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A NEW MODEL iN HEALTH TOURISM MARKETING: INTEGRATED MARKETING
OF HUMAN AND PET HEALTH TOURiISM

Saghk Turizmi Pazarlamasinda Yeni Bir Model; insan Ve Evcil Hayvan Saghk Turizminin Entegre
Pazarlanmasi

ABSTRACT

This study proposes a conceptual model that integrates
human and pet healthcare services to enhance Tiirkiye’s
competitiveness in the international health tourism
market. The model is based on the assumption that
international patients increasingly travel with their pets
and that pets are widely perceived as family members,
which in turn drives rising demand for veterinary
healthcare services. This integration is expected to
generate cross-selling opportunities within health
tourism packages, enhance destination attractiveness,
and strengthen overall service value. The study is based
on secondary data obtained from a literature review and
sector reports, and provides a comprehensive analysis
using PESTEL analysis, Porter’s Five Forces model,
and the 7P Service Marketing Mix framework. The
findings indicate that pet health tourism represents a
niche yet high-value segment within the broader health
tourism ecosystem. Increasing pet ownership, digital
transformation, and evolving consumer expectations
create a favorable environment for integrated service
models. In this context, the model is considered to have
the potential to enhance customer satisfaction, diversify
service offerings, and generate long-term competitive
advantages. In conclusion, the study demonstrates that
the integrated human—pet health tourism model offers
an innovative and scalable approach that can contribute
to Tiirkiye’s health tourism strategy and provides a
conceptual foundation for future empirical research and
practical implementation studies.
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Tolgay Ercan!
OZET

Bu arastirma, Tirkiye’nin uluslararasi saglik turizmi
pazarindaki rekabet giiclinii artirmak amaciyla insan ve
evcil hayvan saglik hizmetlerini entegre eden kavramsal
bir model 6nermektedir. Model, uluslararasi hastalarin
seyahat siireglerinde evcil hayvanlarini beraberinde
getirme egiliminin artmasi ve evcil hayvanlarin aile
iiyesi olarak algilanmasina bagli olarak veteriner saglik
hizmetlerine yonelik talebin yiikselmesi varsayimina
dayanmaktadir. Bu entegrasyonun, saglk turizmi
paketlerinde c¢apraz satis firsatlar1 yaratabilecegi,
destinasyon ¢ekiciligini artirabilecegi ve hizmet degerini
giiclendirebilecegi Ongoriilmektedir. Calisma, literatiir
taramas1 ve sektdr raporlarina dayali ikincil veri
analizine dayanmakta olup PESTEL analizi, Porter’in
Bes Giicii modeli ve 7P Hizmet Pazarlama Karmasi
gerceveleri kullanilarak biitiinciil bir degerlendirme
sunmaktadir. Bulgular, evcil hayvan saglik turizminin
mevcut saglik turizmi ekosistemi i¢inde nis ancak
yiiksek deger potansiyeline sahip bir alan oldugunu
gostermektedir.  Artan evcil hayvan  sahipligi,
dijitallesme ve degisen tiiketici beklentileri, entegre
hizmet modelleri i¢in elverisli bir zemin olusturmaktadir.
Bu baglamda modelin, miisteri memnuniyetini artirma,
hizmet ¢esitliligini gelistirme ve uzun vadeli rekabet
avantaji  saglama  potansiyeline sahip oldugu
degerlendirilmektedir. Sonug¢ olarak calisma, entegre
insan—evcil hayvan saglik turizmi modelinin Tiirkiye nin
saglik turizmi stratejisine katki sunabilecek yenilik¢i ve
Olgeklenebilir bir yaklasim sundugunu ve gelecekteki
uygulamali arastirmalar i¢in kavramsal bir temel
olusturdugunu ortaya koymaktadir. Anahtar Kelimeler:
Insan Sagligr Turizmi, PESTEL, Evcil Hayvan Saglig:
Turizmi, Porter'in Bes Kuvveti, 7P Pazarlama Karmasi
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GENISLETILMIiS OZET

Turizm sektori, diinya ¢apinda en hizli bilyliyen ve rekabetgi sektorlerden biridir (Habibi vd., 2022; Sofronov, 2018).
Saglik turizmi, bu sektoriin hizla biiyliyen alanlarindan biri olup, farkli iilkelerden gelen hastalar sayesinde ulusal
ekonomilere doviz kazandirir (Agazade & Ergiin, 2024; Basirat vd., 2025). Bu turizm tiirii, uluslararasi hastalarin tanisal,
onleyici veya tedavi siireglerini tatille birlestirmesine olanak tanir (Halkiopoulos vd., 2021). Uzun bekleme siireleri,
ulasim kolayliklar1 ve kaliteli, uygun maliyetli hizmet arayisi, bireylerin yurt disinda saglik hizmeti alma egilimini
artirmaktadir (Mishra & Sharma, 2021).

Tiirkiye, son yillarda uyguladig1 basarili turizm politikalari ile saglik turizminde yiikselen bir destinasyon olmustur (Kusat
& Esen, 2022). Devlet destegi, akredite saglik kurumlari, gelismis ulagim ag1, deneyimli is gilicli ve uygun maliyetli tedavi
firsatlar1 Tiirkiye’yi giiglii kilar (Al-Natour, 2020; Ali & Torun, 2025). Paydas katilim1 ve is birligi, pazar payini artirmada
kritik 6neme sahiptir (Yilmaz vd., 2021). Hindistan, Singapur ve Tayland gibi tlkeler, saglik turizmi gelirleriyle dis
ticaret agiklarini kapatmaktadir ve sektorleri her y1l biiyiimektedir (Eryer, 2024).

Turizmde deger yaratmak ve rekabet avantaji saglamak g¢eviklik, yenilik ve pazar zekas1 gerektirir (Stylos vd., 2021).
Tiirkiye’nin uluslararasi pazardan daha fazla pay alabilmesi i¢in stratejik farklilasma 6nemlidir (Uslu vd., 2021). Kiiresel
saglik turizmi trendlerine gore, destinasyon segimlerini etkileyen faktorlerin arastirilmasi 6nemli olmaktadir (Chaulagain
vd., 2021).

Evcil hayvan sahipleri, saglik turizmi baglaminda 6nemli bir pazar grubudur. Diinya niifusunun {igte biri evcil hayvan
sahibidir ve onlar1 aile bireyi olarak gérmektedir (Buhalis & Chan, 2023). Bu, bireylerin kendi tedavileriyle es zamanh
olarak evcil hayvanlari i¢in saglik ve bakim hizmeti satin alma olasiligini artirmaktadir. Destinasyonlar, evcil hayvan
sahipleri ve hayvanlari i¢in saglik hizmetlerini ¢esitlendirerek rekabet avantaji elde edebilir (Meng vd., 2024).

Evcil hayvan saglik turizmi, sahiplerin kaliteli veteriner hizmeti almak icin seyahat etmesi olarak tanimlanir (Wu &
Chang, 2023). Insan ve veteriner saglik hizmetlerinin paket programlar i¢inde entegrasyonu, kapsamli ve es zamanli
hizmet sunumuna olanak saglar ve destinasyon deneyimini zenginlestirir.

Bu galisma, Tiirkiye’ nin saglik turizminde rekabetciligini artirmak amaciyla insan ve veteriner saglik hizmetlerini entegre
eden stratejik bir ger¢eve sunmaktadir (Almodawer vd., 2025). Model, Tiirkiye’yi tercih eden insan hastalara veteriner
hizmeti, Tiirkiye’ye saglik i¢in gelen evcil hayvan sahiplerine insan saglik hizmeti sunmay1 ongérmektedir. Model,
PESTEL analizi, Porter’in Bes Kuvveti ve 7P Pazarlama Karmasi ¢ergevesinde gelistirilmis olup bu ¢alisma “bir+bir=ii¢”
sinerjik etkisini gostermektedir.

Tiirkiye, JCI akredite hastaneleri, ileri teknoloji altyapis1 ve uygun maliyetli tedavi paketleri ile uluslararas1 hastalara
yiiksek standartli hizmet sunmaktadir (Biiylik & Akkus, 2024). Evcil hayvan saglik turizmi ise i¢ hastaliklari, cerrahi ve
rehabilitasyon gibi hizmetleri kapsamaktadir (Altug vd., 2017). Ancak Tirkiye’de dijital platform eksikligi sektdrde
gelisimi smirlamaktadir. Uluslararas1 6rnekler, BringFido ve PetFriendly.io gibi platformlarin pazari bilyiittiigiinii
gostermektedir. Bu baglamda, Tiirkiye'nin hem veteriner saglik turizmini profesyonellestirmek hem de pazarlama
faaliyetlerini sistematik bir sekilde yapilandirmak igin stratejik bir dijital platforma ihtiyaci oldugu agiktir.

Insan ve evcil hayvan saglik turizmini entegre bir modelde sunmak, stratejik ve operasyonel firsatlar yaratir. PESTEL ve
Porter analizi, makro ve mikro kosullar1 netlestirirken, 7P Pazarlama Karmas1 miisteri deneyimini gii¢clendirir. Entegre
iirtin, fiyat, dagitim ve promosyon stratejileri, kapsamli ve sinerjik bir hizmet deneyimi sunar. Standart siiregler, egitimli
personel ve modern altyapi, miisteri memnuniyetini artirir ve tekrar satin alimlar tesvik eder. Bu biitlinciil yaklagim,
giivenli, yiiksek kaliteli ve siirdiiriilebilir saglik turizmi deneyimi saglar.

Onerilen model, insan ve evcil hayvan sagligl hizmetlerinin entegrasyonundan dogan sinerjiyi vurgulamakta ve
potansiyel pratik oneriler sunmaktadir (Bir+Bir=Ug¢ yaklagimu).

Insan ve evcil hayvan saghk hizmetlerinin entegrasyonu, destinasyonun rekabet avantajini artirmakta ve pazarlama
stratejileri ile desteklendiginde stirdiirtilebilir bir model ortaya koymaktadir. Stratejik dijital platform 6nerileri, standart
hizmet protokolleri ve egitimli personel ile birlikte, pratik uygulama i¢in yol gosterici niteliktedir. Bu gergevede, modelin
saha testleri ve pilot uygulamalarla degerlendirilmesi, akademik ve sektorel katkilar1 gliglendirecektir.
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INTRODUCTION

The tourism sector is among the fastest-growing and most competitive sectors on a global scale (Habibi et al., 2022;
Sofronov, 2018; World Tourism Barometer, 2025). Health tourism, one of the most important and rapidly growing areas
of this sector, provides high added value to national economies by generating foreign currency inflows for patients from
different countries (Agazade & Ergiin, 2024; Basirat et al., 2025; Shabankareh et al., 2025). Health tourism is a
specialized type of tourism aimed at international patients seeking to combine diagnostic, preventative, or treatment
processes with vacations. Services are designed and marketed to meet both the healthcare and tourism needs of individuals
(Halkiopoulos et al., 2021). Long waiting times, reduced travel barriers, and the search for quality, affordable services
increase the tendency to use healthcare services in other countries (Mishra & Sharma, 2021; Dryglas & Smith, 2024;
Tyan et al., 2021; Vovk et al., 2021).

Tiirkiye has become a rising destination in health tourism thanks to the successful tourism policies it has implemented in
recent years (Kusat & Esen, 2022; Tagkin et al., 2024). Government support, authorized healthcare facilities, a developed
transportation network, accredited healthcare institutions, an experienced workforce, and affordable treatment
opportunities position Tiirkiye as a strong destination (Al-Natour, 2020; Ali & Torun, 2025; Kantas et al., 2025; Yalman
& Arik, 2025). Stakeholder participation and collaboration are critical to increasing Tiirkiye's market share (Yilmaz et
al., 2021). Countries such as India, Singapore, and Thailand cover their foreign trade deficits with health tourism
revenues, and the sector is growing every year (Eryer, 2024; Sinet et al., 2025; Mustafa et al., 2021).

Creating value and gaining competitive advantage in the tourism sector requires agility, innovation, and strong market
intelligence (Stylos et al., 2021). For Tiirkiye to capture a larger share of the international market, practices that provide
strategic differentiation and competitive advantage are needed (Uslu et al., 2021). Considering global medical tourism
trends, it is important to investigate the factors influencing destination choices (Chaulagain et al., 2021).

Pet owners are a key target market in the context of health tourism. This group, comprising approximately one-third of
the global population, considers their pets to be family members and seeks veterinary services in the event of health issues
This trend increases the likelihood of individuals purchasing health, care, or companionship services for their pets
alongside their own treatment, creating new value in health tourism. Diversifying services for pet owners and animals
gives destinations a competitive advantage, contributes to the health tourism economy, and can influence destination
choice. (Buhalis & Chan, 2023; Hidalgo-Fernandez et al., 2023; Meng et al., 2024; Veas-Gonzalez et al., 2025). Indeed,
pet owners' travels for their own treatment also increase the demand for pet health tourism (Research and Markets, 2023).

Medical tourism for pets is defined as pet owners traveling to other countries to receive quality veterinary services, and
it offers new research opportunities in the fields of tourism, veterinary medicine, marketing, and health sciences (Wu and
Chang, 2023; Wen et al., 2023). In health tourism marketing, designing services tailored to individual needs and
developing products that enhance destinations' competitiveness are crucial (Halkiopoulos et al., 2021).

Today, problems such as overcapacity, intense competition, a relative decrease in the number of customers, and
insufficient product differentiation, which are observed in many markets, are making the competitive environment in
which businesses operate increasingly complex. Under these conditions, businesses are required to develop effective
marketing strategies to achieve sustainable success (Buana et al., 2024).

The integration between functions that identify customer and market needs and those responsible for product development
enables firms to generate customer value and synergy by combining diverse areas of expertise. This integration is widely
regarded as a strategic approach that strengthens competitive advantage (Rein, 2004).

Within this framework, the integration of human and veterinary health services represents an innovative approach that
may enhance competitive capacity in the market by creating additional customer value (Timokhina et al., 2021). In this
regard, integrated service offerings that combine human and veterinary healthcare services can contribute to the
development of a more holistic service structure within the health tourism sector.

Building on this perspective, this study develops a strategic framework for the integration of human and veterinary health
services within health tourism, aiming to enhance Tiirkiye’s competitiveness in the global market (Almodawer et al.,
2025). The proposed model suggests the provision of complementary services, where pet-related services are offered to
international patients traveling for human healthcare, and human healthcare services are made available to tourists
traveling with their pets.

The framework is grounded in Porter’s Five Forces, PESTEL, and the 7P Marketing Mix analyses, and is designed to
generate synergistic value and strengthen strategic differentiation in the health tourism market.
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MATERIALS AND METHODS

This study proposes a strategic model that integrates human and pet healthcare services, aiming to increase Tiirkiye's
competitive advantage in the health tourism sector. The research was conducted using secondary data analysis, drawing
on literature review, sectoral reports, and national/international data. Three analytical methods were used in the research.
First, the PESTEL analysis assessed Tiirkiye's macroenvironmental factors across political, economic, sociocultural,
technological, environmental, and legal dimensions. Second, Porter's Five Forces analyzed the competitive landscape
through existing competitors, threats from new entrants, substitute products, bargaining power of suppliers, and
bargaining power of buyers. Third, the 7P Service Marketing Mix examined the design and marketing strategies of human
and pet healthcare services across product, price, distribution, promotion, people, physical evidence, and process
dimensions. (Porter, 1980; Grudtsyn and Chistobaev, 2024; Mojaradi et al., 2021; Nurhayaty, 2022). Despite being a
rapidly growing global sector, pet health tourism is underdeveloped in Tiirkiye. A lack of digital infrastructure and limited
service offerings hinder international competition. The proposed model integrates human and pet health tourism, creating
cross-selling opportunities and enhancing Tiirkiye's competitiveness.

This research proposes a conceptual model integrating human and pet health tourism based on existing literature and
secondary data. The proposed model has not yet been implemented in the field, and the aim of the study is to provide a
theoretical contribution to the literature.

2.1. Limits of the Research

This study proposes a conceptual model based solely on a literature review and secondary data; therefore, the model's
validity in the field has not been tested. The research was conducted only within the context of Tiirkiye, and its
comparative generalizability to other countries is limited. The model covers health and pet tourism but excludes the
pharmaceutical, insurance, and regulatory sectors. The integration of human and pet services has not been evaluated from
cultural, ethical, and psychological perspectives, and costs and investment risks have not been analyzed. These limitations
should be interpreted in light of the conceptual nature of the study and the fact that the model has not yet been
implemented.

RESULTS & FINDINGS

PESTEL analysis enables businesses to assess the external environment—political, economic, social, technological,
environmental, and legal factors—identifying opportunities and threats and supporting robust strategic decisions.
(Yiiksel, 2012)

3.1.Human Health Tourism PESTEL Analysis

Political: Support for health tourism was expanded with Decree No. 5448, published on April 20, 2022, covering service
export registration, market entry documents, agency commissions, travel health insurance, employment, foreign language
and health tourism training, transportation, advertising, event support, and the HISER project. Expenses are 100%
supported up to 9,600,000 TL annually. The Medical Waste Control Regulation ensures environmentally safe and health-
compliant waste management.Economic: Between 2019 and 2025, the number of patients visiting Tirkiye for health
tourism and associated revenues fluctuated annually. In 2019, 756,926 patients generated $1,459,132 thousand. Patient
numbers dropped to 435,691 in 2020 due to COVID-19. Between 2021 and 2023, patients numbered 729,592, 1,381,807,
and 1,538,643, with revenues of $2,016,262, 2,206,750, and $3,006,092 thousand, respectively. In 2024, 1,506,442 health
tourists contributed $3,022,957 thousand. In the first nine months of 2025, 1,080,387 patients generated $2,185,974
thousand. Social: The HealthTiirkiye web portal facilitates international patients’ access to healthcare, offering health
visa support, accommodation and transfer planning, treatment selection, and online cost control. The International Patient
Call Center operates 24/7 in six languages, and stakeholder collaboration is supported via USHAS-organized international
business forums. Technological: The HealthTiirkiye web portal digitally facilitates treatment program selection, cost
control, and online ordering processes. The portal is integrated with the international patient call center in six languages.
USHAS Academy offers training programs for international healthcare professionals. Virtual fairs are organized digitally.
The Medical Waste Control Regulation covers the disposal of waste according to international standards.
Environmental: The Medical Waste Control Regulation regulates the separate collection, transportation, temporary
storage, transport to processing facilities, and disposal of waste at source without harming the environment or human
health. Legal: Decree No. 5448 establishes the legal framework for incentives for the health tourism sector, determining
the types, rates, and upper limits of support. The Medical Waste Control Regulation covers legal regulations. The
HealthTiirkiye brand is a trademark of USHAS, affiliated with the Ministry of Health of the Republic of Tiirkiye (Official
Gazette, 2022; Tursab, 2022; USHAS, 2025).
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Pet Health Tourism Pestel Analysis

The transition to a digital identification system for pets in Tiirkiye is crucial for digitizing animal health data and
determining the number of adopted animals, thus ensuring security during pet transport. Political: Vaccine production
centers are planned to be established through public-private partnerships. Economic: The number of licensed veterinary
drugs is 1,826 (73% domestic), the number of vaccines is 505 (25% domestic), and import costs are in the region of $1
million. Social: There are 7,671 veterinary clinics and 80 veterinary polyclinics in Tiirkiye. Pet ownership and demand
are increasing; animal welfare initiatives are underway. Technological: Biosafe laboratories and the production of
vaccines and diagnostic kits are being implemented. Environmental: Biosafety is ensured through animal movement
control, quarantine, and disinfection practices. Legal: The legal framework for pet health tourism is defined by Animal
Protection Law No. 5199 and its amendment No. 7527. The Veterinary Clinic and Polyclinic Regulations ensure a safe
service environment by mandating the establishment of nursing homes, hospitals, and operating rooms, along with a
digital recordkeeping system and a designated veterinarian system, sterilization, infection control, and medical waste
management. Veterinary animal hospitals established in Tiirkiye, both public and private, provide adequate infrastructure
for pet health tourism (Official Gazette, 2004; 2011; Ministry of Agriculture and Forestry, 2025).

Table 1: PESTEL integrated assessment of human health tourism and pet health tourism

PESTEL Integrated Market Assessment

Political Integrating health and veterinary policies, accreditation, authorization documents and government support in both markets
can increase service quality and international trust..

Economic Cost-effective human and pet health service packages, cross-selling opportunities, and integrating the economic advantages
of the packages together can increase competition and demand in both markets.

Social People's trust, satisfaction and loyalty; cultural fit and communication quality can increase customer experience and
preferences.

Technological | The effectiveness of services to be marketed integrated with telemedicine - veterinary practices, technological devices and
digital tracking systems can be increased.

Environmental | Sustainability, energy and waste management practices in hospitals and clinics can increase service quality, brand value and
reputation in the integrated market.

Legal Patient and animal rights, medical/veterinary liability and ethical regulations can increase trust in the integrated marketplace.

3.2. Porter's Five Forces Analysis of Human and Pet Health Tourism

Porter's Five Forces of Competition Model is an analytical method that assesses the competitive structure of an industry
based on external environmental factors. The model examines competition through the threat of entry, substitute products,
buyers, suppliers, and existing competitors, and examines the interactions within the industry from a broad perspective.
In this context, the competitive structure of the industry is examined within the context of both human health tourism and
pet health tourism (Adroitmarketresearch, 2025; Alfonso et al., 2022; Cagatay, 2021; Ebrahim & Ganguli, 2019;
Finmodelslab, 2025; Gan & Frederick, 2011; Grudtsyn & Chistobaev, 2024; Medicaltourism, 2025; Mojaradi et al., 2021;
Porter, 1980; Stefan et al., 2023; Thilagavathi Krishnan & Shankar Chelliah, 2013):

The Threat of New Entrants to the Human Health Tourism Market:
The most powerful competitive factor in the healthcare sector is the threat posed by new entrants. New competitors aim
to gain greater market share, and barriers to entry are determined by capital requirements, access to distribution channels,
brand awareness, and government regulations. While the international health tourism sector offers opportunities for new
entrepreneurs due to low barriers to entry and growing demand, strong customer loyalty and established networks with
accredited healthcare providers can pose barriers to new businesses The Threat of Substitute Products in Human
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Health Tourism:Patient-centered practices can favor healthcare services, therapies, telemedicine, and wellness tourism.
This increases the importance of substitute products. Preventive care services reduce treatment demand and strengthen
the impact of substitute options. Meanwhile, treatment costs and regulations limit the opportunities for substitute products
Bargaining Power of Customers in Human Health Tourism:The number of customers, the importance of the product,
the purchasing volume, and the level of technical knowledge determine their bargaining power. Customers' high
integration power and access to digital information increase their bargaining power. The internet, social media, and digital
platforms increase patient awareness and bargaining power by facilitating access to information. Price transparency and
the sharing of service details enable patients to make informed decisions and compel providers to offer competitive prices
and high-quality service. Positive customer experiences strengthen customer loyalty and increase repurchase intentions
Bargaining Power of Suppliers in Human Health Tourism: Supplier bargaining power is determined by the number
of suppliers, available alternatives, fixed costs, and integration strengths. Accreditation standards, international hospitals,
and intermediaries increase the likelihood of selecting JCI-accredited institutions. As of 2023, around 1,100 healthcare
institutions were JCI-accredited, primarily in countries such as India, Mexico, and Thailand. Accreditation, as a marker
of quality and trust, strengthens supplier bargaining power, while institutions with advanced technology and high
standards create significant barriers for new competitors. Competition Among Current Competitors in Human Health
Tourism: Porter’s strategies—low-cost leadership, differentiation, and focus—help manage competition. Low-cost
leadership provides price advantages, differentiation distinguishes offerings, and focus targets specific segments. Travel
agencies support health tourists with affordable logistics. Thailand boosts appeal through cost-effective strategies, India
leads via cost leadership and diversification, and US agencies often adopt differentiation with premium, personalized
packages. Competition intensity depends on capital, technology, quality, capacity, competitor numbers, fixed costs, and
entry barriers. The global health tourism market is rapidly growing, with countries such as Canada, Singapore, Japan,
Spain, the UK, India, Thailand, Mexico, and Dubai experiencing strong competition. Brand reputation on digital
platforms shapes patient preferences.

The Threat of New Entrants in Pet Health Tourism: High capital requirements for Al-powered diagnostic and
treatment solutions pose a significant barrier to new ventures. However, televeterinary and mobile clinics reduce costs,
enabling market entry in rural areas, supported by government subsidies. Entry is limited by high R&D costs, complex
approvals, supply chain expertise, and brand loyalty. While traditional pharmaceutical and biologics segments are
challenging, digital health, televeterinary platforms, and Al-based devices have lower barriers. During the pandemic,
47% of pet owners used televeterinary services, 75% were satisfied, and 60% willing to pay, though usage declined
afterward amid regulatory uncertainty. The global veterinary care market is expected to grow, driven by pet ownership,
technological advances, telemedicine, and preventive care demand.The Threat of Substitution in Pet Health
Tourism:Tele-veterinary medicine is emerging as an alternative to traditional clinic visits in rural areas. The proliferation
of insurance policies is encouraging owners to opt for more technologically advanced treatments, reducing the appeal of
traditional care options. Low-cost local clinics, over-the-counter (OTC) products, and online veterinary referral platforms
are creating a substitution effect. Economic fluctuations may increase the preference for affordable care options over
advanced treatments. Televeterinary medicine poses a moderate threat as a substitute for in-person services Bargaining
Power of Buyers in Pet Health Tourism: Pet owners are becoming increasingly aware; access to digital information
and price comparisons are influencing their purchasing behavior. Insurance penetration is driving demand for regular and
advanced care, while low insurance penetration increases cost sensitivity. The increase in the number of clinics is
increasing bargaining power. Services include preventive care, routine checkups, televeterinary services, and nutritional
consultations. Pricing is available through fee-for-service, packages, or insurance-backed plans. Bargaining Power of
Suppliers in Pet Health Tourism:Veterinary pharmaceutical manufacturers, biotechnology companies, and R&D-
focused technology providers have strong bargaining power. A limited number of suppliers offers an advantage over
clinics. Increasing pet ownership and the growth of the middle class are driving demand for veterinarians. Technology-
enabled services, premium pet products, and digital applications present new opportunities. ; Competition Among
Current Competitors in Pet Health Tourism: The global pet health tourism market is growing rapidly, reaching $66
billion by 2025 and $120 billion by 2033. This growth is driven by increased pet ownership, awareness, and insurance
penetration. As corporate groups replace independent clinics, competition is driven by economies of scale, technology
investments, brand strength, and service diversity. The market is concentrated in the US, Germany, India, China, Mexico,
Brazil, and Canada. Multinational companies (Zoetis, Merck, Elanco) are increasing competition with their R&D, product
portfolio, and digital solutions. While televet solutions in Europe improve efficiency and cost-effectiveness, regulatory
differences make market entry difficult. (Fortune Business Insights, 2025; HealthforAnimals, 2025; Industryresearch,
2025; Kenresearch, 2025; Mordorintelligence, 2025; Eti & Yorulmaz, 2025). Futuremarketinsights, 2025;
Marketresearchfuture, 2025; Yahoo, 2025).
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Table 2: Porter 5G integrated assessment of human health tourism and pet health tourism

Porter 5 Power

Integrated Market Assessment

Intensity of Competition

JCI accreditation and service diversity provide differentiation in both markets, and cross-marketing with
integrated packages can provide advantages.

Purchasing  Power of | The price and quality impact of pharmaceutical, medical and veterinary equipment providers can be
Suppliers optimized through integrated cost management.

Purchasing  Power of | People can create new values through cross-marketing by offering integrated packages that are price and
Buyers quality sensitive.

Threat of Substitute Goods

Alternative services such as telemedicine and televeterinary medicine can be offered in an integrated manner
in both markets and create high standards in services.

New Entry Threat

The quality standards of integrated delivery clinics can create a strong presentation with accreditation

managements.

3.3. Transition to 7P Service Marketing Analysis

PESTEL and Porter’s Five Forces Analysis illustrate the macro environment and competition in the human and pet health
tourism industry; the 7P Mix of service marketing provides micro-level guidance for strategy.

Evaluation of Human Health Tourism with 7P

Product: Tiirkiye offers high-quality, state-of-the-art services to patients coming from abroad for treatment in nearly all
medical specialties, including internal medicine, surgery, basic medicine, dental care, hair transplantation, and
rehabilitation services. These services are supported by national and international accreditation; there are more than 50
JClI-certified hospitals across Tiirkiye. These hospitals are located in major cities such as Istanbul, Ankara, Izmir, and
Antalya, as well as in regions of strategic importance for health tourism. Price: Private healthcare institutions in Tiirkiye
offer medical procedures performed using modern methods at more affordable prices compared to those in their countries
of origin. This provides a significant price advantage for health tourism. Service packages offer optional additional
services such as accommodation, transfers, foreign language translation support, flight ticket reservations, tourist
activities, and visas. This approach allows tourists to choose service packages based on their needs and preferences.
Place: In Tiirkiye, health tourism services are provided through authorized healthcare facilities and intermediary
organizations. According to 2025 data, the number of hospitals eligible for authorization is 661, medical centers 194,
practices 3,443, polyclinics 1,826, and agencies 1,366. Authorization certificates are issued by the Ministry of Health for
healthcare facilities and by USHAS for intermediary organizations. To increase the international accessibility of services,
healthcare facilities and intermediary organizations are required to create websites with foreign language options and
publish accreditation documents. Promotion: The Ministry of Trade supports health tourism in distinguishing itself in
global competition and adding value to the national economy. 175 institutions are promoted through the "Heal in Ttirkiye"
web portal, and applications are constantly increasing. In 2023, 733 million TL in support was provided to the healthcare
sector. Promotional activities are carried out through participation in international patient call centers, the USHAS
Academy, and fairs/exhibitions. Process: Healthcare services processes have been standardized and improved within the
scope of the Health Transformation Program. The program strengthened central coordination to ensure effective,
efficient, and equitable service delivery, increased financial accessibility, and strengthened primary healthcare services.
Furthermore, processes have been standardized according to accreditation requirements, and hospitals are required to
publish their accreditation status annually. People: In 2024, the total healthcare personnel numbered 1,436,686. Among
these, 221,133 are physicians, 50,434 dentists, 264,857 nurses, and 42,324 pharmacists. The number of physician visits
per capita is 12.2, and the number of dentist visits per capita is 0.73. Physical Evidence: According to 2024 data, Tiirkiye
has 1,562 hospitals, 268,359 beds, and 183,033 qualified beds. Intensive care capacity is 49,010. Advanced technological
equipment such as MRI, CT, ultrasound, Doppler, echocardiography, mammography, and hemodialysis devices are
prominent in health tourism. Within the scope of emergency health services, 3,498 emergency aid stations and 5,664
ambulances are operating. Primary health care facilities include 28,845 family medicine units, 8,228 family health
centers, 973 Community Health Centers, and 417 KETEMs. The hospital bed occupancy rate is 59.8%, the average length
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of stay is 4.2 days, and the bed turnover rate is 51.7% (Biiyiik & Akkus, 2024; I¢c6z, 2009; Taskent, 2023; TUSEB, 2024;
TMC, 2025; Usta & Serdarasan, 2020; SHGM, 2025; Official Gazette, 2025a, 2025b; Ministry of Trade, 2025; USHAS,
2025; Health Statistics Yearbook, 2024; SDP, 2008).

Evaluating Pet Health Tourism with 7p

Product: Pet health tourism should offer health packages covering internal medicine, surgery, and basic veterinary
sciences, along with rehabilitation and specialized pet packages to increase diversity. International veterinary hospital
accreditation can document quality and strengthen processes. Veterinary faculty services include treatments for oral, foot,
skin, congenital, joint, muscle, gastrointestinal, and urogenital conditions, with technological solutions such as laser
applications and mobile ultrasound widely used. Price: Keeping prices low (28.1%) is an important strategy implemented
in clinics to increase patient numbers and ensure customer retention (Aral et al., 2010; Hayat et al., 2019). Place: In
Tiirkiye, veterinary faculties and clinics serve regional and national animal health with modern and fully equipped animal
hospitals. They provide treatment for domestic, farm, wild, and exotic animals through collaborations with universities,
public, and private sectors. Some clinics also offer home visits (56.3%). Promotion: Promotional and marketing activities
of veterinary clinics include improving service quality (87.5%), establishing good relationships with patient owners
(93.8%), and promotional activities (53.1%). These practices are important for expanding clinics' customer bases and
enhancing brand credibility. Process: The most important factors in patient satisfaction are the veterinarian's knowledge
and experience, communication skills, and availability when needed. The technical staff and support services within the
clinic also directly contribute to the quality of patient care. The effectiveness of patient registration and tracking systems
is a key factor determining the quality of service processes. The procedures and treatment processes implemented in
clinics directly affect patient satisfaction. Effective process management helps reduce professional and ethical issues.
People: Under the Council of Higher Education (YOK), veterinary medicine education is provided at 31 universities, and
the Department of Laboratory and Veterinary Health is trained as a specialist workforce at 62 universities. Physical
Evidence: The interior design, comfort, and equipment of clinics are important criteria evaluated by patient owners. The
availability of care and hairdressing services, along with the availability of technological equipment, provides physical
evidence to support the quality of the service. Tiirkiye stands out in health tourism with its advanced infrastructure and
high-quality services, and the Health Tourism Complication Insurance reduces the risk of post-treatment complications
for international patients, increasing the country's credibility (Aral et al., 2010; Arslan Altug et al., 2017; Cevrimli et al.,
2019; Degirmencioglu & Karamustafa, 2025; Din¢ & Or, 2014; Hayat et al., 2019; Kaygisiz, 2004; Kulualp et al., 2016;
Sarierler & Kilig, 2003; Sinmez & Aykun, 2021;VEDEK, 2025; YOK, 2025).

Table 3: 7P integrated assessment of human health tourism and animal health tourism

7P Integrated Market Assessment

Product A comprehensive service portfolio can be created by integrating internal, surgical, rehabilitation, dental, hair
transplantation and pet packages.

Price By integrating packages and cross-selling strategies, customer loyalty can be achieved with affordable pricing advantages.

Place The demand for integrated accessibility services can be increased with certified hospitals, clinics, medical centers and
mobile services.

Promotion Awareness can be created in communication and visibility by providing integrated marketing with web portals, fairs, call
centers and promotional activities.

Process Confidence in service quality can be strengthened by marketing standard services, accreditation and digital tracking
systems in an integrated manner.

People Opportunities can be increased by turning the number of personnel into an advantage by using their competencies in an
integrated manner.

Physical By integrating physical infrastructure, technology and service evidence, awareness of trust, quality and brand value can be
Evidence created.

The PESTEL analysis examines Tiirkiye's human and pet health tourism at a macro level, assessing political, economic,
social, technological, environmental, and legal factors. Porter’s Five Forces analysis highlights industry competition,
supplier and buyer power, substitute products, and entry threats, identifying strategic opportunities and risks. Service
design is considered through the 7Ps of Service Marketing—product, price, distribution, promotion, process, personnel,
and physical evidence. JCI accreditation, affordable packages, and advanced technology provide key opportunities in
human health tourism, while expert personnel, service variety, and price are crucial for pet health tourism. This integrated
approach informs strategic and operational marketing decisions from macro to micro levels.
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Table 4. PESTEL, Porter 5G, 7P Integrated Assessment
7P PESTLE and Porter SG Effect Integrated Market Assessment
Product Political: Accreditation and | By integrating human and pet packages, comprehensive and synergistic service
regulations; Technological: | delivery is provided; cross-selling and brand trust are increased.
Advanced devices; Competition:
Service differentiation
Price Economic: Package costs, | Integrated pricing provides cost-effectiveness and economic advantages; it can increase
government  subsidies;  Buyer | demand and customer loyalty.
power: Customer price sensitivity
Place Social/Economic:  Transportation | The customer base expands with accessible integrated services; synergies can be
and access; Threat of new entrants: | created through both physical and digital channels.
New facilities
Promotion Social:  Trust, cultural fit; | Integrated promotion can build brand awareness and trust. Cross-marketing can reach
Competition: Awareness raising both human and pet customers, providing even more added value.
Process Legal: Ethics and Standards; | Integrating standardized and digitalized processes together can further increase service
Technological: Digital tracking; | quality and customer satisfaction, creating potential customer opportunities.
Threat of substitution: Alternative
services
People Social: Education, communication | A more integrated customer experience is achieved with educated, professional
skills; Buyer power: Expectation of | healthcare workforce; satisfaction and loyalty can be ensured, which can increase
satisfaction repeat purchases and preferences.
Physical Environmental: Hygiene, | With the integration of physical facilities and technology, trust, quality and brand value
Evidence sustainable facilities; | increase and a synergistic experience is offered.
Technological: Equipment;
Competition: Differentiation
Strategic Technology, Accreditation, Cost, | A marketing strategy integrating human and pet health tourism can create a synergistic
Competition, Trust market position by offering a comprehensive, safe, and high-quality service experience
(One+One=Three). This approach differentiates the sector, opens new opportunities,
strengthens brand reputation, and increases repeat purchase intentions through a more
diverse customer experience.

Integrating PESTEL, Porter’s Five Forces, and the 7P Service Marketing Mix enables customer-centric strategic
differentiation in human and pet health tourism. This approach strengthens the sector, providing safe, high-quality,
accessible, and comprehensive services. At the macro level, PESTEL and Porter analyses offer insights into competition
and environmental conditions, while the 7P framework guides opportunity identification, service design, and
differentiation at the micro level. This holistic approach enhances brand trust, customer satisfaction, and competitive
advantage, creating a synergistic market position and strategic success (Jusuf, 2024).

Discussion and Conclusion

This study proposes an integrated conceptual model combining human and pet healthcare services to strengthen Tiirkiye’s
position in the international health tourism market. The integration of pet healthcare services into human health tourism
packages may enhance perceived value, increase destination trust, and provide a competitive advantage in niche tourism
markets. This approach highlights an ecosystem in which multiple stakeholders collaboratively generate shared value.

The perception of pets as family members is a key factor that increases the likelihood of acceptance and preference for
integrated health tourism packages (Choi et al., 2025). Moreover, previous studies emphasize that highlighting practical
benefits and innovative experiences in pet-friendly tourism significantly increases demand (Veas-Gonzalez et al., 2025).
This creates a synergistic effect that may further enhance the potential demand for the proposed model.

Rising pet ownership rates, digitalization in healthcare services, and evolving consumer expectations collectively create
a favorable environment for integrated service models. In this context, combining human and pet healthcare services can
provide a more holistic customer experience, increase cross-selling opportunities, and strengthen destination branding.
Therefore, the proposed model should not be considered merely a marketing innovation, but also a strategic
transformation in health tourism.
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However, the implementation of such a model may face structural challenges due to its multi-stakeholder nature. The
literature indicates that communication gaps, data-sharing limitations, and weak institutional coordination are significant
barriers in health tourism systems (Dibb et al., 2008; Simkin, 2002). Similarly, factors such as inadequate infrastructure,
language and communication barriers, high costs, and weak marketing strategies are among the main constraints affecting
health tourism development (Askari et al., 2025;Jalali et al., 2025).

In this regard, strengthening digital infrastructure, standardizing service processes, and enhancing inter-organizational
coordination are critical requirements. In particular, tourism agencies should play a central coordinating role in ensuring
effective integration between human healthcare providers and veterinary service providers. Through such coordination,
agencies can facilitate synchronized service delivery, improve operational efficiency, and ensure a seamless customer
experience across both human and pet healthcare services.

Development of the Pet Health Market and Preliminary Feasibility Study Potential in Tiirkiye

Pet ownership is increasing globally, creating a growing demand for veterinary healthcare services and pet-oriented
tourism models. In the United States, approximately 66% of households own at least one pet, while in Europe this rate
ranges between 46—49%. It reaches 59% in Russia, 45% in Romania, and 58% in South America (FEDIAF, 2025;
Dogster, 2026). These figures demonstrate that pet ownership is a global phenomenon rather than a regionally confined
trend.

The increasing perception of pets as family members has led to rising expenditures on health, care, and insurance services.
Accordingly, pet ownership represents not only a demographic shift but also a structural transformation in global
consumption patterns. This transformation is reflected in the expansion of high-value pet-related industries.

The global pet economy has reached approximately €340 billion, while the pet care market is projected to grow from
$181.9 billion in 2025 to $283.7 billion by 2033 (Grand View Research, 2025; The Global Statistics, 2026). The United
States alone accounts for a substantial share of this market, with expenditures exceeding $150 billion annually. Similarly,
the European pet market demonstrates strong sectoral diversification, including veterinary services (€34—37 billion), pet
food (€29.2 billion), and related services (€24.5 billion) (Lawson, 2025).

Overall, these figures indicate that the pet sector is not limited to care services but represents a comprehensive animal
health and service ecosystem with significant economic value. Within this context, veterinary healthcare services emerge
as a key driver for new service domains, including veterinary tourism and health tourism integration.

From Tiirkiye’s perspective, the country hosts 1,398,580 international health tourists annually (USHAS, 2025),
demonstrating a strong inbound healthcare demand. When this population is evaluated alongside global pet ownership
rates (35-55%)), it can be inferred that a substantial proportion of healthcare tourists may also be pet owners.

International studies indicate that approximately 72% of pet owners travel with their pets at least once per year, while
40% travel more frequently (Palacios Rubio & Nelloolichalil, 2024). Therefore, it is reasonable to assume that a
significant share of healthcare tourists visiting Tiirkiye may include pets in their travel behavior. This creates a substantial
potential demand base for pet healthcare services within the country.

Tiirkiye’s strong healthcare infrastructure further supports this potential. The country has over 1,500 healthcare facilities,
268,000 hospital beds, and more than 50 JCI-accredited hospitals. In addition, city hospitals such as Ankara Bilkent and
Etlik represent large-scale integrated healthcare complexes with advanced capacity and infrastructure, contributing
significantly to health tourism development (KHGM, 2026).

In parallel, Tiirkiye has a well-established veterinary education and service network, including more than 30 veterinary
faculties, research centers, and private clinics. This structure ensures both qualified workforce development and
expanding clinical service capacity in pet healthcare.

When evaluated collectively, these global demand trends and Tiirkiye’s supply-side capabilities indicate that the pet
health and care sector represents a rapidly growing, high-potential market. In this context, integrating human and pet
healthcare services may generate a new, high value-added hybrid tourism model, strengthening Tiirkiye’s competitive
position in health tourism.

To demonstrate this potential, European veterinary service price levels and Tiirkiye’s incoming health tourist volume are
used as benchmark variables to construct the economic assumptions underlying the proposed model.
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Table 5. Veterinary Service Prices in European Countries (Euro - €)

Country Consultation | Vaccination (€) Sterilization (€) Dental National Average (€)
(€) Cleaning (€)

Norway 100 75 500 650 331.25

Germany 60 45 275 350 182.50

France 52.5 40 250 300 160.63

Italy 45 35 215 265 140.00

Spain 40 30 185 225 120.00

Poland 30 22.5 115 150 79.38

Bulgaria 22.5 17.5 75 110 56.25

Europe Average Benchmark: 1529¢€

(PetLifeCalc, 2025)

Table 5 shows the price distribution for veterinary health services (consultation, vaccination, sterilization, and dental
cleaning) in European countries, with an average benchmark value of €152.9 used as a reference for Tiirkiye (PetLifeCalc,
2025)

Table 6. Pet Health Tourism in Tiirkiye — Integrated Demand and Economic Impact Model.

Scenario Health Tourist Traveling with Number of Service Animals in Average Total Economic
a Pet (%) Pets Utilization Service Areas Service (€) Contribution (€)
Rate
Conservative 1.398.580 60% ~839.148 1% ~8.391 152.9 ~1.28 Million €
Medium (Base 1.398.580 72% ~1.006.978 2% ~20.140 152.9 ~3.08 Million €
Case)
Optimistic 1.398.580 80% ~1.118.864 5% ~55.943 152.9 ~8.55 Million €

Table 6 presents an integrated model showing the demand for pet health tourism services in Tiirkiye under different
scenarios and the resulting potential economic contribution.

Based on the number of health tourists visiting Tiirkiye (1,398,580) and international literature indicating that 60—80%
of travelers travel with their pets, three scenario frameworks were developed for the pet health tourism market. Within
this context, the main veterinary services considered include consultation, vaccination, neutering/sterilization, and dental
care (prophylaxis and periodontal treatment).

The average European veterinary service price of €152.9 was used as a benchmark reference value. The utilization rate
of veterinary services by incoming pets was assessed under three conservative scenarios of 1%, 2%, and 5%, reflecting
the fact that these services are optional rather than essential components of tourism expenditure. Accordingly, the low
scenario represents minimal uptake, the base scenario reflects a literature-consistent moderate adoption level, and the
optimistic scenario assumes the emergence of advanced pet-friendly tourism behavior.

Based on these assumptions, the estimated economic contribution of pet health tourism to Tiirkiye is as follows:
e Conservative scenario (1%): approximately €1.28 million
e  Base scenario (2%): approximately €3.08 million
e  Optimistic scenario (5%): approximately €8.55 million

The results indicate that pet health tourism does not constitute a high-volume core segment within the current health
tourism ecosystem but represents a high-value niche with significant growth potential. This suggests that Tiirkiye could
diversify its health tourism portfolio through pet-related services and strengthen its competitive position in niche tourism
markets.

According to USHAS 2025 data, Tiirkiye’s total health tourism revenue is approximately USD 3,022,452 thousand
(around USD 3.02 billion). Within this context, the proposed pet health tourism model contributes an additional €1.28—
€8.55 million to the system. Although relatively limited in comparison to the overall sector volume, this contribution is
strategically important as an emerging segment with long-term expansion potential.
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Overall, the proposed integrated model should not be viewed merely as a complementary service but as an innovative
and value-added approach that enhances the diversification of the health tourism ecosystem. When combined with human
health tourism, it broadens the service portfolio, diversifies revenue streams, and strengthens destination competitiveness.
Accordingly, the model can be considered a scalable and sustainable framework that may be integrated into Tiirkiye’s
broader health tourism strategy.

Human and Pet Health Tourism Integrated Marketing Model Scenario Process

This model represents a holistic service approach that re-imagines the international health tourism process through patient
and pet integration.

The process begins with an international patient contacting a healthcare business or health tourism agency to purchase
healthcare services. At this stage, the patient requests a specific healthcare service, such as hair transplantation, dental
treatment, or cosmetic surgery. Following the application, a standard health tourism package is created for the patient.
This package includes medical treatment (e.g., hair transplantation), airfare, and accommodation services (optional), with
a total cost of 3000 USD.

A critical decision point occurs within the process. At this stage, the patient is asked, "Will your pet accompany you on
your trip?" This question is the fundamental element that triggers the cross-selling mechanism of the model.

If the patient states that they do not have a pet or will not bring one, the process continues according to the classic health
tourism service model. In this case, only the standard human health tourism package worth 3000 USD is offered, and no
additional services are suggested. However, if the patient states that they will be traveling with their pet, the system
activates the cross-selling mechanism. Accordingly, an integrated health tourism package is offered to the patient.

The integrated package consists of two main components. The first component includes human health services (hair
transplantation, dental treatment, or cosmetic surgery) as well as flight and accommodation services (optional). The
second component focuses on pet services. This includes routine health checkups, vaccinations, parasite treatment,
cosmetic and grooming services, veterinary services, pet-taxi, and various organizational activities such as transfers to
pet-friendly hotels.

Figure 1. Human + Pet Integrated Health Tourism Model

International Patient
Health Tourism Agency / Healthcare Business
Healthcare Service Application

y
Patient Question: Will
a Pet Accompany the
Patient on a Medical The answer is yes, a cross-selling integrated
Treatment Trip? package model is offered.
Human health treatment package $3000 and
Pet Health treatment package $1500

A
Y

No

The answer is No, the
— | traditional treatment
package costs $3000.

Traditional Treatment
Process $3000

Answer Yes. Package offer Human Health Tourism $3000 and Pet
Health Tourism $1500
Integrated Package application
Total = $4500
Increased total revenue by creating service
Patient satisfaction is ensured by preventing separation stress
thanks to the patient being with their pet
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In terms of pricing, the human health tourism package is set at 3000 USD and the pet service package at 1500 USD in
the model. Thus, the total cost of the integrated package reaches 4500 USD. In the post-decision process, if the patient
accepts the integrated package, the holistic health tourism model is applied; if they do not accept, the process continues
with only the standard human health tourism service.

The main contribution of this model lies in its potential to increase revenue through a cross-selling mechanism, enhance
patient experience, reduce travel barriers associated with pets, and elevate expectations within health tourism services by
transforming the system into a more holistic and integrated structure.

This study is conceptual in nature and relies solely on secondary data; the proposed model has not yet been implemented
in practice. Future empirical research may examine consumer demand dimensions, operational feasibility, and financial
sustainability. In this regard, the study provides a theoretical foundation for evaluating new strategic configurations within
the health tourism ecosystem.

Several structural barriers may affect the implementation of the proposed model, including insufficient digital
infrastructure, lack of personnel experience in integrated service delivery, and coordination challenges between human
and animal health service providers. Addressing these issues requires the development of a structured coordination
mechanism, with tourism agencies potentially playing a central role as process managers. In this framework, tourism
agencies could facilitate integration between healthcare providers and veterinary service providers, ensuring smoother
service delivery and improved operational efficiency.

For effective implementation and commercialization of the model, three key requirements are emphasized. First,
simultaneous booking systems should be established through a dedicated digital platform to enable efficient planning.
Second, coordinated collaboration between human and animal health institutions must be ensured. Third, the value
proposition of integrated services should be clearly communicated so that customers perceive the direct benefits of the
combined offering.

Overall, the proposed model remains a theoretical framework that has not yet been tested in practice. However, future
studies will enable empirical validation of the model and assessment of its proposed platform features, contributing to
the development of practical and sustainable solutions in integrated health tourism. In this context, the “One+One=Three”
concept highlights the synergistic value created by the joint provision of human and pet health services, where the
combined effect exceeds the sum of individual services.
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