improve the overall experience for visitors.

Finally, while medical tourism does have potential, it’s not something the government should rush
into. Instead, it makes more sense to support it through partnerships with the private sector. The
government can focus on setting clear standards, improving infrastructure, and making sure the
necessary support systems are in place, like qualified staff and proper service training without

directly funding the entire effort.
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Current Marketing Practices and Opportunities for Growth

At the moment, marketing efforts related to medical tourism in Armenia remain fragmented. Most
promotional work is being carried out by individual clinics, particularly those in fertility, cosmetic
surgery, and dentistry. These clinics often rely on their websites and limited social media activity
to attract international patients, but their digital presence is inconsistent and lacks professional

cohesion.

For example, the Fertility Center of Armenia has an informative website that includes success
stories, treatment descriptions, and staff credentials. However, it lacks engaging elements such as
For example, the Fertility Center of Armenia has an informative website that includes success
stories, treatment descriptions, and staff credentials. However, it lacks engaging elements such as
patient video testimonials, virtual tours, or a live chat feature. Updating this platform with better

visuals, and clearer  navigation, could significantly = enhance its  appeal.

Sperm Donor Surrogacy Laboratory Examination
During the in vitro fertilization, a sperm donor The World Health Organization defines: Performed on cycle days 1-3, the baseline
may be required or in cases when a single “Gestational carrier” (surrogate mother or laboratory assessment includes testing for
woman is ... surrogacy) is a woman... hormone levels AMH, FSH..

2 A
e—
-—j\?' , il
4 A . 7
Follicle Monitoring Stimulation of Ovulation Intrauterine Insemination
An ultrasound exam is an efficient way to One of the most popular method of infertility Insemination is a procedure during which sperm
observe the follicle growth. During the follicle treatment is ovulation stimulation. It stimulates is injected directly into a woman's cervix,
monitoring, the doctor ... development of the maturing ovarian.. fallopian tubes...
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The fertility center’s website showcases a clean and professional layout, clearly presenting key
fertility services through a grid of informative visuals and concise descriptions. Each service-
ranging from sperm donation and surrogacy to ovulation stimulation and intrauterine
inseminations paired with an image that visually represents the procedure or consultation process.
This not only makes the information more accessible but also helps build trust with potential

patients by giving a face to the often-sensitive treatments being offered.

Some dental clinics, such as Implant Clinic, actively post on Instagram. They share before-and-

after photos, videos of procedures, and occasional patient testimonials.

Implant Clinic’s Instagram content does a great job of balancing professionalism with
trustworthiness by combining clean, aesthetic visuals and strategic messaging. In the first image,
they feature well-known influencer Goar Avetisyan, which instantly adds credibility and social
proof. Her presence suggests that the clinic is trusted by public figures, which helps build
confidence among potential patients. The caption feels friendly and personal, making the clinic
seem more approachable. Plus, the sleek, modern interior in the background reinforces their
professional image. That said, most of their posts are in Russian, which limits accessibility for

non-Russian-speaking audiences and could potentially exclude international patients.

The second and third images shift the focus to cosmetic results, showcasing close-up shots of
patients' teeth. These high-quality visuals highlight the precision of their work and the impressive
aesthetic results. The image featuring candy in the mouth adds a playful twist while still
emphasizing the strength and beauty of the dental work. Together, these posts effectively

communicate the clinic’s skill and attention to detail- no lengthy explanations needed.
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While these efforts are valuable, the content often appears sporadic or unstructured. For better

outreach, clinics could implement a more strategic social media plan that includes:

e Weekly highlights featuring patient journeys,
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o Educational posts in English and Russian,
e C(Collaborations with influencers or vloggers from the diaspora,

o Targeted ads for specific procedures like veneers or implants.

One way to elevate Armenia’s visibility is through influencer-driven marketing. A compelling
example would be a diasporan Armenian woman undergoing IVF treatment who documents her
experience through Instagram or YouTube. Sharing her journey, from the initial consultation to
post-treatment sightseeing would resonate with audiences emotionally, while also showcasing

Armenia’s medical professionalism and cultural richness.

Beyond individual marketing efforts, there is currently no official national campaign that promotes

b

Armenia as a medical tourism destination. Unlike “Health Turkey” or Thailand’s organized
outreach, Armenia lacks a centralized platform that ties together its medical and tourism sectors.

A national initiative- such as a “Heal in Armenia” campaign, could present a unified brand that

highlights the country’s strengths and provides a centralized portal with:

e Verified clinic listings,
o Patient resources,
o Package deals with tourism options,

o Multilingual support and contact services.

Additionally, Armenia could benefit from showcasing itself at international expos and medical
tourism conferences. Building partnerships with global facilitators or travel agencies would help

open new channels for promotion and expand the country’s international presence.
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In short, while current marketing efforts are modest, there is great potential to expand. By
combining high-quality content, influencer collaboration, and a stronger digital presence, Armenia

can position itself as a serious competitor in the medical tourism industry.

Marketing and PR Strategies in Medical Tourism For Fertility Treatments

Strengths:

o Digital Presence: The Fertility Center has established a strong digital presence, leveraging
both its website and social media platforms to connect with potential patients. The website
is available in three languages- Armenian, Russian, and English, ensuring that the clinic
can cater to a broad international audience. This multilingual approach enables patients
from diverse backgrounds to easily access information, making the clinic more accessible

to medical tourists worldwide.

The clinic’s social media strategy is also robust, utilizing both Facebook and Instagram to
reach different segments of the population. While Facebook posts are mainly in Armenian,
focusing on a local audience, Instagram caters to a more international crowd, with content
posted in Armenian, English and Russian. This dual-language strategy helps the clinic
communicate effectively with both local and foreign patients. Additionally, the content
shared across these platforms includes success stories, patient testimonials, and educational

materials, which build trust and credibility with potential patients.
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International Patient Focus: One of the clinic’s key strengths is its focus on international
patients. Offering multilingual support (Armenian, Russian, and English) facilitates
smooth communication and enhances the clinic’s appeal to medical tourists. Language
accessibility is crucial for patients seeking fertility treatments abroad, and the center’s
ability to communicate in these three languages positions it well to attract a diverse
clientele from various countries. This focus on international patients is aligned with the

growing trend in medical tourism, where language barriers are often a significant concern.

Areas for Improvement:

Social Media Strategy: While the clinic’s presence on Facebook and Instagram is
commendable, there is room to enhance its social media strategy by diversifying the
platforms used. Currently, the clinic focuses primarily on Facebook and Instagram, with
Facebook largely targeting an Armenian-speaking audience and Instagram catering to an
international, English or Russian-speaking one. Expanding the clinic's presence on
additional platforms, such as YouTube or TikTok could further engage potential patients,
especially by providing more video content like patient stories, treatment journeys, and
behind-the-scenes looks at the clinic’s operations. Although there are some YouTube
videos, increasing their quantity and variety could help build stronger connections with

both local and international audiences.
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Patient Testimonials and Pricing Transparency: Another area that could be improved
is the visibility of patient testimonials and pricing information. Currently, there are limited
testimonials shared on social media or the website, and providing more of these real stories
from previous patients could significantly enhance the clinic's credibility. Testimonials and
patient experiences are powerful tools in medical tourism, as they offer potential patients
insights into the clinic's success rates and patient care. Furthermore, being transparent
about pricing on the website could help potential patients make informed decisions. Many
clinics offer transparent pricing structures, and doing the same could attract more patients,

particularly those from countries where medical tourism is growing.

Medical Tourism Collaborations: One of the most significant areas for improvement is
the clinic’s approach to medical tourism collaborations. While the center has a strong
digital presence and language accessibility, establishing partnerships with international
medical tourism agencies and attending global health expos could greatly increase its
visibility among foreign patients. Collaborations with other healthcare providers,
international fertility networks, and medical tourism facilitators can extend the clinic's
reach far beyond its current audience. Building a network of referral partnerships with
international hospitals, clinics, and health insurance companies could help attract a steady
stream of patients from countries where medical tourism is a popular option. Additionally,
attending or sponsoring global fertility conferences and events could position the clinic as

a recognized leader in the international medical tourism landscape. By fostering these
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partnerships, the Fertility Center could significantly strengthen its position in the

competitive global market for fertility treatments.

Vlog and Social Media Analysis

In today’s digital world, platforms like YouTube, TikTok, and Instagram have become some of
the most influential forms of advertising. Unlike traditional brochures or static ads, vlogs and
short-form videos offer a more personal and immersive experience. Viewers don’t just see a clinic
or a doctor, but they see real people, emotions, and outcomes. This kind of content builds trust in

a way that polished promotional materials often fail to do.

What makes these vlogs especially effective is the emotional connection they create. Many people
are nervous about traveling abroad for medical reasons, especially to unfamiliar countries. Vlogs
help remove that fear by making the process feel familiar and relatable. When viewers watch
someone who was also nervous but had a great experience, it makes them feel more confident and
informed. These stories are not just about medical results, they’re about care, comfort, and even a
sense of adventure. Influencers often share helpful details like how they found their clinic, who
helped them plan, or what agency they worked with. This kind of transparency builds accessibility

and trust.

A great example of this is Helin Doski’s two-part vlog series about her rhinoplasty experience in
Turkey. With over 500,000 views, her videos have reached a global audience and serve as informal
yet highly persuasive promotion for Turkish medical tourism. In her first video, she documents

her arrival in Istanbul, visits tourist spots, enjoys traditional Turkish food, and shares her pre-
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surgery thoughts. She also shows the consultation process with the surgeon, giving viewers a sense
of what to expect and how professionally she was treated. In the second part, she takes viewers
through the day of surgery, the immediate post-operative care, and her recovery experience. She
films herself with bandages, talks about the pain level, shows how the clinic staff supported her,

and updates her audience on how she feels physically and emotionally.

This kind of "behind-the-scenes" storytelling works for several reasons:

* Authenticity: Helin’s relaxed, personal tone and honest documentation make the content feel
real. Viewers feel like they’re going through the journey with her.

* Transparency: She shows every stage of the process, from consultation to post-op care, which
helps demystify the experience and builds trust.

* Lifestyle Integration: By blending the medical experience with cultural tourism- trying food,
exploring the city she reinforces the idea that medical tourism can also be a pleasant travel
experience.

* Social Proof: She mentions her surgeon’s reputation and shares how others recommended the

clinic, which helps boost its credibility.

This kind of content is far more persuasive than traditional marketing. It’s not just about
showcasing the final result, but about taking viewers through the full journey. People watching are
encouraged to imagine themselves in her place, which creates a stronger emotional and

psychological impact.

When it comes to Armenia, we have the potential, but not the presence. Right now, most of the

promotional content comes from clinics and usually focuses on showing medical equipment or
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explaining procedures. These videos feel too formal and miss the human, emotional side of the

patient journey. Most importantly, they don’t tell a story that people can connect with.

Also, a lot of the content is only in Armenian or Russian, which makes it difficult for international
patients to access or understand what Armenia actually offers. There are almost no full-experience
vlogs that show someone arriving in Armenia, meeting doctors, going through treatment,

recovering, and also enjoying what the country has to offer.

The frustrating part is that Armenia does have so much to show. We have skilled doctors,
affordable treatments, and beautiful locations that would be ideal for post-treatment recovery. Our
gastronomy, cultural landmarks, and nature are all things that could attract visitors, especially if
we integrated them into real patient stories. But unlike countries such as Turkey, we’re simply not

sharing our story in the right way.

Comparison with Other Countries’ Digital Strategies

When we look at countries like Turkey, Thailand, or India, it becomes clear that they’re not just
relying on individual influencers, they have entire systems built around promoting medical
tourism. They work with agencies and often get support from government programs. Their
strategies include testimonials, patient journey videos, influencer collaborations, and targeted

digital ads. It’s diverse, organized, and intentional.

They also understand the importance of international targeting. For example, Thai clinics often

create content specifically for European viewers, while clinics in the UAE or Jordan might focus
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more on Arabic-speaking audiences. Their videos and websites are multilingual and platform-
specific. Armenia doesn’t really have that kind of digital targeting right now; most of our content

feels like it’s made only for local viewers.

And another major difference is their use of paid advertising. Countries like Turkey and Thailand
run full-scale digital campaigns- Instagram ads, YouTube promotions, Google ads. They don’t just
rely on organic reach. Influencer content is boosted so more people can see it, and this increases
the chance of converting views into bookings. Armenia needs to do the same- create content with
a clear strategy and then amplify it through digital ads, especially targeting people looking for

affordable, high-quality healthcare in unique destinations.

Suggestions for Improvement

To improve how Armenia presents itself as a medical tourism destination, a few steps could make

a real difference:

* Influencer Partnerships: Armenia should start working with influencers or international
patients who are already coming here, especially people from the Armenian diaspora. If they
documented their experiences in vlogs or short videos, it would be far more relatable and

trustworthy than traditional ads. People trust people more than polished marketing.

* Language Accessibility: A lot of our current content is only in Armenian or Russian. Adding
subtitles or dubbing in English, Arabic, French, or other widely spoken languages could

dramatically increase accessibility and visibility.
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* Show the Full Experience: Instead of just showing procedure rooms, imagine a vlog that
includes the full journey- arriving at the airport, getting picked up by a coordinator, undergoing
treatment, recovering while exploring the country. That kind of content would make Armenia look

both medically trustworthy and personally welcoming.

* Use Data to Guide Content: If we started tracking which countries watch our videos, how long
they watch, and whether it leads to inquiries or bookings, we could fine-tune our approach. Data

could help us understand what works, what doesn’t, and where to focus future content efforts.

When I compare Armenia to the success stories of countries like Turkey, I genuinely feel we’re
just not telling our story yet. If we collaborated with real patients and influencers, especially from
the diaspora, and helped them document their journey here, it could change everything. Stories
build trust. If people could see what it’s actually like to receive medical care in Armenia, and how
it can also be a meaningful, even enjoyable travel experience- it could completely shift

international perception in our favor.
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Insights from a PR Professional: Building a Trustworthy and Unique Brand for Armenia’s

Medical Tourism

As part of my research, I interviewed a communications and PR professor to better understand
what Armenia needs to focus on to build its medical tourism brand. She explained that before
launching any kind of PR or marketing campaign, it’s important to look closely at what Armenia
actually has to offer. It’s not enough to start promoting ourselves. We need to make sure our

services are high quality, up to international standards, and truly offer something unique.

She pointed out that Armenia has some great starting points, like natural spas, herbal therapy, salt
caves, and healthy cuisine. But to stand out on a global scale, we need to answer a very important
question: “Why Armenia and not somewhere else?” That question should guide the entire branding

process.

From the PR professor’s perspective, the starting point isn’t about jumping into flashy campaigns,
billboards, or posting eye-catching content on Instagram. She made it clear that none of that
matters unless there’s something real and reliable behind it. The first step has to be proper research.
What are we actually offering? Are our clinics and services good enough? Do they meet
international standards? These are the questions we need to answer first. Before even thinking
about communication, we have to make sure the product is strong. Otherwise, we’re just promoting

something half-built, and that’s not sustainable.

The professor explained that branding only works when it’s based on something genuine. It’s not

just about creating a catchy slogan, but it’s about showing people why Armenia deserves their
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trust. That means finding our strengths, understanding what makes us different from other
countries, and then slowly building a brand around that. Real PR is about long-term trust. It takes

time, consistency, and a clear message that doesn’t try to oversell or exaggerate.

What refers to more specific PR strategies, the professor suggested Armenia should focus on
building partnerships with international travel agencies, booking websites, and medical tourism
facilitators. These are the channels patients already use to plan their trips and treatments. If
Armenia is visible there, we’re already one step closer to reaching the right audience. Another
smart idea she shared was to integrate medical services into existing tourism packages. For
example, someone traveling to Armenia to visit family or explore the country could also be
introduced to a dental treatment, a wellness service, or a consultation with a specialist. It’s not
about separating healthcare from tourism, but it’s about presenting them together in a way that
feels natural. Armenia has the potential to offer not just treatment, but a full experience- one where

people can take care of their health and enjoy the beauty of the country at the same time.

For countries like Armenia that don’t have a huge budget for marketing, she suggested simple but
effective tools like social media, vlogs, and influencer collaborations. These methods don’t require
a lot of money but can make a big impact- especially if they show real patient stories and
experiences. She also mentioned the importance of language accessibility and storytelling that
reflects Armenia’s culture. For example, just like Thailand is known for Thai massage, Armenia
needs to find and promote what’s uniquely ours, whether it’s traditional healing practices, local

herbs, or something else.
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For a country like Armenia, where budgets for big international campaigns are limited, she
suggested starting with basic steps. Social media, vlogs, and collaborations with influencers can
actually go a long way if they’re done with intention. These tools don’t require massive funding,
but they do require consistency and honesty. What matters most is showing real stories- actual
patients, real experiences, and genuine outcomes. People connect more with authenticity than with

polished ads, especially when it comes to something as personal as healthcare.

She also mentioned the importance of language accessibility and storytelling that reflects
Armenia’s culture. For example, just like Thailand is known for Thai massage, Armenia needs to
find and promote what’s uniquely ours- whether it’s traditional healing practices, local herbs, or

something else.

When it comes to trust, she emphasized how critical it is in medical tourism. Most international
patients make decisions based on what they read and see online, so the information needs to be
clear and transparent. That means listing safety standards, medical certifications, cleanliness
procedures, and what to expect before, during, and after treatment. These details aren’t just
formalities, but they are the things that help patients feel safe. If Armenia wants to be seen as a
reliable destination for care, it has to communicate openly, especially through the platforms people

actually use: websites, Instagram, YouTube, and other places where people do their research.

The insights from the PR professor highlight something simple but essential: Armenia doesn’t

need to do everything at once, but it just needs to start with what’s real, strong, and already here.

By focusing on authenticity, building smart partnerships, and telling our story with honesty and
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intention, we can begin to shape a medical tourism brand that feels trustworthy, grounded, and

uniquely Armenian.

52



Conclusion

This project explored how Armenia can become a stronger player in the medical tourism industry
by building on what it already has, like skilled doctors, affordable treatments, and a culture that
makes people feel genuinely welcome. After analyzing expert insights, survey responses, and
examples from other countries, it became clear that Armenia has real potential in this field. But at
the same time, there’s still a lot of work to be done, especially in terms of visibility, branding, and

communication.

We are already seeing progress in areas like fertility, cosmetic, and dental care- services that are
not only high quality but also far more affordable than in many Western countries. The problem is
that most people outside Armenia still don’t know about these opportunities, or they don’t have
enough information to trust them. That’s why communication matters. People need to feel safe,
not just about the treatment itself, but about the entire experience, from the moment they start

researching a clinic to the moment they go back home after recovery.

One of the most important takeaways from this project is that Armenia doesn’t need to copy what
others are doing. It just needs to focus on what makes it different and build from there. Before
creating a brand or a campaign, there needs to be something real behind it. Something honest and
solid. Armenia’s story should reflect what’s truly ours, whether that’s our natural resources, the

kind of hospitality people remember for a long time, or the overall “vibe” of Armenia.

Something else that became really clear during this process is that you don’t need a huge budget
to make an impact. Small, thoughtful steps- like sharing patient stories, creating multilingual

content, working with influencers, or improving social media presence can go a long way when
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done with intention. Being consistent, accessible, and transparent matters more than anything

flashy.

During my interview with the PR professor, I asked what advice she would give to young
professionals working in this field. Her answer was simple but stuck with me: “Roll up your
sleeves.” She talked about how this kind of work needs a team effort, starting from the healthcare
system to tourism, the private sector, and beyond. Communication, she said, can’t be separated
from everything else. It has to be part of a bigger, long-term plan that involves real collaboration
and shared goals. What she said reminded me that it’s not just about telling a good story, it’s about

creating something real and worth talking about.

If Armenia stays focused on quality, honesty, and putting the patient experience first, we have
every chance to grow in this space. Medical tourism isn’t just about treatments- it’s about trust,

care, and creating something meaningful. And I truly believe Armenia has what it takes to do that.
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