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Executive Summary

Health and Wellness Tourism is a global travel industry that iof f er s t ouri st s

improve their health and their lives through physical, emotional, and spiritual experiences at

n

the host destinati on gGlabal Advidoty Semvicdas bréGAS) basedinc ul t ur «

Hawaii). It covers such health and wellness areas as 1) Western medicine, 2) spas, retreats
and beds and breakfast (B&B), 3) Eastern healing arts, 4) host culture, 5) sports and fitnhess,
6) ecotourism, 7) edu-tourism, 8) agri-tourism and cuisine and 9) integrative healthcare.

The notable growth in the health and wellness tourism market is attributed to the global
consumer trends that include 1) aging populations in key demographic sectors (e.g., US
baby boomers and EU retirees), 2) growing interest in wellness services and desire for
illness prevention, 3) rising interest in alternative and complementary forms of medicine and
4) renewed emphasis on learning to establish individual balance and the integration of mind,
body, and spirit (GAS).

The Cebu health and wellness sector (CHWS) focuses mainly on the first four areas cited
above although its activities interface in varying degrees with the other GAS-named areas.

Within its first year as an organized sector after the holding of a Value Chain (VC) Workshop
in September 2007, CHWS implemented the milestone activities and achieved the results
listed hereunder as part of its VC upgrading strategy i

1 Formal creation of the Cebu Health and Wellness Council (CHWC) and its
Technical Working Group (TWG). The CHWC, with strong support from the TWG,
has provided the much needed leadership, direction and steering to the CHWS in
pursuing its interests and objectives. A concrete output of this development is the
craftinginJanuary 2008 of t h2010 GtHhaticPRn tlRaDa@ti@ulated the
sectordéds vision and mi ssion statement
oversight, segmented the sector into two clusters namely 1) Medical Tourism Cluster
and 2) Wellness Tourism Cluster.

1 Conduct of VC Consultation Workshops. Two VC Consultation Workshops
participated in by the CHWC members and sector players were conducted in
December 2007 and April 2008. Said workshops validated and finalized the VC
upgrading strategies for implementation.

1 Roll out of the Capability Building Program. The holding of the 2008 Philippine
International Tourism Fair (PITF, Cebu International Convention Center, 26-28 June

2008) coincided with the | aunch of t he

offering of two training courses namely 1) Spa 101 and 2) Aromatherapy (held at the
Mactan Shangri-la Chi Spa) and a benchmarking mission to Luzon. The sector
players who took part in these training events gained fresh knowhow and skills in
enhancing their own wellness business operation.

1 Participation at the Fourth Annual World Health Tourism Congress (WHTC).
The marketing effort of the CHWC got a big boost with its participation as a Gold
Sponsor in this important international event held at the Sofitel Hotel Manila in March
2009. Represented by more than 100 delegates, the CHWS contingent drew the
interest of more than 20 potential buyers who flew from Manila to Cebu in order to

sect

have a firsthand experience of CebOmhandbr and
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to provide vital support to this Cebu visit were the Department of Tourism (DOT), the
Cebu Provincial Government and the CHWC members.

Holding of a COMPASS Workshop. The review of the CHWC activities, employing
an evaluation technique called COMPASS, was undertaken during a workshop on 29
April 2009. Said review surfaced two major priority issues 1) the need to sensitize
each CHW subsector on the relevance and benefits of improving the health and
wellness industry in relation to their individual organizations and (2) ensure that the
target markets of the CHWS have been closely researched, analyzed, segmented
and properly served.

Crafting of the Council Vision. The CHWCG6s formulation of

mission and milestone areas on 1 July 2009 was also an occasion for it to reaffirm its
commitment to serving its sector.

Holding of the Branding Workshop. The promotion of the CHWS advanced a step
forward with the choice of Cebu Health and Wellness: Linking Pleasure with
Optimum Health as its official trueline. Meanwhile, | t 6 s Al | addbGanng
Hearts, Healing Hands emerged as the top official tagline options. This was achieved
during the 17 July 2009 workshop attended by the CHWC, TWG and representatives
from the hospital, dental, spa and travel agency establishments. A follow up
workshop will be conducted within the
services more focused and to differentiate CHWC against its competitors.
Documentation of the Sector Export Marketing Plan. With support from the
PhilExport Cebu and CBI the initiative to document the Sector Export Marketing Plan
(SEMP) for the CHWS was started in July and is expected to be completed in
October this year. The SEMP will then be used by the CHWS member organizations
for the development of their respective export marketing plan.

Support to the Rock and Run. The CHWC and the Spa and Wellness Association
of Cebu (SWAC) shared a part of the limelight, and therefore achieved promotional
mileage, during the 16 August 2009 staging of the Rock and Run (an innovative
marathon event where a rock band performs before, during and after the event) by
way of their provision of spa, massage and other wellness therapies to the
participants and the viewing public at the event venue.

Miscellaneous. In addition, the CHWS is also actively involved in the 1)
accreditation of the CHWS members with DOT, Department of Health (DOH), Joint
Commission International (JCI), Trent Commission among others, 2) advocacy for
the conduct of licensure examinations in Cebu for spa therapists (which are currently
held twice a year only in Manila), 3)
(dated 11 March 2009) to make Cebu as a tourism hub and 4) CHWC regular
meetings.

year

suppo



Background

The Private Sector Promotion (SMEDSEP) Program is implementing an integrated approach
for the development of the private sector in the Philippines with a regional focus on the
Visayas. Jointly implemented by the Department of Trade and Industry (DTI), on behalf of
the Philippine government and the German Technical Cooperation (GTZ), on behalf of the
German government, the SMEDSEP works toward the improvement of framework conditions
for private sector development in the Philippines especially in the Visayas.

Now on its phase two from September 2006 until the end of this year, the SMEDSEP has
three components namely 1) Harmonization of the National SME Development Plan, 2)
Promotion and replication of good practices/models for improving the local business and
investment climate and 3) enhancing international competitiveness.

The Value Chain (VC) approach is one of the BIC approaches that the SMEDSEP is now

replicating and promoting for scaling up. I n t|
outputs isthe it est i ng, d o c u ssemingtiart of tha appraach, edperiences,
results and |,eveichexpectedlyevil resuletd the use of the VC approach in

other regions and sectors.

The Cebu Health and Wellness Sector (CHWS) had its first VC Workshop in September
2007 conducted by an international consultant Gottfried Hilz-Ward commissioned by the
SMEDSEP in cooperation with the Department of Trade and Industry in Central Visayas.

The VC Analysis delineated the CHWS into two major subsectors 1) Medical Tourism and
2) Wellness Tourism. Toward the end of the 2007 VC Workshop, a VC Upgrading Strategy
was agreed upon by the stakeholders in attendance.

An action agenda that was identified in the 2007 VC Upgrading Strategy and got
implemented immediately was it h e o r g a ndoditon dof allstakehbldees that will set
the direction of the sector and facilitate coordination, cooperation and linkages between and
among key Thuk omyamuary 2008, the Cebu Health and Wellness Council (CHWC)
was formalized and its first Officers were elected. Three (3) VC Workshops followed
between then and April 2009.

After getting familiar with the Spa and Wellness Tourism subsector in 2007, Hilz-Ward

commented i The hotels and r es stop spa packagd ar ged sefemlr a on
establ i shments to band together and entice visito
spas and even the restaurants which serve heal th

As regards the Medical Tourism subsector, Hilz-Ward opinedthati Cebu i s sl owly bui
a reputation for services such as the executive checkup, heart surgery and others. It also
boasts of quality dental services. 0

This case documentation Cebu Health and Wellness Value Chain will be used as a
technical paper that 1) transcribes and highlights respectively the processes employed in
and the positive results gained from the CHWS upgrading in Cebu using the VC approach,
2) showcases a successful VC implementation from the Philippines for presentation in
national or international VC forums and 3) supports the provision of policy advice to national
and regional agencies and bodies on issues involving the development of for example the
service market and the micro, small and medium enterprises (MSMES).



The CHWC VC experience has generated great interest from some tourism groups in Manila

who have seen on national television the interview with CHWC prime mover Engineer Oscar

A. Tuason who spoke about the VC approach asone ofthe 6 secr et s behiofd t he
the Council.



Health and Wellness Industry Worldwide

International tourism has now become a key driver of world economy. Over the past six
decades, international tourism has become the fastest and largest growing economic sector
in the world. Today, this economic sector ranks fourth next to fuels, chemicals and
automotive products (GAS).

From 1950 to 2007, international tourist arrivals grew from 25 million to 903 million and, by
2007, outgrew the world economy by generating an income of more than US$1 trillion. In
1950, 98 percent of the tourism traffic was absorbed by the traditional top 15 destinations
namely the USA, France, Italy, Spain, UK, Germany, China, Austria, Turkey, Mexico,
Australia, Russian Federation, Ukraine, Balkan States and the Mediterranean area.

Just two years ago, tourism arrivals to these top destinations have gone down to 57%. The
reduction reflects the emergence of new tourism destinations, many of which are in
developing countries.

2007 statistics on people travelling worldwide show the following profile presented below:

Percent Actual Reason for Travel

age Numbers

51 percent 458 million leisure, recreation and holidays

27 percent 240 million other purposes (visiting friends and relatives,
health and treat ment,

15 percent 138 million business

7 percent 67 million not specified

The fastest growing sub-sector in the traditional tourism market is in health and wellness.

Quite reasonably because from the above reasons for travel, the health and wellness
subsectorés products and services can appeal
which may even include those travelling for business (15 percent) and those who travel
without any reason specified (7 percent).

The most visible manifestation of expansion in health and wellness tourism has been the
large growth of the spa sector, and specifically, destination spas within resort hotels.
According to the International Spa Association (ISA), revenues in 2001 at US based spas
reached $10 billion already. Beyond spas, the industry is highly diffused, making it difficult to
gauge the exact size of the industry. By 2010, international tourism arrivals will become one
billion and 1.6 billion by 2020 with revenues to go close to US$ 1.5 trillion. The share of
arrivals to developing countries will also be carried over up to more than 43 percent as
spending incomes increase after the recovery from the 2007 to 2009 global economic crisis.

t
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Health and Wellness Tourism in the Philippines

Since the early history of commerce, the Philippines had enjoyed a major comparative
advantage because of its strategic location at the center of Asia. When the Portuguese
Ferdinand Magellan 6 d i s ¢ otkeePhilpmn@s in March 1521, records mentioned that the
island natives were already transacting with Chinese traders. Magellan first landed on a
small group of islands east of Cebu coming in through the Pacific Ocean from Spain.

The Philippines has three major island groups namely Luzon, Visayas (where Cebu is
located) and Mindanao. The country enjoys a healthy long haul tourism industry with tourist
arrivals growing at an average of five percent over the past ten years. For the entire 2008,
foreign tourist arrivals into the country totalled 2.94 million representing a 1.13 percent
growth from 2007. This arrival figure does not include the overseas Filipino workers (OFW).

The total potential foreign tourist market for the Philippine health and wellness sector can be
derived from the 2.94 million arrivals (2008 figures) and the 85 percent chance for them to
avail of the health and wellness services and products as the reason for their travel. The
remaining 15 percent factor may not strictly count as a health and wellness potential market
because the cited reason for travel is business related. It can be argued though that despite
this, business travellers do also avail of wellness services to relax them in between business
meetings and activities.

-
»
wllaria
| 2

Japan

Osakz

STRATEGIC LOCATION
4
i ]

AP

United States
of America

Unifed { OF TRany
Kwn  EUROPE

France

Middle
East

Africa india

g

; ae G \ Atlantic Oc
Hong Kb '_’!Phlllppmes tlantic Ocean
‘i“{

Mw

Thailand

Malaysid
Singapore / Pacific Ocean

Indonesia

Figure 1 The Strategic Location of the Philippines and Cebu

Korea still leads with the most number of tourists in the country. The other top Western
tourist markets are the US, UK and Germany (Annex 1).



Despite a slight decline of foreign tourist arrivals during the first half of 2009, due mainly to
the global financial crisis, Cebu remained as the top destination of foreign tourists in the
Philippines with 321,166 foreign tourist arrivals during the first semester of 2009. This figure
is more than twice the arrivals of the second most visited province and accounts for a 20.8
percent share of the total Philippine foreign tourist arrivals (Annex 2).

Cebub6és reported 20.8 percent share of the count
information drawn from destination card records, which indicate only the points of entry and
departure of foreign tourists. DOT Region 7 est
as high as 50 percent considering that a substantial volume of foreign tourists who arrive in

Metro Manila and are going to neighboring islands do proceed to Cebu for rest and

recreation during their stay in the Philippines.



Cebuds Health and Well ness Sector

The Philippine archipelago lies at the center of Asia. Cebu, in turn, is situated right at the
heart of the Philippines. Cebu has the Mactan Cebu International Airport (MCIAA), which is
the second major international gateway of the Philippines and the most important transport
facility in the Visayas and Mindanao. Weekly, Cebu has over 17,000 seats available and has
76 international flights serviced by 10 major airlines to and from Hongkong, Korea, Japan,
Malaysia, Singapore, Taiwan and Qatar.

As the number one tourist destination in the Philippines, Cebu enjoys the benefit of being

able to access t he c¢ o uketforigshealthlardrweglleesstsecpra tthent i a l

more than 610,000 foreign tourists visiting Cebu annually®.

Cebu has about 6,000 accommodation rooms ranging from deluxe and economy to tourist
inn and pension houses. It has more than 2,000 resort rooms, 43 home stays and 2,700
unclassified rooms and other accommodation facilities. Moreover, Cebu is endowed with
natural and ecological sites that are conducive to healing and restoration of health and well
being.

According to the Conde Nast Traveler Magazine Read er 6 s Choi ce Awar ds, wh

1998, Cebu is ranked seventh among the top ten island resort destinations in the Asian and
Indian Ocean region for two consecutive years (2007 and 2008). This rating, up from the
eighth place in 2005 and 2006, was made according to the following factors 1) activities, 2)
beaches, 3) friendliness, 4) lodging, 5) restaurants and 6) scenery. Another prestigious New
York based tourism magazine, Travel+Leisure, ranked Cebu as the fourth leading Asian
island destination in 2009.

Cebubts ELR@dsgrMactan | sl and Resort and Spa

destination in the Asian Region with a high score of 90.5 points. Rating was according to the
following factors 1) activities, 2) design, 3) food, 4) location and 5) rooms and service. Some
28,000 tourists participated in the survey.

In 2006, the Badian Island Resort and Spa in Cebu placed eighth in the top ten list of foreign
journalist and spa expert Marc Tessier (of the Hongkong based Asia Spa Magazine May to
June 2006 issue).

On February 2008, the CHWS started offering three health and wellness packages that
combine hotel or resort accommodation with spa and wellness treats, medical or dental
executive checkup and services, as well as visits to heritage, cultural and touristic sites.
These packages were developed and approved by the CHWC with the exististing traditional
long haul tourists as target clients namely the Filforeigner or Balikbayan, American,
Canadian, Asian and European tourists.

! The 520,000 potential health and wellness tourist arrivals in Cebu was derived from the 2008 total
arrivals of 2.94 million, the 20.8 percent share of Cebu and from the 85 percent potential market
drawn from the &éreasons for foreign travelers
from foreign tourist arrivals to the top destinations in the Philippines (using first semester 2009 data).
To reflect the prevailing global economic scenario, the 20.8% share was used instead of the actual
2008 percentage share of 23.7% for the same period.

10
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Upgradingthe Value Chin

Aside from the comparative and competitive advantages of the CHWS mentioned already,
there were other reasons why CHWS was chosen for VC promaotion. Other reasons include -

1 The Visayas, composed of Regions 6, 7 and 8, has been designated by the Arroyo
administration as the Tourism supra-region in the Philippines.

1 There are four provinces comprising Region 7 and each has a designated Tourism
focus namely edu-tourism (Negros Oriental), ecotourism (Bohol and Siquijor) and
health and wellness (Cebu).

The SMEDSEP, having been implemented in the Visayas since 2004, has paved the
way for raising the awareness of the various tourism stakeholders in the region to
work together for the common good.

1 The existence of strong private and public partnerships among the health and
wellness players in Cebu (involving the three tertiary hospitals, Cebu Dental Society,
Spa and Wellness actors, travel agencies and the national government agencies like
DTI, DOT and DOH).

Additionally, as early as December 2005, a number of GTZ, DTl and Department of Foreign
Affairs (DFA) workshops were conducted in Cebu to discuss different aspects of Medical
Tourism such as the following -

9 tele-health and te-lemedicine where laboratory, transcription and other related
services can be performed in Cebu for foreign countries and organizations

9 health tourism and retirement

9 foreign investments in Cebu hospitals and in health insurances

1 movement of Cebu health practitioners to foreign countries

Then in September 2007, at the Hilz-Ward moderated VC Analysis Workshops, the CHWS
had agreed to define two clusters within the sector i Medical Tourism Cluster and Wellness
Tourism Cluster.

Further in December 2007, a VC Validation Workshop was conducted with relevant
stakeholders in attendance. During the scenario planning phase of the workshop, the high
potential of Cebu as a successful key player in the health and wellness industry was
underscored. A coalition of strategic stakeholders was formed with the Cebu tertiary
hospitals, Philippine Dental Society, SWAC, HRRAC, NAITAS and the relevant NGAs as
members.

In January 2008, the CHWC was formalized with the election of the Council officers. Cebu
Doctors University Hospital Administrator, Engineer Oscar Tuason, became the first
chairperson. Since then, the CHWC officers have met regularly to advance programs and
activities aimed at upgrading the sectorés VC.

In analyzing the sector, the CHWS elaborated and validated two VC maps namely the
Medical Tourism VC Map (Figure 2) and the Wellness Tourism VC Map (Figure 3).

11



The Medical Tourism VC Map
The Medical Tourism VC Map depicts the flow from the promotion of the Medical Tourism
services of the CHWS all the way up to the sectoc

It is noteworthy that the Medical Tourism VC Map also reflects some operators from the Spa
and Wellness subsector such as the spas, hotels, resorts, restaurant, heritage sites and the
travel agencies and tour guides. This simply highlights the fact that the interaction and
dependencies of these two Tourism subsectors cannot be totally avoided.

While the CHWS has already validated this VC Map, there remains the need to add on it
facts and figures about the Medical Tourism subsector in Cebu (for example, the number of
operators and names of key subsector players and the likes) and from an economic analysis
that will be undertaken eventually. The CHWS believes that these additional information to
the VC Map will be made available within the year following the sensitization of the VC CHW
subsector players on the VC approach and the CHWS upgrading strategy, which is expected
to generate commitment from them in providing the needed facts and figures.
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Figure 2 The CHWS Medical Tourism VC Map



TheWellness Tourism VC Map

The Wellness Tourism VC Map was prepared parallel to the Medical Tourism VC Map. The
preparation of this subsector VC Map was relatively easy because most of the players in this
subsector who participated in the workshop were familiar with the processes involved and
with each other already since they had worked together at one time or the other in the past.
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Figure 3 The CHWS Wellness Tourism VC Map

enablers

Both the Medical and the Wellness Tourism VC Maps show that in practice the promotion of
the CHWS products and services is done independently by the industry players. The CHWC
officers, however, believe and had agreed already that this practice can be complemented
by a Council initiated promotional strategy once the Sectoral Export Marketing Plan (SEMP)
of the CHWS is completed by the end of October 2009.

All together, a total of five VC Analysis and Validation Workshops were conducted for the
CHWS after the September 2007 VC initiative. Furthermore, a followup Scenario Planning
was also conducted on 1 and 2 October 2007 for this sector.

On 22 January 2008, a detailed draft of an Action Plan for the CHWS was crafted and
approved for rollout and implementation. It was also during this workshop when a coalition
was set up by the CHWS players composed of operators and enablers. This coalition would
later become the Cebu Health and Wellness Council, Incorporated or simply the CHWC.
Then later on 4 April 2008, a VC validation workshop with a larger participation from industry
players was then held precisely to present, validate and approve the CHWS Action Plan.

At present, for the Medical Tourism subsector, an international patient tourist accesses the
CHWS VC directly through the hospitals and the clinics. Most of the services being accessed
are related to surgical procedures and executive checkups.

13



Figure4A Col | age of Cebubds Medic

In case an inquiry from a tourist is made through a travel agency, the latter coordinates with
the relevant hospital or clinic the specific service required as well as the schedule and price.
Attendant commission or fee is discussed internally between the travel agency and the
hospital or clinic once the arrangement with the patient is finalized.

The existing system for the Wellness Tourism subsector is the traditional long-haul tourism
model where tourists get to experience the culture, heritage and other tourism activities upon
their arrival. Usually, tourist groups book directly with hotels and resorts in Cebu. Local
travel agencies also have their own network of foreign and Balikbayan tourists.

Due to their broad network of contacts with the international tourism market, the travel
agencies do play a pivotal role in fihlhealGCHWS®HEd
well ness destination in Asia. o

As pointed out elsewhere, health and wellness service providers such as the hospitals,
hotels, resorts, spas and clinics generally promote and market individually their services,
which is very much like what most business companies in other industries do. While this
promotion and marketing approach is working, it is felt that the CHWS can achieve more
results by accelerating its entry into the global health and wellness tourism market by
maximizing its use of a proven and bigger marketing brand i Cebu.

Figure5A Col |l age of Cebubs Well ne
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During the opening of the CHWS Branding Workshop on 17 July 2009, DED Marketing
Expert and PhilExport Cebu Marketing Consultant Sabine Schacknat gave the sector

participants a brainteaser through the question A Wh a t i s Cebulintprespingly, ar f or
some of the responses given by the participants wereiwor | d c¢cl ass export fur
accessories, mangoes, arts, cul t énouwnd thatdtene,i gn s, |

Cebu was getting a most welcome share of limelight in the internet with its You Tube high
hits for the Dancing Prisoners and the Guinness Book of World Records for the 15,000
aerobics exercisers. Cebu has definitely won its rightful place in the world tourism map and
branding its HWS with its name in it is definitely a wise strategic move made by the CHWC.

The names of current CHWS champions and operators are presented in Table 2.

The three hospitals mentioned are the three tertiary hospitals in the province. Currently, their
accreditation with the Department of Tourism (DOT) is being processed. In addition, each
hospital is also in pursuit of their individual accreditation with their respective international
guality standards accrediting body of choice.

Establishment / Agency Representative

Cebu Doctors University Hospital (CDUH) Engr. Oscar A. Tuason
First CHWC Chairperson

Perpetual Succour Hospital (PSH) Ms Joy T. Panopio

Chong Hua Hospital (CHH) Ms Janet M. Alforque and Atty.
Dean G. Decal

Philippine Dental Society (PDS) Dr. Clarissa Jane F. Pe

Spa and Wellness Association of Cebu (SWAC) Mr. Johnie C. Lim

Choéi Spa / Mmactan Shangr i|Ms.Lyndell Nelis
Hotels, Resorts and Restaurants Association of Cebu Mr. Marco E. Protacio
(HRRAC)

National Association of Independent Travel Agencies Ms. Jenny T. Franco
(NAITAS) Cebu Chapter

Cebu Provincial Office Gov. Gwendolyn F. Garcia
Department of Trade and Industry 7 Regional Office RD Aster C. Caberte
Department of Tourism 7 Regional Office RD Patricia A. Roa
Department of Health 7 Regional Office RD Susana K. Madarieta
Department of Trade and Industry PD Nelia V.F. Navarro

Cebu Provincial Office

Currently, the target markets of the CHWS are the mainstream long haul tourists to the
Philippines led by the Koreans, Americans, Japanese and Chinese (Annex 1). The OFWs
and Balikbayans are also targeted by the sector.

In addition, additional fast emerging markets are the tourists from the Russian Federation,
United Arab Emirates (UAE), France and Norway who have of late shown highest growth
rates in terms of arrival to the Philippines (Annex 3).

Collectively, these target markets can account potentially for an estimated 520,000 tourists
annually for the CHWS.
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Cebub6és competition in Health and Wellness
destinations namely the USA, France, Italy, Spain, UK, Germany, China, Austria, Turkey,
Mexico, Australia, Russian Federation, Ukraine, the Balkan States and the Mediterranean
area (Annex 1). Notably, many of these places are also the countries of origin of the
traditional tourists to the Philippines.

It is worth highlighting though that the tourist arrivals in these countries have declined from
98 percent in the 1950s to 57 percent in 2007. This means that modern day international
tourists have a tendency and are more open to search for and try new destinations away
from the traditional ones. Such shift in tourist destination preferences offers non-traditional
destinations like the Philippines, and in particular Cebu, greater opportunity to enjoy a
potentially bigger share of the tourist numbers. In the end, the CHWS will have to compete
with their counterparts in other Asian countries where over 500 million tourists converge
annually.

Because of this, the more critical competitive analysis is centered on the key industry players
located in Asia.

In 2006, it is estimated that the total revenue generated in Asia for Medical Tourism
amounted to US $2.5 billion and is expected to grow to US$ 4.5 billion in 2012.

The major Asian players are briefly described below. Details are in Annex 4.

1 Thailand is driven mainly by its Bumrungrad International Hospital that serve an
average of 350,000 health and wellness tourists annually. It served one million of its
13 million tourists in 2007. Known initially for its plastic and cosmetic surgery, it has
expanded its offerings to other medical services such as health screening, elective
treatments and common surgeries.

9 Singapore is fast transforming itself from being the center for trade in Asia into a
modern technology focused powerhouse in medical technology research and
application. From 400,000 tourists serviced in 2006, they target one million medical
tourists by 2012. Patients seek out Singapore for high end, complex and research
driven elective surgeries such as pediatric leukemia, bone marrow transplants,
cancer treatments in addition to the usual knee and hip replacements.

1 Malaysia has health tourism in its Eighth Malaysia Plan. They served 120,000 health
tourists in 2005, mainly on health screening, elective treatments and common
surgeries.

1 India is the fastest growing medical tourist destination as of 2006, with a 30 percent
growth compounded annually. With 120,000 medical tourists served in 2006, India is
positioning itself as the primary destination for the most complex medical procedures
in the world. Low cost medical care at the hands of Western trained medical
professionals. The cost effectiveness is clear for heart valve and heart bypass
operations and hip replacement surgery. The medical tourism sector suffered a
setback though due to the recent terrorist related attacks in Mumbai.

9 Taiwan is the rising dragon in this sector. Guided by its Health Ministry, five of 12
hospitals have participated in its International Flagship Program for Medical Services
that emphasizes five of its strongest medical specialities namely 1) liver
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transplantation, 2) facial surgery, 3) heart surgery, 4) artificial insemination and 5)
joint replacement. 100,000 foreign tourists are targeted by 2012.

Asia is definitely getting recognized for its world class healthcare systems that focus on
safety, excellence and competitive pricing.

The comparative advantages of the Philippines and Cebu, for Medical Tourism, are in the

areas of (1) Surgical and Non-surgical Cosmetic Procedures for the Face, Body, Skin and

Eyes (fAlight medical serviceso) ; and (2) most
two weeks of follow-up.

The Sector is now prioritizing these services (through competitive analysis) in order for the
Sector to win its special niche in the Asian Health and Wellness Tourism landscape.

The list of these services can be found in Annex 8.

iThe Asian spa experience is said to be personal
with amazing spa accessories whi (BrllantgsiTarnvillle muc h
These are the attributes that foreign tourist seek to experience in their health and wellness

travel.

No wonder, the spa industry is now Asiads fastes
percent to 25 percent annually and is estimated to have a value of US $27 billion (Annex 5).

A survey conducted in 2003 (Intelligence Spa) revealed that the top spa destinations in Asia
are Thailand (now recognized as the spa capital of Asia) followed by India, Malaysia and
Singapore.

Cebuods nPur e a nd AnGaxr8g offerss threev majore serviceé clusters: (1)
rehabilitative and recovery; (2) detoxification; and (3) total wellness.

Clearly, the CHWS can well compete in the Medical and Wellness Tourism arena of Asia.

Through the value chain analysis, the CHWS has segmented its services into three areas,

namely: (1) light medical services, ( 2) dent al services and (3) Apur
wellness services).

ALight medi cal servicesodo are being offered for
inclined to travel 14 to 18 hours by aical to Cel
operation done (e.g., multiple heart bypass, organ replacement and the like).

It is encouraging to note that despite the onset of the global economic crisis in 2007, the
Philippines still grew by 1.13 percent in 2008 in terms of foreign tourist arrivals . Cebubs
tourist arrivals for the first semester of 2009 also grew by 2.3 percent

( )-

Definitely, the Philippines as an alternative health and wellness destination in Asia figures
prominently within the radar screen of international tourists who are deliberately shying away
from the big Asian Tourism leaders like Thailand and India. This was proven true by the
sharp rise in tourist arrivals in the Philippines and Cebu recorded in September and
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November last year during the econo-political upheaval in Thailand and the Mumbai

terroristic attacks in India, respectively. During these periods, the number of foreign patients
treated in Cebubs big three dyespg indntatoslittieovere f r om
20.

To say that Cebu is already being noticed as an emerging Health and Wellness Tourism

destination in Asia is simply saying the obvious. With the CHWC at the helm and the

concerted cooperation and commitment of all sectorp| ayer s and enablers, Cel
Asian giants in the industry can happen sooner than later.

According to DOT Undersecretary Jade F. del Mundo, the health and wellness sector is
estimated to have possibly serviced 100,000 foreign patients in various hospitals across the
country and earned US$400 million in 2007. The Philippine Tourism Master Plan (PTMP)
targets the US$1,000 to US$5,000 premium services procedures and cosmetic surgery
(such as liposuction, breast implants, among others). The Philippine medical tourism
industry targets US $2 billion revenues by 2012 years.

As of December 2006, the Philippines has 109,000 registered physicians, more than
413,000 registered nurses and more than 74,000 other registered medical doctors.

Mr. Rizalino Navarro, Chair of the Committee on Health and Wellness Task Force on

Globally Competitive Service Industries, said thatiwe ar e particularly tar .
million overseas Filipino patients based in the United States, United Kingdom, Middle East,

Australia and New Zealand as well as in regional neighbors like Taiwan, South Korea, Japan

and China. o0

Cognizant of the vast opportunities in this field of medical and wellness tourism, the CHWS,
within the context of its VC upgrading initiative, has come up with medical and wellness
tourism packages described below 1

The CHWS Medical Tourismbs primary service offe
bundled with the secondary service features like spas services, city tour, shopping and

sightseeing, aqua marine sports, adventure tour, ecotourism, cultural and heritage tour; day

tour to other provinces, among others. The hospital or dental package may include
hospitalization, dental services or medical procedures.

For hospital based medical tourism, the service package is bundled with rest, recuperation

and recreation activities. After the medical procedure, guests may relax and opt for a choice

of getting pampered with uniquely Filipino blend of spatre at ments in some of t
best spa resorts or simply enjoying the sun and the sea in a leisurely way.

For specialty clinic services where the patients do not need bed rest, tours and other
activities can be arranged while they are undergoing treatment.

The Spa primary service package is bundled with the secondary service features which are
optional such as city tour, shopping and sightseeing, aquamarine sports, adventure tour,
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diving, ecotourism, cultural and heritage tour, day tour to the other provinces, among others.

Spa and wellness services are authentic and pure in experience. They have unique lifestyle
activities that provide a sanctuary for the gue:
wellness services will make the customer feel as if they have found a home, a sanctuary, an

enclave and then win their heart through the sincere care and a sense of family or affinity.

Specifically, the following three packages are already available i

1T Package 1 is an executive medical check wup i
spa treat ment, a few daysd6 stay at a resort
visits to heritage sites, malls and other tourists spots.

1 Package 2 includes executive dental services at any PDS-member clinic plus spa
treatment, a few dayso6 stay at a resort hote
to heritage sites, malls and other tourist spots.

1 Package 3 is composed of the medical executive check up and the dental services

plus the same wellness benefits as Packages 1 and 2.

Discounting the cost of transportation from origin (for example India, Singapore, Thailand or
Malaysia) to Cebu, the prices for Packages 1, 2 and 3 are competitive versus these
competing countries. The package prices range from US$300 to US$800.

There is a need, though, for these integrated health and wellness packages to be thoroughly
marketed at the industry and province levels. This is expected to be facilitated when the
CHWS players and operators have been sensitized on and their commitment gained toward
the pursuit of the vision and mission of the CHWS.

Analysis of Opportunities and Constraints

This Strengths-Weaknesses-Opportunities-Threats (SWOT) Analysis was extracted from the
SEMP prepared in February 2008 by the PhilExport and CBI trained export marketing
management experts led by DTl Cebu Provincial Director Nelia Navarro (Annex 6). The
consolidation of the highlights of the various Cebu health and wellness related documents
available at that time, this SWOT Analysis was updated for this case documentation.

The Strengths of the CHWS are 1) the existence of a successful brand called Cebu in the
mainstream tourism market, 2) infrastructure, 3) competent and compassionate medical and
healthcare service providers, 4) affordably priced health and wellness services and 5)
leadership through the CHWC and the TWG.

The Opportunities for the CHWS include the 1) 520,000 potential health and wellness
tourists that visit Cebu (excluding still those who come for business and the Filipino
Balikbayans). This number can still increase due to the worldwide trend of increasing
healthcare costs in developing countries, longer queuing lines for appointments in these
countries, and the increasing competence and technology for healthcare in developing
countries.
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The top five (5) Constraints of the CHWS are 1) lack of updated and accurate profiles of
target markets; 2) inadequate competitive information like the number of health and
wellness tourists and their specific H&W services availed of, their satisfaction level of the
services availed of and the over-all experience of the tourists, etc. This information can be
used for market segmentation; 3) lack of capacities in product and service package
development; 4) absence of sector driven marketing of the CHWS; and 5) insufficient
sensitization and buy in of the subsectors

The main Threats to the CHWS are 1) proactive and quality oriented main Asian
competitors (Thailand, India, Singapore, Malaysia and Taiwan) and 2) absence of direct
flights to and from Cebu and the big Western markets.

To optimize potential gains from the identified strengths and opportunities of the sector and
to reduce the adverse effects of the noted constraints and threats, the CHWC crafted and
started the implementation of the VC upgrading strategy, which was endorsed by the sector
at large in a series of validation, consultation and re-planning activities.

The VC Upgrading Strategy

In January 2008, through the CHWC, the sector articulated its vision and mission as follows -

Goals of the Industry

Vision: ACebué t he -acassddsthation for medical
and wellness tourism in Asia
Mission:
A To offer a world -famous Filipino brand of warm,
nurturing culturally - sensitive and competent medical
service at competitive prices in a Pacific island
paradise 1 Cebu

A To provide a distinctly Filipino wellness experience
that is holistic, environment - friendly, professional
and world -class

A To position Cebu as the ultimate destination for
quality medical and wellness tourism

CERILS
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The marketing slogan agreed at that time was -

Come to

and experience

a Caring
Environment for a
Beautiful

YoUé

Figure 7 Cebu CHWC Slogan

The VC Compass and Re-planning Workshop highlighted the vital need for the CHWS to
focus its energies on addressing two major issues, which are to 1) intensify marketing and
promotional efforts and 2) get buy-in and involvement of the subsector players on the pursuit
of the CHWSO6 vision, mi ssion and goal s.

Figure 8 The participants in action during the 29 April 2009 | CHWC Compass and VC Re-planning
Workshop

Plans and Programs for 2009 To 2010

The CHWS6 plans and programs (Annexes 9 and
Wellness Tourism subsectors and focus mainly on addressing the two main issues that
surfaced in the VC Compass and Re-planning Workshop such as (1) marketing and
promotions and (2) the need to sensitize all the sub-sector players on the vision-mission-
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