
SESSION 2 

CREATING A UNIQUE VALUE 

PROPOSITION



A WORKSHOP! 

(You’re going to have to

do some work….)



THE FOUR “P”S OF MARKETING

PRODUCT

PRICE

PLACE

PROM-

OTIONYOUR BRAND



FIRST TASK

WHAT DOES BRAND 
ACTUALLY MEAN?



“Your brand is about what 

other people say about you 

when you’re not in the 

room.”

Jeff Bezos

Founder of Amazon.com



YOUR BRAND IS ABOUT…

The key qualities, the key benefits that 
your brand offers that make you unique.



A reflection of your Unique Value 

Proposition. 

The UVP is the foundation on which 

your brand is built.

YOUR BRAND IS…



UVP IN DENTAL TOURISM

BUDAPEST,

HUNGARY



DENTAL TOURISM IN 

BUDAPEST, HUNGARY

DO THESE CLINICS 

COMMUNICATE A 

CLEAR UVP?











YOUR UVP?

1. EXPLAINS HOW YOU SOLVE A PROBLEM OR MEET A 

NEED

2. HIGHLIGHTS  SPECIFIC BENEFITS

3. TELLS THE CUSTOMER WHY THEY SHOULD BUY

FROM YOU

4. COMMUNICATES HOW YOU ARE 

DIFFERENT/BETTER



SECOND TASK

SO…
WHAT IS YOUR HOSPITAL 
OR CLINIC’S UVP?



LET’S TEST YOUR UVP!

DOES IT….

1. EXPLAIN HOW YOU SOLVE A PROBLEM OR MEET A 

NEED?

2. HIGHLIGHT  SPECIFIC BENEFITS?

3. TELL THE CUSTOMER WHY THEY SHOULD BUY FROM 

YOU?

4. COMMUNICATE HOW YOU ARE DIFFERENT/BETTER?



UNIQUE VALUE 
PROPOSITION

HOW DID YOU SCORE?



“UVP is the sweet spot 

between - what you can 

offer, what others are not 

offering and what your 

customers need.”

Vivek Shukla, Marketing Consultant, India



COMMON MISTAKES

1.IT’S ABOUT ME,

NOT YOU (THE 

CUSTOMER)

2.IT’S NOT UNIQUE

3.IT’S CONFUSED

4.IT DOESN’T SAY

HOW THE CUSTOMER 

WILL BENEFIT



SOME MORE EXAMPLES





CLEVELAND 

CLINIC



GREAT 

ORMOND 

STREET



BUMRUNGRAD



TYPICAL ELEMENTS OF THE 

VALUE PROPOSITION IN 

MEDICAL TRAVEL

1.HIGH QUALITY

2.LOW PRICE 

3.ERR............



“IF YOU DON’T HAVE A 

COMPETITIVE ADVANTAGE,

DON’T COMPETE"



HOW OFTEN ARE THESE THE 

FOCUS OF THE UVP?

1.SERVICE, HELP, SUPPORT

2.SATISFACTION

3.CARING

4.MAKING STUFF EASY

5.SPEED



LET’S TRY SOMETHING 

DIFFERENT…

“MEDICAL TRAVEL IS 

A DECISION OF LAST 

RESORT”



CUSTOMER NEEDS

1.WANTS TO FEEL SAFE

2.WANTS TO KNOW HE/SHE WILL BE 

CARED FOR

3.WANTS TO KNOW IT WILL

BE OK

4.WANTS TO KNOW WHAT IT

WILL COST 

5.WANTS REASSURANCE



A UVP WHICH COULD FORM 

THE FOUNDATION OF YOUR 

BRAND…

“For international patients travelling for major 

surgery who are concerned about the risks of 

medical travel, the team at XYZ Hospital make 

medical travel worry free. We look after every 

aspect, from the moment you first get in 

touch, throughout your treatment and in the 

weeks and months after you’ve returned 

home.”



A UVP WHICH COULD FORM 

THE FOUNDATION OF YOUR 

BRAND…

“We take the fear and uncertainty out of 

medical travel…. 

Every step of the way…. “



A UVP WHICH COULD FORM 

THE FOUNDATION OF YOUR 

BRAND…

“Pain free medical travel“

“Trouble free medical travel”



WHAT IS THE CUSTOMER’S VIEW? 

THINK... LIKE A CUSTOMER

• I came to your clinic because...

• The things I value most about 

your service are...

• You're better than other hospitals 

and clinics because...



REINFORCING YOUR BRAND

RESEARCH  
AND 

EVALUATE
DECIDE 

TREATMENT

EXPERIENCE 

FOLLOW 
UP

FORM 
OPINION

PROMOTER 
AND PUBLICIST

BUILD TRUST, REMOVE RISK



SHOULD YOUR UVP BE 

THE SAME FOR 

DIFFERENT MARKETS 

AND AUDIENCES?



DIFFERENT SEGMENTS...

DIFFERENT NEEDS?



YOU CAN’T BE EVERYTHING TO 
EVERYONE



“Lack of a UVP is one of 

the most common 

shortcomings in medical 

travel marketing.”

Vivek Shukla, Marketing Consultant, India



ANY QUESTIONS?
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