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LIMITATIONS AND DEVELOPMENT
OPPORTUNITIES OF DENTAL
TOURISM: THE CASE OF CROATIA

ABSTRACT

Many countries are developing dental tourism as a major segment of the growing medical tourism in the
world. In Europe dental tourists represent more than 30% of all medical tourists. The objective of this paper
is to understand dental tourism in Croatia from the perspective of dental providers by identifying limitation
and opportunities in providing dental tourism services. In order to get an overview of the dental market in
Croatia from the clinics involved, two researches were conducted. The first was conducted by a systematic
review of leading private dental clinics websites and the second via an online survey in October 2018. The
findings show that Croatia’s market identity is based mainly on excellent price-quality ratio of products and
services in dental care, staff competence, high professional standards, lower prices and quality of support
services. According to the opinion of dental clinics managers, the main limitations on the development of
dental tourism in Croatia are lack of EU funding and incentive measures for the development of medical
tourism, inadequate promotion of dental tourism, and lack of strategic planning and development vision
at the national level. For further development it is extremely important to carry out accreditation and
international certification of clinics and to continuously invest in employee training, quality of services
and equipment/technology. The findings also point out that Croatia must build competitive advantage on
dental treatment with tourism experience as a product. The quality of Croatian supporting tourist facilities
add value to the core product and help to differentiate it from the competition.

Keywords: Dental tourism, key factors of success, Croatia, limitations, opportunities, competitive advan-
tage

1. Introduction European countries are developing dental tourism
as a major segment of the growing medical tourism

There is above average worldwide growth of medi- in Europe. In Croatia, mainly private clinics / prac-

cal tourism. Due to population aging, increasing
standards of living and turning to a healthy lifestyle,
demand for the use of medical tourism is expected
to increase. Significant investments in the develop-
ment of health tourism, especially medical tourism,
are recorded by many European countries. Many

tices are involved in dental tourism.

Their competitive advantage is based on the quality
of dental services, affordable prices and attractive-
ness of the destination. They invest in promotion to
become recognizable on the market. Considering
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the quality of dental services and equipment, staff
expertise and favorable prices as well as a long tour-
ist tradition, Croatia has all the prerequisites for
the development of this particular form of tourism.
The aim of the paper is to explore the factors of the
success of dental tourism development in neigh-
boring European countries, current business ac-
tivities of Croatian dental clinics, services offered,
equipment, marketing activities, etc., limitations
and development possibilities and to suggest some
marketing recommendations that will increase the
competitive advantage of the Croatian dental tour-
ism industry.

In order to get an overview of dental market supply
in Croatia two researches were conducted. The first
was conducted by a systematic review of websites of
leading dental care providers, and the second via an
online survey in October 2018.

2. Literature review

According to Gei¢ (2011), increasingly pronounced
contemporary mass tourism migrations influence
many aspects of social life with their characteristics;
among other things there is a significant interac-
tion between the tourism phenomenon, health and
health culture in the emitting and receptive tour-
ist areas, thus creating a selective form of health
tourism. Worldwide health tourism grows between
15% and 20%, making it the fastest growing tourism
sector (Gregori¢, Musliu, 2015). It is a product that
accounts for above-average annual growth rates at
this moment, and trends in aging populations and
orientation to healthy lifestyle indicate that health
tourism has the potential to become the leading
motive for travel in the future (Ivandic¢ et al., 2016).

Demand for health tourism in Europe is focused
on several specialties. Although data on the impor-
tance of some specialist services vary depending on
the source, it is undisputed that aesthetic surgery
and dentistry are the most sought-after medical
services, while body treatments and fitness are the
most popular segments of the wellness.! The health
tourism umbrella covers traditional resources like
spas with healing waters as well as medical ones
— the practice of people travelling from their own
country to another to undergo surgery, dentistry
and other medical procedures.?

Although the primary motive for individuals trave-
ling to other destinations is to use medical services
in medical practices, clinics / polyclinics and spe-

cial hospitals, medical tourism also encompasses
a wide range of tourist facilities at the destination.
The main reasons for the growth in demand and
travel to other countries to have medical services,
operations, dental or cosmetic treatments are good
quality of medical services at a lower cost but also
the ability to travel at increasingly lower prices.

The basic characteristics of medical tourists (mo-
tivated by the need to improve health and quality
of life) are:?

« theyare ill or don’t feel well and travel for the
sake of health preservation

+ they seek better medical treatment than they
have in their own country

« they travel to other destinations for reasons
that include professional medical staff and
higher quality of services than those in the
home country

« many of them travel to distant destinations
because of lower medical care costs.

According to the study “Medical Tourism, Interna-
tional Trends and Perspectives’, interest in the use
of medical services outside of one’s own country is
higher in younger people (up to 35 years of age).
This is not the case in all countries - compared to
their younger compatriots, older Russians or Ger-
mans are, at a larger rate, ready to consider pos-
sible international travel with a “medical motive”.
In general, medical tourism represents a relatively
small niche in the context of the global “tourism in-
dustry’; a niche that has growing indicators, but is
largely regionally defined, i.e. defined by numerous
cultural elements as well as the element of quality
and accessibility.*

Dental tourism is an important segment of the
medical tourism trend which is developing world-
wide. It has been growing at a fast rate thanks to
the aging population, higher consumption of cer-
tain dental services with rising income, and supply
shortages in many developed countries (Loubeau,
2009). A well-known dental tourism destination is
Mexico, which is a consequence of its proximity to
the United States, from where 25% of the world-
wide dental tourists are coming. The second place
is shared between India and Hungary. Hungary is
aiding more European patients while India cares for
the Asian patients and they share some of the US
citizens (Kamath et al., 2015).
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Chandu (2015) classified dental care tourists into
two types. First, the classic dental tourists are
among those who travel to a foreign country to ac-
cess dental treatment, either for the sole purpose
of dental treatment, or dental treatment as part
of a holiday package. Second, migrant tourists are
among those who return to their native country for
a holiday or to visit relatives and who then access
dental treatment during their visit.

The main motives for seeking dental treatment
abroad are lack of availability at home, dissatisfac-
tion with dental treatment at home, lower prices,
high quality care coupled with vacation. For ex-
ample, Jaapar et al. (2017) discovered that dental
care quality, dental care information access and
cost-savings were the most important motivation
factors among dental tourists in Malaysia. In Ger-
many, Panteli et al. (2015) found the top three den-
tal tourists’ travel motivations were cost savings fol-
lowed by good previous experience with treatment
abroad and trust in a certain healthcare provider in
the EU. Cuamea Velazquez et al. (2017) investigated
the factors by which the tourists of a border region
choose the clinics of a foreign city for their dental
treatments in the city of Tijuana, bordered to the
north by the county of San Diego, California, Unit-
ed States. The results show five key factors influenc-
ing the decision: Quality-Price, Facilities and Tech-
nology, Length of Time and Price of Treatments,
Credit and Urban Image. Adams et al. (2018) ex-
amine the perspectives and experiences of industry
stakeholders working and living in dental tourism
industry site in northern Mexico to develop a bet-
ter understanding of the ways in which common
discourses of the industry are taken up or resisted
by various industry stakeholders and the possible
implication of these practices on health equity. In-
terviews with a range of industry stakeholders sug-
gest that care provision in this particular location
enables international patients to access high quality
dental care at more affordable prices than typically
available in their home countries. One qualitative
research on Canadian medical tourists show that
during the decision-making process about treat-
ment abroad a crucial factor is reliable information
about the reputation of surgeons abroad and hear-
ing testimonials from other patients who had gone
to the same facility.”

3. The factors of European destination
countries’ success in dental tourism

In Europe, dental tourists represent a large pro-
portion of medical tourists. In the 2013 Treatment
Abroad Medical Tourism Survey involving over
1.000 participants, dental tourists represented 32%
of all medical tourists.® The leading dental tour-
ism destination is Hungary. Many other European
countries are developing dental tourism as a major
segment of the growing medical tourism in Europe.

Hungary is a remarkable destination country in
dental tourism for foreign patients. According to
Kovacs et al. (2013)7 there are several reasons why
Hungary could gain the leading position in dental
tourism. First, the cost-benefit ratio is outstanding.
Secondly, the high quality of dental training plays
a significant role. Thirdly, the quality of materials
used in dental practices is high — European-level
quality. The rate of complications in dental care
stays around 5% similarly to other European coun-
tries. In terms of quality a guarantee is provided.
The majority of dental offices ensure quality by ISO
and other European and American Quality Assur-
ance Certificates. Also, previous treatment experi-
ences are positive, patient satisfaction level is high.
Zoltan & Maggi (2011)® pointed out how Hungary
can keep its leading position with respect to the
eastern competitors which are sometimes cheaper,
but less experienced in this sector. At the moment,
Hungary can beat them by providing guarantees for
its high-quality dental services and an emphasis on
high professional standards with more agencies,
bigger clinics, more doctors, state-of-the-art tech-
nology and language skills.

Romania is becoming one of the most popular des-
tination of dental tourism. Private clinics provide
the same high standard treatments and procedures
as any other developed country for a fraction of
their cost. Dentistry in Romania is well suited both
for tourists visiting the country, and for business
travelers. Romanian clinics offer a wide range of
services, from dental implants to cosmetic surgery.
The doctors are specialized in all areas of dentistry,
they are constantly attending training courses in
order to always be up to date with the latest tech-
nologies. Clinics provide a completely organized
trip, from accommodation, travel arrangements, to
a list of places their patients might like to visit dur-
ing they stay and treatment in Romania. Patients
from Asia also have options to benefit from high
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quality dental services at very affordable prices in
partner dental clinics in Thailand or in Dubai. They
also have partners in Mexico for patients living in
the USA?

The Czech Republic, and in particular its beautiful
and historic capital, Prague, is one of the emerging
dental tourism destinations offering high standards
of dental treatment combined with significant sav-
ings on the costs of restorative and cosmetic dental
treatment. Cosmetic dental treatment in a private
clinic in the Czech Republic can cost less than 60%
of the same treatment in the UK. Furthermore,
the quality of the treatment is top class and with
dentists qualified and experienced at an outstand-
ing level, it makes the overall price in the Czech
Republic even more attractive. In the Czech Repub-
lic, dentistry clinics and medical tourism agencies
offer packages for various treatments which often
include transfer to and from the airport and luxury
accommodation.’

In Poland dental and aesthetic surgery are the most
popular services for medical tourists. Poland high-
lights the availability of low-cost flights, inexpen-
sive accommodation and attractive tourist destina-
tions in promoting medical services. To simplify
the procedure for its clients, an increasing number
of clinics and hospitals offer packages that include
transportation to and from an airport, as well as ac-
commodation in apartments or hotels. The cost of
treatment in Poland can be up to 40% lower than in
Germany or the United Kingdom."

Many countries in Croatia’s neighborhood are also
developing medical tourism, especially dental tour-
ism. Slovenia is positioned as a new destination
for medical tourism, emphasizing specialization
in dentistry, orthopedics and sports medicine and
ophthalmology. Health tourism is the fastest grow-
ing segment of Slovenian tourism.'”” Bosnia and
Herzegovina is one of the countries with low prices
of dental services. The prices of porcelain crowns
and prosthetic services are among the lowest in the
region and the prices for dental implants are also
very competitive. A great number of dentists in
the Sarajevo region provide dental services mainly
to Bosnia and Herzegovina citizens living outside
the county during the vacation period (Tihi, Pestek,
2009). In Serbia the lower prices of medical services,
compared to more developed countries in Europe,
are the motive for patients’ usage of medical servic-
es and various surgical treatments. Apart from the
use of dental treatment, patients come for cheaper

cardiac interventions or hip and knee replacements
and aesthetic surgeries (Jovanovi¢, 2015).

4. The case of dental tourism in Croatia

In Croatia, the development of medical tourism was
insufficiently encouraged, although health tourism
was defined as one of the key tourism products in
the past period in the Croatian Tourism Develop-
ment Strategy 2012-2020." The contribution to the
development of medical tourism in Croatia was
provided by the Association for the medical tour-
ism development, which brings together medical
and tourist experts with the aim of promoting the
medical tourism services of the members of the
Association on the domestic and foreign markets'
and the Health Tourism Association at the Croatian
Chamber of Commerce as a professional trade as-
sociation gathering members from the medical, spa
and wellness tourism (three sections) with the aim
of designing, encouraging and coordinating the de-
velopment and improvement of the quality of ser-
vice provision, profiling of health tourism products
etc. By adopting the new Act on the Provision of
Tourism Services'®, which came into force on 1 Jan-
uary 2018, health institutions are able to organize
the health and tourism part of the stay for patients
who come for medical treatment, dental treatments
etc.

Before this Act came into force, only travel agen-
cies were authorized to sell a complex package (in-
cluding a complex health tourism product), which
made it considerably more difficult to sell because
there was a small number of medical tourism agen-
cies and facilitators on the market. There was also
total lack of an effective promotion at the national
level. Recently the Croatian Chamber of Economy,
in cooperation with the Croatian Tourist Board, has
launched a project of national promotion of health
tourism under the joint slogan Croatia - Full of
well-being on the portal Health and Wellness - Full
of well-being.!

The development of dental tourism in Croatia was
based on investment of private clinics in the quality
of dental care product/services, staff competence
and marketing. Most dental clinics are located in
Istria, Zagreb, Primorje-Gorski Kotar County and
counties of Northern Croatia. Travel motivation for
dental care is mainly related to lower prices, quality
of dental care services and combination of dental
treatment and tourist experience.
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Table 1 Average treatment costs in Croatia and other countries

Treatment Croatia Italy Germany UK USA
DENTISTRY

Implant 720 € 1,500 € 1,550 € 2,000 € 3,100 €
Sinus lift 650 € 820 € 800 € 1,770 € 3,500 €
Prostheses 580 € 1,250 € 1,600 € 1,200 € 3,100 €
Whitening 280 € 450 € 598 € 650 € 775 €
Crowns 275 € 550 € 518 € 570 € 1,150 €
Veneers 300 € 570 € 572 € 450 € 1,150 €
Fillings 40 € 130 € 110 € 100 € 155 €

Source: Split-Dalmatia County Tourist Board, available at: https://www.dalmatia.hr/hr/zdravstveni turizam (Accessed

on: April, 15, 2018)

Jurigi¢ & Cegur Radovi¢ (2017) pointed out that for-
eign patients mostly visit dental clinics in Primorje
— Gorski Kotar County, which has a long tradition
in health tourism, due to an excellent price-quality
ratio, in 67% of clinics, and due to cheaper dental
service when compared to their domicile country,
in 33% of the cases. The core market for incoming
patients is Italy (89%) and the significantly lower
percent (11%) come from Slovenia. The extent to
which marketing activities affect the decision of
patients on the use of dental service clinics is 67%,
and a marked influence was recorded in 11% of the
cases. According to the survey findings in selected
dental clinics located in Zagreb (Kesar, Mikuli¢,
2017), the two most important attributes that in-
fluence dental tourist satisfaction are the quality
of dental care product/services and staff profes-
sionalism and competence, while the price of the
service and honoring the appointment schedule
have a relatively weak influence on patients’ overall
experience related to the provision of dental care
service (according to the place of residence of inter-
national patients covered in this case study, 48.2%
come from Italy, 44.0% from the UK market, and
7.9% from Slovenia).

4.1 Research methodology

The researches have been conducted on the supply
side of the dental providers in Croatia. The aim is
to understand dental tourism from the perspec-
tive of dental providers by identifying limitations,
opportunities and strengths in providing dental
care: current business activities in dental providers
practice, services offered, equipment, dental care

quality, marketing activities, dental care informa-
tion access, supporting services, actors involved,
how they co-operate with different partners, their
satisfaction with national promotion, specialized
travel agencies, available tourist attractions and the
limitations and opportunities of dental tourism de-
velopment in Croatia. In order to get an overview
of dental market supply in Croatia two researches
were conducted.

The first research was conducted by a systematic re-
view of websites of ten leading dental care provid-
ers. The websites of leading dental care providers
were examined using eleven key dimensions: dental
facilities, types of treatment, dentist’s professional-
ism, technology offered, guarantee, quality assur-
ance, dental fee, supporting services and available
tourist attractions and marketing activities.

The second research was conducted using an anon-
ymous online survey in October 2018. Invitations
to participate in the research were sent to electronic
addresses of the managers of dental care providers
who in 2017 were ranked as the largest ones accord-
ing to the criterion of more than 15 employees and
the total income realized higher than HRK 4 mil-
lion (ca. 540 000 €) with the purpose of collecting
quantitative information about their business ac-
tivities, limitations and opportunities in providing
dental care services. The research according to the
mentioned criteria included 33 clinics.

The questionnaire consisted of 11 questions and
it was divided into three parts. The first part deals
with determining the limitations on the develop-
ment of dental tourism in Croatia. The second part
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of the questionnaire includes questions about ele-
ments that can stimulate the development of den-
tal tourism. The first and the second part of the
questionnaire included multiple choice questions
using a five-point Likert scale, where respondents
expressed their level of satisfaction. The third part
refers to general information about the dental insti-
tution. The questionnaire was developed using the
Qualtrics Survey software. From 35% of the dental
institutions that responded, 54.5% of them operate
in the City of Zagreb, 36.4% in Primorje-Gorski Ko-
tar County and 9% in Istria County.

4.2 Results and discussion of findings

Findings on websites survey

All of the providers’ websites contain information
such as dental facilities and types of treatment.
Clinics offer a wide range of services, from den-
tal implants to cosmetic surgery. On all provid-
ers’ websites there is a clear statement that dental
consultative service is available. The contact and
consultations are available via email, SMS, free call,
modern mobile apps (WhatsApp, Viber etc.). Free
first visit includes a consultation and examination
by a dentist; in one case it includes some additional
benefits: free transportation to the clinic, possibility
of free accommodation, the restaurant with tailor-
made offer within the clinic and free parking for
patients who decide to arrive by their own means
of transport.

80% of the providers’ sites contain details of den-
tists’ experience and how long they had been prac-
ticing. Internationally recognized qualifications
and competences are also frequently listed, as well
as full CVs, copies of certification, attended profes-
sional training courses, international conferences
and languages they speak fluently.

On the 90% of the providers’ websites there is a clear
statement of technology offered, the name of certi-
fied manufacturers of equipment and materials used
in their practices to ensure a high level of quality
and safety for patients. Some providers have their
own laboratory that simplifies the communication
between the patient, the dental technician and the
doctor. All the procedures are carried out with in-
ternational certificate standards and the materials of
the highest quality, provided by renowned manufac-
turers. The patients can access online photos of the
interior of the clinic; on one website, for example,
they can make a virtual tour of the clinic.

All of the providers’ sites contain details of a guar-
antee. The guarantee applies to quality of work/
dentures delivered to the patients. More than 50%
clinics give lifetime warranty for implants; the oth-
ers give 5 to 10 years. For all prosthetic works the
warranty is usually from 2 to 5 years.

The majority of the providers’ sites contain (more
than 50%) the information on quality assurance by
ISO and other European and American Quality As-
surance Certificates. The relevant international cer-
tification represents the confirmation of quality of
services and it is an important factor for successful
positioning in the dental tourism market.

On 80% of the providers’ websites the prices of
dental services and terms of payment are presented
(credit card payment, consumer credit, possible
discounts, special offers etc.). One provider pre-
sents a comparison of dental fees in Croatia, Great
Britain and Germany, the other in Great Britain
and Croatia with a clear statement that a complete
treatment in the clinic is saving up to 70% on the
UK cost. Some clinics offer a variety of payment
benefits and discounts on dental services (family
discounts, members of various associations, etc.).

The majority (90%) of providers’ websites contain
the information about offered packages for various
treatments which often include accommodation
and transfer to and from the airport, ferry ports
and bus stations as well. The clinics co-operate with
different partners and provide assistance regarding
the travel organization, transfer and accommoda-
tion of patients. 70% of providers offer free accom-
modation during therapy in their own facilities that
are situated only a short walk away from the clinic,
and free transportation. For example, to make the
arrival and stay more enjoyable, and recovery
more efficient and less painful, one clinic offers ac-
commodation in their own suites, and another in
single or double rooms in a facility inside the clin-
ic with 0-24 assistance or, for patients who want
to stay at a hotel, they provide a 25% discount for
the 4-star hotel and transportation from the ac-
commodation to the clinic. Another provider of-
fers free accommodation during treatment not
only for the patients but also for their companions
in fully equipped suites situated within a walking
distance from the clinic and in case all the suites
are taken, free accommodation in a hotel, free
transport from airport, railway station and bus
station to the suites and/or clinic etc.
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On the 90% of sites there are other useful informa-
tion for potential dental travelers — details about
travelling to Croatia by plane, car, boat, train or by
bus, list of places they might like to visit, details
about Croatia’s natural beauties, climate, beaches,
untouched nature, rich history, cultural heritage,
national parks, excellent cuisine and wines, events,
friendly people etc. By promoting supporting ser-
vices and available tourist attractions they empha-
size the benefits of dental care and leisure in Croa-
tia.

All dental care providers use the internet and their
websites as the main source of information and
advertising. Websites are the key link between the
potential foreign dental tourists and treatment pro-
viders. Innovative communications with e-market-
ing, Twitter, Instagram, blog, Facebook and reviews
of satisfied patients are the key factors of advertised
information. In one case the clinic has created its
own Facebook campaign based on statistical data
of foreign patients who visited the clinic in the past
five years (Krajnovi¢ et al., 2013). Dental tourists
are using the likes of Facebook and Twitter to read
and post comments about their experiences.

Many of the sites (80%) contain a rewards program
for recommendations from patients to their friends
and family, dental gift cards for people who want to
give a unique and special gift to their family mem-
bers, friends, colleagues etc. as well as a gallery with
photos of patients showing their oral cavity before
and after therapy, presenting the difference in the
condition before and after a dental treatment in the
clinic etc. All the providers’ sites contain patients’
testimonials. The reviews help dental tourist to com-
pare patient satisfaction and quality of dental care.
Word-of-mouth is a very important marketing tool.

Findings of online survey

The findings indicate that the main limitations to
the development of dental tourism in Croatia are
the following: lack of EU funding and lack of incen-
tive measures for the development of medical tour-
ism. They are followed by inadequate promotion of
dental tourism at the national level, lack of strategic
planning and development vision at the national
level, small number of specialized medical tourism
agencies and insufficient cooperation of clinics with
other service providers and travel agencies.

Table 2 Evaluation of the influence of limitation factors on the development of dental tourism in Croatia

Mean | Std Deviation | Variance
Inadequate promotion of dental tourism at the national level 4.45 1.16 1.34
Lack of strategic planning and development vision at the national level 4.36 1.15 1.32
Small number of specialized agencies for medical tourism 4.18 1.11 1.24
Uncoordinated legal acts in medicine and tourism 3.64 0.98 0.96
qulzz?z;:llizi :g::gth of clusters and associations for the development of 345 0.89 0.79
Insufficient number of qualified medical staff 3.73 1.05 1.11
ilr;ssttllfrlzl:tlle;r: cooperation of clinics with other service providers at the 373 105 111
Lack of tenders for EU funds 4.64 1.15 1.32
Lack of incentives for the development of medical tourism 4.64 1.15 1.32

Source: Author’s research

For further development of dental tourism it is ex-
tremely important to carry out accreditation and
international certification of clinics, as well as to
continuously invest in employee training, qual-
ity of service and equipment/technology. It is fol-
lowed by the call for tenders for EU grants, brand-
ing Croatia as a destination for medical tourism,

increased investment of the Croatian National
Tourist Board in advertising, possibility of using
the incentives of the Agency for Investments and
Competitiveness, connecting to insurance compa-
nies, and better public and private sector co-oper-
ation and systematic promotion of dental tourism
at the national level.
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Table 3 Evaluation of the importance of certain activities for further development of dental tourism in

Croatia
Mean | Std Deviation | Variance
Branding Croatia as a medical tourism destination 4.82 0.39 0.15
Systematic promotion of dental tourism at the national level 4.55 0.66 0.43
gloc::;sed investment in advertising by the Croatian National Tourist 4.89 0.39 0.15
Better cooperation of clinics with other tourism service providers 4.27 0.45 0.20
Partnerships and strategic alliances of service providers 4.27 0.45 0.20
Accreditation and international certification 5.00 0.00 0.00
Continued investment in employee education and quality of service 5.00 0.00 0.00
Continued investment in equipment/technology 5.00 0.00 0.00
Stronger connection with the Croatian diaspora 3.64 0.88 0.78
Adjustment of visa regime 3.73 0.96 0.93
Connecting to insurance companies 4.55 0.66 0.43
Better public and private sector cooperation 4.55 0.66 0.43
Tenders for EU grants 491 0.29 0.08
Incentives of the Agency for Investments and Competitiveness 4.64 0.48 0.23

Source: Author’s research

Research findings suggest that the investment of den-
tal institutions in marketing, employees/ equipment/
technology has been recognized by foreign patients.
In 66.6% of the dental clinics surveyed, more than
half are foreign patients. Most patients come from
Italy, Slovenia, Austria and Germany, and a smaller
number from the UK, the Netherlands, Scandinavia,
USA, Switzerland and Bosnia and Herzegovina. In
most of the surveyed dental clinics (80%), patients
from abroad are coming throughout the year.

According to the respondents, the most effective
forms of promotion are websites (average value

4.91), word of mouth (4.91) and social networks
(4.63). It is followed by ads on search engines, while
emails, blogs, YouTube, banners, and mobile mar-
keting are rated as less effective in communicating
with patients.

All the respondents consider that the priority is to
improve the accessibility of the destination (direct
flights, etc.). Following are the wealth of eno-gas-
tronomic offer, quality of the accommodation offer,
wealth of cultural and entertainment facilities and
shopping opportunities.

Table 4 Evaluation of the importance of improving the supporting services in the destination for

further development of dental tourism

Mean Std Deviation Variance
ir:sgzrcoa\;i ite};z Z:ze)ssibility of the destination (direct flights, low 5.00 0.00 0.00
Better quality of the accommodation offer 4.00 0.43 0.18
Wealth of cultural and entertainment facilities 4.00 0.74 0.55
Wealth of eno-gastronomic offer 418 0.57 0.33
Shopping opportunities 391 0.67 0.45

Source: Author’s research
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In addition, the research sought to identify the ele-
ments for building Croatia’s distinctiveness on the
market as a country of dental tourism. The views
of most surveyed dental clinics managers (64%)
are that competitiveness needs to be built on the
high quality of the dental tourism product (tourism
experience and quality of dental services/clinics),
while others consider competitiveness to be built
on top quality dental services/clinics.

5. Conclusion

In this study the attention was given to understand-
ing dental tourism in Croatia from the perspective
of dental care providers by identifying their current
business activities, as well as limitations and oppor-
tunities in providing dental care services.

Despite the limitations of the research with a small
sample size, the key findings are very indicative
given the state and enormous potential of dental
tourism in Croatia. Great opportunities for devel-
opment have not been exploited.

The findings show that dental tourism in Croatia, as
well as in the neighboring countries, has competitive
advantage based mainly on excellent price-quality
product/services ratio of dental care, highly educated
and experienced medical and professional staff, high
professional standard, solutions for dental problems
in a short time at lower cost, communication with
patients in foreign languages, quality of supporting
services and tourist facilities, good geographical po-
sition and easy accessibility of the country.

According to the opinion of dental clinics manag-
ers, the main limitations to the development of den-
tal tourism in Croatia are lack of EU funding ten-
ders and incentive measures for the development of
medical tourism, inadequate promotion of dental
tourism, and lack of strategic planning and devel-
opment vision at national level. The following fac-
tors are considered to be particularly important for
further development of dental tourism in Croatia:
accreditation and international certification of clin-

ics, continuous investment in employee training,
quality of services and equipment/technology, ten-
ders for EU funds, branding Croatia as a destination
for medical tourism and higher Croatian National
Tourist Board investments in advertising. The find-
ings also emphasize that Croatia, as a country with
a long tradition in tourism, must build competitive
advantage on the basis of high quality dental tour-
ism products (dental treatment with tourism expe-
rience as a product). Integration of dental care and
leisure, the quality of supporting tourism services/
facilities/attractions built around the dental treat-
ment as a core product will enable Croatia to create
a recognizable identity. This requires a multidis-
ciplinary approach to the development of dental
tourism and higher degree of cooperation between
dental providers, the public sector and all stake-
holders in the supply chain.

Marketing communication should focus on the
industry strengths, which is the dental tourism
product. Quality of Croatian supporting tourist
facilities add value to the core product and help
to differentiate it from competition. The Ministry
of Tourism and Tourist Boards should be more
strongly involved in promoting the advantages
of dental tourism products in Croatia compared
to other countries, using modern forms of com-
munication (e-marketing, social media, Facebook,
Twitter etc.).

The survey findings provide information that can be
used for taking action to stimulate the development
of dental tourism in Croatia. This study is a founda-
tion for further research. The interviews with den-
tal clinics managers should be conducted to gain
a better insight into their opinions and needs. It is
also necessary to systematically conduct research
to better understand dental tourists’ profiles, travel
motivations, what patients take into account when
they choose their dentists, the level of satisfaction
with dental care services, supporting services and
tourist facilities in order to make appropriate man-
agement and marketing recommendations.

God. XXXII, BR. 1/2019. str. 93-104

EKONOMSKI VJESNIK / ECONVIEWS 101



Doris Perucic: Limitations and development opportunities of dental tourism: The case of Croatia

REFERENCES

10.

11.

12.

13.

14.

15.

16.

Adams, K., Snyder, J., Berry, N. S., Crooks, V. A. (2018), “A critical examination of empowerment in
medical tourism: The case of dental tourism industry in Los Algodones, Mexico’, Globalization and
Health, Vol. 14, No. 1, pp. 1-10.

Chandu, A., (2015), “Dental Tourism” in Lunt, N., Horsfall, D. (Eds.), Handbook on Medical Tourism
and Patient Mobility, Edward Elgar Publishing, Cheltenham, pp. 403-410.

Cuamea Velazquez, O., Morgan Medina, J. C., M., Estrada Gaxiola, A. R. (2017), “Dental Tourism: Key
Factors that Influence the Selection of a Dental Clinic in a Border Region’;, International Journal of
Advanced Research (IJAR), Vol. 5, No. 7. pp. 2713-2721.

Geié, S. (2011). MenadZzment selektivnih oblika turizma. Split: University of Split.

Gregori¢, M., Musliu, T. (2015), “Ljeéili?ni aspekt zdravstvenog turizma u Republici Hrvatskoj’; Zborn-
ik radova Medimurskog veleucilista u Cakovcu, Vol. 6, No. 2, pp. 59-66.

Ivandi¢, N., Kunst, I, TeliSman-Kos$uta, N. (2016), “Pretpostavke odrzivosti zdravstvenog turizma
u Republici Hrvatskoj — nacela razvoja i klju¢ni Cinitelji uspjeha’, Radovi Zavoda za znanstveni rad
Varazdin, No. 27, pp. 25-46.

Jaapar, M., Musa, G., Moghawemi, S., Saub, R. (2017), “Dental tourism: Examining tourist profiles,
motivation and satisfaction’, Tourism Management, Vol. 61, pp. 538-552.

Jovanovi¢, V. (2015). Tematski turizam. 2nd amended and revised edition. Belgrade: Singidunum Uni-
versity.

Jurisi¢, E., Cegur Radovi¢, T. (2017), “Dental Tourism — an Opportunity for Croatian tourism’ in
Barkovi¢, D. (Ed.), Interdisciplinary Management Research XIII, May 18-20, 2017, Faculty of Econom-
ics in Osijek, Osijek, pp. 297-311.

Kamath, K., Hugar, S., Kumar, V., Gokhale, N., Uppin, C., Hugar, S. S. (2015), “The business and plea-
sure of teeth: Dental tourism’, International Journal of Contemporary Dental and Medical Reviews,
Vol. 2015, pp. 1-4.

Kesar, O., Mikuli¢, J., (2017), “Medical tourist satisfaction and dissatisfaction with dental care service:
An exploratory case study’, Tourism in Southern and Eastern Europe, Vol. 4, pp. 243-258.

Krajnovi¢, A., Babi¢, R., Bosna, J. (2013), “Medicinski turizam — neki marketingki i eticki aspekti’,
Oeconomica Jadertina, Vol. 3, No. 1, pp. 16-30.

Loubeau, P. R. (2009), “The globalization of dental care: An opportunity for Croatian tourism’, Tour-
ism, Vol. 57, No. 2, pp. 193-199.

Panteli, D., Augustin, U., Rottger, J., Struckmann, V., Verheyen, F., Wagner, C., Busse, R. (2015), “In-
formed consumer or unlucky visitor? A profile of German patients who received dental services
abroad’, Community Dentistry and Oral Epidemiology, Vol. 43, No. 5, pp. 415-423.

Tihi, B., Pestek, A. (2009), “Razvoj dentalnog turizma na podrudju Sarajeva’; Acta turistica, Vol. 21, No.
2, pp. 210-229.

Urbanci¢, M. (2016). Internet marketing u turizmu: Vodi¢ za bolju popunjenost smjestajnih kapac-
iteta. Rijeka: Paradox d.o.o.

EKONOMSKI VJESNIK / ECONVIEWS God. XXXII, BR. 1/2019. str. 93-104



UDK: 338.48: 616.31](497.5) / Preliminary communication

ENDNOTES

Institute for Tourism (2014), “Nacionalni program - Akcijski plan razvoja zdravstvenog turizma RH”, available at: https://mint.gov.
hr/UserDocsImages//arhiva//150608_AP_%20Zdravstveni%z2oturizam.pdf (Accessed on: June 2, 2018)

Mintel Group Ltd. (2017), “Medical and Wellness Tourism Trends in Europe”, available at: http://academic.mintel.com/dis-
play/835097/ (Accessed on: June 2, 2018)

Mintel Group Ltd. (2016), “The Evolution of Wellness Tourism”, available at: http://academic.mintel.com/sinatra/oxygen/print/
id=786392 (Accessed on: June 17, 2018)

Croatian National Tourist Board (2016), “Medicinski turizam, medunarodni trendovi i perspektive”, available at: www.htz.hr/sites/
default/files/2016-11/Medicinski-turizam-Medunarodni-trendovi-i-perspektive.pdf (Accessed on: May 28, 2018)

European Hospital and Healthcare Federation (2015), “Medical Tourism”, available at:  http://www.hope.be/wp-content/
uploads/2015/11/98_2015_HOPE-PUBLICATION_Medical-Tourism.pdf (Accessed on: July 21, 2018)

Mintel Group Ltd. (2017), “Medical and Wellness Tourism Trends in Europe”, available at: http://academic.mintel.com/sinatra/
oxygen/print/id=835089 (Accessed on: June 29, 2018)

Kovacs, E., Szocska, G., Torok, B., Ragany, K. (2013), “Why is Hungary the main destination country in dental tourism? Why do pati-
ents choose Hungary for dental care?”, Hungarian Case Study on dental care and patient flow, available at: http://semmelweis.hu/
emk/files/2013/02/Final_case_study_web.pdf (Accessed on: June 7, 2018)

Zoltan, J., Maggi, R. (2011), “What is Tourism in Dental Tourism?”, available at https://ssl.lu.usi.ch/entityws/Allegati/pdf_pubs3s4.
pdf (Accessed on: May 22, 2018)

“Romanian Dental Tourism”, available at: www.romaniandentaltourism.com (Accessed on: July 3, 2018)
“Dentistry in Czech Republic”, available at: http://healthczech.build.eibs.co.uk/treatments/dentistry/ (Accessed on: July 6, 2018)

Croatian National Tourist Board (2016), “Medicinski turizam, medunarodni trendovi i perspektive”, available at: www.htz.hr/sites/
default/files/2016-11/Medicinski-turizam-Medunarodni-trendovi-i-perspektive.pdf (Accessed on: May 28, 2018)

Institute for Tourism (2014), “Nacionalni program - Akcijski plan razvoja zdravstvenog turizma RH”, according to (1) www.slovenia.
info; (2) www.hr.slovenia-terme.si; (3) Vesenjak, P., 4th Balkan Spa Summit, 2014, available at: https://mint.gov.hr/UserDocsl-
mages//arhiva//150608_AP_%20Zdravstveni%2oturizam.pdf (Accessed on: June 2, 2018)

Institute for Tourism (2013), “Strategija razvoja hrvatskog turizma do 2020”, available at: http://iztzg.hr/hr/institut/strategija-razvo-
ja-turizma-rh/ (Accessed on: March 27, 2018)

Udruga za razvoj medicinskog turizma, available at: http://www.umt.hr/o_nama.html (Accessed on: April 23, 2018)

Act on the Provision of Tourism Services, Official Gazette No. 130/17, available at: https://www.zakon.hr/z/343/Zakon-o-
pru%Cs%BEanju-usluga-u-turizmu (Accessed on: April 23, 2018)

Croatian Chamber of Economy, Tourism Sector, available at: https://www.hgk.hr/javni-poziv-za-sudjelovanje-u-nacionalnoj-promociji-
zdravstvenog-turizma-na-podstranici-croatia-full-of-well-being (Accessed on: June 18, 2018)

God. XXXII, BR. 1/2019. str. 93-104 W EKONOMSKI VJESNIK / ECONVIEWS B 103 m



Doris Perucic: Limitations and development opportunities of dental tourism: The case of Croatia

Doris Perucic¢

OGRANICENJA I PERSPEKTIVE RAZVOJA
DENTALNOG TURIZMA, PRIMJER HRVATSKE

SAZETAK

Mnoge zemlje razvijaju dentalni turizam kao znac¢ajan segment rastuc¢eg medicinskog turizma u svijetu. U
Europi dentalni turisti ¢ine vise od 30% ukupnog broja medicinskih turista. Cilj rada je analizirati razvijenost
dentalnog turizma u Hrvatskoj sa stajalista pruzatelja stomatoloskih usluga identificiranjem ogranicenja i
moguénosti za pruzanje usluga dentalnog turizma. Kako bi se dobio uvid u razvijenost trzista dentalnog
turizma u Hrvatskoj provedena su dva istrazivanja. Prvo istrazivanje provedeno je sustavnim pregledom
internetskih stranica vodecih privatnih dentalnih klinika, a drugo putem online ankete provedene u listo-
padu 2018. godine. Nalazi istrazivanja ukazuju da se trzi$na prepoznatljivost Hrvatske uglavnom temelji na
izvrsnom odnosu cijene i kvalitete dentalnih usluga/proizvoda, stru¢nom osoblju, visokim standardima,
nizim cijenama i kvaliteti dodatnih usluga. Prema misljenju mendzera dentalih klinika glavna ogranicenja
razvoja dentalnog turizma u Hrvatskoj su: nedostatak natjecaja za dodjelu bespovratnih sredstava iz EU
fondova i izostanak poticajnih mjera za razvoj medicinskog turizma, zatim nedostatna promocija dental-
nog turizma i nedostatak strateskog planiranja i razvojne vizije na nacionalnoj razini. Za razvoj dentalnog
turizma izuzetno je vazno provesti akreditaciju i medunarodno certificiranje klinika i kontinuirano ulagati
u usavr$avanje zaposlenika, kvalitetu usluge i opremu/tehnologiju. Nalazi takoder ukazuju da Hrvatska
svoju konkurentsku prednost treba graditi na kvaliteti dentalno turistickog proizvoda. Kvaliteta usluga/
sadrzaja ukljucenih u turisticki dio boravka daje dodanu vrijednost osnovnom proizvodu i omogucuje da
se diferencira od konkurencije.

Kljucne rijeci: dentalni turizam, klju¢ni ¢imbenici uspjeha, Hrvatska, ogranicenja, mogué¢nosti, konku-
rentska prednost
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