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ABSTRACT

This Policy Paper was prepared under the aegis of the Moroccan Institute 
of Strategic Intelligence (IMIS). It sets out a number of strategic guidelines 
that could help transition Morocco from an underrated player in the 
field of Medical Tourism to a key destination with a focus on the African 
Market. On the one hand, it introduces a nation-branding strategy set 
to promote Morocco. The staple of this strategy entails the creation of 
an office dedicated to Medical Tourism. The goal of this office would 
be to reinvent the “Made in Morocco” as a unique experience. Another 
objective would be to strengthen African alliances, in line with the current 
“slowbalisation” movement and the Kingdom’s focus on a South-South 
strategy. In addition to boosting the influence of Morocco, the Medical 
Tourism office would advocate for investments in the Medical and 
Hospitality infrastructure. This would help salvage the country’s reputation 
in the Healthcare system. Moreover, this will have to be supported with 
regulatory frameworks as well as international accreditations vouching for 
the quality of service. On the other hand, the study tackles the challenges 
brought about by the current sanitary crisis. Indeed, Covid-19 jeopardizes 
the essence of Medical Tourism as it prevents movement of people, 
hinders access to wellness medical services and limits touristic activities. 
The paper suggests digital renewal as a second leverage. This includes 
teleconsultation, virtually enhanced Customer Journeys, automation, and 
technology driven sustainability. Last but not least, the research offers 
a third driver that adapts to a shift in consumerism towards more eco-
responsible travels. This implies developing holistic, guilt free experiences 
that put communities at the center and offer comprehensive packages. 
In conclusion, the authors of this paper believe that by endorsing these 
recommendations, Morocco will be able to withstand the coronavirus 
pandemic and gain larger market shares of this highly profitable industry.
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OBSERVATIONS & 
BACKGROUND OF THE 
CURRENT ROADBLOCKS

The relevance in examining the question of the 
sustainable development of Medical Tourism 
stems from two components, that of a niche 
market and that of Covid-19’s impact on the world 
market. 

Early 2020, the Coronavirus, Covid-19, challenged 
globalisation and the current economic model 
with the restriction of movement, travel limitations, 
slowed-down production and trade… it has also 
brought about a shift in consumers behaviours 
and income. The consumption pattern is, in fact, 
being restyled and driven to reach a responsible 
approach, which in return draws a mindful mindset 
towards tourism. 

Tourism industry, a pillar of the Moroccan economy, 
is amongst the most affected industries. The 
latest Higher Planning Commission’s study (Haut 
Commissariat au Plan) reveals that the “catering 
and hospitality” sector is the first sector to be hit 
hard by covid-19, with nearly 90% of operators 
going out of business. Furthermore, the economic 
outlook for the sector is far from positive for at 
least the upcoming 3 years. It is expected that the 
effect of this crisis will last long enough to probably 
outlast the virus’ lifespan.

If there is one sector that could stand to benefit 
from this epidemic, it is the medical equipment and 
pharmaceutical sector. In fact, when faced with the 
shortages observed in China in regard to medical 
masks, Morocco developed the necessary means 
to meet the urgent demand. During May 2020, 
Morocco reached a daily production of 7 million 
masks and plans to increase its production capacity 
of washable woven masks by two million per day. 
This increase would cover the local demand from 
the private and public sectors and furthermore 
allow export of the remainder to European and 
African countries that have already expressed 
their demand for Moroccan masks. Morocco could 
thus boost its economy by adapting its industrial 
strategy in order to meet the needs estimated to 
be vital today following the latest health crisis. 

Hence the interest in the impact of the coronavirus 
on the Medical Tourism sector, straddling two 
sectors that have been severely tested during this 
pandemic and whose consequences are relatively 
positive for one (the Medical sector) while they are 
alarming for the other (the Tourism sector). What 
could be the best framework to help it evolve as 
a flagship sector in Morocco’s economy in the 
future?
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Medical tourism is a booming industry that consists 
of people traveling abroad or at a national level to 
receive a comprehensive package of medical care 
and travel experience. The medical tourist could 
seek a wellness activity including relaxation in 
Spas or thalassotherapy, a healthcare service 
such as post-operative rehabilitation, physical 
therapy and diet treatments, or treatments and 
surgeries, for instance: cancer treatment, plastic 
surgeries, and preventive care such as tests.

The real value of the medical tourism market 
is over $74 billion. To date, the annual record 
for medical tourists is approximately 14 million 
people with a market growth outlook of 20%. The 
drivers of this market include the particularities of 
the local health system, the varying standards of 
living between countries, the disparities in medical 
infrastructure, the open borders policy and finally, 
the reputation of the host country. The relevance 
of the local health system lies in the lack of social 
security coverage for certain medical procedures, 
such as cosmetic surgery, or inadequate insurance 
cover, or even the absence of health insurance 
on the local market. Additionally, a patient can 
resort to travel for Medical purposes to avoid 
excessively long waiting times. Also, disparities in 
living standards between countries which make it 
possible, in a less developed country, to lower the 
cost of providing care in relation to the patient’s 

country of origin. This is a win-win situation for 
both the host country and the tourist, who in some 
cases can save up to 85% on his medical costs 
(study by The Economist).

The mapping of the medical tourism industry 
shows an annual growth of 25% over the next 
decade, according to Visa and Oxford Economics. 
The global medical tourism market size is 
expected to reach USD 207.9 billion by 2027, 
expanding at a CAGR of 21.1%, states the latest 
report conducted by Grand View Research, Inc. 
The growth of Medical Tourism is driven by the 
ageing of the population in a postmodern society 
with high life expectancy, coupled with improved 
accessibility to quality, low-cost medical services/
procedures. In addition, the growing demand 
for procedures not covered by insurance, such 
as dental reconstruction and cosmetic surgery, 
stimulates the market as well.

Last but not least, Medical tourism generates 
direct foreign exchange income and contributes 
to the overall development of the economy. It 
provides employment and business opportunities 
for residents. Moreover, it helps in the growth of 
associated businesses such as pharmaceuticals, 
healthcare devices, and tourism. Thus, the 
interest in tackling the position of Morocco in 
this overlooked yet profitable sector.

INTRODUCTION TO 
MEDICAL TOURISM
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MOROCCO, AN OVERLOOKED 
PLAYER IN THE FIELD OF 
MEDICAL TOURISM

According to the Medical Tourism Index (MTI), an 
international measurement tool designed to assess 
liable destination indicators, Morocco is globally 
ranked 31st out of a total of 46 destinations, 
thanks to its reputation of being a tourist pole 
which aims at placing itself among the top 20 
world destinations. Indeed, tourism is a pillar of the 
Moroccan economy, responsible for up to 20% of 
the national GDP. Early 2010, the local government 
put forward “Vision 2020” with the aim to establish 
itself as a reference around the Mediterranean 
in terms of sustainable development, thanks to 
a responsible and unique tourism development 
model that respects the environment and places 
sustainable development at the heart of its 
strategy. In 2018, Morocco recorded 12.3 million 
arrivals congruent with the objectives of “Vision 
2020” to record up to 20 million arrivals by 2020. 
Nowadays, the tourist sector is strongly disturbed 
by the Coronavirus and expectations need to be 
reviewed. This crisis may be an opportunity to 
question and take better account of the issues of 
stability and resistance to shocks. Stimulus plans 
are being put forward with a view to ending the 
crisis. At best, this will facilitate a change, but only 
if these stimulus policies provide sufficiently clear 
direction and incentives.

Prerequisites for the development of Medical 
Tourism are security, stability and the availability 
of infrastructure, including efficient transport 
networks and well-developed air transport and 

accommodation facilities. With its liberal economy 
and a USD 107 billion GDP, Morocco’s economy 
is ranked 5th in Africa. The business environment 
is very attractive as the Kingdom is considered 
as a hub in many major fields (finance, tourism, 
automotive industry…). This attractiveness can 
be explained by many factors such as Morocco’s 
strategic localization (Gibraltar Detroit, proximity to 
Europe…) and the political stability that is ensured 
by its Constitutional Monarchy. In its article 31, 
the 2011 Constitution affirms that the State and 
the public institutions have the obligation to 
implement, by all possible means, the necessary 
conditions for all citizens to enjoy the right to 
social welfare, healthcare and health coverage.

As a result, the government implemented, since 
2012, many reforms to support the demographic 
and epidemiologic transitions. In Morocco, two 
healthcare systems were created: The Mandatory 
Health Insurance system (AMO - “Assurance 
Maladie Obligatoire”) in 2002 and the Medical 
Aid system (RAMED - “Régime d’Assistance 
MÉDicale”) in 2012. While the first system (AMO) 
is dedicated to citizens who are either employees, 
entrepreneurs, pension fund holders, veterans or 
students, the second (RAMED) is based on social 
welfare and solidarity principles and is dedicated 
to the very poor. Also, the healthcare sector is 
growing, as much as the annual healthcare budget 
recorded a 20% growth between 2012 and 2014. 
In fact, the budget increased from EUR 1.08 billion 
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in 2012 to EUR 1.3 billion in 2014. 

Nevertheless, the road is long ahead for the 
Medical sector. Public facilities throughout the 
Kingdom are facing major issues that prevent them 
from providing the community decent healthcare 
service. The National Court of Auditors published 
its annual report that puts forward the lack of 
qualified doctors, equipment and medication in 
regional care centers. As a matter of fact, 152 
healthcare centers were shut down in 2014, mainly 
due to the lack of staff. Morocco counts 141 
hospitals, 400 private clinics and 2,600 healthcare 
and dispensary centers. According to the French 
chamber of commerce of Morocco, the four main 
University Hospitals (Casablanca, Fes, Rabat and 
Marrakech) recorded, in last 2013, more than the 
third (35%) of the national hospitalizations and 
chirurgical interventions.

It appears that Morocco is better recognized for 
its efforts in the Tourism sector rather than those 
of the Medical sector. In fact, Morocco is the first 
tourist destination in Africa but comes only second 
in terms of Medical Tourism, according to the MTI. 
Proceeding through the indicators, Morocco ranks 
globally as 31st in Destination Environment mainly 
because of the complex geopolitical context (Arab 
Spring, tensions in Occidental Sahara) and 35th 
out of 46 countries on the Facility and Services 
Quality factor. Indeed, even though the Kingdom 
has qualified doctors and nurses, the facilities 

and the services quality have yet to be improved. 
Furthermore, there is an important gap between 
public hospitals and private clinics in terms of 
equipment, depending on the geographical areas. 
Within the public sector, there is 1 hospital bed for 
every 1,000 citizens, only 1 doctor for every 12,000 
citizens, 1 healthcare center for every 10,000 
citizens and 1 nurse for every 1,000 citizens. Also, 
54% of households direct expenditures’ is spent 
in the healthcare sector, which represents 400 
MAD (around 37 EUR) per capita spent every year 
on medication. Both high medical services and 
medication costs and the lack of medical facilities 
(and remoteness) are major issues. Consequently, 
the access to medical attention is limited in 
Morocco. 

All in all, Morocco ranks 26th out of 46 destinations 
regarding the Medical Tourism Industry not for 
being perceived as a cheaper healthcare option, 
but because it is a tourism hub trying to attract 
more. It is worth mentioning that the destination 
is trying to catalyze the development of medical 
tourism through different initiatives such as 
the development of a healthcare complex in 
Marrakesh, Morocco. The latter offers specialized 
medical procedures, including in cardiology 
and radiology, and has an annual 5,000-patient 
capacity. However, Morocco’s current situation 
is focusing its tourism strategy on market niche 
development through, for instance, luxurious 
hospitality services merchandising “The Moroccan 
Experience” and the “Tales of the Arabian 
nights”. The outcomes of Niche Market strategy 
are a conclusive promotion of the Moroccan 
experience within the selective sphere and the 
creation of the Moroccan experience image.
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THREE DRIVERS TO SHAPE 
THE INDUSTRY’S DEVELOPMENT

Nowadays, tourism strategies are driven by 
the stimulation of domestic tourism as a first 
recovery post-Covid 19. This approach tackles 
mainly a short-term run. However, to steer the 
tourism resumption and a thrived medical tourism 
perspective, 3 key aspects have been identified to 
drive the Medical Tourism industry in Morocco: The 
first one highlights the necessary intervention of 
the Government through the promotion of a nation 
branding strategy including reinforced alliances  
and the much needed investments in the medical 
and hospitality fields. The second aspect is the 
digital renewal using UpToDate technology to 
better handle the coronavirus challenges. Finally, 
the third driver relates to the latest customers’ 
requirements and how to better prepare the 
country to meet them.

GOVERNMENT SUPPORT TO PROMOTE 
MOROCCO AS A KEY DESTINATION FOR 
MEDICAL TOURISM
A key influencing factor that drives the market is 
the government support to maintain the general 
reputation on a political and infrastructure level. 
To do so, the development of a nation branding 
strategy is necessary to promote the image of 
Morocco at an international scale. Indeed, the 
destination factor is highly important when it 
comes to the selection of the location where 
the patient is set to receive medical treatment. 
The choice of destination stems largely from the 

reputation of the country. Patients need not only to 
be reassured but rather attracted to a safe, strong, 
innovative, trendy, and trustworthy destination. 
Per the latter, investments in infrastructure, be it in 
the medical or the hospitality sector, are vital to the 
growth of the market.

Nation branding as a recovery leverage: 
The profound change of the multi-polarized world 
pushed many nations towards the adoption of an 
aggressive strategy on the international chess 
board. In fact, the so-called Economic Intelligence 
Approach is now at stake more than ever as a result 
of a pandemic crisis response. The critical crisis 
outcomes such as, freedom restriction, air traffic 
reduction, international trade on hold, and risk of 
recession, have led many industries to outthink 
the economic security and the influence status. 

Many critical aspects of the economy and the 
political field are threatened. In fact, governments 
were pressured to deliver efficient and coercive 
crisis management solutions. On all accounts, 
some European countries have lacked solidarity 
and regional collaboration to reduce the impacts 
surrounding the economic stakes. However, some 
have grasped the opportunity to shine on the world 
stage, as did Morocco. While several countries 
and nations depended on the Chinese masks 
production, Morocco has managed to converge all 
available resources towards a single objective: 
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national exponential mask production in record 
time with a clear tagline “Made in Morocco”. 
This concrete operation lifted the veil on the 
strategic capacities and consolidation of relations. 
Subsequently, the nation has undoubtedly gilded 
its image in terms of crisis management and crisis 
responsiveness, but it has also reinforced its 
sovereignty within the African continent. In fact, it 
could be depicted as a true national awakening 
that was hailed and exemplified. 

These recent events arouse serious questions 
regarding nations’ adopted strategies as crisis 
strategies responses and the ones that should be 
taken further to turn positively the corner. In fact, 
even if the government adopted one of the most 
coherent and proactive pandemic crisis strategies, 
it still lacks perspective to make it sustainable. 
In what ways Nation Branding could lead to the 
Moroccan economic recovery?  

The objective of using a Nation Branding strategy 
is to create an amplified sense of a nation in 
order to build up its reputation. It endorses the 
distinction role and model that will constitute an 
“appealing country”.

The main Moroccan leverage that will lead the way 
to introduce the valorization concept of Nation 
Branding and its prism of influence is, in fact, 
nation branding. It has many different meanings 
that are often related to one’s perspective. 
However, this notion can be defined as the ability 
to answer to the competition between countries 
in terms of reputation. In a broader sense, it 
consists in building a reputation in order to create 
a distinction based on several aspects, such as 
economic, political and cultural for instance. 
(Kaneva, 2011).

The Moroccan government has already started 
chasing after the African Sovereignty and 
the reinforcement of its international strategic 
positioning and in many ways throughout a 
destination branding strategy. It has all started 
with the well-known campaigns that depicted 
Moroccan experiences, the Saharan nights, the 
luxury experience in Marrakesh, Yves-Saint Laurent 
gardens, the famous Medinas and so on. It appears 
that the first labeling of the Moroccan Handmade 
& Nation production: “Made in Morocco” was 
introduced to the Kingdom in 2015. It aimed to 

gather the different institutions together towards 
a single common goal: to improve the Moroccan 
Brand image on a national and international scale.

The effervescence of the “Made In” in Morocco has 
led to the creation of several connotations such 
“Made in Casablanca/ Marrakech”. The Ministry of 
Tourism, Crafts, Air Transport and Social Economy 
has also delivered and approved the label 
«Morocco Handmade». The Ministry’s position 
highlights the will of the Moroccan Kingdom to 
start an effective campaign in order to set-up a 
frame for all future Moroccan Production, be it 
tangible or intangible. These beginnings helped set 
the stage for a thoughtful and adequate framework 
to wage a broadly-based labeling strategy. In fact, 
this has played a part in amplifying the conveyed 
and intended culture image of Morocco abroad.

As a tentative approach of renewing the socio-
economic model, tourism should be at the heat of 
discussion as it plays a major role in promoting a 
country internationally. Nowadays, it is compulsory 
to define a schematic prism to tackle the Moroccan 
components: 

n Reinventing the “Made in Morocco” 
as a unique experience  
Historically, the notion of “Made in” emerged 
during the industrial revolutions. Great Britain 
being the industrial leader at the time imposed 
a law forcing foreign companies that imitated its 
products, to specify the country of origin on their 
products. Wanting to discriminate against the 
challenger (Germany), it turned out that the label 
“Made in Germany” became a cachet for well-
made products and marked its reputation for 
delivering good quality products, says the New 
Yorker. Nowadays, marking the origin of products 
is mostly mandatory within the European Union 
or elsewhere, especially in the field of agriculture 
and food which are more regulated for sanitary 
reasons. What about using “Made in” labels for 
experiences?

In line with the aim to label a clear nation branding 
strategy, the concept “Made in Morocco” will be 
used as the core target for the medical tourism 
industry. It shall refer to the unique attribute that 
could qualify products/services provided within 
or by the Kingdom of Morocco. The territorial 
marketing applied to the sector of medical 
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tourism should enable an empowerment of the 
Moroccan nation as a brand and strategically 
position the country within the industry.

As a matter of fact, a dedicated office would 
help assess the required standards and the right 
taglines to better appeal to future patients.

n Medical Tourism office: a staple of a clear 
Medical Tourism strategy
Many nations have reinforced tourism strategies, 
and specifically the Medical sector by founding 
a Medical Tourism office or private facilitators 
organisms. In fact, Turkey has launched different 
coordination offices to facilitate the patient care 
from first contact to the hospital settlement. This 
approach was also integrated and developed by 
South Africa. The profusion of facilitators is used 
as a lever of attractiveness and distinction. 

The Government of the neighboring country 
Tunisia has followed the path and has helped 
catalyze the medical tourism sector. In 2009, 
the Government launched a strategy aimed at 
transforming the country into a regional medical 
hub by 2016, and went further by including and by 
providing incentives such as the abolition of value 
added tax on medical treatment for non-Tunisian 
residents, tax exoneration for medical equipment 
and devices and a 50 per cent tax reduction on 
all investments related to medical institutions 
and infrastructure. More recently, as part of its 
Tunisia 2020: Road to Inclusion, Sustainability and 
Efficiency Plan, the Government has prioritized 
the development of wellness tourism, with key 
objectives that include direct job creation in 
thalassotherapy and the creation of indirect jobs. 
(Sources: Lautier, 2008; Lautier, 2013).

The required office will deal with the Nation 
Branding strategy as it is aimed to Nurture the 
Moroccan Experience offer in the Medical Tourism 
branch. The offer would focus on specific surgeries 
and the “wellness & spa” sub-sector. Moreover, 
this dedicated commission would selectively 
choose spokespersons and reliable doctors to 
promote Medical offers : esthetics, notably. The 
office will also have to define a suitable tagline 
vis-à-vis the “Made in Morocco” when applied to 
Medical Tourism offers. promote Medical offers 
(esthetics) and the chosen suitable tagline vis-à-
vis the “Made in Morocco”. Thus, the creation of a 

dedicated office would leverage the transparency 
of the existing coordination offices in the country 
and regulate future ones. It will indeed engage 
the private and public sectors to assess strategic 
plans based on accurate data. As of today, it is 
difficult to measure properly the figures catalysed 
by the medical sector.

Presently, a private coordination office does exist 
in Casablanca “the ClinicAcces” which highlights 
the interest of following this path. However, a 
national governance on the matter is necessary. 
Additionally, national governance would sensitize 
to the importance of this big market. Up till now, 
serendipity has worked in favour of Morocco but 
what if this had to change in the future ?

If thoroughly planned, the advantage that would 
result from developing a committed office is 
to facilitate medical care and create a well 
thought receiving channel, from end to end. The 
governance will enlarge the positive outcomes : in 
fact, medical networking channels would emerge 
and would attract foreign investors interested 
in the field. Fostering the medical or wellness 
touristic offers would not only generate economic 
benefits, but it would thrive in the Moroccan 
influence sphere. In other words, in the long run, 
this dedicated office could allow Morocco to take 
advantage of its position as the Medical Hub in 
Africa and begin to accompany future African 
countries willing to start hospitals rehabilitation in 
the field of medical tourism.  

All in all, a Medical Tourism Office is necessary to 
revamp the strategic position of Morocco in this 
sector. Up to now, without a clear governmental 
attention to this sector, Morocco can hardly 
estimate the number of Medical Tourists to 50 000 
patients according to experts of the sector without 
possible data backup. However, in the case of 
Turkey that aims to lead the sector of Medical 
Tourism in the upcoming years, Emin Çakmak, 
founding president of the Turkish Healthcare Travel 
Council states that «Some 756,000 healthy tourists 
were welcomed in 2017, generating US $7.2 
billion.» Additionally, Turkey has set an objective 
to attract 800,000 patients, expecting $8 billion in 
revenue by 2018. This comparison highlights the 
need for the government to place its interest in 
this segment and to try to develop it through the 
necessary policies and infrastructure.
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n A digital renewal: National challenge for 
competitiveness  
Many Moroccan private and public sectors missed 
the digital shift and as of today, there is an urge 
and a need to catch-up. The digitalization wave 
should be seen as a promotion catalyser for the 
tourism field, it is a prerequisite and an influence 
requirement. 

On a national level, several actions should be taken 
to reaffirm the governmental will to push anyone 
interested in digitalization to make the adequate 
changes when needed. And this point has been 
taken into account as the Digital Development 
Agency  launched an online platform “Bureau 
d’Ordre Digital” aiming to have a digital registry 
office. The attempt of a dematerialized website 
allowing public organisms and administrations to 
exchange documents with an acknowledgement 
receipt. 

On an international level, the digitalization era is 
reshaping the tourism industry in many ways, the 
online customers’ experiences have changed; the 
number of online platforms booking is indefinable, 
the display of a plethora of offers is confusing. 
These changes contribute to congestion multiple 
channels due to over-communication, which 
enhances the need to advertise wisely by 
creating a unique digital showcase online 
with the coordination offices. Such platforms 
would enable engagement with plausible future 
patients, and grant accessibility to those who 
need to be reassured before engaging in medical 
tourism experience. This also applies to the call 
for establishing reliable social media accounts 
with UpToDate technological assets, managed 
strategically by experts. 

Social media presence constitutes a significant 
pillar of the Economic Intelligence approach. 
Considering the fact that an important part of 
foreign patients in Morocco are of African origins, 
platforms and smartphone apps will have to target 
neighboring countries first in order to establish 
reliability.

n In line with slowbalisation, focus on an 
African alliance and develop partnerships
Globalization’s golden age has probably reached 
the ending point; in fact, a “slowbalisation” era 
has commenced. Times are now conducive for 

regional and national strategies. These strategies 
are emerging everywhere and are fortified as 
a result of the sanitary crisis effect. Time has 
presumably come to review our purposes within 
the international arena. In what way, African 
alliances should be strengthened? 

To begin with, some industries and organisations 
tend to be “all things to all customers” which 
engenders a blurred message leading to 
confusion. This effect needs to be avoided when 
conceiving a recovery plan. The prevalentness of 
trade-offs in competition will enable the Moroccan 
tourism industry to constantly call into question 
its competitive advantages within the chosen 
field: “Tourism & Health”. As stated, strategic 
positioning is the key point of preserving the 
difference that makes one industry sustainable 
on the long-run, in a battlefield. Even if trade-offs 
may seem destabilizing, the intention is to become 
more pragmatic and influential. 

In the wake of the induced soft power on the African 
countries, Morocco knows a real nitescence within 
the African community, especially once , especially 
once the Kingdom joined the African Continental 
Free Trade Area (ACFTA/ZLECA). It is a first in 
history of free trade area where 54 nations are 
reunited. The challenge with such affiliation is to 
step on the free movements of people and reuse 
this resulting asset towards the medical tourism 
actions. These coalitions should serve a national 
tourism purpose as it will open doors for multiple 
opportunities including new foreign investments, 
facilitated hospital care, more accessible 
and better promoted Moroccan “Wellness” 
journeys.  

All along, many initiated partnerships that could 
benefit from a reinforced partnership with several 
African countries. Morocco has already assessed 
its will to endorse an escort position as it has 
signed 8 cooperations protocols in the medical 
field with the following members: Gabon Republic 
Vice Prime Minister, the Senegalese Ministers, 
Côte d’Ivoire and Guinea Conakry of Health, and 
the Minister in Guinea Bissau, the Ambassador 
of Chad in Rabat, the Minister of the National of 
Congo-Brazzaville and the Permanent Secretary 
of Health in Gambia. These partnerships were 
engaged in order to deliver protocols in the 
pharmaceutical and medical field. The target is to 
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ensure quality control, to offer a training system 
when needed and to combat all fraud and forgery. 
These alliances are aligned with the Moroccan 
Kingdom’s seek out for an established South-South 
strategy, to favorize the exchange of the expertise 
knowledge in the medical field. The Institut Pasteur 
and CDC Africa convention underlines the will to 
seek collaborative alliances within the region. With 
a holistic approach, these conventions channels 
could also benefit to start more strategic alliances 
related to the Medical Tourism matter. 
 
The expectations from these agreements lie 
on strengthening Morocco’s presence on the 
continent, especially since this presence would 
target first the political aspect then the economic 
one.

By adopting strategies leading the integration of 
such well-thought nation consolidation, the 
Moroccan Kingdom would consolidate its African 
sovereignty and give “influence” a meaning in the 
context of Economic Intelligence. The main idea 
would then be to demonstrate that a sanitary-
healthcare lever can create a new rebound in this 
tourism sector.

Existing alliances between Morocco and U.A.E 
should also be used to tackle future gargantuan 
investment projects. In regard to the Healthcare 
City in Marrakech that should open shortly, the 
Moroccan-Emirati real estate developer Tasweek 
invested approximately 100 million dollars to build 
an hospital, luxurious hotel, medical apartments.  
The project is in practice a 12.000 m2 Health 
Village that includes a luxurious rehabilitation 
center of a capacity of 150 beds, 16 operating 
blocks endowed with the class 4 iso 5 - high 
sterile environment. The City developed a beauty-
care area with high performant technologies 
dealing for instance with ageing. Moreover, to deal 
with the lack of Medical staff and high qualified 
practitioners, Tasweek called on 71 Moroccan 
doctors and professors to join the teams -most of 
them were trained abroad and want to settle down 
in Morocco. 

Furthermore, Fouad El Mountassir, the General 
Manager of the Hospitals Morocco Emirati 
Investment North/ South, underlined that “The 
staff will be constantly trained” (l’Economiste, 
2017). 

All in all, Marrakech Healthcare City showcases 
Morocco’s will to restore faith in its medical 
competencies and infrastructures capabilities. 
However, the project is led by a foreign developer 
and run by the private medical & tourism sector. 
Is the Moroccan public medical sector willing to 
invest into the Healthcare system?

In the matter of pushing forward collaborative 
endeavours, and aiming for a leader position, a 
regional insurance system should be approved. 
This in turn will play a key move in settling an 
inclusive economic recovery using it as a driver 
of change. 

In line with the free trade area, the development 
of such a system will thrive in the medical tourism 
field, especially in Morocco. This niche market 
would advocate a gateway to many opportunities 
as it would release and facilitate the access to care. 
There is a potential in defining a mission that will 
call for the Moroccan pragmatic ability. It would 
establish an influence in an intraregional sphere 
as the medical tourism relies on engendering 
benefits from many governmental levers. In this 
case, Morocco could follow a tax incentives free 
viewpoint for non-Moroccan patients, as did 
Tunisia and several African countries with India 
using the “Aetna plan”. 

 
Investments in the Medical and Hospitality 
infrastructure:
Medical tourism has led to a rise in state-of-the-
art healthcare facilities in developing countries to 
attract foreign nationals, resulting in fast growth 
of healthcare infrastructure in such countries. 
To maintain a strategic position in the Medical 
Tourism sector, Morocco has to invest massively 
in both the Medical and Hospitality infrastructures 
and reassure locals and foreigners of the quality of 
the service to be delivered.

n Restore faith & trust in the Health System: 
Infrastructures & workforce
When faced with the Coronavirus, the Kingdom 
has developed various initiatives that should be 
sustained post crisis. Amongst said initiatives: 
awareness-raising campaigns were carried out 
by the authorities and volunteer citizens. Also, 
the government provided support of the informal 



THE REVIVAL OF MEDICAL TOURISM IN MOROCCO : 
AN OVERLOOKED YET PROFITABLE INDUSTRY TO GRASP13

sector with social benefits for the first time ever. 
Moreover, the Ministry of Health set up in record 
time a platform called “Allo 300” to answer 
citizens’ questions, receive their complaints about 
the health aspect of covid-19 and guide them to 
the relevant services. The constant access to the 
information, communication and transparence of 
the government initiatives have been highly saluted 
efforts by the public. “Allo 300” for instance was 
able to reassure up 9500 callers per day. By the 
end of May 2020, Morocco proved its capacity to 
respond rapidly to a pandemic and calm national 
distress in times of crisis. Such capability should 
be put forward in the future.

Adding to the management of this sanitary 
crisis, measures have been designed to limit the 
spread of the virus and to avoid the saturation 
of hospitals through a compulsory lockdown. 
Also, the capacity of public hospitals to receive 
intensive care beds, etc. was reinforced. Such 
measures aimed to restore faith and trust in the 
Medical sector between the Kingdom of Morocco 
and its citizens. This in return had a positive effect 
on the perceived image of the Health sector and 
its capacity to grow and adapt, on an international 
level.

Last but not least, investments in the training of 
professionals of the Medical Tourism sector is a 
must. Nowadays, there are shortcomings in terms 
of service quality and staff turnover in hotels. 
Recruitment and training platforms in the hotel 
business in Morocco have emerged recently 
to meet this need according to the principle 
of practical learning, based on international 
standards. As an example, a platform (Talent 
Advisor) has been launched in Morocco in 2019. 
On this platform, trainees take charge of their 
training, for a cost starting at 500 dirhams for 
half a day, i.e. less than 50 euros. Hotel groups 
interested in trained staff take out subscriptions on 
the platform. However, such training should not be 
done only on a voluntary basis but should rather be 
integrated into the process of activity monitoring. 
Indeed, hotels should partner up with accredited 
training schools to provide training every 3 months 
or so. There also must be technical assessments 
included in career follow-up and career upgrading 
plans, conducted on a regular and standardized 
basis. By doing so, the industry will be able to 
meet the standards of professionalism, and in 

consequence attract jetsetters and high-level 
clients who expect an impeccable service.

n Regulatory frameworks as a differentiation 
lever: Unhook international accreditations and 
latest labels  
Accreditation systems are structured to provide 
objective measures for external quality assessment 
and quality management. Trusted international 
accreditation has become one of the biggest 
drivers in the growth of the medical tourism 
market. Participation in the accreditation system 
is voluntary. The strength of this commitment 
lies in its «knock-on» effect for organisations 
in the developed world seeking to develop the 
medical tourism / Global Healthcare market. Other 
countries have sought to access the services 
of major international healthcare accreditation 
groups based in other countries to assess their 
healthcare services. There are several reasons 
for this, including cost, the desire to improve 
the quality of care for its own citizens (good 
governance is the basis of all high-quality health 
care), or the desire for a health services market 
for «medical tourists». Some hospitals go for 
international health accreditation as a de facto 
form of advertising. Case in Point: Thailand now 
leads Southeast Asia in the number of hospitals 
with JCI accreditation – the top global standard 
for quality – with 66 JCI-accredited hospitals, as 
of June 2019, and is fourth in the world (22% of 
the Market share in 2019), boosting its status as 
a leading medical tourism destination and as a 
model for public health among developing nations. 

So far, Morocco does not own any JCI accredited 
hospitals. SEMAC, the Moroccan accreditation 
body, could seek to unhook such accreditations. 
As a matter of fact, in order to be accredited by the 
JCI, an international hospital must meet the same 
set of rigorous standards set forth in the US by the 
Joint Commission. More than 950 hospitals and 
clinical departments around the world have now 
been awarded JCI accreditation and that number 
is growing by about 20% per year. The Moroccan 
Health Ministry should engage a true path of 
consolidation through an accreditation policy to 
standardize the medical field in the country. Indeed, 
accreditations will strengthen Morocco’s position 
within the competitive battlefield as it will grant it 
trustworthiness. Hospitals standardization was 
at the core target of Turkey’s medical tourism 
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strategy, the country has at least 5 accreditations 
in Ankara. 

Moreover, the United Nations Conference on 
Trade and Development identified in 2017other 
possible constraints on the development of 
medical tourism. These include weak regulatory 
framework (malpractice laws) aimed at protecting 
consumers in the event of professional errors and 
a lack of national and international accreditation 
bodies to help ensure compliance by institutions 
with international standards. Morocco should 
take steps to develop appropriate regulatory 
frameworks such as those of Kenya. Indeed, 
the Kenyan Health Tourism Strategy 2014–2018 
identifies the following as critical to development 
of the market segment: establishment of a 
national accreditation system for medical 
tourism consistent with international standards 
and enhancement of governance of the health 
sector. 
In parallel with accreditations, security and safety 
certifications are now in vogue in the hospitality 
industry. Accor Group and Bureau Veritas bonded 
on a plan of restoration of trust and aligns with 
“Coronavirus free” standards. This “Safeguard 
Label” partnership highlights the overriding 
relevance and the desire to regain customers’ trust, 
it is obvious that certifications and accreditations 
overcome the reluctance barriers of the population 
as it allows to join forces in a critical context. 
This path is also a valuation key of the Turkish 
government-wide recovery strategy for 2020. 

TECHNOLOGY DRIVEN SUSTAINABILITY: A 
DIGITALLY ENHANCED CUSTOMER JOURNEY
Faced with the coronavirus, different sectors 
have had to reinvent the way the business 
traditionally worked and Medical Tourism is no 
exception. The sustainability of the sector has 
been called into question and carrying out a digital 
transformation appears to be the clear solution 
not only to adapt but also to boost this sector 
post Covid-19 crisis. Rather, it is a catalyst for 
business performance, both in terms of employee 
performance and commercial efficiency. It opens 
up and ensures new prospects for development 
such as teleconsultation and digitally enhanced 
customer journeys.

Teleconsultation
Measures to limit the spread of the virus have led 
the medical sector to adopt hitherto uncommon 
postures - teleconsultations. These have been a 
tremendous success and have undeniably linked 
the patient to the digital sphere. Several platforms 
have emerged since the beginning of this pandemic 
episode, attempting to offer a service that somehow 
promotes proximity between patients and doctors. 
Indeed, the digital lever will mark a real turning 
point in overseas medical consultation, it will act 
as a catalyst by erecting points of accessibility 
without barriers between the two parties. This 
link is unquestionably important today to the 
establishment of trust at the first point of contact 
that initiates the continuation of the medical and 
tourism offer. The development of teleconsultation 
platforms will have a windfall effect for Morocco, 
with more than 400 private clinics. Morocco should 
think about allocating a real work of promotion of 
Moroccan medical showcases by using certified 
sites for the promotion of private clinics, available 
offers, teleconsultations; it will be necessary today 
to adopt a real avant-garde approach of a digital 
ministry in order to stand out.

A digitally enhanced Customer Journey 
and automation are key to deliver a 
contactless, therefore safer, experience:
Destination and brands will have to work hard to 
reassure visitors that it is safe to travel, adapting to 
the new normal and touch-free customer journey. 
An enhanced customer journey experience would 
integrate new tech such as artificial intelligence. 
Chatbots for instance could help assist patients in 
their search for a medical tourism destination 24/7. 
This would also subvert often too long response 
delays due to jet lag for simple questions. 

Digitalisation and automation are key to deliver 
a contactless and therefore safer experience. 
One way to do so would be through remote 
travel: A local guide on destination explores the 
location following online orders from guests. This 
immersive virtual travel experience currently exists 
in Ile Feroe (Denmark) but could be used in the 
Medical Tourism industry allowing patients to visit 
hospitals and hotels from their home ahead of 
their visit. 
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A HOLISTIC EXPERIENCE ADAPTING TO 
THE CUSTOMERS’ NEWEST PRIORITIES: 
Following the coronavirus, predictions for 
Tourism on the mid- to long-term include 
less mass tourism, corporate business, baby 
boomers and unsustainable business models. 
Overall trends of Medical Tourism favours a rise 
of the proportion of GenZ. This generation has 
exhibited a stronger penetration of sustainable 
travel experience such as eco-tourism; the gap is 
expected to narrow as desire to have a positive 
impact increases. This will bring about changes in 
travel behaviours such as less travel via airplanes in 
favour of non-enclosed and private transportation; 
i.e. scooters, rental cars… More holidays will be 
taken closer to home with a preference for short 
term rentals (like Airbnb) for a more private, safer 
and more authentic experience. Medical Tourism, 
in particular the wellness Tourism, will therefore 
evolve with a more holistic sense of well-being 
with a personal impact:  best on the environment 
and on the communities. Destinations that would 
like to stay relevant in this niche market ought to 
prepare for this with the following guidelines. 

Guilt-free experience :
- Hotels should be able to provide personal 
carbon trackers to measure each guests C02 
emission,
- Offer greener experiences as there is a 
preference towards climate/purposeful brands/
experiences: ex: Svart: first energy-positive 
hotel in the arctic Circle. This hotel produces 
85% less energy and has a minimal footprint on 
the environment.

Communities at the center:
- To capitalize on the growth of Medical 
Tourism, government authorities should be 
willing to invest in local enterprises. Such 
government bodies are authorizing projects 
that help in the overall development of 
infrastructure in the country such as the public 
transport system and water supply facilities to 
attract high-end travelers. Given the potential 
of intersectoral linkages, governments can 
support the development of strong linkages 
by implementing policies that encourage local 
sourcing, and by forging partnerships with 
the private sector that address underlying 
constraints on local suppliers. For example, 
it is critical to ensure that the necessary 

institutional and capacity-building systems are 
in place. These would help farmers and fishers 
attain the sanitary and phytosanitary standards 
and organic produce certification requirements 
demanded by tourism establishments. Doing 
so helps enable local suppliers to tap into 
higher value supply chains in tourism, often 
dominated by foreign suppliers.
- Brands/Packages with purpose: working 
with the communities, onboarding them on the 
recovery phase, minimizing negative impacts 
and taking forward sustainable destination 
management as part of the global travel reset
- Promote local cooperatives and concept 
shops: in line with the governmental support 
for the creation of cooperatives. Cooperatives, 
a Good Bad Solution to Vulnerability of Working 
Women in Morocco? -Gaëlle Gillo

More comprehensive packages :
- Healthcare providers now offer comprehensive 
tourism packages that include services ranging 
from ticket booking to hotel stay and healthcare 
insurance.
- Pre-empt the ageing generation with the right 
offer:  Global aging by 2025, travelers aged 
65+ will more than double their international 
travel to 180 million trips, accounting for one in 
eight international trips globally. Older travelers 
can afford bigger trips and are more focused 
on comfort and health than saving money. 
Long-term, the aging traveler will transform 
travel and one area that is already growing in 
response is the so-called “medical tourism” 
industry as more travelers opt to combine 
medical treatments with vacation. It is believed 
that medical tourism is primed for accelerated 
growth as more of these older travelers seek 
new treatments, as well as lower cost or higher-
quality care not available in their home country/
region. 
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