Study Background
• February 9, 2015—Global Healthcare Resources (GHR)
presents “medical tourism” to Council. Council
authorizes staff outreach to funding partners
• March-August 2015 Procurement Process
• 9-11/2015: Data Collection; Background Report
• 12/2015: Council Presentation, Market Demand and
Strengths, Weaknesses, Opportunities and Threats
(SWOT) Analysis
• 3/2016: Draft Strategic Plan
• 7/2016 Revised Strategic Plan and Final Materials in
9/2016

A VISION FOR THE TAMPA BAY
INTERNATIONAL HEALTH PROGRAM
(A Presentation Developed by GHR)
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Purpose of the Study
The scope of this study is to analyze the region’s strengths and
weaknesses in delivering traditional medical services - including
rehabilitation and/or wellness, along with medical meetings, sports
medicine, and human performance.
The Study will provide sound and conclusive recommendations about
establishing Tampa Bay as a medical tourism destination.
It will present a strategic action plan with specific steps to develop a
medical tourism model that benefits the entire region.
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Objectives and Context
The objective is to evaluate through SWOT the current state of Tampa
Bay three county region and to create a strategy for Tampa Bay to
offer specialized services in the following areas:

Opportunities
Expand Existing and Build New Channels of Service Revenue

Sample Focus Areas
Market Opportunities – Specialized Medical Services
Medical Centers and Services
Veteran’s Affairs Hospital, St. Petersburg College Prosthetics and medical device manufacturing.
All Children’s Hospital, Shriners Hospital for
Children
Laser Spine Institute, Tampa Orthopedic &
Sports Medicine Group
USF Heart Institute, Tampa General Hospital,
Bayfront Health, Pepin Institute Florida Hospital

Pediatrics: neurology and cancer treatments for
children and adolescents
Orthopedic and spine treatments

Moffitt Cancer Center

Cancer research and cutting edge treatments

Cardiovascular services

Inbound Patients in Florida

Based on the data collected for this project, it is estimated that 11
centers receive between 75 to 525 inbound patients annually.
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Recommendation: Healthcare
Consulting and Advisory Services
Super specialization of areas of expertise for each of the
participating health centers should be highlighted
Consumers are driven by niche areas of medical expertise and “Rock
Star” doctors at the top of their field.
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Recommendations: Tourism
Regional Brand Identity and Strategy
Greater communication between CVB’s in terms of determining a
cohesive regional brand identity and marketing strategy should be
encouraged to avoid duplication of efforts.
This will reduce redundancy in promotion of the region, increase
effectiveness in expanding existing and new markets, and provide
greater efficiency in communicating the benefits and services
offered at the regional level, instead of at the county level.
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Recommendations: All Sectors
Expand Existing and Build New Channels of Service Revenue

Providers have been working in “Silos” in the three counties, which
has created a void in understanding support services needed to
deliver the best service to patients from other cultures, inhibits
information gathering, and sharing or development of services.
A system “hub” where all sectors are seamlessly integrated should
be developed. This must be done though a collaborative effort
between all willing providers. Modifications to operations of facilities
may be required, from internal communications, services provided to
customers, and technology systems to track progress and ROI.
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Conclusions

•
•

The recommended action plan by GHR indicates that a minimum annual
investment of $1 million would be needed to develop a successful medical tourism
initiative in the Tampa Bay area. (Pg 13)*
Due to competition for patients, hospitals are reluctant to release information (910)*
Few “5 star” hotel facilities and elite amenities (Pg 144)* presents a challenge
With a few exceptions, the region’s medical reputation is not exceptional enough
(Pg. 30)*
The study does not identify a champion for the initiative
Tourism Development Councils currently invest in supporting medical conference
activities
American health-care is expensive and competitive on quality
The cost is high for a relatively low return

•

*Medical Tourism Feasibility Study & Strategic Plan
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